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High School Student Perception Towards Educational Institution Brand for Modern
Faculty of Agriculture, Chiang Mai University
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Abstract

The study on the perceptions of high school students towards the image of a modern agricultural
science academy of the Faculty of Agriculture, in three components: Produce graduates, Research
Excellence and Academic Service. By collecting data from a sample of Science-Mathematical plan from high
school students in 9 upper north provinces, a total of 570 samples were analyzed by using Descriptive
Statistics and Inferential Statistics, which is F-test (One Way Anova) to study the difference by
demographically of high school students towards the image of a modern agricultural science academy. In
the term of modernization of teaching, modernization of researches and modernization of academic
services. The results showed that there were statistically significant differences at 0.05 level as follows:
Modernization of teaching was element 1, Modernization of researches was element 2, and Modernization

of academic services was element 2, element 4 and element 5.
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