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 This research had the purpose for studying the relationship of corporate image 
perception and the loyalty of Kasikornbank customers by using the questionnaire as a tool for 
collecting data from Kasikornbank customers, Sirinthorn Road, Bangplad, Bangkok, all 400 
customers. This was the accidental sampling. The statistics used for the analysis were mean, 
standard deviation, t-test, F-test, and Pearson correlation coefficient. 
 The results were found that 
 1. The demographic aspect of sampling group mostly was women, 58.75%; their 
age was 25-34 years old, 28%; their marriage status was single, 47.75%; their educational 
level was the secondary school, 41.25%; they were the employees of the private company, 
39.75; their salary were 10,001-20,000 baht, 32.50%; they had the transaction for depositing 
and withdrawing cash, 41%. 
 2. The image of the Kasikornbank, in general, was the high level. When analyzing 
the detail in each side, it was found that 1 item of the high level of opinion was the modern 
organization ( = 4.24 and S.D.= 0.49); 5 items of the high level of opinion were the service 
and the good relationship with customers ( = 4.09 and S.D.= 0.50), the operation under the 
law ( = 4.00 and S.D.= 0.61), making the economical benefit for public ( = 3.97 and S.D.= 
0.63), the efficient management ( = 3.86 and S.D.= 0.54), and the social responsibility ( =
3.50 and S.D.= 0.74) respectively. 
 3. To analyze the loyalty of Kasikornbank customers, in general, was the high 

level ( = 3.81 and S.D.= 0.64). When analyzing the details in each side, it was found that the 
highest level of opinion was that customers were always impressive by the service of 

Kasikornbank ( = 3.89 and S.D.= 0.75). 
 4. For the factors of demography which were the different genre and status, the 
loyalty for Kasikornbank was not different. For the different age, educational level, career, 
salary, and transaction by using the service, the loyalty for Kasikornbank was different. 
 5. The relationship between the corporate images perceptions for the loyalty of 
Kasikornbank customers were related to each other at the medium level.  
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