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Abstract

The objectives of this research were to study 1) customer perception of the
Corporate Social Responsibilities (CSR) of the Siam Commercial Bank (SCB), 2) customer
loyalty to SCB, and 3) the relationship between CSR perception and loyalty among
the customers. The samples were 400 SCB customers in Bangkok. Data was collected
through a questionnaire. The statistical methods used in data analysis were percentage,
arithmetic mean, standard deviation, t-test, one-way ANOVA, and Pearson’s Product Moment
Correlation Coefficient. The research results are as follows :

1. Customer opinion towards the overall CSR image was at a high level.

2. Brand loyalty among customers was at a high level.

3. The overall perception on CSR significantly correlated to customer’s brand

loyalty (p =.01).

Keywords : Image, Customer perception, Corporate Social Responsibilities (CSR), Bank
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