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The objectives of the current research were to: (1) study the strategic planning of Kasikorn Bank
marketing communications. (2) study marketing and corporate image communication of Kasikorn Bank. (3) stuay
and compare the difference of perceptions between Kasikom Bank's customers and other commercial banks’
customers in marketing communication activities of Kasikorn Bank. The research study was divided into 2 parts;
(1) qualitative research : 4 in-depth interviews with bank’s execut: es and advertising agencies agents
responsible for planning internal and external communications of Kasikorn Bank to study strategic planning of
Kasikom Bank marketing communication. (2) quantitative research : questionnaire was used to study and
compare the difference of perceptions between Kasikom Bank’s customers and other commercial banks’

customers in marketing communication activities of Kasikorn Bank.

The findings revealed that Kasikorn Bank has developed integrated 3 dimensional marketing
communication planning which influences the perception of marketing and corporate image communication
activities. It is also revealed that other
commercial banks' customers whom received Kasikorn Bank marketing communication messages through
selective medias and has differently perceived the communication activities in products and services area than
Kasikorn Bank’s customers. There is low to very low percentage in efficiency that consumer are perceived the
Kasikorn Bank communication activities through selective medias. But on the other hand, they are more efficiently
perceived the communication activities through places which is the fourth P in marketing mix. Additionally,
the marketing communication message that Kasikorm Bank’s customers and other commercial banks’ customer
will receive can be more efficiently done by executing public relation task through mass medias which will create

very positive impact to service places.





