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Abstract

This article aims to describe relationship corporate image with customer
loyalty. Because corporate image is one of factors that have both positive and
negative effects on the organizational operation. Although the company presented
through media, product, service, physical characteristics, atmosphere, symbol etc,
have contributed to the importance of corporate image in customer perception.
Corporate image influences on customers’ feelings, opinions, acceptance, demands,

satisfaction or unsatisfaction, purchasing decision, repeat purchase and loyalty. The

*

919139U521@1IN150a10 AL UILaYINYINITINNIT INYIEEWIGENUINNeN

Instructor, Faculty of Accounting and Management. Southeast Bangkok College.

e-mail : natteera@southeast.ac.th.



104 SOUTHEAST BANGKOK JOURNAL
Vol. 5 No.1 January - June 2019

review indicated that corporate image influences customer loyalty but not standard
more or less depending on the factors of customer and other. Therefore, it is
necessary to understand the customer group before build and show corporate

image.
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