Siam Communication Review Vol.16 Issue 20

ﬂ’J’]ﬁJﬁﬁJWUSS%M’J’Nﬂ’J’]?AW\‘lWi’)GLﬁ]“UENNﬁJﬁ’JUlﬂﬁ’)ULﬁEJGIE]
ﬂ’]iﬁ'é]ﬁ’lﬂﬂﬂ’]’)“’)ﬂf]ﬂLLa“‘U'e'JLﬁﬂﬁ'é]ﬁﬂﬂ'i?l'é]ﬁﬁﬂ’li]ﬂﬂ’]ib‘m
The Relationship between Stakeholder’s Satisfaction on
Crisis Communication and Corporrate Reputation of
Financial Institution
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Abstract

This research has four objectives: 1. to survey stakeholder’s satisfaction on Siam
Commercial Bank’s crisis commmunication, 2. to study the reputation of Siam Commercial Bank
in crisis in stakeholder’s perspective, 3. to study the difference of satisfaction on Siam
Commercial Bank’s crisis communication and corporate reputation among stakeholders, and
4. to study the relationship between stakeholder’s satisfaction on Siam Commercial Bank’s
crisis communication and corporate reputation. The Qualitative Research method was employed.

The data was collected from 400 stakeholders between 15-60 years old living in Bangkok. They
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were divided into two groups: customers and non-customers, 200 each. They knew Siam

Commercial Bank and had background knowledge of the embezzlement case between King

Mongkut’s Institute of Technology Ladkrabang (KMITL) and Siam Commercial Bank (SCB) and

the case of the building’s malfunctioning fire security system led to multiple death. The find-

ings show that both groups’ satisfaction on the Siam Commercial Bank’s crisis communication

is in moderate level and that there were no differences among stakeholders. Furthermore, in

aspect of Siam Commercial Bank’s reputation is in high level and that there were differences

among stakeholders, those were Products and Services, Citizenship and Performance.

Keyword : Satisfaction, Crisis Communication, Corporate Reputation, Financial Institutions
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