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Abstract

The study “The IMC Strategy to Build Brand Image Among Commercial Banks of Thai
Nationality to be Competitive in Retail Banking™ is an investigation of four private banks, namely
Bangkek Bank, Siam Commercial Bank, Kasikom Bank and Bank of Ayudhya. The study covers
news, advertisement, broadcasting news, events/activities covered by daily newspapers. The total
of 22 categories entail 13,138 pieces of documents/articles. Additionally, other types of documents
such as research works and other reports relating to the operation of commercial banks over two
year period, totaled more than 20,000 data sources, are also covered The study is a qualitative
research based on content analysis, documentary research and discourse analysis. The study covers
the news and advertisement pieces collected from the press between 2004-2003. It also entails the
analysis of communication strategies undertaken by commercial banks after the financial erisis in
formulating their brand image. The data are also drawn from documents, websites, in-depth
interviews and a panel discussion of senior managers overseeing the brand image of commercial
banks. In this study, six forms of popular marketing communications are selected, public relations,
advertising, sales promotion, special event, direct marketing and sales forces. Upon the completion
of data collection, the author reported the findings in the prescribed procedures. As for the findings
on strategic frameworks to compete with foreign financial holdings and banks, they can be

summarized as follows: The IMC strategy to build brand image and 78 Paradigm.
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The IMC Strategy to Build Brand Image Model
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