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Abstract

The purposes of this research were to study attributes of advertising media
exposures of Thanachart Bank’s customers, and to examine advertising media
exposures affecting attitudes toward Thanachart Bank (Tbank) and the relation between
attitudes and behaviors toward using services of Thanachart Bank’s customers

This quantitative research was conducted by a survey research. 400
samples were customers who used services of Tbank in Bangkok. Self-administered
questionnaires were used in data collection from December 2008 — January 2009. The
statistics used in this study were percentage, mean and standard deviation, chi-square,
independent sample t-test, One Way ANOVA analysis and Pearson Correlation for the
analysis of the data through SPSS for Windows.

The results of the research were as follows:

The most of samples were more females, aged about 26-30 years old,
being in bachelor's degree level, being company employees, and having monthly
income 15,001-20,000 baht.

With advertising media exposures, the most of samples were exposed to
advertising media at pretty high level. Especially, most of all were exposed to radio,
television, mobile media and banners at high level. Those were exposed to brochures or
internal journals, personal media and internet at medium level, but they were exposed
printed media both newspaper and magazine at least level.

With attitudes of Tbank customers, the samples had positive attitudes with
all factors i.e. organization, products, services, and so on. Most of all had the most
positive attitudes toward joint venture between Tbank and Scotia Bank, and modern and
international images of Tbank. However, they had the least positive attitudes toward
business services through internet and telephone or mobile phone.

With behaviors in using Tbank services, the most of samples used to open
savings accounts at most. They frequently used Tbank services for 11 — 15 times/month.

After exposed to advertising media, most of those samples were interested in using



Tbank services constantly, especially depositing, withdrawing and transferring services.
However, most of all were interested in using services on average at medium level.

The results of hypothesis tests with analysis at the 0.05 level of significance
indicated that Tbank customers different in sex were exposed to media indifferently,
except internet that females were exposed more than males. Tbank customers different
in age were exposed to radio, television, and magazine differently, Those 31-35 years
old samples were more exposed to radio and television than 21-25, 26-30, and more 35
years old samples. Samples aged 26-30 years old were more exposed to magazine
than 21-25, 31-35 and more 35 years old samples. Tbank customers different in
educational level were exposed to internet differently. Bachelor's degree samples were
more exposed to internet than the other educational levels. Tbank customers different in
occupation were exposed to radio, newspaper, media on BTS and brochures or internal
journals differently.

Tbank customers who were exposed to radio, television, brochures or
internal journals, and internet differently had their attitudes toward Tbank differently.
Samples exposed to radio for 3 — 4 times/week had more positive attitudes toward
Tbank than those never exposed and those exposed for 1-2 times/week. Samples
exposed to television for 3 — 4 and 5 — 6 times/week had more positive attitudes than
those exposed for 1-2 times/week. Thank customers who used to be exposed to
brochures or internal journals had more positive attitudes than those who were never
exposed. Samples who used to be exposed to internet had more positive attitudes than
those never exposed.

In addition, attitudes of Tbank customers had the statistically significantly
positive relation with behaviors in using Tbank products (r = 0.545). It showed that the
positive way attitudes of most of Thank customers affected their behaviors toward using

Tbank services in the positive way as well.



