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The objectives of this research is to study patterns and characteristics of logotypes, role of
logotypes in communicating Thai banks' identity , and the relationships between related variables and Thai
banks' selection of logotypes. This research focuses on the communication through logotypes from senders’
perspective , by using qualitative research: documentary research, content analysis and interview. The
samples in this research are 21 Thai banks registered under the Thailand Bank Act of 1942.

The findings of research are as follow.

1. Most banks use "pictures and letters” in creating their logotypes. The form of picture most
favored by is "graphic", or portions of real pictures, while the picture of "bird" is found to be the most
repeated logotype. Also, it is found that "Roman letters” (English language) are most preferred. Regarding
“colors” of logotypes, the overall logotype of most banks uses “two colors". While most “pictures” of banks’
logotypes have only one color, “letters” have either one or two colors. Most banks choose * their logotype
color” to convey the meaning of "stability".

2. The factors that are found to have an influence on the selection of banks’ logotypes are:

"History and origin" is found to have a relationship with the use of graphics and letters in the
logotypes.

" Age of the institution" is found to have a relationship with the use of graphics and letters in the
logotypes.

"Status", which covers two dimensions : how a bank is established, and whether it is a state or
private bank, is found to have a relationship with the use of graphics, letters and colors in the logotypes.

"Organizational culture” is found to have a relationship with the use of colors in the logotypes.

"Target customers and scope of services" is found to have a relationship with the use of "words" on
the logotypes.

In summary, the research founds that logotypes of most Thai banks do not communicate each
bank’s unique or specific organizational identity, but communicate “corporate or co- culture” of banking
institutions in "stability” and "modernity”. Particularly, new logotypes of most Thai banks move toWards to

be more * universal” and “modern”.





