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The main objective of this particular research was considered as a case study in logo
design and form evaluation. The study had been made during the year 2000-2001, 14 Thai banks’
logos were thoroughly examined. The study of Thai banks logo design was crucially
important when comparing to others’ type of corporation’s logo design. In the case of
Thai bank logo design, creating the image of reliability and credibility for the

v corporations always be considered in the designers’ minds. In order to give the reliable
image, it started from a good logo design and also strong objective branding. The result
of the studying reveals that the so called “old bank group” emphasized the_image of
growth, progress, virtue, arid shelter and safety of Thai believes. This could be
considered a:s a‘conventional design approach. In the contrary, the group of Thai banks
newcomer adopted the more modern design approach which stipiJIated and combined
simplicity and abstract forms for a better recognition, more contemporary and to some
degree for faster identification. | |

The researcher had studied Thai banks’ logo design in three different but all
relating areas according to the Semiotics thebry. First of which vilas to study and
analyze the logos in the context of graphic design. The second part was to study
the meaning and the interpretation amoﬁg the focus group. And the third was to
study the logo’s functionality.

The result of the studying in the first part showed that most the designs
consisted of geometric shape. There were only 4 designs that were clearly organic
shapes. From 14 of them, there were 5 natural forms, 3 man-made forms, and 4 verbal
forms and 2 abstract forms. 11 bank logos consisted of primary color. Blue was the
most favorite that using by six banks, red was the second that using by 5 of them and
only three banks using yellow.

Most of the designs can be qualified as figure and ground images, however the
dominant technique in some of the designs such as BankThai were quite clear such as

typography and line oriented in UOB. Other graphic techniques were found such as
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shape repetition, shape gradation, however the popular unit form tecﬁnique has not
been foun-d. Aléo the overall picture of Thai bank’s logos were in the vertical axis. There
- were only 2 design were treated in cléar horizontal alignment.

The analysis explored the logo’s practical use which included visibility,
application, modularity, distinction, universality, competency for working in black and
white, the aspect of business awareness. The result of this analysis showed the
obvious pros and cons to the individual design. Some of them lost their visibility
because of using pale or bright color. For example, in the case of Bank of Ayudhaya,

_ yellow appe.'ared to be too bright, fading and lost some visibility especially in the far
distance and_documented via faxing. Nevertheless, the bank might know this
disadvantaging reason, the logo had been recently redesigned to an optimum result
(more saturated and more dark value)

The extend ahalysis discovered that only one desién adopted the aspect of ’
creating a small mind game into the logo. That was the fact in the case of the Siam
Commercnal Bank. The research found that by creating and combined some kind of
game or vnsual puzzle into the logo, could help to better recognltlon and identifi catlon
Because of human s brain tried to solve the game from the logo, and that created the
visual glmmlck _ ‘ '

The other realizatidn was there were only a few of the designs carried the
quality of business awareness it itself, by using the connective image of Thai old
currency and Thai ancient bird, the logo of Thai exchequer ministry, in the case of Siam
Corﬁmercial' Bank and Krungthai Bank.

The necessary information had been collected by using (to a degree)
reasonable questionnaires and acquired the group of target audience consisted of 100
people, asking in the issues of identification for the name of banks from picture of every
bank's logo, personal data, such as age, sex, education, economic status and also to
let the audience made ranking of 5 most logo’s attribute preferences for the aspect of
good bank logo design. The result was the valuable information for the research’s next
phase. The average age of the audience was about 32 years-old, mostly (66%) were
women. Also 66 % already had undergraduate in final education. 75% of them were
working in different companies, 15% of student, 4% of government official.

The most identifiable banks, considering from showing the audience all the
pictures of logos were BankThai, Kasikorn Bank, Bangkok Bank, Bank of Ayudhaya,

Bank of Asia, Siam Commercial Bank, and Krungthai respectively. And the least
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identifiable banks were Thanachart Bank, UOB, Standard Chartered Bank, Siam City
bank, Government Saving Bank, Thai Military Bank and DBS Thai Danu respectively.

“ The relationship between occupation and identification was significant (under

Chi- square test) 95% (P<0.01). The company worker could identify the most (53%) and

student were the least (1%).

The relationship between education and identification was significant (under Chi-
square test) 95% (P<0.01). People who carried under-graduated degrée could identify
the most (40%) and the high school level person was the least (1%)

The first 5 attributes that built a good bank logo were simplicity (14.6%),
creativity (12.26%), carry business awareness (11.9%), distinction and uniqueness
(11.27) and eye catchy (9 2%)

The attnbute that the target audience didn't consider as an important issues,

: among of them were type of form; either geometrlc or organic, color tone, quantity of
color, and whether or not the logo was too detailed.

Another phase of this research was to study' and collect the meaning of the
each bank’s logo by interviewing the focus group consisted of 20 people with different
background about their mterpretatlons of each and every Thai bank’s logos. The
mterpretatlons both denotatlon and conno‘tatlon were varled but quite consonant and
moving in the same dlrectlon, which basically a positive meaning and implication.
Moreover most of the interpretations had the quality of giving their institution a good and
reliable image. Particularly, the group of old and long time history Thai banks such as
Bangkok Bank, Siam Commercial Bank, KrungThai bank among others, meanwhile in
the case newer Thai banks, the interpretations were diverse and highly subjective due
to the use of abstract and semi-abstract form.

The last phase of the research was to consider the relationship between each
logos and its function. First of which was the logo's duty to make the clarity for visual
perception (people were able to see it). Three issues like good visibility, application and
modularity were the criteria. Logo that won its place in these three mostly had some
things in common which was bold color, big scale design as oppose to a very detailed
ones with small elements. The logo that had good application and modularity was the
ones that easy to handle with, even in black and white or via faxing and copying. The
clarity of the picture had to survive through them.

Secondly the bank logo had to make identification (a link to its company). The

result of the Q&A questionnaires revealed the necessity of a logo to capture its best
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reéognition. Verbal form logo won the best recognition. Also the bank that carried a
preferable attributes such as simplicity and uniqueness got a good récognition. ,
Nevertheless it was not the case for the issue of business awareness that Thai bank
logo hardly conveyed.

The last logo’s function was to convey the meaning. The studying showed that
Old banks had concentrated more on the issue than newer banks. The meaning and
implication of good, growth, virtue, progress, and safety had been in the audience’s
perception. These kinds of interpretation created the image of company with credibility
and reliability which were the basic conception of more than 8 of Thai bank logo design.
There were only a few that employed the newer conception by using abstract motif with
simpler and more universal form and went to lesser meaning approach.

The role of new generation of graphic designer has to be aware of all that
makes a good and effective logo design. Good skills of graphic design combine with a

great deal of communication can be the right solution to a logo design.





