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Analyze the perception problems and solutions of currently online media
advertising of Thai financial institutions. Case study: KrungThai Bank, Krungsri
Bank, Thanachart Bank, and UOB Bank
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Abstract

The object of this research is to analyze the perception problems and
solutions of currently online media advertising of Thai financial institutions. Case
study: KrungThai Bank, Krungsri Bank, Thanachart Bank and UOB Bank. The research
was qualitative. The key information of 20 people was consumer media classified by
age (Baby Boomer Gen X Gen Y and Gen Z) five people per group. The result of this
found the problems caused by most of consumers’ lack of knowledge about the
financial institutions. In terms of content, it is not explicit, ambiguity, and lack of
detail of the product or products that they want to offer. Thus making consumers
recognize just the content of the product but not to the brand. The resolving of the
advertising is to increase the clarity of the content, continuity, consistency of the
advertising, channels and the capability of audience.
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