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Abstract: 
The objectives of this study are to examine the process of rebranding and to identify the implementation 
of marketing communication tools and its effectiveness on the rebranding. Krungsri bank is used as case 
study due to its recent rebranding. In the study, documentary research, in-depth interview and a focus 
group are conducted as qualitative research methods 

The results show that with the mergers and acquisition to an international organization, the bank has to 
rebrand in order to localize strategies. The process starts the process by emphasizing on consumer 
insights, developing products and services, communicating to the target audiences, and evaluating the 
campaigns. With the use of IMC, Krungsri is successfully rebranded. 

 
INTRODUCTION 
 With the rapid growth of globalization and intensive competition in business 
world, many organizations have adopted their strategies to stay competiveness in the 
market. One of commonly tools to be implemented is Marketing Communication. It is 
the process of an organization to convey a message of a product or service to its 
audiences through communication media to encourage attitudinal, behavioural, and 
emotional responses (Fill, 2009).In addition, there is a study from Varey suggests that 
the company will gain lots of benefits if it has completed an action plan of 
communication to meet and match customers’ satisfaction (Varey, 2002). In order to 
meet customers’ satisfaction, the company should start from focusing on the 
customers’ insights, and then adopt them into a product or a brand.The brand is 
considered as a trademark of a company product. With a good brand, customers 
easily recall products or services. Furthermore, a brand manager should consider 
authenticity of the product when designing a corporate brand in order to express the 
origin of company’s offering (Beverland, 2005).However, if there is a difficulty on a 
company’s brand, for exampledeclining in revenue, rebranding is 
recommended(Hankinson, Lomax, & Hand, 2007).Rebranding is process of changing 
between an origin of a corporate brand and a new formulation (Merrilees & Miller, 
2008). In order to cope with any possible conflicts and change management, 
Meerilees and Miller (2008) suggest that all units in an organization need to be moved 
from one mindset to another, and work together to understand the reasons, and how 
brand has changed. One obvious rebranding tactics is changes in corporate identity, 
for example, Logos or Colours.The strategy of rebranding can be found in many 
businesses including banking industry where the competition is very aggressive. Bank 
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of Ayudhya Public Company Limited, or Krungsri, one of the fifth largest Thai 
commercial banks in Thailand, is used as a case study in this study since it has been 
successfully rebranded. 
 This paper aims to examine the rebranding strategy, its story behind, how those 
changes benefit to the bank as well as in the market, and how IMC is used to build 
awareness among consumers in banking business. In order to achieve the aim, 
researcher has set the following objectives: 
1. To examine the process of Rebranding used by Krungsri 
2. To identify the implementation of marketing communication tools and its 
effectiveness in rebranding of Krungsri 
 
LITERATURE REVIEW 
Principles of Rebranding 
 Corporate Rebranding has been debated through many academics recently. One 
study from Merrilees and Miller (2008) say that corporate branding refers to aspects 
of brand renewal, refreshment, reinvention, renaming, and repositioning. One of 
common reason for a company, especially in banking and financial service firm to 
rebrand is merger and acquisition (Lambkin & Muzellec, 2008). However, Lambkin and 
Muzellec find that although the acquisitions are usually occurred by international 
brand, the rebranded brand is keeping on the local house brand as its brand strategy. 
Merrilees and Miller also define corporate rebrand as the disjunction between an 
initially formulated corporate branding and new designs. Dary and Moloney (cited in 
Merrilees and Miller) support that with a perfect mixture between and IMC and 
marketing strategy, the rebranding will be successful and understandable among 
stakeholders of the organizations.  
 
Merrilees and Millers propose six principles of Corporate Rebranding as follow:- 
1. The design of current brand strategy and new corporate branding should be 

balance and contemporary resistance. 
2. There should be some core brand concepts to build a bridge between present and 

new brand strategy. 
3. There must be a need for new market segments towards new corporate branding 
4. The internal communication and training to internal parties should be addressed 

in order to successfully rebrand. 
5. The strategy of rebranding should be coordinated with all marketing 

communications mix which includes all key touch points to the end users. 
6. Promotion, not communication, should be considered to establish awareness to 

the stakeholders. 
 In addition, through the emergence of new corporate branding, the business will 
obtain the profit maximization. However, management should align short-term and 
long-term objectives and expectation on branding, and be committed to support them 
in accordance with well-balanced strategies and time factor (Roll, 2006) 
Integrated Marketing Communications or IMC 
 Although the main objectives of marketing communications are to identify target 
markets, develop mass media communication, and deliver messages to audiences, 
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there is no clear way to measure its accountability(Schultz & Patti, 2009). Therefore, 
communication practitioners should focus on how to develop and deliver messages 
effectively to their audiences, and Integrated Marketing Communications are a tool to 
manage with those issues. Kotler and Keller (2012) define Integrated Marketing 
Communications or IMC as an ideal plan of a marketing communications which 
recognizes the added value of comprehensive planning (Kotler and Keller, 2012)To 
support, Smith and Taylor (2004) point out that each element of the communication 
mix should be integrated as each element has a different function which provides 
different benefits. As a result it can produce integrated and consistently reinforced 
message (Taylor & Smith, 2004). Holm (2006) explains that IMC has become one of 
the biggest topics in any marketing field in the early 1990s. According to Kotler, 
marketing is to deliver the better standard of living to the society. Holm suggests that 
with integration of communication mix, it providesan increasing, or at least, creating 
the value of a company’s products or services. Additionally, Holm supports other 
academics, like Kotler, that IMC aims to influence the perception on value of a product 
through direct communication (Holm, 2006). Holm also finds out that internet has 
played the most crucial role in the marketing and industry structure in the business 
world nowadays. The findings are reduction in competition’s differences, price 
competition, an increase in number of competitors geographically, reduction in 
differentiation on product standardization, and reduction in entrance barriers (Holm, 
2006).  IMC is the major role in building and maintaining brand identity and brand 
equity. Kotler and Keller (2008) believes that, with an appropriate utilization, it 
empowers a firm’s capability to reach the right audiences with the right messages at 
the right time and right place.Belch and Belch (2012) suggest that IMC plays a crucial 
role in process of developing and sustaining brand identity and equity, as mentioned 
earlier in this study. As a result, IMC is a key factor to competitive advantages in 
service industry, especially banking industry as the market does concern on the 
differentiation and standardization.  

 
RESEARCH METHODOLOGY 
Qualitative Research Method 
 In order to understand the insights of rebranding strategy and the use of IMC, 
qualitative research method is appropriated to conduct. Brikci (2007) gives the 
definition of qualitative research methods as the research to understand aspects of 
social life, and its methods which  generate words, rather than numbers, as data for 
analysis (Brikci, 2013). In addition, this research concentrates on the wording 
interpretation as well as the observation of nonverbal communication to the 
respondents.This research method will provide the primary data and the data 
collection will be gathered through Documentary Research, In-Depth Interview, and 
Focus group as the toolsfor qualitative research methods to examine the feeling and 
attitudes by using inductive measurement in order to create new concepts (Neuman, 
2011).  Documentary Research refers to the use of documents resources in order to 
study and support or argue with the topic. The documents, in this case, involve 
Political Report, Annual or Conference Report, or any report issued by an organization 
(Mogalakwe, 2009). In this study, the researcher will review on official website of 
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Krungsri to learn more on the Rebranding strategy, its stories and reason why to 
rebrand. Moreover, he will focus on seeking for relevant information from magazines, 
newspaper, journal articles, and, especially, Krungsri Annual Report. Moreover, the 
researcher uses the in-depth interview due to its most suitable interview for this 
study. It allows respondents to talk, ask and interact feely towards questions, explain 
their answers and share their thoughts towards each question spontaneously. Two 
interviewees are Krungsri Brand Manager, Krungsri Marketing Manager. Also, focus 
group is conducted. Threeinterviewees are randomly selected, but the samples of 
ages between 26 and 40 as they are in working class. One main reason is that pilot test 
helps on improving and developing questions more sufficient to the research as a 
whole. A focus group is conducted in order to examine the effectiveness from 
implementing the IMC campaign to communicate with target audience. 

 
RESULTS, DISCUSSION, AND RECOMMENDATIONS 
Result from Documentary Research 
 Krungsrihas been through Rebranding since 2010 (Krungsri, Annual Report, 2012). 
The company starts on rebranding with the main reasons of Mergers and Acquisition. 
Mark Arnold, Former CEO and President of Krungsri Group (2009 – 2012), decides to 
rebrand in order to control and guide ‘One Krungsri’ brand into same direction 
(MoneyandBanking, 2011). He explains that each business unit has its own cultures 
and brand identities, and those brands can gain some market shares. In order to pull 
those brands and make them align together, Rebranding is one of best solutions. The 
process of ‘One Krungsri’ rebranding has initiated in 2009 when the mergers of GE 
money and acquisition of some business units including microfinance, leasing, auto 
leasing, are in the place. Mark says that once the acquisition is completed, he needs to 
position the company in the Financial and Banking business together with digging 
down insights to understand the consumers (Marketeer, 2011). The research 
highlights that all the banking consumers in Thailand think that banking processes are 
very sophisticated. They have to fill in forms, take times, hard to understand because 
of finance terms. As a result, he initiates the idea of ‘Make Life Simple’, keeping all 
transations very simple. Also, consumers of Bank of Ayudhya perceive that the bank is 
very old-fashioned with unenthusiastic branch atmosphere because of the colours, 
uniforms, and unfriendly staffs. Therefore, the bank has started on changing of logos 
and colours. Pantone of Yellow colour is changed to brighter with the background of 
Maroon Grey, which has been named by Mark. In addition, to reduce time of banking 
matters, the bank has improved functions on EDC (Electronic Data Capture) machine. 
The machines are used in many businesses as a payment system to read the data from 
a chip of credit card. Nevertheless, the machines are used for account opening. By 
chipping in or magnetic swiping Identification Card, the customer does not have to fill 
in forms. This process can reduce the time to lower than 5 minutes. Moreover, the 
bank has installed simple Q machines to all branches. The machine is used as a queue 
calling machine yet the consumers can choose the transaction and key in the amount 
of money. Then transactions are automatically popped up to bank staff once the 
queue is called. That customer just rechecks and signs the name without filling in any 
papers.  
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 Mark also points out that the most important and difficult factor on rebranding is 
employees. With more than 17,000 employees in Krungsri Group, it is very big 
challenge on how to communicate within the organization to go in the same direction. 
He explains that the bank invests lots of money to improve service skills in order to 
provide standardized services with an excellent hospitality. In addition, the uniform 
for staff is changed. The colour of Yellow is implemented through all touch points 
including Branches. By the year 2012, all branches are newly furbished with new logo, 
fonts, uniforms, new automatic machines including simple Q and new computer sets. 
As for the product aspect, the CEO says that to ‘Make Life Simple’, the bank develops 
the products for an ease of use, for example, insurance box. The customer just choose 
the insurance policy from the shelf, pay for it, open the box, then he is covered with 
insurance. In order to develop a product, the company spends lots of money on 
researches and insights to understand consumers’ needs and wants. Digital Banking is 
one good example for the consumers as a channel of ‘Make Life Simple’. 
Result from In-depth Interview 
 Krungsri brand manager begins with the reasons why Krungsri brand needs to be 
refreshed that Krungsri is perceived very old. The characteristic is SuneeSintudecha 
AKA Ajarn Mae. The market sees Bank of Ayudhya very old, unfashion, and not 
friendly. Brand manager explains that apart from consumers’ perception of an old 
bank, Bank of Ayudhya becomes a strategic partnership with GE, and with Mark’s 
mission to consolidate all business units including Ayudhya Capital Auto Lease, 
Ayudhya Capital Services, and AIG businesses, it is perfect timing for Krungsri to be 
known as Krungsri Group. Once all business units are in the same direction, next step 
is to align all Krungsri brand into same direction. He suggests that the team works very 
close with brand consultant in order to design brand architecture as a brand guideline 
to all relevant parties. Thus, Krungsri brand is embedded to consumer’s minds. The 
manager supports that not only the characteristic the bank focused, but also to the 
important insights they can get from research results. The result clearly states that the 
consumers would like the products and services that are easy to use. Therefore, ‘Make 
Life Simple’ slogan is introduced. The campaign focuses on how to make transactional 
banking simple and easy. It is also a key concern on how to deliver ‘Make Life Simple’ 
to all stakeholders. As a consequence, communication tools in marketing 
communications are addressed. He explains that with the use of IMC, it can widely 
and rapidly spread out the information to public, which enhances brand image of 
Krungsri Group as a whole. Then, he explains on changes on corporate identities, 
including logo, colour, fonts, and so on. The Prasart Sung (name of Krungsri logo) 
conveys the uniqueness of Bank of Ayudhya and where the bank is originated in 
PhraNakorn Sri Ayudhaya province. The colour of brighter yellow and Maroon Grey 
are introduced on logo. With square Maroon Grey background, it brightens yellow 
Prasart Sung logo, which makes the whole logo looks very attractive and modern. 
KrungsriSupergraphic is designed exclusively to convey a modern look. 
 To measure the effectiveness of rebranding, the company employs an external 
research agency to study on the brand preference. The audiences seem to recall new 
logo, and Make Life Simple tagline. The characteristic is changed from 
ArjarnSuneeSintudecha to khunSinjaiPlengpanich, a very famous actress. This could 
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mean that the perception of Krungsri in consumers’ aspect is more modern and 
friendly yet elegant. In addition, He mentions that for some big campaigns, he usually 
employs an agency to work on effectiveness of IMC plan whether the target audiences 
consumes those products or services or not, or at least change in behaviour.  
 Executive Vice President of Strategic Marketing explains that the team employs all 
communication tools in order to create ‘Make Life Simple’ awareness to all 
stakeholders including internal groups. Main key touch points, like branches and staffs 
are in the high priority in order to covey messages to customers. He admits that in the 
first few months of acquisition, the turnover rate reaches its peak in the past ten years 
as staffs cannot resist to the changes. Marketing department works very hard with 
Human Resources department and Corporate Communications department to 
acknowledge and help the staffs overcoming situation. Training courses on new 
brands, culture differences, and career pathway are solutions to customers. 
Moreover, the company allows ‘Early Retired’ to those staffs who really would like to 
pursue their personal lives. The other main factor was target audiences, especially BAY 
customers. The manager implements full IMC to handle this situation. The company 
employed both internal and external resources, like branch communication, and 
traditional and new media. TVCs, radio spots, printed ads on newspaper and 
magazines, and Out Of Home including billboards and LCD TV screens at the business 
junctions are used in order to widely publicize and establish the awareness to the 
audiences. Ads are very simple and easy to understand, to align with ‘Make Life 
Simple’ tagline of Krungsri. The Public Relations, Press Conferences, Press Visits, 
Roadshows, and direct mails are utilized in order to enhance the awareness to all 
relevant parties as well. Key touch points, like in-branch atmosphere, branch staffs, 
and points of sales and purchase, including new design of uniform are developed in 
order to align to new brand strategy. The message of ‘Make Life Simple’ is embedded 
on every media to keep on brand promising.Moreover, the manager adds that during 
past 2 years, Krungsri invests a big money on E-Culture to the organization. This 
includes the implementation of simple Q machine, additional function on EDC, 
banking application on mobile which allows customers to make transactions at 
anywhere and anytime through their smartphones. Not only to the retail businessmen 
gains advantages, but the bank did concern on the entrepreneurs by developing 
Krungsri Quick PAY, a device and mobile application which could change the 
smartphones or tablet into a credit or debit card readers to make the payments. He 
concludes by supporting that in order to effectively introduce new marketing 
campaigns, Rebranding, for example. It is a recommended tip to start with the 
customer insights as those insights could help improve and enhance new ideas to 
marketize the campaigns.  
Result from Focus Group 
 Krungsri female correspondent number 1, aged 32, says that she has beena Bank 
of Ayudhya (BAY) customer since 2004 as channel of tuition fee payment. She sees 
that BAY is an old-fashioned bank with unfriendly staffs. Up to now, she works as a 
marketing manager and her payroll is thru Krungsri account. She says that she can 
compare the services in the past and now. In the past, staff was unfriendly with old-
fashioned uniform. The logo looked so old with dull branch atmosphere branch. The 
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queue was very long, and took her more than 15 minutes waiting. However, now, it 
took her lower than 15 minutes per a branch visit including waiting time and 
transactions. The staffs are polite with service-minded smiles on their faces. She likes 
simple Q machine which is very convenient for her in order to fill in all the transactions 
she would like to make. In-branch atmosphere and seats are very comfortable with 
magazines to read while waiting. When discussing about television commercials on 
Krungsri products,she can recall Krungsri First Choice and KrungsriJadhai Savings 
account. They are very easy to understand and memorize, she said. When the 
interviewer asks her whether she could explain what changes on logos, she could 
observe only the tagline of ‘Make Life Simple’, not the colours of yellow and Maroon 
Grey, nor the fonts of Krungsri Simple.  
 Krungsri female respondent number 2, aged 36, admits that she has to use 
Krungsri as the payroll is thru Krungsri accounts, which make her feel a bit 
complicated. She perceives that Krungsri is an old-fashioned bank with very long 
queue waiting with no special product and low savings interest rate. However, she 
sees on TV recently about a product with high interest rate, KrungsriMee Tae Dai 
savings account. She agrees to the first interviewee that currently the product and 
service of Krungsri seems to be better, compare to last few years. The staffs are 
friendlier, the ads are easy to understand, and the services are improved. The ads on 
TV and newspaper are very attractive and understandable, especially Krungsri First 
Choice, and Krungsri deposit. The product offers by Krungsri answers her lifestyle. She 
does not have to go to the branch, as she can process her transactions with her 
Krungsri Mobile Application on her iPhone, which gives her more time at her office. 
Similar to Mee Tae Dai savings product, she feels that the product fits her earning 
format. With high interest rate but availability to withdrawal, she can saves her money 
with no worry of due date. Once turns to questions on the changes on logos, she can 
explain that yellow is changed with the use of grey colour, and also the cute fonts, 
which she says she have not seen them anywhere but in Krungsri. 
 Male correspondent number 3 says that he is a loyal fan of Krungsri product as his 

family uses Krungsri services for more than 20 years. His family runs on a 
manufacturing product with Krungsri SME loans and payrolls. He feels that 
relationship between a customer and bank is very important to win customer’s heart. 
Moreover, he thinks that new logo and colours of the bank look very modern. He can 
recall a TVC few years ago showing how the banking is simple for customers. Although 
the ad looks a bit childish, the story answers his lifestyle of convenient banking 
transaction. Personally, he likes product of wealth management, like funds and 
securities. He studies a lot on the matter, and finds that Krungsri mutual fund gives 
good benefits. He finds information on Krungsri products and services as well as 
changes, mainly, through online channel. Especially, during the time of introducing 
‘Make Life Simple’, many tools are utilized in order to expose to the public. When 
asking about how the logos and some tagline are changes, he said that he perceived 
that yellow is changed and the tagline of ‘Make Life Simple’ takes place in the logo, 
but cannot mention that how the fonts are changed.  

 
Discussion 
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 From the summary, it is obviously seen that the brank rebrands as merger and 
acquisition with the international financial firms, this could be agreed with a study 
from Lambkin and Muzellec (2008) that the most common reason for a company, 
especially in banking and financial service firm to rebrand is merger and acquisition, 
yet that rebranded brand is keeping on the local house brand as its brand strategy. 
The process of rebranding starts with looking at consumers’ insights, communicate 
with the audiences, and lastly measure the effectiveness of communication approach. 
Those activities are relevant to Kotler’s brand management model as to study, plan 
the activities, and audit the implementation. As for the new corporate identities, 
Krungsri still keeps the pattern of logo and code of colour. The Prasart Sung is still 
presented as the symbolic of PhraNakorn Sri Ayudhya province, the originated place of 
the bank. The brighter yellow with the Maroon Grey background and the introduction 
of KrungsriSupergraphic can represent modern look to Krungsri Group. Slight changes 
on logo demonstrate and prove Merrilees and Millers’s six principles of Corporate 
Rebranding that some core brand concepts still build a bridge between present and 
new brand strategy. Nevertheless, it seems to the author that all of Thai banks love to 
apply the code of colours in order to represent their banks, and differentiate 
themselves from the competitors.  
 On the aspect of IMC implementation, it can be said that Krungsri emphasizes 
advertisement through the mass media, especially, TVCs due to quick and wide 
coverage to mass market. Krungsri lets the picture tells story. In addition, Online 
Marketing is addressed heavily to publicize the campaigns. Krungsri invests heavy 
campaign with the perfect combination of communication tools and media to talk to 
audiences as Rowley’s explanation that an appropriate integration of communications 
mix can generate an effectiveness and success to persuade and educate consumers 
(Rowley, 1998), and this can agree to Belch and Belch (2012) that IMC plays a crucial 
role in the process of developing and sustaining brand identity and equity. 
 Evaluation is an approach to measure the effectiveness of IMC implementation on 
communicating with stakeholders that there are some changes on Branding. Krungsri 
employs an international research firms on addressing the brand preferences and 
service quality to see whether the IMC campaigns could achieve the communication 
objectives or not.  
 
Recommendations for the Further Academic Purposes 
 The main rationale of this research is to examine the process of rebranding and 
the effectivess of IMC implementation of Krungsri, and thus, Integrated Marketing 
Communications can be considered tools to promote and persuade consumers to 
purchase goods or services, or in this case, enhancing brand. In order to establish the 
awareness, by means of an advertising technique, the company should understand 
the target consumers’ lifestyles in order to satisfy their needs and wants. Blackwell et 
al (2006) suggest that marketing strategists should concentrate and study more about 
the targeted market in order to develop better products and IMC strategies. In 
addition, the marketers should consider on experiential marketing. Ultimately, a 
perfect 360 degrees of communication mix is highly recommended to be employed to 
increase the brand awareness of the new branding strategy.Since the results show 
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that the internet can be considered as one of the most effective medium for reaching 
target audiences, it is crucially recommended for any firm to study further on the 
matter. As the rapid globalization, internet can be perceived as the most important 
communication tool on delivering new messages or brand promises to the customer.  
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