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Abstract

Communication innovation is an important tool for marketing communication and corporate brand
management. This article presents innovation communication for corporate brand management of a Thai
commercial bank in a case of the Siam Commercial Bank PCL (SCB) as Thailand’s leading bank which has
developed organization innovation for improving work process and building competitive advantage.
Communication innovation of SCB involves the use of social media to communicate corporate brand to
customers in an interactive communication. This article revealed that communication innovation is not only
the marketing communication and brand management tool among customers, but also the mechanism to
maintain the relationships with existing customers. Moreover, it creates and expands the base of new
customers. SCB’s brand communication management reflects that when organizations focus on the brand
and have effective brand communication strategies, they would generate customer engagement, confidence,
trust and adoption. In particular, financial institutions need to create the engagement between the organization

and customers in the long run.
Keywords: Innovation Communication, Corporate Brand Management, Thai Commercial Bank
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(The Siam Commercial Bank Public Company Limited,
2015)
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wagkmngauiuanIun1sal (The Siam Commercial Bank
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v luiitazvendnisdedenuesuladddiisunans
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Qﬂﬁlﬁﬂsﬂmj (The Siam Commercial Bank Public
Company Limited, 2015) faiu sunanslnendied $1iva
W) Felimnudidiumeluladfdvadusdenn
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siwu?iastnﬁ:ﬂsuaaﬁmmiﬁmmLﬂuLaﬂﬂﬂwuﬂﬂQQ%u
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uenaniu sunsinewidivd $1ie () &
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1A8aINNI5815399849 Thoth Zocial Co., Ltd. (2016)
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2 [ nyalne 828 3,698,476 43,167 61,682 3,803,325
3 | n@nslne 653 2,636,387 13,691 44,361 2,694,439
4 | sumn 2,659 2,266,001 11,561 31,790 2,309,358
5 [vmslne 620 2,201,645 10,930 29,389 2,241,964
6 | nye3aysen 1,088 1,711,871 34,669 385,065 2,131,605
T | &lowud lne 1,000 785,825 6,965 31,819 824,609
8 |iAeyshiunAu 1,154 455,585 16,849 181,862 654,296
9 |aunumsnusines 739 404,272 2,808 15,370 422,450
e
10 | uaun waun &4 668 352,476 5,361 6,295 364,132

fian: Thoth Zocial Co., Ltd. (2016)
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aqUtanaianaalunisinad ililderanuyniy
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desiogegnundudiuil 1 uansliiufansiiufausius
funusud iliAngennnugniusenususmsdedsay
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dodsnueauladiionsdoasuazdnnisuusunesing

unasu
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Jusuensndadiiddyuimisvesinefivszauain
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venegugnlvale unduge winnssunisdeans
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asadlagnAuay  Suilasianisaiiemnnunniuuagnis
poudusLUsURLAGe T suUsuATinTIEdyse
NSUIMNITUAZNITALTUNIUTIDIANT LILUTUADIANS
e duAunsndnens@uitlifaan (ntangible financial
asset) udilmnudrAyianisainansiuiienua1ves
oadnslAnTuuignén dseu fasu uwaedifentasdus
i msdnmsuusuvetewnTEne ﬁgqmﬂ'%ﬁ AALBNYU
MABAIUDIANT LILAWNAA LT NTUTAVEN N Houds
HaTIARENITUIM A MIALILLT09ANS
nsalAnw1vessuIAITINENIEY 9in (L)
fanandedu duilusodisifvesesdnsgsfauseiny
aontun1siuiivszaunaddalunsiansuusudesdns
Tnelduinnssudodsruoaulay Saduuinnssudiviuars
yagaRdia nsduduaudeasuusudvessuians

Inewdlvd 9100 (Wrvd) avvieuliiiudn wWeeeAns
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