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ABSTRACT

The purpose of thisresearch was to study about relationship between marketing
promotion strategy and corporate image with effect to brand awareness of ICBC China Union Pay
credit card.

This research is quantity research, population samples were ICBC China Union Pay
credit card’s customers who live in Nanning city, China, totally 402 people;228 males and 174
females. Most average ages between 20-29 years, undergraduate level. Most careers were staffs in
private companies or self-employed and owned 1 credit card. Research tool for collect data was
questionnaires.Dataanalyses for statistics were percentage, mean, standard Deviation:S.D., T-test
F-test and Correlation Coefficient.

The result of research revealed population characteristics such as sex, age,education,
monthly income and amount number of ICBC credit card were not related to brand awareness for
ICBC China Union Pay credit card. Marketing promotion strategy for branding ICBC China
Union Pay credit card on Advertising, Sales Promotion, Personal Selling, and Public Relation
were not related to brand awareness. And corporate image perception also was not related to
brand awareness for ICBC China Union Pay credit card.

The result revealed marketing promotion from ICBC bank can’t make customers
recall or recognize its brand. Chinese customers’ point of view thinks ICBC strengths at many
branches nationwide and reliable, but old-fashioned. It has the significant brand image

differentiation comparing with international market (including Thailand); most customers in



foreign countries feel ICBC is one of the most value bank brands in the world with good

corporate image. However, they need to improve corporate image in domestic market.
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Figure: Market Shares of Credit Card Issuers in China (by Volume of Issue) by the End of Nov.
2008
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presentation and promotion of ideas, goods, or services by an identified sponsor) (Kotler, 2003,
p. 550)
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2.6 umﬁﬂuawqyﬁn1sa§1mmuﬁ (Brand Building Strategy)
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asaiast (Branding) = msvinisaaa (Marketing)

i maﬁﬂmLﬁa@ﬁ"ﬂHmzﬂmLﬁaE'rwmmm (Segmenting v3» Market segmentation)
2 nrsfmuanataitlv (Market targeting)
3. nsfuadmbas i Baad luislagnd1 (Brand positioning)

4. msafims Tredmuanagntansaain (Marketing strategy)

(Goal-customer Perspective)
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v # o
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F
3. 1306 (Repeat b

a Y a 9
HNINN 2.1 NMITFITWATITUAN

fn: aauasan Blackwell, Miniard and Engel (2549, p.70) 18i¢ Parameswaran (2549, p. 11)
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Srore Layout
& Design

Service

3 @ t4 a a
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Product
Attributes

Country/
Geographic

Avan

Intangibles

\ 4
Brand
Life Style A ReIaTtive
Personality Price

Celebrity/Per
son

MMNN 2.4 Brand Associations

31: David A Aaker (2544, p. 115)
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A brand is a set of expectations and associations evoked from experience with a
company or product. A brand is how your key constituents-customers, employees, shareholder,
etc. — experience what you do.

S. Davis, Journal of consumer

Branding is the creation of a three-dimension character for a product, defined in terms
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Marketing (2545)
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