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Abstract

This study assessed the effects of irritation, informativeness, awareness, and credibility
in Krungsri Bank’s OOH advertising on service usage intention among 400 Bangkok residents.
Using a quantitative, predictive design, data was gathered via a Likert-scale questionnaire
(stratified sampling) and analyzed with multiple regression. Findings showed that irritation
and credibility did not significantly influence intention. Conversely, informativeness and
awareness demonstrated a significant positive influence.

The resulting prediction equation Y (intention to use services) = 0.480 + 0.392
(awareness) + 0.305 (informativeness). This model explains 27.9% of the variance. This
suggests that consumers prioritize receiving clear information and brand awareness from OOH
media over issues of irritation or credibility. These findings can be utilized in designing OOH
advertising strategies for Krungsri Bank and other financial institutions to enhance marketing

communication effectiveness and more successfully motivate service selection.
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