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Consumer Trends 2020 by Mintel*

Why do we need to know consumer trends?
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The New Normal - Thailand
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Demographics
Segment by Generation
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Psychographics

Example : Baby Boomers’ Lifestyle
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Segmentation — Sub-Segment by Psychographics
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Customer Persona ... What? and Why?

* A Customer Persona is a imaginary model of an ideal customer that
represent your real market segments of your current and potential customers.
* It generally includes :
© Demographics (age, gender, location, and occupation) as well as
# Psychographics (motivations, likes, dislikes, and pain points).
 Customer Persona helps you focus on the types of people who are the right fit

for your prOdUCt or service. Customer Persona Template

Source: Seedling — Digital Marketing Agency. USA




Example : Work Life Balance %
\\ ~

Customer Persona Tempta&e.

- -
| have a hectic lifestyle:
| heed something to i
belp balance my life "¢

Goals: Biggest Fears:
* To take more time to * No time to find life
herself partner — Don’t want

* To be more fit and healthy
* To excel in her professional
life

to grow old alone
*  Financially securein
her old age




Example : Healthier Lifestyle

Clark Andrews

AGE
OCCUPATION
STATUS
LOCATION
TIEER
ARCHETYPE

26

Software Developer
Single

San Jose, CA
Experiment Hacker
The Computer Nerd

Friendly Clever Go-Getter

-
1N

‘I feel like there's a smarter way for me to transition into

~

L PP
';pl

&
o
e
»

a healthier lifestyie.”

Motivations

Fear
Growth

Social

Goals
= To cut down on unhealthy eating and drinking habits
« To measure multiple aspects of life more scientifically
= To set goals and see and make positive impacts on his life

Frustrations
« Unfamiliar with wearable technology
« Saturated tracking market

« Manual tracking is too time consuming

Bio

Aaron is a systems software developer, a "data junkie® and for the
past couple years, has been very interested in tracking aspects of his
health and performance. Aaron wants to track his mood, happiness,
sleep quality and how his eating and exercise habits affects his well
being. Although he only drinks occasionally with friends on the

weekend, he would like to cut down on alcohol intake.,

Personality
Extrovert Introvert
@
Sensing Intuition
&
Thinking Feeling
@
Judging Perceiving
@3
Technology
IT & Internet
P ——————]
Software
[
Mobile Apps
]
Social Networks
—
Brands

&+
51 IO,




Example : Special Shoes

PROFILE

GENDER

AGE

LOCATION

OCCUPATION

Marrow Feet
Female

36

Los Angeles, CA
Receptionist; 538k

“It's SO difficult to buy
shoes that fit my feet.”

MOTIVATIONS

Brandi gets very emotional about shopping for shoes in retail stores because she rarely can
find a pait that fits her narrow feet. Recently, she's turned to online shopping to avoid the
hassle of shopping in stores. Brandi found Munro after Googling “narrow width shoes” and
reading other reviews online about the company.

GOALS
»  Meeds an 55 (4A) width shoe
* Wauld |lke to purchase several pairs to fit accasion, style, and color
* Hopling to find that she doesn't have to sacrifice style or options when searching
by fit

FRUSTRATIONS
*  Not belng able to filter available shoes by width
» Getting far fewer options when she applies width filter
*  Noother recommended shoes when she's looking at a palr she pardcularly likes

REAL MUNRO CUSTOMERS

“My whole life has been a choice between fit and style - when | was younger, | went for style &
my feet killed me. As an adult, | tried for fit & the styles were for 95 year olds. This shoe s the
1st time | could get both.”

“I wear a 44 and | have struggied my entre life finding shoes narraw enough for my feet and
more 3o in recant years, | stumbled onto this Munro brand sandal and was shocked to find It
comes in up to a 4A width and it actually fit and is Iike wearing a glovel | now have two pairs in
different colors.”

“Love these slides so much | went out and bought two more pairs. | have very narrow feet and
they fit perfectly. They're very stylish and | get compliments whenever | wear them.”



Example : Trip Planning

Jill Anderson

AGE
OCCUPATION
STATUS
LOCATION
TIER
ARCHETYPE

Organized

Protective

"I'm looking for a site that will simplify the
planning of my business trips."

29

Regional Director
Single
Portsmouth, NH
Frequent Traveler

The Planner

Practical

Hardworking

Bio

Jill is a Regional Director who travels 4-8 times each
month for work. She has a specific region in which
she travels, and she often visits the same cities and
stays in the same hotel. She is frustrated by the fact
that no matter how frequently she takes similar trips,
she spends hours of her day booking travel. She
expects her travel solutions to be as organized as
she is.

Personality
Extrovert Introvert
-
Sensing Intuition
-
Thinking Feeling
-
Judging Perceiving
-
Brands
LILIASLILY - Basecamp

= Outlook

Goals
+ To spend less time booking travel
+ To maximize her loyalty points and rewards

« To narrow her options when it comes to shop

Frustrations

+ Too much time spent booking - she's busy!

« Too many websites visited per trip

« Not terribly tech saavy - doesn;t like the process

Motivations

Comfort
Speed

Loyalties/Rewards

Technology

IT & Internet

Software

Mobile Apps

Social Networks
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Malaysia’s economy posted a growth of 4.4 per cent in Q3 2019
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4.4 per cent as against 4.9 per cent in the
second quarter of 2019,

O | .




doyamainfhinauls

QSﬁOUglﬂS JUATHERSATIN JASTUNTTI INEASLLAZD TS



SNEE
O CLINIC 2020 »-

Aanssu "Export Clinic : ianzdnlomanana
singUszsmanunawigalee

- - . - - . (3 S J‘ . O L W
wuuwosa Aanssu "EXport Clinic s?n:anrlamamammws:mmﬂusgmwwmﬁu"' a Lisuemounan
TUsnassfneoidossuUNasH ¥iRAAIARANNAANATG



DITP

AEQLUB

DITP AEC CLUB
@ditpaecclub
Home
About
Photos i Like X\ Follow  Share -« Send Email
Events
#AAnsA Photos Community See All
T Sy 2L Invite your friends to like this Page
Post W 12,757 people like this
osts
Sy 13,173 people follow this
Videos
4L Pin Pin Pin Jaesunton and 5 other friends
gy like this
fincio ARS.
5949
Notes

About See All

MAammmonihe



Primary Research
(2ayalgund)

AN



dauUNDININ NN U

woinssuguslng
fulanfiulaaulyl
Consumer Trend

A lalded@n

S
Waanugusing

N

AN

DESIGN THINKING

UIANTTHN

a v
AUAN

Gt Loetied
g Az

Ld
A/ TUR

N9
>
n194d91

AR
N

Global Consumers

v v Y a
FIAYANNIALAZHLSINA
ludszinAuagian



v

dayamusainLaziuiinaan Buyers/Traders

al

Buyers / Traders

¢ goumsalinanauazamMazmsuadsiulutlssinady ‘]
o wnazlilviheaianuguslnangala

* guslaalulszimmanisadanuuls

. 3‘1]LLuuM?fa'*nﬁmmauﬁ'\ﬁmmzﬁ'ummmmw'}

e gagmenianaziintuanemglulssinauasian

dl gj (% cl> = 1 = [~3 1
*  sImNAIlT g9 a1 hludala saadandanamatluasingls
* agaimudmsulssimeman Rauly ngszidausnge

*  RWAsWawdsudganalwiunnznulssimAuasian




WANANITANNTHOL
/ﬂ’]ﬁﬂ’]&l \
NS NUNFEUNUIEN ATUNNN )))

- SviniiSlufing Saudunanla Tuiglasiulyl

- IfAwagaw Aamanis udlidiFea

- ldfanndanaile

- laildAraniin

- dnonaluszandaniin ludsziuiiuhaula (Probe)

- wngpau Fuuantlssifiy nensumndava Aanaudnlssiiy
- lAasAwinaiia

- aglinsduMElENiuAIT Ve AR HalLRag LT
\ﬁummﬁ wWAAIVINTI bazNAtsa /

=
\

Qy % [ % Yo (% % % 3
- EINLLEN ﬂuﬁﬁﬂﬂﬁé‘lﬂﬂuﬂﬁﬂiﬁLﬂNﬂ WENUUT NNNU Lﬂ‘u‘é‘zﬂx

ﬁ’]%‘ﬂ'\‘i

MENEFIATUNIN

WWanandliiiudnsndlansag

- mmzﬁa{l’mda ANDIADIAANN NAUNTRIANNUNIE LA 8naam
vinlutnlagmatau TAgnaIuLNg

\_




v

A

A

A

m dilsznaunns




Positioning = N1F29ANLKRUINNNITARA

aul







FILKEInIINIsaaInaassund (Market Positioning)

FNLUUININNITHRNATDIRU AN A

= a v © [ (% ¢ o I I .
AaAuanssauliluannansal Nlaaauliviaulasg
nusinginiaululavaingueuslaalivnie

ARNIWANEUTBIAUA 91 LAHLSLNAARINITAAAAILATHENLES
AuAIIRIARBRANAINAUAUSE AN AN LA lA

mwmwwmmmmvmu mwuﬂuqm%mmwmiﬂﬂ

fazse YRl “ﬂfnman” waﬂiu"lqwm‘[nﬂ
FlauanuasAusAnae INUAANAINNY




puKUdanIenIsnatntasdaunl (Market Positioning)

ICONSIAM

THE ICON OF ETERNAL PROSPER

;. 3 ‘(> '
N T r-{m’*“i’

| ~C()Nglx




puUnUdanIanNIsaaInaasdun1 (Market Positioning)

ﬁU&&IZJTZUS’

 BEnSm

sjstar TSI UIIOU N
WIATINI TG
SANTSNNTIGNTUUSIISUEY
mlsigayTaiivuys




WHUEG L N1919ALUUaNI9N19Aam (Positioning Map)

855 NT6R

NUANE]

DL
aysnulws

RS -




MDY

Low

Comfort ~

S pumnt

Fashionable
r[-

new balance

NI

P ‘,, e

u‘d%l\ﬂﬁ' >

High

W

Non -
Fashionable

" Comfort

P70



Adidas Ad %




RLRR

Quality

\DACIA |

High Price

Y <@

EICITROEN @

RENAULT
@D

KIA MOTORS

@ ¥)
Houm

TOYOTA

Low Price

Quality



“What Good at D ing It ...
Honda Ad 2010 : “Power of Dream”  yoq domt Actually Do T 111




2.nmsd519uusun Brand Building

TIME YA ¢

§ BUSINESS
¥ IMPURTANTB I LD I N G
DEFINE STANDS

_ SEEONE  DIFFERENTIATE "’I.Uﬂl(

ritmy
BEST RIGHT - . STRATEGY ATINTIN

ES

= ;%.11!&! |
 KNOW Sz =
BUNSUMER_S%....
STRATEGI E = v
- ~ DEFINING § E %



Brand w3a wu5suUA (AS1AUAN)

Aaazls NAaunuigatials



http://www.gettyimages.com/detail/103753444/Flickr
http://www.gettyimages.com/detail/103753444/Flickr

Brand w5a wusum (ns13uA1) Aaazls

K Google

EXCELLENCE

N
@ s €

%

Central


http://images.google.co.th/imgres?imgurl=http://www.admire.be/pages/references/References/UnileverLogo.jpg&imgrefurl=http://www.admire.be/pages/references/references.php&usg=__JW3nKBQ75y6x7YQ0FX9mHfFcGAg=&h=376&w=360&sz=87&hl=th&start=1&tbnid=_cFnC7ZhozSOnM:&tbnh=122&tbnw=117&prev=/images?q=Unilever+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://www.admire.be/pages/references/References/UnileverLogo.jpg&imgrefurl=http://www.admire.be/pages/references/references.php&usg=__JW3nKBQ75y6x7YQ0FX9mHfFcGAg=&h=376&w=360&sz=87&hl=th&start=1&tbnid=_cFnC7ZhozSOnM:&tbnh=122&tbnw=117&prev=/images?q=Unilever+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://www.pycomall.com/images/P/NIKE_logo.jpg&imgrefurl=http://www.pycomall.com/product.php?productid=16958&usg=__EVwDlEJFR_B69A0-OKJDGoVc9x4=&h=400&w=400&sz=25&hl=th&start=1&tbnid=ywpwnYG7Cccy6M:&tbnh=124&tbnw=124&prev=/images?q=Nike+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://www.pycomall.com/images/P/NIKE_logo.jpg&imgrefurl=http://www.pycomall.com/product.php?productid=16958&usg=__EVwDlEJFR_B69A0-OKJDGoVc9x4=&h=400&w=400&sz=25&hl=th&start=1&tbnid=ywpwnYG7Cccy6M:&tbnh=124&tbnw=124&prev=/images?q=Nike+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://www.solesuppliers.com/blog/images/logos/addidas-logo.gif&imgrefurl=http://www.solesuppliers.com/sneaker-directory/&usg=__BeRWAtjfZqu2lsdFXWtWLUmx9Eo=&h=150&w=150&sz=5&hl=th&start=1&tbnid=BkBbwMzJslciHM:&tbnh=96&tbnw=96&prev=/images?q=Addidas+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://www.solesuppliers.com/blog/images/logos/addidas-logo.gif&imgrefurl=http://www.solesuppliers.com/sneaker-directory/&usg=__BeRWAtjfZqu2lsdFXWtWLUmx9Eo=&h=150&w=150&sz=5&hl=th&start=1&tbnid=BkBbwMzJslciHM:&tbnh=96&tbnw=96&prev=/images?q=Addidas+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://emarketingfa.files.wordpress.com/2008/07/shell-logo-t.jpg&imgrefurl=http://emarketingfa.wordpress.com/2008/07/14/royal-duch-shell-2/&usg=__keUp5yRXbNl-v5jI8xGEfFV7uH8=&h=303&w=350&sz=20&hl=th&start=1&tbnid=ocTwEJppFtjcZM:&tbnh=104&tbnw=120&prev=/images?q=Shell+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://emarketingfa.files.wordpress.com/2008/07/shell-logo-t.jpg&imgrefurl=http://emarketingfa.wordpress.com/2008/07/14/royal-duch-shell-2/&usg=__keUp5yRXbNl-v5jI8xGEfFV7uH8=&h=303&w=350&sz=20&hl=th&start=1&tbnid=ocTwEJppFtjcZM:&tbnh=104&tbnw=120&prev=/images?q=Shell+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://www.f2usa.com/images/Toyota_logo_horns_1.jpg&imgrefurl=http://www.f2usa.com/index.php?main_page=index&cPath=657&usg=__ZRbrbfn1VhWUdgxhD9q17KCS1ZE=&h=977&w=1499&sz=114&hl=th&start=4&tbnid=rSvSxxSqRLIu9M:&tbnh=98&tbnw=150&prev=/images?q=Toyota+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://www.f2usa.com/images/Toyota_logo_horns_1.jpg&imgrefurl=http://www.f2usa.com/index.php?main_page=index&cPath=657&usg=__ZRbrbfn1VhWUdgxhD9q17KCS1ZE=&h=977&w=1499&sz=114&hl=th&start=4&tbnid=rSvSxxSqRLIu9M:&tbnh=98&tbnw=150&prev=/images?q=Toyota+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://cgi.di.uoa.gr/~std03262/first_bmw_logo.jpg&imgrefurl=http://cgi.di.uoa.gr/~std03262/Welcome.html&usg=__rl7MNYUIPw1YcSCJ_iBNfMc36Zg=&h=480&w=640&sz=48&hl=th&start=3&tbnid=lStQ2HTpDiu-MM:&tbnh=103&tbnw=137&prev=/images?q=BMW+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://cgi.di.uoa.gr/~std03262/first_bmw_logo.jpg&imgrefurl=http://cgi.di.uoa.gr/~std03262/Welcome.html&usg=__rl7MNYUIPw1YcSCJ_iBNfMc36Zg=&h=480&w=640&sz=48&hl=th&start=3&tbnid=lStQ2HTpDiu-MM:&tbnh=103&tbnw=137&prev=/images?q=BMW+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://www.aiesec.org/cms/aiesec/AI/Western Europe and North America/FRANCE/$Organisations/Partners/google_logo.jpg&imgrefurl=http://www.aiesec.org/cms/aiesec/AI/Western Europe and North America/FRANCE/$Organisations/Partners/Partenaires_dxchange.html&usg=__IuFYiLk08BodxpPucRtTciEwXwQ=&h=1500&w=3600&sz=277&hl=th&start=1&tbnid=o78WRIXSFwEmKM:&tbnh=63&tbnw=150&prev=/images?q=Google+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://www.aiesec.org/cms/aiesec/AI/Western Europe and North America/FRANCE/$Organisations/Partners/google_logo.jpg&imgrefurl=http://www.aiesec.org/cms/aiesec/AI/Western Europe and North America/FRANCE/$Organisations/Partners/Partenaires_dxchange.html&usg=__IuFYiLk08BodxpPucRtTciEwXwQ=&h=1500&w=3600&sz=277&hl=th&start=1&tbnid=o78WRIXSFwEmKM:&tbnh=63&tbnw=150&prev=/images?q=Google+Logo&gbv=2&hl=th&sa=G

Brand #3a uusuna (n918uAn) Aaazls %
W

* Brand - uwusus laldumainasdagua Talduaines Taln-Logo lalduAtneslasmun
wazlailduAgiuuuaafaussanuviingu

*  ANMNUNNEURY kUsUA a1n A3vnsiasan Mr. Jack Trout nanalaan

ns1AuA wsa Brand -uusus Aapnugdan wia Anulszyivlalaasan
FRANAIENRNY 9 NYNAs 1AM UARATBIHLFLIAA N9RINNIT I
UssaUnsainIsIIAUAT NMNANHAUBIBIANT WASUARINTAINAUATLAE

a =9 (3 A a v A £V a
N1TUTNIT FANEN ﬂi&ﬂ‘]_lﬂ’]ﬁﬂﬂﬂ ‘] NATNNLNEINUAUANLLASLTNITURS

Brand - uusus 1iu

RIES
JACK TROUT

Authors of the beseseller POSITRONING
Smgran A retond
10wy CEQ" iy Kogtoviz. Pt and CEO. USA Mo

*unaafianvasdaya : AllAlike-Design



NAUVNNITASIILUTUARADINGIU evess

74

341A LQ’]‘IIQ\‘I LL‘LI%“LJG’I ﬁl’ﬂ\‘iﬂ‘é"]ﬂﬂ’ﬂuﬂ’]ﬂ’]%‘ﬂ%"ls‘lLL‘lJ‘i‘uﬂ Aa

D).

1. n@:mﬂmmﬂ (Target Group)
2. 9 mm Lmvﬂmﬂev‘imuwLmnmamnaumfauﬂ
(USP- Unique Selling Point)

1unN545719 LUSUANANY 15192ABISAARTY ADIANLIRNLARTILAN GG
(Unique Selling Point) aasisn

* anBudAuANUaanNILAN lTARlASUSUAsEURER L UNISHAnE Y
atdasunilas

O}VF LY \ ﬁ: "




Q v o K A
YNANNITAITIILLLUTUR
e

UANUDI NIFTASIULSUR ﬁnezﬁ’uuaztﬁ’ﬂqdmﬁqmﬁ 2 5A

1. mamuuasundanienisaainaasduan (Positioning)
2. msasIAnNLansEanemuANgan uazasua (Differentiation)

=~ o 1 oy . o o = @ A e
N ) N152196UUUIN19NIsARIA(positioning)TadiAAa tdunuiislulazas
{U5lna wwsz audaulungiazanandsusnianilalaiaua

1 % 1 Y9 . . . = = (]
d7Un194519ANNLANENN luAINSan(differentiation)AanisAaiananiids

(USP)1145191589513 BARBRITRIUITNIFHANN 9] LU LFFTANUI NITIHEIUN A1

w D Central


http://images.google.co.th/imgres?imgurl=http://www.admire.be/pages/references/References/UnileverLogo.jpg&imgrefurl=http://www.admire.be/pages/references/references.php&usg=__JW3nKBQ75y6x7YQ0FX9mHfFcGAg=&h=376&w=360&sz=87&hl=th&start=1&tbnid=_cFnC7ZhozSOnM:&tbnh=122&tbnw=117&prev=/images?q=Unilever+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://www.admire.be/pages/references/References/UnileverLogo.jpg&imgrefurl=http://www.admire.be/pages/references/references.php&usg=__JW3nKBQ75y6x7YQ0FX9mHfFcGAg=&h=376&w=360&sz=87&hl=th&start=1&tbnid=_cFnC7ZhozSOnM:&tbnh=122&tbnw=117&prev=/images?q=Unilever+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://www.pycomall.com/images/P/NIKE_logo.jpg&imgrefurl=http://www.pycomall.com/product.php?productid=16958&usg=__EVwDlEJFR_B69A0-OKJDGoVc9x4=&h=400&w=400&sz=25&hl=th&start=1&tbnid=ywpwnYG7Cccy6M:&tbnh=124&tbnw=124&prev=/images?q=Nike+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://www.pycomall.com/images/P/NIKE_logo.jpg&imgrefurl=http://www.pycomall.com/product.php?productid=16958&usg=__EVwDlEJFR_B69A0-OKJDGoVc9x4=&h=400&w=400&sz=25&hl=th&start=1&tbnid=ywpwnYG7Cccy6M:&tbnh=124&tbnw=124&prev=/images?q=Nike+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://www.solesuppliers.com/blog/images/logos/addidas-logo.gif&imgrefurl=http://www.solesuppliers.com/sneaker-directory/&usg=__BeRWAtjfZqu2lsdFXWtWLUmx9Eo=&h=150&w=150&sz=5&hl=th&start=1&tbnid=BkBbwMzJslciHM:&tbnh=96&tbnw=96&prev=/images?q=Addidas+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://www.solesuppliers.com/blog/images/logos/addidas-logo.gif&imgrefurl=http://www.solesuppliers.com/sneaker-directory/&usg=__BeRWAtjfZqu2lsdFXWtWLUmx9Eo=&h=150&w=150&sz=5&hl=th&start=1&tbnid=BkBbwMzJslciHM:&tbnh=96&tbnw=96&prev=/images?q=Addidas+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://emarketingfa.files.wordpress.com/2008/07/shell-logo-t.jpg&imgrefurl=http://emarketingfa.wordpress.com/2008/07/14/royal-duch-shell-2/&usg=__keUp5yRXbNl-v5jI8xGEfFV7uH8=&h=303&w=350&sz=20&hl=th&start=1&tbnid=ocTwEJppFtjcZM:&tbnh=104&tbnw=120&prev=/images?q=Shell+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://emarketingfa.files.wordpress.com/2008/07/shell-logo-t.jpg&imgrefurl=http://emarketingfa.wordpress.com/2008/07/14/royal-duch-shell-2/&usg=__keUp5yRXbNl-v5jI8xGEfFV7uH8=&h=303&w=350&sz=20&hl=th&start=1&tbnid=ocTwEJppFtjcZM:&tbnh=104&tbnw=120&prev=/images?q=Shell+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://www.f2usa.com/images/Toyota_logo_horns_1.jpg&imgrefurl=http://www.f2usa.com/index.php?main_page=index&cPath=657&usg=__ZRbrbfn1VhWUdgxhD9q17KCS1ZE=&h=977&w=1499&sz=114&hl=th&start=4&tbnid=rSvSxxSqRLIu9M:&tbnh=98&tbnw=150&prev=/images?q=Toyota+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://www.f2usa.com/images/Toyota_logo_horns_1.jpg&imgrefurl=http://www.f2usa.com/index.php?main_page=index&cPath=657&usg=__ZRbrbfn1VhWUdgxhD9q17KCS1ZE=&h=977&w=1499&sz=114&hl=th&start=4&tbnid=rSvSxxSqRLIu9M:&tbnh=98&tbnw=150&prev=/images?q=Toyota+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://cgi.di.uoa.gr/~std03262/first_bmw_logo.jpg&imgrefurl=http://cgi.di.uoa.gr/~std03262/Welcome.html&usg=__rl7MNYUIPw1YcSCJ_iBNfMc36Zg=&h=480&w=640&sz=48&hl=th&start=3&tbnid=lStQ2HTpDiu-MM:&tbnh=103&tbnw=137&prev=/images?q=BMW+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://cgi.di.uoa.gr/~std03262/first_bmw_logo.jpg&imgrefurl=http://cgi.di.uoa.gr/~std03262/Welcome.html&usg=__rl7MNYUIPw1YcSCJ_iBNfMc36Zg=&h=480&w=640&sz=48&hl=th&start=3&tbnid=lStQ2HTpDiu-MM:&tbnh=103&tbnw=137&prev=/images?q=BMW+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://www.aiesec.org/cms/aiesec/AI/Western Europe and North America/FRANCE/$Organisations/Partners/google_logo.jpg&imgrefurl=http://www.aiesec.org/cms/aiesec/AI/Western Europe and North America/FRANCE/$Organisations/Partners/Partenaires_dxchange.html&usg=__IuFYiLk08BodxpPucRtTciEwXwQ=&h=1500&w=3600&sz=277&hl=th&start=1&tbnid=o78WRIXSFwEmKM:&tbnh=63&tbnw=150&prev=/images?q=Google+Logo&gbv=2&hl=th&sa=G
http://images.google.co.th/imgres?imgurl=http://www.aiesec.org/cms/aiesec/AI/Western Europe and North America/FRANCE/$Organisations/Partners/google_logo.jpg&imgrefurl=http://www.aiesec.org/cms/aiesec/AI/Western Europe and North America/FRANCE/$Organisations/Partners/Partenaires_dxchange.html&usg=__IuFYiLk08BodxpPucRtTciEwXwQ=&h=1500&w=3600&sz=277&hl=th&start=1&tbnid=o78WRIXSFwEmKM:&tbnh=63&tbnw=150&prev=/images?q=Google+Logo&gbv=2&hl=th&sa=G

TULARNITAS AR UADILUTURA

consumers des‘qn O erm
s strategy iden;tifVCOIor;werenessm
poducts  IAFKeting advertising font

coor SET T sentiy 2o symit MAME  esigN

consumers .~ identity symbol strategy

advertising font o ::‘:‘i:,q
BRAND-
marketing m:,jt.lengt"v
g
oduct

lerm slogan
products”awareness™ ien
‘“I.‘,’J.*Vl gesiqni":rl":; ‘e marky
990 identify o
advertising name .y
color

~e fONE



Tuaansasg
AINUVOINLTHA

Brand
Equity Model

aNITNIIUUIVYN

' Y
NQNQNA

iwhyiane
Y a K
ANl ean

Y [
anaeniunu

S QA v
ATNYAANANHEY Tungugnauthvang

28n4ls Brand

Essence/DNA

o o d AIAUUDILLTUR

aeutuandel

v v

ANHUANAY

= QU ' A 1 v
NN IN Y Tﬂﬂmumu@gum

VOIUUITUA

ImaNangna .
% . aalszlayin

1'% Yo
anAazlasy




o

)
=

1
4
5B
<
=
<
&
i
=
(CN
aq

ILUNAN

i

bk

UAD..




. AFAUNS

AR LN




ANDENS: AFAUNS

HNaHATIHNS
Inanduailiau
gaulnawinn 60 0

i ol gNLATRY LA

whemaaz il e PRI i 2730 T 84 a0 § o e 24 o
- 3 _" o m WUURRUNNEEAIN



ATUTIA WIUARRIUE



SN LUNUNA

i
7 -
J ."—.;v . >
iR o e
TEHR 2 S
i TSRS
‘r“J../'c N ~S =
iF B

SET ZERO -
NsAUANNAGT
B

A !;f(\ AR l




SN LUNUNA

@ ciers
FOCUS

L
BRAND’S SINGLE MIND

© CREATE A SYMBOL

OF RE-EVALUATION
dadrynyodlual dauazuss
laildienFasmanalug

Strategic moves
SARTAeY LAZHDDOATRNAN" E
Effectve Ct
4 istrit i




MAayaHU5 LA

< eBeauty is an opportunity

o First impression matter:




o o
ATAUNT Positioning Map 12
?f_z

(- >4 (- >4
NUANE REVION
MAYBELLNEIVINORK
MiSline £
) ORIENTAL ||
PRINCESS ; ~
- S
G55 NTU6 LAFRNAIRNY
o 7 a
UM T QLL@N’J
e °
@Jw.qwd,( ; ~
' %&6&‘\ /’,
wnaniing | <7 o « Ve \
o e dsmsanuilulnaastedniau
: * waluAuAaRATidaNaNE snzAUTInAug Al
o fanuilunadiumn graay Nsalani
Lo *  HNANINEN LUUEDLALIAD ARAMNNULUILNUN

Inaq



ATAUNS

Brand Equity
Model

MAYBELLINE HUWEQ anel 28-25
MiSline B C SES
)\ ORIENTAL TNRAYUTNNN

PRINCESS i laldsaas AN dsesnulan

NNV AN LaN45

-H2U19=d7¢
_ s lelalsila
Classic& vu s wwa
o ldiwAautilinaaa
Contemporary vaw v o h
: o ldusaaannu s1anla
Thai o

aaan

. Wuiaumeafa
FINANY . y
ARAMNNVLU LRI

ANMSUAUNINYG LN

“nalulaglud

NRILANANNITU | uinmadu
Sad

naNgm

yinlunulalumAaiag
AW ANINES

-agn1uu 70 1







dsulaln

SRICHAND

BANGKOK 1948

il

SRICHAND

fisinng




ATAUNS LUN

il

SRICHAND

LUMINESCENCE
SERIES



Qs e a di Qs
anilnle nanastagiay

ANy ancl@y 2.4uN3






eininif le AxnIsiadaau

W rrre 00

xxnﬁnd?cé‘

a 4

WSTAUAT WNL AN

1
1 e {

e gnass “dntnele nansivadean” n.lnnss a.nslhs a.gans

* SINTANTUSUANUFTNA NANITINAFIAN UNIABIUIT AN
AUnIUFS1aLEINNANISINadIAN (and) 1 2013







04 ] L™ 494 v
NN WBUIN
aniTndla

’\’., [

LNPAINT

Fanelae
33910
&
217N DA
LI

Essence
aniunuay

=\
ANNDIl

HN+E1TNE
> a
‘Wndasndrsng
44
C NNDH 9
(o)

5/; ,.hpe{i .
V/,.oh fll,e

ey, ¢

dlv v
2N IWIALA3

NAWILINNBITUTDI
(lwanan)

®
Functional ()
%
z:
et
(()

#308 Uaaans
dadselazianasuli

*Emotional

SEngunnd
38 9 ladamlvnis
avuawnBaInsing

* dndaaaa TR0 TN
NARNINFBMINNNARTDL T

- v @ aa x
" m‘mﬂ(ﬂ 1Wwa1n1INAa)
% K_-Ky A i’lgailail u,axﬁs.lu‘n'm

@,

x
N
>

?
$

a1 35 +
v ]

AWTUNAWNINFUNIN

wazian lalalwn1snnnisg

2,

BAaUNWEHN Laza1lEdl




mia%"mms%’uf LA
N13F2EIINIINITAAIA



http://www.google.co.th/url?sa=i&rct=j&q=line+popular+sticker+picture&source=images&cd=&cad=rja&docid=XSGeJyqqAB_osM&tbnid=_vgf1mJTS1DJLM:&ved=0CAUQjRw&url=http://www.bangkokpost.com/tech/mobile/326882/hold-the-line&ei=QYowUZGkHo2XiAf2_oGQCg&psig=AFQjCNG7_xaF_noxT5dlXp2qf76cX8971A&ust=1362221942414757
http://www.google.co.th/url?sa=i&rct=j&q=line+popular+sticker+picture&source=images&cd=&cad=rja&docid=XSGeJyqqAB_osM&tbnid=_vgf1mJTS1DJLM:&ved=0CAUQjRw&url=http://www.bangkokpost.com/tech/mobile/326882/hold-the-line&ei=QYowUZGkHo2XiAf2_oGQCg&psig=AFQjCNG7_xaF_noxT5dlXp2qf76cX8971A&ust=1362221942414757

Wninyle
@PhakPaksTi

Home
Posts
Videos
Photos
About

Community

Find us on

Facebook

s Liked v

W

N\ Following »

» Share

@,

Crpwe 00 o

(@

Call Now #
Grocery Store in Amphoe Pathiu, Chumphon,
Thailand


http://www.google.co.th/url?sa=i&rct=j&q=facebook+logo&source=images&cd=&cad=rja&docid=sR-XmQ296yvBEM&tbnid=q3KzxP3xSCGsZM:&ved=0CAUQjRw&url=http://www.lorkidul.info/3271/follow-us-on-facebook-logo/&ei=n6zXUZjYKYforQfAt4GICg&bvm=bv.48705608,d.bmk&psig=AFQjCNG7G6TlB7GU6rRKZPauWhiCDyz3YQ&ust=1373175282588229
http://www.google.co.th/url?sa=i&rct=j&q=facebook+logo&source=images&cd=&cad=rja&docid=sR-XmQ296yvBEM&tbnid=q3KzxP3xSCGsZM:&ved=0CAUQjRw&url=http://www.lorkidul.info/3271/follow-us-on-facebook-logo/&ei=n6zXUZjYKYforQfAt4GICg&bvm=bv.48705608,d.bmk&psig=AFQjCNG7G6TlB7GU6rRKZPauWhiCDyz3YQ&ust=1373175282588229




anifnle ldeaninlunuaulnasaianias

94 ¢ 2-3 Juan 2556

A01UN  TU 8 IATAUENITANTUNTALINA

gaﬁ%tﬁa ‘Aulng’ AUNDRIANTWAIUIFIANDNNGT 200 BIANST AAIY
"aulnsrafionas auazlsd Auasiia edsaminag” TigTiananm
IaAunLusaiumalalunisvinuieadnn nssnnuluaseiaziily
mmﬂﬁmammmmmﬁqﬂ Tunsligdanananlaniusaziilana

1agNATIIUARD IR NDRIAN

aunltasuinay L
u‘o'ﬂu'i gyl [
2

Tunutiay

nﬂno ﬁm?

solavir
w3 ot ot




(2%

tindninele lunuaulnaraiiandas




BN LA NIV NLNELALRY luduArlngaalandas




dumnninila Say No to FOAM

2NWNT LALFFTANUINNTNAINTIUD DY HRLRANE LALBIANNETTNTR

o

{4
aqinu;ﬁnﬂma:
HNWULUIY
WAUBIAATIS
gesauine




NN = - .

e 3 P B B> o

. o 7 > Al

o\' - - A

PR N .g?-d 11 ARy g
= e WA ' &y _ a2\ " -

aninelaningania

anmsineldussanne
ABANATURNT

ABRNLERALALIIE NNIANIIUREL



anifnelalasunisAausuadieauguaIngnmn

ATMUILN TN IMUATEITN
ThAshuIENIaANYY
u:l WINNI5A \ ‘Home Sweel c " 2

e nedana
3|




ussENMANSTaIe ~InUnbabasun1ssausuatINaLgy




2ANUN LHBINBIEIY




51815 ‘Nu 2g Aa’ Aau 11981Af|N

aana1n1d 8 nn 2558

2

2
(X3
&
<

=

wrlme
7




NNinela usa



C%g

Springboard Consulting Co.,Ltd.



