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Abstract

The objective of this research is to 1. To study marketing strategy in order to create online marketing
brand 2. To create brand value or brand awareness on online marketing this research found that 1) Marketing
strategy to create online marketing brand : working for enhanced business or company on online social media.
As a social equipment, online communication has created two ways communication between seller and buyer.
Integrated marketing communication also created only specific group of customer which suit the project, viral
video, new trend of advertising, voice, blog or service. 2) Brand value creation of Brand creation by creative
thinking to fit with the brand to create uniqueness and brand awareness. It is supposed to related with customer
needs and wants, brand loyalty and other factor which can increase brand efficiency. For example Competitive

advantage, Product standardization and rewarded product.
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