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Soft Power Strategies for Lifestyle Fashion Brands:

A Case Study Comparing Fashion Brands in South Korea and Thailand
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Abstract

The soft power strategies for fashion lifestyle brands are examined in this comparative case study
between South Korean and Thai fashion brands, using the 5P’s framework: Product, Price, Place, Promotion,
and People. The study reveals that a critical factor contributing to the success of South Korean fashion
brands is the strong collaboration between the public and private sectors. The government allocates
budgets and establishes central agencies to support brand image building through entertainment media,
such as music, films, and TV dramas. By using well-known artists and actors to promote products, South
Korean brands foster consumer motivation and widespread brand popularity. Additionally, South Korea
emphasizes the importance of small entrepreneurs by providing them with display spaces, offering
affordable pricing, and promoting product quality. On the other hand, Thai fashion brands stand out for
their product diversity and ability to meet domestic market demands. They effectively create a brand image
through logos and branding, leading to their popularity in the mass market. Their moderate pricing strategy
makes them accessible to a wide audience. However, Thai brands face challenges in reaching the global
market due to a lack of consistent support from the government and insufficient collaboration with the
private sector. Unclear government funding and the inability to integrate products with internationally
recognized artists or entertainment media limit Thai brands' global potential. With more robust support,

Thai brands could enhance their identity and achieve greater international recognition.

Keywords: Soft Power, Fashion Lifestyle, Brand, South Korea, Thailand

1. fiunuazaudidy nsdnwuulRnveniinies
Fuanmdseuuanasugialulangathgiufiiuiumsniseindysulsafndelalalsu 2019 (COVID-
19) viliiAnnsgeydeaniugnisandaansenusianisdsesn danaliussinadaniuznszualdumyuisuluszuy
iwswgiafivadanduadiann Sgunaudazysemersfumiasasdlevdesunuunisiuirdsusugialinduin
Fulngnads 09 nsdseennauussmAla nsuslnanialulssmasailufanisnssduinunsvionisnduiade

a

drrglunistundsuwasugiavestsumalnenndududunis inlisguraysdumiaiesdled azsesenainnis

o A

vieuflendadusmnguddifoglinduanduiiunaulasniu ulsune Soft Power (ovlin1aiae) éianufon
UfsuBnats goriwinefifudunilsonasugivaineassd (Creative economy) Sunsandsfiazinaduidu
New S-curve (f7d toa-iAsH) Ivallifudsaimalnednass dndn gevsnmnes Iaumneaseunauisdndnanma
Fausssumazauduudonansugia (Rakkanak, 2022) denndesiuunAnues Joseph Nye fiiaueliiflouszana
aosnassuiiniuan nedonn sordnnnesiuiaumnedudinssdiuves Hard Power (815am121909) 39

Mede “grunawtanisidutinila” Tneludndudasldnasiidwmisnisnmsiiedutedu Tneasedsnaunsalduy



ACAAD. 2024, Vol.37 No.2 Santiworarak et al.

Aslasiengutimnetusvauwn luusunidUssneude 3 Usens 1) yunietamsss 2) adeumieniades
3) ulsunesneUsema (Hussakornrus, 2023) flatiu senswnesssdodunalnddalunsiduinlasasdundou
\wswgia Feldsunnudifyednsbennigualugaiagiu lugiusieiesilensgnsmanditenmafauiasvgiaves
Useina

Yuziieiulsmalnenaundndunagnsverdnnesiiondndusognamnssuassassavasinglndu

v o Aa o ¢

n33nalan lngfiuleviendnduduasuinusssy 5F laun 8113 (Food) 3@vimi (Video) n1seanuuuudulng
(Fashion) Aauznstlesiuduwuulve (Fighting) wazimantausenallve (Festival) uonainiluszmalvelanz iy

970 Global Soft Power Index 2022 §4@£7auianinunesukazAudnsaninsnlunisudnsy sandniies

vouszimalne lnedazuuusyil 40.2 Azuuy UINTunn 1.5 aziuudaindnew aglud1du 35 9 vua 120

(%

Uselna SuAU 2 YN8 Uagdudu 6 vauellie lnginarilsiusiudin1uasygia 357 MsusmsnuYes

Ssuna AmNduiusTEnIUsEma Uszansanlunisundgminisseuinueslain-19 nMsunsnduesdunn Usn1g

A

I a

Afley uuAnveIlTEIMAAIY 9 TuTInUszdniu (Office of the National Economic and Social Development
Coundil, 2023) fsifu gevsnmiesinduniesdioddyfastefiuyarmansvgivaiuassdinauodnnug
NnMsaisassd Msdnw nindaunstyan Jeulsstuiamsssu walladuazuinnssnielflunsiaungsie
Tusuuuulnsialy

nagndwerldnInesinslivarnmaussmaiosnndunsudedusugsiaasugio Adieifigadle

a8 19uMANa WuieInuussmenvald vildluussmafinaunsuszgnd Yannisdeeen gamndniieseiuy

a

U1 AI8ANLINIEAIINIINNGY

A
1%

Uszinaszauliunaslugussmanauiudy Ssurausemenmdlaluragduidaugaivegiausanailunis

Tausssuveanmald anasusnisuiuniususganandusianideuves

HANAUIINNUIBUTFUIal UM T uoE 1T uTY Tnen159n#A N8I Korea Culture and Content Agency

1%

(KOCCA) wiedsoanaudunmaldgarsnivnilan saufislduwifn Copy and Develop fiaiuUssinalaagi

v ¢ A

AminsInisa fedratuidlensanselnsdniindsunidvedugaiidsuluuannuaindatuseaulan drunwmun

q q

v
=

JSudgerieganlvlansuiavauysaliuudedu (Wongsilpnontree, 2019) lngg#sisuuazduasuliinnisdsesn

a

Tausssunmald AoefnUsesuzuifuungs Sguianvildlansenindaasugianiisnivsgmvuinlvguin

o«

a =

Auly Uima‘uﬁ’uﬂzymmqﬁmqﬁﬂizmﬂﬁmmmmqmuauysaﬁmaaw%wawm%aasu%wﬁ fanmgienaiuususiu
uazA1nseslniige dwmaligmaiunssunianisudnliansaadieneldidssmalduinwe uenainidae
AudNwardRUeNVEL Ao Tanueanugs danuansauiudnnanmuindenduluasne liiand u
NYN19555UBIRNT DAN1ITAIATIY 611'1’;Lm‘wﬁ%ﬁqﬁm’mqqﬁ'ﬂuﬂﬁﬂ“wu’mmaﬂﬁﬂﬂmﬁﬂ (Rakkanak, 2022)
FeUYaAINITaseangeay (Hallyu) vasn1nilingdn Ingalsaszuialadn-19 Tul 2020 war 2021 n13dsesn
goagilyanniis 16 uaz 20 Wudiumeaansansy muaiy vuzilud 2022 Apdnaeilyadida 25 suduaeaans
an¥y Anudivesseaglildininsnrniniulnvesyarinsdeenifingatunntifiesesnair udquamd
ausanisstasedulan erfiameunsides Parasite IsuTstanimeunisondeuainiiieaanis (Oscars) asai
92 Tu¥ a.A. 2020 Wieria-Teudesegng BTS Iiusetadatiuuied am. 2021 annfiowstu fnda eaedad
(AMAs) 24 BTS Té$uiquinsanndngunsnadlunisusssuaiavlnganuszannd adeil 76 Tugruzduny
UsgsunsuaiavdniuaugulmivasTausssy a dinaulugandssvinnd uasiheesn Ussmaansgaiuin,

(Rakkanak, 2022) nagws#ina1iu1d1efuiuiIuinnUseineanImvaladnisdinag nsgendn1ies AL

aSeassruldlunistundeumsugianazainenngiuanuduasliiulssmegdseavanalaluegnad datu ua



ACAAD. 2024, Vol.37 No.2 Santiworarak et al.

PneudsIINTerAnInesSUIUIEENAldiUFULUUTRIIETEgResUsemAn AR Wisuialiounisven
WeAummnY uiuwidiuyananseuvenidnsessitendedundidyuazlindinistundeunnaelulagedy

[ a

wiaangaunieluni iermneiievsusyngUassaiimdseandallusuanseiflininedsladaulindos
AuoEN i

ey serlsnnedunidunsiduininlefidenuddlusyaulan Weswinaunsaadisnis
Wamsughafiyarmmaliiuusazusanald Tasiemzegidwsamanvalddaduusanaiideinszau
anudfalufunsiuindousisuuAnvendnnined susforfulssmalneisundndulufsgendniines
wlesjanislisimasimsidulameiuasugia Jeyadrinnudaaiuasugiaaiiaassd Teuuszana 2565 Sguna
IFdnassauUszinadmu 7,313 Suum edidusununielasinsiiisadosivgnavnssuaiisassds
311 Tnsanns enszanedieglu 16 mirsau Tasnsensieiilsuanniigade nsensiesiamsssy 2,819 &uum
(38.6%) NSENTNNTVOUTMATTUT 1,743 §1UUM (23.8%) NTENTINIEITE 743 AU (10.2%) W3oUULINTT
Fake THACCA (Thailand Creative Content Agency) TnerJumthenuiiiisunadmadadinun wasisuuszana
Wuveanuagaruies anwaurlndiAes KOCCA (Korea Creative Content Agency) ¥83Useinan1nala (BBC

a v

Thailand, 2023) unANuiFdinisAnwilssuiisunagnseednreiaudun wnduwasdadeiineites 910
UssinngshanianudAguasdaaiuulovieniaizvessemalngludagduidmdmdndunisesnuuuundulned
szavana lnedinsdnwilseudfisususuiduiundululssmenmaldazUssnalvglusugauduazynseou

Tianunsahesianuiluldlunsiauseseaiulufsnsuiuiuasunugluuugsiaieduasuasygiasiely

2. Msenagnsuusuduniuneliuufngavidiniins
doleneiteanudisavennmdlifunisliamuddglumehenudiladengudweneg ansotae
Tifaswususduivsodnannoumuiadassananuldnsaivsadon anudasnisvesngudmngliduegied
HIuNsTIvTIdeyavInuuadsing o wu nsliavuuuresvy nsuansaudniusazreumuiuuladealiie
(Social media) ifiodiaTeignuurasauala woAnssunnamdonm dufy sdiiennmanaunagnses
Sunasuiuuinnssy MmsasureanAlenvuaInaNndY 1msnslAsenIseng 9 gnduin Aeusiumienuiide
91 Korea Creative Content Agency %38 KOCCA Junumuanlun1satuayunisngs 1Mauaunsiniiniig 33e
wiaun Savnunaaiiuny wavveegsialudsinsusema Ta KOCCA fddnnunszaeiegmuiiesddny 9 hlan
eadrsauduius Iiduinw tewdogsiunmaldlunsheainnsoungunisdivony My B2C wag B2B
TnsagUgmsauduiaves KOCCA e ahudemiluuanlmidienagnsnisadsassd nagnsmanmsnanaiiudaunss
asegugfiondureuiuanudisuvedlonea esdusznoumaiduiidwilvinmalitidededugusdsainailld
Yausssudundsdrdnlunisduindounsunud dudn uinislunaialan (Creative Economy Agency, 2024)
vty Manenagnsnisainsduduitunisldunaaserdnnnestumsihandlauiunvesnis
Anszinginssumstevesiuilnadenou dolidlandnnis anudesnts uasidmnsvesiuslaaundeiu

o a

mnssuiisutadedAgndavinadengfinssun1stevesruslnans 2 Useina mndnvziinuselevdsetinivinis

' '
U a v aa

13y giaulaladninn wetiauuinisluniseenuuy msasisuusudalansanuguilaa Jadeddgniisnsnasie

o

LY

noAnsIUNsTRvRsUsnainaauuTuddeudla Useneusiy Yademeduiausssy Taduiudinu Jadedau

yana Jaden1adnine (Sereerat, 1998) fdswaziBensialull



ACAAD. 2024, Vol.37 No.2 Santiworarak et al.

a v a

2.1 Yadamesuiansssu (Cultural Factors) ludawuslnatiusesanuazsudnsnatuunaniugdiulay

U

fodusmuuauazauaunginssuvesauludinuseussmeniu 4 1 InefiwiasUssinagond Tausssuiiunneng
iy sednsfudninaaniausssuuseimanisluddnuseinanis f1un155uinutem 19w 9 Wy Tausssy

MTV fivanguseweimlaniisng fuseniazay Junniln1ssuTausssuaunIaIngen1s MTV fudgygiuniadisuiile

=

¥398A 1980s Inenguau Ul wATULLIAUATIINNRIUTEAINITOMENT 113 SULLIAALATLNTUNITUAS
ngllegresimirauiadunssuawdunuyrnaiiivedotogndugusssy dmaliuusudduiunduluusas
Usziwadasdinsuumiliiuseuuaunswazuntuliviunszualan

2.2 Yadudnudsny (Social Factors) nagnsnisasiawusuaduaundutuuenainagdesinanudilaiu

'
' ' a

naudmnglagnsaan Sanuindlinguaundmasenginssunisidenuilaedudvesngud g 819 1) nay

q
£

81384 (Reference Groups) nquilaziidniwaseviauad anudaiiu Msdadulaveanquidinuienisnseaiale

Weosnngudmuneiuevsviinanudiludulalududuazusnisens 4 watu Jsdeenisusegda vietaya

WISLANNENTUTEAUNTIT0INTS WU NgaLiow NquENT18NSHa (Influencer) NuRINN19AUAR (Key Opinion

9 Y
v

Leader/ KOL) “1a* snugesnnslai@eadiifiosing q lnenquuanafinariaundissuiuazlasunmsdmdenaininasia
wusuAwndulafalod (Lifestyle) wWrunfidiusiuAunusuanainimsuasnnden 2) aseunsa (Family) yraaty

AseunIteldninaunfiganeiruaf anuAauiu Adeuvesyana dunarlidnsnanenginssunisioves

Y & Ao =

AsaUATY N15U1e Aumgulnmvzdiasrilaisdnvuznisuiinavesnseunsilve Fu nmald Falidnvusiuands
FumuuuAni aonadoan1eTaLsTIY 3) UNUIM @auy (Roles and Status) yanalAgadesiunatongu 1wy
ATEUATI NuBI0eAnT wagantu 1udu yaraazdunum anugfiumnseiuluusasnga

2.3 Yafuduyana (Personal Factors) nisinaulavestiieldsudvinanndnune druyanamafiusing

9 fatl 1) 918 (Age) angiiuanc1aiuaziinudoINITHAAd IR 2) 19358 TnATEUATI (Family Life Cycle

]
v v

Stage) iutuneunisissiinvesyanaludnuazueinisiinseunss mamsdinluuiasduneududedisiavinade
ATesns firunf uavardisy vesynnavilviAnaudesnslundndusingfinssunstod uandstu 3) 013w
(Occupation) e13nwesusazyanaazihlugauddu mandosnsdud Vinsiuanseiu 6) Tomamaswgia
(Economic Circumnstance) #3518 ldusiazyanaaznsznusoduduazuinisiinndadulade Tonamani

Usenaume 51819 N158aUNSNY 91119UNSTe NAuARNEINUNISINEEY Tnnsnatnmosaulaluwulduyes

v saa

seldid yana NMsosuwazdnsinenile 5) Msfinw (Education) nfinsfinwgediuuiliuazusinandniuiid

ANAMANIENTNIANWIT Taenaly nguiinisfinugainaglvianudidyiuamunin Ussansnmuesmdnsioen

W3au3n1s lnslanized wdslusiuiinerdestuguain anuduegifvesaudnlunsouns wgfinssunisuilan

b

wianflazviouliiuisanuduiusseninsedunsfing suuuunsdinduls uwazaouzniansiu Sedluualiuiias
fanuduiusideuanseiu nande sedunsfnugeuinasduiusivaniugnanstiunadueiie

2.4 Ua3en93ninen (Psychological Factor) nsidendevesunnalisudvianaain Jadesudninen &

< Aaa

dodnduladuludfuilnanddninadenginssunisveuaznslddudn Usenausie 1) n13341a (Motivation)

[

Wede ANUABINTINLATUNIINITAUINYARaTIABINSHaRANNElasengAnssuATiid iy 2) N135U3

U

a

(Perception) N133u3azuanatisnnuid@nainysamdudana 5 loun nisleiiu nsladu nsldndu nnsldsauna

wagM33an 3) Msseus (Leaming) WnmsnanavinisfinuuazUszenalinguiimenisiavangiudigidn vie
o | a ~ PN U a A o v ° AN . &, a o ~ A

nsdamsdaaiunisne Weliinnsdedulateduailudszdn 4) muiede (Belief) lWuanuAnfiyanadaie

Wendvadedmils Fadunainandszaunisalluedin 5) viruad (Attitude) :nsAnwinud iauadvesiulan



ACAAD. 2024, Vol.37 No.2 Santiworarak et al.

= U U s £y =

funsinauladorsiinruduiusiuaue dnnsnaiadsdesfnuriniruafiinduuldegidlauaziudountas
oehils maiavmuafduinndeyafiusaryaaaldsu mndnnemaadosmsliguilaetedud dnnsmanatu
agfostuiunisivuls 6) yadnnm (Personality) Wuguuuudnuazvesyanaiazidudaimun woinssunis
RBUAUDINT 8019V TId nuAEA AN T dnuvazuanA1aYesyana Jaiillgnisnevaussiiainiane 1
UfATensiedanszdu 7) uunAndiuyana (Self Concept) mnefa mnuidnindniiyanatdenuiesmionudni
yanaRniyaraduiauAnTiuedidlsdeny Tnensdnuidesiningnveanguidmaneduduadioudainu
ArmavesnsnausuMsENLUTUALITunlFunAMTeNdinnes Waonadosiussdusznaudsiinarosniilel
wusudUszaumdialunisidridlagusing (Brand Touch Point) Ifeganssqmunnieiu

Inendonsdnns uminendesina (CMMU) levihmsdsansly “sewdnnines” ieduaiuiasugia
nsvieaien nwdnvalvesuszina lnednaue 4 nagnd (SOFT Strategies) dMm3uUN13AAIN: 1) MIUNINT3U
LusUA (Absorb): iWeslesuusuddulaialaduesngudmneeadeanuidndalos 2) mnuiAvueanusud
(Extraordinary): a$199av1eandsiieuirelilaniduinudouasion 3) anusinigiveauusud (Fast): fnaw
nssuansususliiungAnssuiiasuly 4) puaiiavevesnisadiauusus (Consistency): Aoansuusudo
serdosnazidululufiamafiodtunndemng (Bangkok Business, 2022) sUnuunagmsfiaenunsneglu 4 nagns
(SOFT Strategies) Anuit3ng1dun1sdnnis uminedendinananandsfuiusinsdnindeulssiuuusud suuuy
nsldvesnguidmnelasiidnuauziiddio msaigausiilaaunnldddiiSovieasviousinuguiuuvesde
nsusseneiilomvesduiiunnmsrailuiimadsumnunienlumsuiusainviulanegiane Whlangingsuns
Wasuuawesnguidmneegnasn mniinsyszgndldesnamnzaniiliAnguuuunsiomsnmdnvazves
wususAudlAngumnsuazdesmnsioansosnslddaaubeiu

lalalnduusud (Lifestyle Brand) manefisuususfiasyiondfidin simuad Ardouvesiiuilaa ey

@ 4

Woulgsiudnanwal dydnwalneimusssunduslandentanteanmusiuuunmsaiduiinvesnuies Jagdu

o

nszudladalpdiunumuniu dewalignéudsngudesmuaualaiams n1sa¥uduiuasuinisisioadud
msUfuusaamzyana (Personalization) ileaenadestusadion amnudesnnsvesngudmunesine 9 uususla
alnddslalléPuioadud uidadudofiazsiounman usstumale wasiumumilun 1sivunguuuunsdndudin
va33UslnA (Arunyanart & Utiswannakul, 2017)

nguvesuUTUd dudundulaialad (Fashion Lifestyle Brand) nguvesuusuddudusdulaialadgn

inualaevinuad Aauls wagauAaiuvesgnAtfiiestesiunisidondeduiundy wusudivaiisuli

v o

AR UM SUeEUTT AU vaennaeai uIRTInveeEuIinauIny Taginaeilun1siasuIkusUAGUA 19

< v 4

undmseiuszneuaae: 1) Wuuusuddudidniaguiivszavaudnis ddndnwel dladndaau danu

a £%

wanviargvesdudienaulandlafdalndvesnguidivune 2) Wuwusudilasunisseusvlusedvaina 4

o

amdnwalluszdugiinam 3) fiumisnsniseaiafuensisiunungudmne Taoutinusaedsdudi 1wy
FILUUITEAU B (800-1,500 u1n) B+ (1,500-8,000 u) thag A(10,000-30,000 un) (Arunyanart &
Utiswannakul, 2017)

v
v @ U oa Y A A

satiulugadagiunusuinailiesusududriausnisiinssmiuanudensemsvaangudmuieuin

v

v
=

Ju wusudlaalaadaldlmduiiosdud uwidududenasvounmuainasussiuniala nquuusuddudundulad

o @ 3

dlndgnimunlaevimuad Anuaulavesuilan lnsuusudfivszauanudisainddndnuaidnnu lasuniseeusu

lusgdvana Tiunmiminisaainiuanansiumungudimune nquuusudauduwiduladaladgnimunlag



ACAAD. 2024, Vol.37 No.2 Santiworarak et al.

vimuni anuaulvesiuilon lneiunisveeaudnfiaenndostuiddinvesuilon wusudndrifesdisndnual
Fou iuitvensuluszdvanna

namagUite nagnsnsaiauusuddudundusaslataladneldunfngendnnnefveurasUssimety
ftladeiiddnlunsiuindoumsugiovessuma Aiunmsieneitadeiifedeatunisairesuluianagnssens
wanesuavlianuddgyiungudmineglunndd auindunisadianagnsnianITnaIALazNIIIUNLNITASI
wusudlagliaenadestuanudeinisvesnguidmnofuddgyieliAnnisnausunisadienisd dausud

o v A

(Customer Journey) l9ag19dused@nsain uenandudsnadshiaudAyas N3R5 HaguwUam1aNITnaIn

InaamznguaumunduresUsznalnenguussmaiivszauanudndanunisldnagnseendnninesegisUssina
NVl Wemyauduazynseuiiazainanulaawmuliduauduinislugnamnssuundulneiliinainudy

LBNANYALRNIEAIUINTIVY

3. nsAnwuusududuladaladlulssmanuald

Tud) 2565 paraunduwnnaldfuualinduladiniu 5.2% nsiuiifnnenudeduvesiuilaa
anufvlwansundy msadayardudn uaznagnsainannuuanawirlinaiauntuiinisidulnegag
soiflos nsamzlunquidedndrnesumaninuaz uunadedafidivle 6.7% dsUsadulunsiaminmaiulaves
granvnssuuTunmalisEneusis anudouuniduiianaldwanzan viuats aute Jagtuuismenvulsims

gnidanngseidounisursnie wusuaidedduduniseenuuulugduuvdaiassiiaiuldudflalad Lnunzaudiu
Auvieunngady Innshinnuddydunguilsuesminlng Sadsggesmdunraunduuidvivennvilada

¥

anansnwenleausudlvl 9 uendnidsdinsveneiiveswnannesuesulatgeanlal ieindeminisiaseriv

a o

Uslaa dnsdndmevainvaiedesesiumsiugdadviiesglng wu eassndudmsedduanselvg

Y

e

dieneneuesuUsURA Uy ARALazAINTnIES IS A IA ISt un U sTuR uLU SIS LUy AR AN T
8nn3e (Department of International Trade Promotion, 2023) Usetnenmdlauenainduasungudunuag
wAnSuTlnunduaoussneudiiy fduaiulawesiulmlliianduduunsdanisamu yaainsma
a3y nieuduusmdnduliuusudinodsvllddild ndoudnituiiwauundunduln ilinevausanguiin
amuidfangugninalussimanniy

fad nuumnensiulavesususaududulaialadvossamanmald Seldinwuusudnsdding
WiewFsuiisudnuaznsveuazuumnsiulaiiednwinnudisavesususuriduiiiaunluguuianensd
wnnesihliasugialuvssmadulale Tnefimsiuns@nulufivusudlungu Mass Market dmsunguguslag
Gen MZ mnefisngy Gen Millennials 7ifo1g5zmine 25-39 U uaznadu Gen Z Aifiongsewing 16-24 U Gaiisns
naviulngefsansludduesssrnaimualuninaeifouudiin (Samsung Thailand, 2022) fiflensaenados
funszuateslutiagtu laefinisfinm 3 vun il

3.1 nsdnwuvsuduiduladalosluuszmanmaldounnlug

msfnuuusutundulaialadlulsemanvaldvnalngifunisinuuusudundulaialadisinn sy
Imiedudneliuusuddiuynnadlauesneludssmeruunanvasugamisesulatuavoanlall MUSINSA
\Duunasslosuuntuiifanuiongeanlunmdld Inesrusuuusudviosiuliunis 8,000 uusus uazilalngd
PANYAY LU LUTUR Thisisneverthat, Mardi Mercredi, Low Classic, Aeca White, Acme De La Vie and Coo

a v

Judu Fetagiu MUSINSA 1T Online global store agalumnanisuan Fsaunsads@odudriuunannosula
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Vel a1 (Boonprasert, 2022) fei MUSINSA FailSeuadiouiuledfiidonass (Selected website)

FIWTWLUTUAAN 9 Neluseinanaziasemeld ielinguidvansaunsadhiisdudnldaeningetu

Verified Picks

31]1’7; 1 unanvloiuwayfiognsdum MUSINSA uag Musinsa Standard
Figure 1 Platform and Product Examples of MUSINSA and Musinsa Standard
Source: Musinsa Musinsa Standard (2024)

&9l MUSINSA a$1sanudesiulivannvansuusudiideides sedszaunsaiiisognssnuiudals
ffiun1slinuusus MUSINSA Standard daffaladiSeuine anildauts qulnud 417 1 i filendnuaiueanis
usneuuuinudlienly susdefuffinennusisiuiiiuadis Bouie wslamuegumnuasiufiniusius
d1Ay ulufenmeglusedunain Mass Market Faflaadefindndesdmaniuum (Katiungs, 2022) Arudsa
Tumsiduguuuuuwansie suunduifanuiougeaalunmdld iaannisazauanudesiu szoznan uaznisdn
Tamnudeanisvesnguidivaneg dawalidunusuuuuuusudialadiSoudie aulnuduasdsaaudiidifsine
naumnedadulumadentoldlasieuansiansd langinssunguidmnelasuiass

3.2 msfnwuusuduiduladtaladluussmanmaldvuianans

nsfnwnusutunduladaladlulsemanmaldvunanaraduns@nvuusuduidulaialadfifnigde

o 1

Imirenelduusudduindiuyaraiiuunanresutoimisesulatuazeenlal Jussinnvesdusfivainmaie

Ale LA IUAINTY LAT9UTEAY nTzLUn wazduailadlalnadu o lnelaundiegeansdAnw) uwusud Marithe

Francois Girbaud wag kusum Mardi Mercredi
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JUN 2 unannesuuasiieg19duf Marithe Francois Girbaud wag Mardi Mercredi

Figure 2 Platform and Product Examples of Marithe Francois Girbaud and Mardi Mercredi

Source: Marithe Francois Girbaud, Mardi Mercredi (2024)

Marithe Francois Girbaud %30 Marithe unusudunduiddusudamanussmandans wild$uam
fouogrannluuszmanmald vuzidorduildSuanudenluinadsema Taouusus Marithe SalodiFouing
daos uifiausiuaiofinaunaiunaueiovesndidou (Parisian) Memsawlduianngadudud Tnsuusud
annsaadragaudeiliaislall Marithe Francois Girbaud 73w nudnsfueiaunsadadivuield (duddey

yaugieafuiinslduinnssulunisndnduadvlmivinlindadueiiauduanunzauiusian (Sasom, 2023)

a @

nAnsTusiaes Marithe Francois Girbaud duannnaigliddiazidwad ssusaniadmsun e nie

A5 99UTEAU BUIN NTLUN TRUIN LaZASRIUSEAU YULLA LT USIAIVBILUSUS Marithe Adnaglud1e Mass

Y
v

Market &sii51A 80U (Lemon8app, 2022) uena1nil Marithe dafiuirsunainuaneiui Jassegluguindu

PAUGNANTBINTIATAT MUY Samdianvegnanvateysenavinlvanansadeslesiunguidmvuneg Gen Mz

9 Y

Iegned lidnazilu dled s1en Aunw waznmdnual

faa o w (3

Mardi Mercredi 1Juuusudaladdiduea lnawiuluiiidedna3eauwssnisvesingaududify wusudasa

asumenistiainaienenlidduaniuasuundndud 1990 Mardi uenainfidnuuzvemdndnaiyuiuluinig
anldegraieudie auldldludinuszdniu dussanduiinainuatelidnesdu vuan sean g
wsasUseau Wundeudmsuvinunaldnazyimneend (Sasom, 2023)

3.3 mMsanwwusuaundulataladvuradnlulssmanivald

5

AsAnwnususwndulaitaladvuinanlulszmaninalidunisanemususwiduladalaaninisia

[

Jnirenelduusurdundinynnacusnanesutemiseeulal sonlal TUssinnuesdusnIninniuuuIAn

dladveasuusunegisdniau lnglaonmegnsnsd@nw wusua Carlyn uay Lusus Stand Oil
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Figure 3 Platform and Product Examples of Carlyn and Stand Oil
Source: Carlyn Stand Oil (2024)

o a

Carlyn fip wusuanszidhdyanmalanmaslasuanudevsgiunnludagdu sresunsmidaiulan

o

'
1oa [

WA INN szl WhlY wusud Carlyn Tdsfanannssiiiisidnuusuiuaniilaldaviedunlusuad
wownny liidnvdelnaiuld dufunsuluusus Carlyn Samneiandunsadluiinsysriu

nszluusud Carlyn dvannviangguiuuvatesu lawn 3u COZY, 3u POING, Ju SOFT L, 3 SOFT M,
5 SOFT MINI, Ju JELLY, §u JELLY MINI, §u HUG wazgu REEVE MINI wenanniiuusudnsedn Carlyn 1é¥uaa
fuinannloneafidentdidunsyiindwesddluiinuszsriu vilinssluusus Carlyn Tasislusialan finih
SumannvaneUsewna (Chansakoolnee, 2023) wausdi Stand Oil Lﬂutwiuﬁﬂimﬂwé’aﬁmameﬁiﬁﬁtﬁugmmuﬁ
Boude namauiunszuaieadislal ililesuanudeilasiemnylungulonsadiideidesilimuauls

uanIINfigaAuLeInTtn Stand Oil Ao nslduiafiouiiduiunu wunefis nsldTagdunsedd
fatudutagiitudounuunaunadnsurivdelinemanunsuasTanTanmiididu e dulsnndenves
unas @leanensns ludidenanniiin sulufsmsuaumaniagindwes wu ndgimu uaztan3ludadu 1
deidumadonvaununilsdnilnenss Yaquanilifoaduiasdedunndon widiansadesameldmedanm

wusus Stand Oil Fadudnuilsuusuddymiinmalaildsuanufondnsuailunisuluiwsimd
Fefluinisd evreduduuunanyesy Official lusinsUssimeii eiindeng ugnAnfinainuarefiudl (Bangkok
Business, 2023) ftuudiazinansusiluuusuditlivarnvarsusaseunqumslfonluiinusesriu nduannsn
gnszAULATHERY faumamsgnamnssuundunmelussmaliiaanseuadenlitungueniivannaeseyanaly

MALEAIR Bnnsdaiinisdndmineivannvateguuuiiveliidfandndueiliegiaineg

4. msaneusuauntulanaladludszmealng
Hagtunusudunduluvsmealneduiivonsuunniu esanvesnadednuiianansadfsldnnnguvi

TAn13mandnSUAUA LN TUENU SO 51 USUA LALAIR I LA AL Bg19lsAnunIsYITurRIwUTUR LN Ul

v

Uszwalnednisudadugs Jalauwes wusudniilndiivainvane delu nsibiuusudduiiyaisaungugnaid
Faauawiadu Big Fan, Brand Love 3aduthmunefivilsuusudineaansadulald (Witurat, 2022)
VUM UNAIMNTTNATIATIATITATNAUAIMINITTAILETSH LATegRasoyuvudaianInanvalves

Useina Jedanasieronsniiiesvesusemne lael 2564 gnamnssududundulng dgld 3.7 uaudmum ya

—
(@]



ACAAD. 2024, Vol.37 No.2 Santiworarak et al.

n13d908n 2.2 WAud U (1.3% ves GDP) finsdsaulugaavnssui 7.5 wauay uinaraunduvesineuil
MawIena nszyarNsiidduauinniygarinisdesn %namﬁmmﬂﬁuﬁmw%’ﬂwaLﬁl’lsﬂejuqﬂﬁ’lﬁ”’ﬂw,t,ax
Arstszimaldenn imseaulnelddenldunduiusudvesing Usenalnelddnndne alilaanudaduundy
(Nation Branding) 1afiuiilunisdauansuasnu dnesnuuumiaaudamud-lasugsia fussnaunisinedau
Tngflvunadn vadunulunisveisgsie viensudnduainmiisauiiieites iudyu (Thailand Creative &
Design Center, 2023)

Ussalnefoidussmaiiilonaosndduunsiausssilansiu findlile fineluladfdvaide
Tfannsaudndsldie wwsufduduidulnefndusy Top 10 wusudduiifioonegegalulne i uudiady
nnd laiasfu msaiedesduimundulng msveionaiaialseme MsauuTuddesenlaAsINIELIANS
q svliiuiinisdauansnu maauyeansisneanturaalutiogiiu dudu nadee sdesatuayuuusus
ﬁﬁﬁ’ﬂamwﬁiamaﬂ’@uuwEJ1sJT,aﬂwa’Lﬁ’Lﬁ@1ﬂmé’nwaﬁmaqﬂﬁLﬂuquéﬂaNéﬁuLLWﬁﬁ"w{am (Poongsanga, 2022)

PneanudAdddfinisfnvuusuiundulaialadluussmealneiifidnuagsusing q Suuammenisiamn
dielgmamnssuuniiululssmainnsenseduuazdioiugaalunisdsoen Tnefinsnu dail

4.1 msfnwuusududulaidladvualugluusamedlng

nsfnsnusudundulaidladuualnglulssmalnediinsdasminedudnelduusuddauyana
SumeEnsTUTINLUsIRaUAaY 9 niluuesmelulstmeriuunaniesudemesulatuazeanlad Snsad
fiuszanvesdudnfivainviats Usenausie ndeudinig w3alsedu nsel seain dudnlafaladdu 4 Tne

gNMBENINITMANY WUSUR Pomelo

JUT 4 unannesuuayfiieg19dum Pomelo way Gentlewoman

Figure 4 Platform and Product Examples of Pomelo and Gentlewoman

Source: Pomelo, Gentlewoman (2024)

Pomelo \Junusuafinendtulssmelneidundsly fashion e-commerce startup aneugieideiivszau

anudnsauazlaaiiszaulan Jusuduainuususunduseulaifidegiureiiedenz Jusenidedls nSeudnds

=

N1 40 Yseineavilan Mdudeddmsudvgaierinnu Hduveunisuiaidladinndld Pomelo auitiunisvien

foan1goaulail (Siam Commercial Bank, 2024) Pomelo \Junususiundudaywdnefidslunguldaudanniuih

wsgiderimilaenediissunnnmsdusnasvesudumesulat wliinisdniiugsiandnaveyluguuuveeulal

—_
—_



ACAAD. 2024, Vol.37 No.2 Santiworarak et al.

wighearmmspatnisenuddyeamsduiaidetiuaznisansailanie wusudidldueegiudats tieligndn
asnsanTIaaoUAmaauA aaesEldioudnaulate

indaduaudnsaues Pomelo Usznoulufe aramasnaluundusgrauviagedslimnuddyiunis
sonuuudeiusazaeadniuliiamnind eglunseuationiingugnédosnis neulandngugndndududuusn
fetu wusus Pomelo Fufluuusudfiadanmaivlalugraminssuuidulneld (Wonkitpibul, 2019)

wBN9Ni Pomelo tosfilunanosuseulandinisviedufuusus wiedunssIusuusuFay 9
0117 1w wususseAulan vieuusudseiulanea (Local) luusemealve aiiuves Pomelo fianunsaidonasd
dudnouazidente viliinanransuusuditruunanrlesudugandslunisudsiusunusudduldedd
(Makmek, 2022) Pomelo fiunanwesuoaulativhminiiiugudnarsdmiunsdasimireaudiuusudang q s
swduanauarsvduresivluvssmalng amnslaniduvesunanleutogiinuannsolunisligndnden naass
dudnnoudadulede dedwmaliduvsudnainvanedrsauuwanesy Sanareidugaudslunisudsdusu
wusUFaY o Meghaiivsyansan

4.2 msfnwuusudunduladtaladuuanandduussmelne

nsfnwuusuduituladdladvuanarslulssmalneiinsdadmmhonelduusudauddnyananiiu
wnanesutemsesulatiarvesilal lngldundisg1ansalfiny) wusua Gentlewoman

Gentlewoman tJunusuddgmlneiinoniiugagou gaudsvesudazuusudunduvdvungnsasi
wusudidediuds innszuansuilindldfuadedlumjaulneuazyssalasnisTavanusudiiuas
dydnuaiAudiiusngaguunssiin auvilfuusus Gentlewomen I¥sunszuanausuiifunaufistagiiu Sniteded
nstudfledutnesnuuuviedatiuiiifedsdunniiausneadnduiiofsganduitmanelinndsiu

NAYNSUBILUTUA Gentlewomnan gautfunisaiiaiendnual alndfilasiu wieudumsiiauenansousi
Tiletssianiios nesmuemalfaunsadndsldvnzantunguidmane wusuddsliamnuddyfumssamin
Tuhiafisenadestunguiuilng saufanisdnnedudn nsdenmdnuaiidumiiusasuuunanesueslad
sthafuszuu anamenewlunsmuatesdsznausng 4 i sl Gentlewoman Snmnuaiiidaiau Wuilaadd
dsnaliAnnszuannudeslumifuilnavilne Regudfenduvouiudunss (Big Fan) anuinlulusus (Brand
Love) ddsvenenanaludafuilaaramemnd dilugnszuanistedudunduanuusudlnglussduummi

Y a o a

(Digimusketeers, 2022) Gentlewornan LHuuusudidofngudsdnuilnefiuoufugauduargaseureuusud
wifudy  Tnsadrensvuansulinilasummuilonsilulnewassalsyme dunislavanuusus nssaudletutin
ponuuUTess uusudjatumsaaendnualilanisuinisiiauenan s iniegwsoidedlusaiidibsls Tne
sasniluviafionngan dansdudniifissuy dlfAnnmdnuwalfidaau dealiuusudidondureuiindunds
ansdeufivengludsiuslanmemnid lugnissensuduiundulnelussivuunma

4.3 msfnwuusuduidulaialadvunadnlulssmalne

nsfnwinusudunduladaladunadnlulsemalneifinnsdadmienelduusudauddiuyananiou
uwanWesutesmsesulatnazeelal dussinnvesdudrfidianununAndladvesnusudogrstoiau lng

YNAIDENIAANYT WUTUA IWANNABANGKOK® ag Lusus Rally Movement
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SUT 5 umanweosuuaziing19dud IWANNABANGKOK uag Rally Movement

Figure 5 Platform and Product Examples of IWANNABANGKOK and Rally Movement

Source: lwannabangkok, Rally Movement (2024)

¥ '
A A

IWANNABANGKOK® wususiduituiiliifuanudnaisassdvesnusulniifaulansiu 1uendnwal
\An9Inngy “Creative Youth” fi5ausaaufi sg1niausnimngamny auendauazaun vesdaigan
(Werachainarong, 2021) taugiieniiu Audnigluuusudlidnsduded uasnssdsdiyaeuinsldanas
Talfwas IWANNABANGKOKO wasmanun1sesnuuuiiiuasiofimsldiendnvalinusssuvesseimalnedaduqaisu
Tunmafauniteliifnnmdnuvalduausulv auamisoadrwddinusulminduinldiaussulded s
(wannabangkok, 2024) IWANNABANGKOK® L ukusud i lianudidnydunisateassdvesaus ulva e
Injneiieazvioudiinulandulagiondnyaivosngamms smenmdunuuitiausauaynauy salus
favzludnigyaveades Fudraelunusud 1iud dedh nsvith efllondnvalianizinan msldanansiilan
iy

Rally Movement wususkndudgualnefidulnaneuiulmivaglasfuulanesulal searuikoude
uafiondnuallualaddougn (Retro) Minaunatunruluiiudiuogisasia yuruesuusudAeflyd Ao
wondnwal aanadn wieutunsdaasdednamnmisassdideffiannsoumdlinnalad Tnslamensatimsads
(Bucket) Julvainoanelalfdaematia Sturdy Stretch Knit twiiniun uswsmumiu anussdonszauaslald RM
(Rally Movement) 1unszidnfianansataniduiniosUssiutasiaiunnd nvalvesgldsuliegrsasdamng
dmsunslfluiinvszdiu Iduanadeuedsunsnasanienguduilaaiiluuasnguanialiu dawaliie
AmzvauaauAuiUssannsziintessmiinlunaintlagtiu (Rairiang, 2024) Rally Movement iduiususiusidu
Ineiideddasausulmiiulneswrnirlulaneeulal fMeuwAnnisesnuuuiinaunaiualaddouga (Retro)
arulaiisuatnsasia vilindndasiaunsodisuldiunnguuuumsusiai nssddnannmeduideutsly

nauguslaamiluwayfatu

5. Msnsivieuiisunusudundulataladlulssmanmalduazusamdlnelaauuda 5p's

nnsinswususduduidulaialadnsd@nuussinanindlivazUssmelng anunsodumaiy
wanine lusuumsmsiauiesdesennisiiulavesgaaivnssuuidu Tasnsusuldaaudslimngandy
panluiagiiu Jaunfn 5P’s Marketing un1siesanainnisnaialuy 4P Marketing LuunAnveadasiud 1o

5% wuASS (Edmund Jerome McCarthy) @sagtiuiiduaiwazusnisilundn Usenaunie nandue seusns
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(Product) 57A1 (Price) an1ufidadwiing (Place) nsdaadunann (Promotion) wazf{au nautinmane (People)
TPENINAIALUY 5P’s Marketing uuudansnisaanauuuiiugudwiugsialiaissiameumunisnainidnau
a3 19ANLANAN A UEIA9aT19AUUANA 991N A WY ¢ (Thaibulksms, 2021) Tneed LA N3 AT199
Wisuiflsugaudanazqaseu vesuusudunduladalndlulssmanmalduazUszimalnelnglduuada 5Ps e

wHUeNUTINGlUUN 6 Warans1ean1sd3eunt 1 duaneil

Korean Thai
@’.‘&« ] .

Fashion s Fashion
\ k7 Brand Brand

ssfiauunanalo

ssfipuunaIan

Cloths / Bags 7 Accessaries
Cloths § Bags / Accessedies Cloths / Bags / Accesseies Shost / Lifsityle Product
Shoes / Litesiyle Product Shoes { Litestyle Product sewlaosonio

P l
([@;) -
A \Y’

e © .

JUN 6 nmunudssiunmsiSeuiisunusunduaundulaialadvesdsemeinmaliwasUseimelng

Figure 6 Overview of the Comparison of Fashion Lifestyle Brands in South Korea and Thailand

A15199 1 nsSeuiisunusunwidulataladluusemanivalawazUsemalnelnglduuidn 5P’s

Table 1 Comparison of Fashion Lifestyle Brands in South Korea and Thailand using the 5P’s Concept

nsseuLiisu WUTUAUSZINANE b6 wusuaUszmelng
South Korean Brand Thai Brand
auds yngou auds yngou
5P’s Strengths Weaknesses Strengths Weaknesses
dufuasnandngid | suuuuiiunny | wanfusidaa AMANYDIFUMES
ANEaIIVaNE1 | Seudieenaly wanvane dnsfinw | lilaumsgiu dea
fundudmanels | seulandngy Amnedvanmnd | demnuidesiuves
Products and anédu 4 UssimAnasivingan | nguduslae
merchandise are A simplistic funguudmang The substandard
Product
diverse and cater style may not Products are diverse | quality of the
well to the target meet the needs | and are designed products affects
audience. of other appropriately for consumer
finsasnenndnwal | customer the geographic confidence.
YBIAUAIINNT groups.

4

‘ .



ACAAD.2024, Vol.37 No.2

Santiworarak et al.

siSeuliiau WUSUAUSZINALNAA LA wusuaUszndlne
South Korean Brand Thai Brand
ALY yngou AU yngau

5P’s Strengths Weaknesses Strengths Weaknesses

TlalAuazuusudun | nwdnvald conditions and

Y8 AETUAIY AANBARIAUDNY | target audience.

wlwsoilvidegn | vilindadaeig | dnisadeamdnwel

andnauindu 99 YaaduA1INNSLY

nyzlatoy A similar brand | TalAlazlusuaugae

The brand image is | image might duasunnuudausei

created using make the Iﬁﬁmmgﬂﬁ’mulﬁm

logos and branding | products appear

to enhance monotonous.
strength, making it
attractive to
customers and
developing trends.
ﬂ’J']JJLL%QLLNGUEN
AuAyilyineawn
gnavnssuLidly
Uszinelmaulnla
The strength of
the products
contributes to the
growth of the
fashion industry in

the country.

Wunszuailow

The brand image is
created using logos
and branding to
enhance strength,
making it attractive
to customers and
creating trends.
fnslauuadn
FAUSTTULTN
HauNauiuAugulng
Tvndnfuainauls
Cultural concepts
are incorporated
with the new
generation, making

the products

interesting.

sieglusgiulin | duAruedwens | mienegluseiulin | AuAtuivegieead

nanaidu Mass fisrendilal nane Wududn Mass | nendildmangauiu

Market Sadenndos | ngauiy Market saonados | Aauninwienslasy
. MUANALAYANAT | AMNMYTONTT | AUANAMLAEANAT | USeaunisaives

Price YUTUA vliAe | lasudszaunisal | vesuusun biAe | wdedu

nsidendeduduay | vowwansias nsdendedufduas | Some products

annsadedudils | Some products | ansnsadedudiléie | may be priced

Nald may be priced inappropriately
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nsw3suiigy KUSUAUTZINANINEA LA wusuaUszmdlng
South Korean Brand Thai Brand
ALY yngou AU yngau

5P’s Strengths Weaknesses Strengths Weaknesses
Prices are at a inappropriately | Prices are at a relative to their
moderate level, relative to their | moderate level, quality or the
targeting the mass | quality or the targeting the mass experience they
market, which experience they | market, which aligns | offer.
aligns with the offer. with the quality and
quality and value value of the brand,
of the brand, making it easy for
making it easy for customers to
customers to purchase the
purchase the products.
products.
finthiwegly wihfrudugedeans | dufunauusuddsd
AEAYVBINTT fugnAnlumsduda | wihiudes viliin
viouflenvdesu Uszaunmsalansany | nslavandosuas
Founiiddy Tdneutelanifoules | WWuitiantosmuan
nelulszina unapwosueoulad | Some brands have
Having a store uazoonlally few physical stores,
located in key pefiu leading to less
tourist spots or The store serves as | advertising and
major shopping a point of reduced brand
districts within the communication with | awareness.
country. customers, allowing

Place X o

UNINANAULIUY them to experience

v ¥ I3 6
N13A1 @319 U UAUE
SAULUTUAR YL UDS
pnlvd vlmie

) [ v I3
LUNSIATIETIA
USuiuntule
Promoting a
commercial area
to become a hub
for emerging

designer brands,

and try on products
before purchasing,
by integrating online
and offline

platforms.

|
N Y Y o =2

fvthumiteegly

o w P

NANAYVBINTILEDN

q
¥

Fadumlulszmalne
Stores are

strategically located
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nsSauLiisu KUSUAUSTNANIRA LA wusuaUszndlng
South Korean Brand Thai Brand
ALY yngou AU yngau
5P’s Strengths Weaknesses Strengths Weaknesses
creating a creative in key shopping
force in that area. areas across
1nN159818@U RN Thailand.
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3 luitudiguan through department
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At ensuring an
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ADINT of store locations to
Consolidating meet demand.
brands within retail ANITTIVTMRUTUA
spaces through nele Multi Brand
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groups to ensure naumneganunse
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locations to meet under a Multi-Brand
demand. Store concept,
making it easier for
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to access them.
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value and power,
making people in
the country feel
proud to use
domestically-made
goods.
\iNAUISNANARD
WUSUAAIY
ANENBAIUIEUAN
Brand loyalty is
fostered through
the product's
image.
Wnnszuatienluny
naudmunesei
bvigaud1sgs
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There is a trend
among
international target
audiences, leading
people to visit the
country to
purchase fashion
products.
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AINANENAY Gen
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Tutlagdu

nau
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Creating an image
based on trends
fosters brand
passion and
generates a trend of
using Thai brands
among locals.
AMUNAINNAYVDY
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A 99NN Va1NNaNY
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Diverse styles meet
various needs,
broadening the

customer base.

developing a brand
to hold value for
the target
audience.
nauidmunelulneg
Liifealdaudumid
PNLUTUALNY

Thai people tend
to be less inclined
to use fashion
products from Thai

brands.
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appealing to Gen
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Creating a Mg e 281nYIAY The influence of
connection with Brand Using the image of celebrities in

Promotion

K-POP idols as role
models makes
customers want to
buy and use the
products.
flusnissndeialan
vililas q Aanunse
FoauAwnanduas
Wdsladng

Offering worldwide
shipping makes
these products
easily accessible to
everyone.
Hdruaniiay %39
umaUegyLawlunis

Aagaanuaulaliiy

confidence may
decrease with
the shifting
trends of idols,
as the target
audience's
image needs to
be maintained

appropriately.

celebrities to
promote products
through various
platforms creates a
memorable
impression and
encourages
imitation.
Tduaniieay w30
wasLUgtawlunis

Aagaanuaulaliiu

nauidvaneuasveny

FrugnAtal

Special discounts or
campaigns attract
target audiences
and help expand

the customer base.

Thailand is often
niche, making it
more challenging
to extend their
image to
international

markets.
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Special discounts
or campaigns
attract target
audiences and
help expand the

customer base.
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