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ABSTRACT

The research on brand management in cosmetic industry had an objective to study the
management of success entrepreneurs in this industry. To classify and propose the appropriate
management were also done. Research Methodology was a qualitative research. The selection
of firms used 3 criteria of Success, Thai entrepreneur, and well-known. An analysis based on
manager’s thought and his strategy. Result of research found that many firms used the same
management in some strategies and different in specific strategy based on their customers
and markets. The result reveals to apply for new firms in this industry and on-going firms
to upgrade themselves in competing in the future with the strategy of the need analysis, the

specific customer, and the new scientific method in brand management
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