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Abstract”

This research aims to study brand building strategies, lifestyle and brand awareness of
Thailand's fashion brand by working age consumers in the Bangkck Metropolitan Area, relationship
between demagraphic characteristics of working age consumers and brand awareness of Thailand’s
faghion brand, and relationship between lifestyle of working age consumers and brand awareness of
Thailand's fashion brand. The research applied mix method. It is the gualitative research which data was
collected by In-depth Interview from sample group of brand executives or marketers, academicians and
professicnals who are expert in fashion brand building. It is also the guantitative research by using
questionnaire to collect data from 400 working age consumers. The findings are as follows;

1. To name the fashion brand, it was found that the beginning of Thailand’s fashign brand was
from the brand's owner. They were the brand's founders who had strong desire, passion and adrisation
for fashion. Most fashion brands derived from first name or last name of brand's owners.

2. Regarding the significance of Thailand's fashicn brand building, it was found that it was very
important in terms of science and art, including Functicnal and Emotional. Brand will help emphasize on
obvious character and Identity, resulting to difference. However, brand reputation, brand image, and
brand awareness are considered to the stability and long-term investment.

3. Regarding brand building strategies for Thailand's fashion brand, it was found that various
strategies were applied to Thailand’s fashion brand depending on the suitability of brand and business
operation. However, one of strategies applied by each brand was collaboration with other brands for
product development in order to present new collection. In addition, strategies of fashion show
organization and special event public refations for building image, awareness, and geod relationship with

customers are also the major approaches applied by all brands.



4. Regarding lifestyle of working age consumers, il was found that it can be divided into 3
groups, 1.Greup seeking for new and challenging experences, 2. Avant-garde and modern group, and

3. Group requiring long lifetime

5. Regarding brand awareness of Thalland's fashion brand, it was found that working age

consumersareawareof ar;d {ecognlze thebrandof GREYHOUND as the 151“{'én"%{.mthe brand of ISSUE as
the 2™ rank, and the brand of KLOSET as the 3 rank. However, brand awareness of Thailand's fashion
brand in terms of materials used in production was in the highest level, Next was unique and outstanding
design, which was in the high level.

6. Regarding the assumption test, it was found lhat lifestyle of working age censumers related to
brand awareness of Thaitand's fashion brand in the low level with a slatistical significance level of 0.01.

7. Regarding the assumption test, it was found that demographic characteristics of working age
consumers were different in gender, age, educational level, inceme, and occupation. Brand awarensss
of Thailand's fashion brand was different with a statistical significance levet of 0.05. Only the aspects of
status and number of family member were not different in brand awareness of Thailand's fashion brand.
*The findings of such research was granted the research promation scholarship for employees of

University cf the Thal Chamber of Commerce.”



