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Land and Houses Public Company Limited has been a well-known residential real estate developer with an outstanding
brand for more than 25 years. Being aware of the significancé of branding, Land and Houses has regularly developed its brand together
with its buildings and advertising. The aim of this research was to study rebranding strategies, focusing on the target customers for the
Prueklada-Rattanatipet Ring Road Project. The two main methods used in the study were interviews with staff in charge of rebranding
and customer survey questionnaires to discover perceptions and attitudes towards branding as welt as brand' vélue for the years 2004-
2009.

Regarding the old brand image of the company, it was found from a customer survey done in 2005 that Land and Houses
was perceived to have an old-fashioned and arrogant image, and that its properties were overpriced. With the expectation of changing
this negative image and enlarging its customer base to include the new generation of middle income earners, a larger segment than its
former niche market, Land and Houses started rebranding in 2006.

The branding strategy can be explained as follows. First, tefevision commercials were selected as the best choice of
media to communicate the new branding strategy. “Just Ask Your Neighbors” was one of the first successful commercials in the new
campaign. Second, innovative media such as a new logo, print media, outdoor poster media, social media such as facebook, etc.,
online electronic media and advertising through exhibitions, using the phrase “Land and Houses Showcase” were used to access the
new target customers. Lastly, new house models, “Your Space” and “My Life”, were designed and introduced to the market in line with
the company’s construction development policy.

Based on the research. findings, it can be said that the rebranding efforls of 2006 were effective in improving the
company's image. This is shown by the fact that Land and Houses’ present customers are younger in their age range. Although on the
one hand, the company succeeded in its rebranding objectives, on the other hand, Land and Houses did not accomplish its tar@ets in
terms of profit per sales, which dropped in the years 2006-2008 due to the high costs incurred in the implementation of the new
branding strategy. This trend reversed in 2009 with a rise in sales profits. As a whole, to justify the brand equity to profit ratio, a longer
period of time is needed to see greater returns from the new branding poticy.

Further, from the study it was found that the targst customers tend to buy a house from Land and Houses based on the
company’s premier ranking in the real estate market coupled with an excellent brand perception. Even those who already possess a
house in Land and Houses’ projects have a tendency to keep buying products from the company. Their brand loyalty is a result of the
company’s consistency in rebranding, advertising and construction quality. Furthermore, being the leader in the real estate industry, it
has maintained high sales by adhering to the concept of housing development. It can be concluded that, first, similar to other products,
real estate companies need continual brand building. An outdated brand needs to be brought up-to-date. Second, it is important to
include a media plan as part of the branding strategy to respond to the changing expectations of the market. It was found that online
media is best for the real estate industry, with its high effectiveness and low cost. However, television commercials still’ have an
important place in the media plan as they are most effective for promoting positive images of a company and influencing customers’

perceptions.





