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“ A brand is a name, term, sign, symbol or design or combination of them,
which is intended to identity the goods or services of one seller or group of sellers and

to differentiate them from those of competitors ” .. Philip Kotler..
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N Product

Rebutation \
Customer — ¥ + = 1Image
N )
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~— 7

Competitors Corporate

\Ne11N1394As1z9A Brand Equity 719 6 visanuaziladeauiineades wudn

1) WARSST : Product Equity 8814LLe WY
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2.2.2.4 9unauR 4 : Brand Discovery
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2.2.2.5 TURBUN 5 : N9 NUNUNALNSINE4519R9ERS (Brand Planning)
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Phase Il : Product Disruption (Line extension for men) mmﬂmﬁqmﬁ;mﬁumm
fivia Spy Black #ael slogan usaenGee lnedeansinudaiuildiunduaesueanasad
g9t 7% Wlalanzngudang Famedd

Phase Il : Customer disruption (Approach & recruit new drinkers) milmxﬂzjm

gangulud waznguntondnausadasAanssnadeassd

AR 2.14

nauansnistasiinuusazanduiaaas Brand Identity Tumstiva SPY

Reputatipn g

— Spy

Ay

Consumer

B, [dentity

SPY Brand Discovery
1.Approach Gen-X
2.Re-gain Male

Drinkers
3.Recruit New
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andayanasnsunisinasaslutl we. 2546  dszidulddndseansinalungs
Gen-X lull w.a. 2548 HAuauLlszan 6.68 d1uaw visaAmlu 11.1% 29919291099

Uszine

AN9197 2.1

wAAIN3U IR URN UL szENg Gen-X Tutlszmnalnelutl w.A. 2548

Age (Years) Thai Gen-X % of Gen-X
34 1,139,907 17.1%
35 1,118,530 16.7%
36 1,103,965 16.5%
37 1,144,403 17.1%
38 1,099,734 16.5%
39 1,077,876 16.1%
Total 6,684,415 100.0%

=

111 : AEfTYEUN M9AAAS, Power Gen Branding, AaNAN 2548, i1 95.

2226 %umuﬁ' 6: ﬁq‘wumLLmﬁmm@%ﬂmmaﬁIﬁ@ (Brand Idea)

131 aenalaies msaaanda S0 AwnisuaRLazi ARl SPY BLACK
“uraienEes’ eENgRANA AaEaLNNTAANANGY 60 &1uLM n1sean SPY BLACK aisil
afountiaduaznuden  Wefallgihwinesuidugfasdsuulamatn  Wine
Cooler lutszmalngednsduids TnesjasTuaziinldmonide SPY W Unisex iy

1 l v ! ¥
Wine Cooler vialan wazillatianantiu fuslnadaafiazndsn SPY CLASSIC 1nau
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NN 2.17
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aFapnula/ gR1A WAL (Self confidencer Pride)
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Yar o 1 tﬂl 4 m
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> gnAwitunsdawianislaaunsddenisldsadnsauaus (Switching
Brand) T lds04nsenueusfenungnniniy msnysndnsenusudiensngn
Iinsnansueusiruuealnmfneangnainneugeusnie 2 U vinli
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TALRENUDIATNEVID

(Brand Reputation)

o o 13 dd‘ a dld 1% a 1%
> TNANTEIULUR zl'aumm'aLzﬁmmmslumu@mmwumm mgmm’amum

> madmimstenuazgudaiheeslvafisesiunisliuinisedneialia

AuAaUAN-eNED

(Main competitor — Yamaha)

>  sndnsenususnndnfeenanauaynguanndng ldsodnsaueuianun
&1 (Yamaha club) Lﬁu‘lﬁm@ﬁﬂunﬂjﬂ

> msReaemamsmanandndanguidimang  sldnadesundnil
mwﬁnwnﬁ@ﬁmﬂﬂ@g’mm

> fislnafufuazarnnsnandnalawnulddn “enundn ealawdn Anwes”
(Yamaha is an automatic leader) Wifluaeing® nlsnansenuee

a 1 Y K U Y
szuvaalmAnTaeINn El’]L’lI’Wﬂ\‘iLL@Zﬂﬁ"ﬂ\ﬂ’ﬁﬂQNLﬂ']ﬂll’ﬁf;lblﬂ\ﬂﬂ

N0 gmaNnA aefianniiud, gannnsdhedadiunisang USEM @A, sausn A,

NINIHIAN 2549.

2) nedunmal Alnan asdinasinwndiaed, Client Service Director, 13¥n 1la

diuln (Uszimalng) a1de (nnaw) Raaiuqauds (Strength) wazanaa (Weakness) 499

snANTENUEUF AL FaLEUAUInANTENUIUFAENNNEY (RAUNAN 2549) aqﬂié’dq

®  AAUdNIaNTYNUIUFTIUAN

O 904NFENUEUFIAUATHAIUULNI9NN9RANA (Market Share) SuAL 1

Tupanmsn (Uszunnd 64%)
dugrmiesiusearnauazn naneaisuan W luaan
I0ANgULUAIZ UL S
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r?TfJme-‘iﬂmiwm@um@uﬁqﬂﬁ‘:ﬁmﬂ Tnadfunuanmiiandi 800 umg
T 76 dwin uazluswnuidaziiudunudmihefuuuy (Honda
Model Shop) awaiuing1 192 msa. @aldiEnsuunasuseas
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PWUIARE 1 71U
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NIZUAUNIINNINAR IHATNINNARIDAN SN UEWF T IR lLMEN L6

] ¥ ° L% % 1 dl % &J
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“Yamaha is an Automatic Leader.”
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3) N3fuNEl AMUTANT F3ETNNUING, Strategic Planning Manager, 131 7la
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Nafhanguawinnulszinmiu-daenans ludu  JuslnadeanistesndnseuaussyLy
aalAwAN 1 Nouvo WAz Mio 1992NMNEN usiasmasndnseuausaausii i Wave (szull
a e o o o dl o o a s o = o Ly
Ned)  wezsutlszinui&ands nisduasadnsanuaudszuLnasin A AN EniaNN
anagie Tdegu vinlisndnseuswissuunesldfuautonanas atainlisnansaueus
#aUAN Wave lHFuaudananAasituiu

q o

ANNN134199ANL91 N131E  Presenter  liinasansdnanlatiasnansenue s

!
=

fladeninasanssndulatasndnsenuaussvuufasuinigan  Aa  gdnwoiuaznng
o dld ' v a d” [ o a A
aenuuy uaziladeninasionissindulatesndnsaueusisuvaslnwmngegn e nszua

ANNULNTBNAAIA windadenmne snanseuauAszuLaalmuAnlatusuAy

1 &
azaanaungunisduadnddaulunissndulazegena 15%

NINN 2.19

nau e unag NEN1INs TR uNIegTnaNTE WU A AN Tl 2549

Strong Admired
Image of Honda

10%

10% | 15%

Definition Innovator  Early Adopter  Follower Late Adopter Laggard
Psychographic  Be Different Be Admired  Be Accepted Need to create more market
New/Unique Trend/limage  Mainstream share by capturing
\ Early Adopter Group
Current Brand Yamaha 23% Honda 63%
used —
Expected Market Yamaha 20% Honda 70%

Share

7131 : Strategic Planning Group, 135 g8 1iuln (Uszinalng) Sim (wmnaw), weeaims

2549.
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NINA 2.20

fladeninanan1sinauladasnanIenwee

Super Star 5% Super Star 5%

Design 50% Cesign 20%

Gear

Trend 30%——— Trend 40%

Parts for Customized ———

15%

Farts for Customized
20%

Convenience 15%
Purchasing Criteria

¥Ectimated from consumer insight group, not representing quantimtve dat

11 : Strategic Planning Group, 135 gla uln (Uszinalng) S9dn (wmnaw), weeaias

2549.

v 1
a

4) nmedunnwnd Aupsla FENAaey, Deputy Account Director, 131 qla 1u
In (Wszmalne) arda (uunaw) Neadudeyanisnisaaiafdmnuduiusiun nansnl,
28RN WAzNENTINUNIEU99IANTINUEUARAUAT  (RANAN 2549) wudn  Tuaned

o/ 6 v o 3| v o 1 o/ 6 v
snAnsEuusEauRNgIAuilugtinnann (Market Leader) WsitianunasnaneNueufaaumn
=~ y o 5 A w A " Y o - v ,
Hunldunariauilemeuiuguay  war  ngugnANTessndnsEnuauaausngulgy
(enunguildsndnsenueusiscuuaalawan) Hangunndndldsnansanuausenangn

1 -dl £4 ¥ o [ % al 1 2 ndl S| . Y o

WNNEANININ AsnEieaausnIAgrydangugnAnTiiiu Young generation Tildiuenan
g1 s04nseusustnungn Inaldiprasiadadnmmianisnananiudss ldAatluausy 1 an%
Body Slam tfusaununinansniuansioei (Presenter) naanni1suiusglanlu show room
Panae IneldTad7 Yamaha Square MnlignAnanildsndnseuaus Honda Wave tin
nsagunsldsnansenueusaeusun Msodnsenueuse nndgn  (Switching  Brand)
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TutlaqiiungAnssunguidvanededuinnlaeulyd  defunesdinisiuasonasly
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s % '

uasie ngulddoulugy Minenisdsznavuendn a1 nisfudaienans (Messenger) IuAn

Y o a 1 o

Tdwid inliuueliuautonlunaianefanas i FENARFNTUNILARIDAN TN WG
a -é{ 3| £ [ o o a 43
seuvealawAnuinay  iunalinisudsdulunainsndnsauaussruuee o ANgeuu
ANTENTRANTENUEUAERUANIW Wave anadFasr] IeNsnansenuaufaauiniu Wave
{ugunlafua T NgegaaInAANTTRNIININUIeLATaNIUR LT nd AT ansTnueh

suanmaiaeen MHuaafinANANAY (Wave usage and functional performance)

2.3.1.2 naduneilULTEin  (Face to face interview) Waznngld
WLLABLUAN  (Questionnaire) AW 200 1A (N=200) Tnensutedagautnmennng
AUNHOIINNAAFIUNNNNINAIALAZEAAITUUNETBIAAIATOANIENULIUA LWEUT] 2549
Tasennny Aa gldsodnsenuauszausn a1uau 120 4a  Asdlutlsennn 60% 1
anansEuEUAENaNEn S1u9u 60 gn Anwutlizanns 30% uasdldsndnseuausinaive

B 319U 20 70 AnLTIuLlsTIe 10%

AN9 NN 2.5

WAANAIULLNAANABAZLTNINT MU TN TN BUF LA AZEITaT] 2549 (W.A.-N.N.)

AIULLININNITAANA

222,600 61.92%

85,770 23.86%

41,735 11.61%

2,436 0.68%

2,641 0.73%

1,772 0.49%

2,568 0.71%

359,522 100.00%

N www.thaiauto.or.th/reaearch/research_status.asp
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