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The objectives of this research were 1) to examine problems and obstacles and process of
brand building and brand building process and 2) to identify key success factors for building
strong Thai brands.

Using the probing, in-depth, qualitative techniques of semi-structured interviews and
“critical incident” analysis to search for insight into the building of successful brands by the five
leading Thai consumer product companies. The rescarch identified the following key success
tactors. First, the high level of focused entreprencurial drive and energy needed to succeed. This
drive and energy was cvidenced by 1) visionary and ability to identify emerging market
opportunities, 2) the commitment and courage to act on them but with due attention to avoiding
extreme risk, and  3) the drive to excellence. This group of factors are important to brand
buiiding, though, was that this drive and energy was directed by a vision that was not just to
build sales or wealth, but to establish a long lasting brand that could become an asset to the
organization in future years as well as in the present. Second, along with a focus on the longer
term, and with it, a brand focus, these organizations had also developed professional management
which consisted of 1) strategic management system, which included market monitoring of some
kind: research on consumers, distributors and competitors, to handle planning, cost control, and
the monitoring of results, 2) personnel development and 3) the flexibility and resultant speed in
the market to out-market the also MNCs.  Third, the application of well thought-through brand
building techniques was evident. These techniques were resultant to 1) a good understanding of
target markets’ behaviors, 2) care over choice of brand name, logo and positioning, 3) a

continuous product quality improvement, 4) A good understanding of the economies of scale and

scope that enabled effective cost management and 5) an ability to launch marketing mixes
strategies creatively and continuously.

No one of these factors alone would have sufficed. But the combination of marketing
strategies bascd on knowledge of market needs, combined with the entreprencurial vision and
drive to take action, as well as a flexible-professional management system , provided Thai

companies to successfully build brand awareness, brand preference and brand loyalty and

become potent competitors to the well resourced MNCs.





