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o

1. duvesgndn (CUSTOMER PROFILE) ¥aglunsvianuidnlagnen

2. duvesnumimiiaus (VALUE MAP) diuvesnaiAitiaue

Gain Creators

Products m Customer
& Services Job(s)

il ,
Y

v
A

Pain Relievers

®

AMUIENOUN 9 LaRLATE9de Proposition Canvas

(mwUsznoulay Value Proposition Design,2014)

1. @uvesgnA (CUSTOMER PROFILE) dqufiasidunisviiaaudilomudoinisiniasaves

andnidunguithving Taensuedliidn 3 Useiu

The Value Proposition Canvas

CUSTOMER
PROFILE

UHUMIWAISasvAuAT

Gains

dvAgnAinrakivia:ldsu
91nduAr1uazusnis

Customer
o jobs

UrykiAdavudly
Pains

dvoAgnArldvounsa
GavnIsd:
kio1n CUSTOMER
JOBS

AnUsEnau? 10 wanamsesilaludiu Customer Profile

(nmUsznaulpy http://cosci.swu.ac.th/news-event/cas/2020/value-proposition)
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2, dhuresnuAriithiaus (VALUE MAP)
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Y

Y
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o ' v ¥ o A A e
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1. Customer Profile
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v
o

(nuszneulay 019136 A3.7d3g AansUseiasy)

2. Value Map
Tudrusienvesn3esile Value Proposition aziluludiuvenisanlefienisuddaym vdenis
iauonma lududlazdendt Value Map unufimsiasenmaiutseonidu 3 daufeiufe
Pain Relievers : Msuitayylignen
Gain Creator : a39as3AAsNGATianela

Product & Services : aj;daaﬂmLﬁuwﬁmﬁmsﬁuawéms

seoluiifanisendietanislvideyaluils Value Map
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3. Have - Do - Be fius1 agnndi (ae1nld) - aeniin wazesnily
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naudimuneduus Audua1/u3n1s n3e Brand (9131a3Us28LAT 04l 5E. TouchPoint) YAdua

Uszaunisel
E1l:Entice  : oxlsfodeimagaiiudunisdndula
E2 : Enter . o¢lsAetunounsidanly
E3:Engag  : exlefiaiemnunnituszmintansld
E4 : Exit - fleglsassmnuuseviunsudnlylu
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ngu 1A3esiian1susznauains Brand
6. \nnstiodmiunslitoyaiugiufiddayvas Brand : Brand Essence Wheel
WALKYIUBIUTUA (AIUAR) Brand Essences
linuAnveIwUTUs “Jusiala”

dmsuaunilaay wiuLAeANANT IEEToUAINIADNADUAIAUTBIAUALTIY 1YY AN la5uLn
nN15UgNEs MIeUsEauMIAmAATUAINNTANTUTTN dmMTULUTUA WNULvewUTUANNUg LN
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10 “UAR” NID “NUN”7 TILANNUA SNWULNIIUDNBALNITHANIDBNVDILUTUA TIE 716N 8IVDIY

9 Y

Y [ o w
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Fadudu

Brand Vision &

Value proposition Objectives

Brand personality Name & symbol

BRAND ESSENCE

Brand positioning Brand attributes

/

Organizational Brand benefits
culture

mwﬂizﬂau‘ﬁ 20 Brand Essence Wheel Model

(mwUsznaulay https://online.visual-paradigm.com)
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24AUS2NaUVa49 Brand Essence Wheel Model
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wilouUszauauduia dudeu videsldanielil? mannddndusiu nelaludiden vionela
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Tafidumegsiffiandmivuususanelu msassmiasinsiivinueseuuidesnsliogsls?
yAAnNA MR ILUTUATIRseUAuAsnud YL ILUTUAMsADRsEuendie duSTniduauas
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Brand Vision & Objectives 3 @1 AL 409 Brand : Brand 90 Brand #a9s 111574
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anunsnshldmuiidadssraunudida Wy Podcast : The Standard mission fisslife Yos
Prlvinrmdsusunildulsemelne 1Dy

Name & symbol %38 Brand Visual : fie dsfiueadiududosléiBeszdny dundriae

aafUsznaulatem i Anyndeyauianuauaziiunysenauas1alu Brand Visual #ane
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o vhlufsdiuusuateglulan: Why the brand exists?
O AINwUsUMYafaaxls: What the brand believes? 3. wnungvaanusunmeazls: Where the
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o wlUgihmnetulaagials: How to do it?
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Feersisuduannudid vludsfesinusudioglulan wminldfuvsudd nnaudiegsolulduiels
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7. w3estladmiunisideyadiunisdeansdndnual Brand Identity Prism
Brand Identity Prism \Junuifnifnfiulae Kapferer Fsiioiduiaiasiiodunsanaslunisasiala

3309vesnuiaNRdwNIwINg Ty wusudlimsiuadownty wineseorlsnidnninduiiaiuise
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lUfedndnwaliumnsng Brand Identity Prism sfuidunilaiuidnlunssuiunisasisanudusaliiuny
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“"f Relationship Culture [
=
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Reflection Self-Image

Picture of Receiver

anUszneul 21 w3esile Brand Identity Prism

(mwusznaulay https://www.popticles.com/branding/brand-identity-prismy/)
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LInvesuUTUATazTeUluA T UTUA LTI ARegls iTufunuvesdde uazis
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UABNANWUENNIEATNVBILUTUAL
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sudveainasdeansiuauneusnaeisls dunslilnudes mseenuuy msldfmilsdouny
devnlunulavanyUszinneng sndaeg13weauusud Coca Cola Mifiynanafiauguuayayy

auy 13aasNaenesruUlavaNAduTeIRNEaYNEWIY ANNgULAegiuaTauATILaY
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f19819 NSAIN15LAS1Z9 Brand Identity Prism
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Brand Identity Prism

PICTURE OF SENDER
g Personality
Physique i
The iconic red logo and Youthtul, rebellious and free
blue jeans, long lasting clothes
-
Relationship Culture El
3
Sharing adventures and The American freedom, an
emotions with friends individualistic mindset
® 2
Reflection Self-Image
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without trying oo hard confident
PICTURE OF RECEIVER

melu e
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mwanunivavusihaRiiaoNNsIEas1EuAl

iBunwanunifgnAndludaievia:dovkiAduguluiusud
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AMUTENIUT 22 A198199AT1ZY Brand Identity Prism

(nusznaulay 019138 A3.73g dansUseiasy)
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o
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AMUTENUT 23 A198199AT1ZY Brand Identity Prism

(nUszneaulay 019158 A3.78g AansUseiasy)
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8. a3 esiiadmiunislideyad eansdruyadnain Brand : Carl Jung Brand
Archetypes

Brand Archetype 113 @ UL UUYBILUTUA 7 aziaulisfuf syadnamvesuusus (Brand
Personality) 11uusudvesnaiuiiyadndnuwuziduegslssiunisdearslunuusneglddnasdunis
Tawan msvhuauaynisnain suai1sliannsiuilusuusudiiesloadrfuynanuesngndn Tng
Brand Archetype tuidudsiiinanmstasiutuvesdy uwifn madelssanuidnmmanisensuei
NAUT 1917815908 T RIUETIUA 1 e UTUR AU Tl nsruIun15n1TESe Brand Archetype Hu
nanefudesiiAsadostunsaenendessnsuluimuiveausudesuualiliivufontu uazly
unANuiinaagedaadndureinisadne Brand Archetype loonulanidusasnzauiigndiniu
5378 Mungufves m1sa navin e (Carl Gustav Jung) UnIntntnuazinunmdyniaiawasiaun akus

AukUUYBUSUATIAgviBuiayainamgeslesiudnumzvetyanato1ld 12 wuumediu laun

EXPLORE
SPIRITUALITY

PROVIDE PURSUE
STRUCTURE CONNECTION

>
=
S
S
I

amUseneouil 24 Brand Archetypes: The Definitive Guide

(nwusznaulay https://iconicfox.com.au/brand-archetypes/)
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1. ngu Brand Archetype 7liiegndasiui1uiniyaiu

1.1, Innocent - fiaamsauasnds Tofiuenagitie Innocent WiaU19AUDIITY
38071 “lanany” Al uArIUNINBR3IY ABAINUIANS NITUDLAUAMAILAY
aruluwingg daduvinld Brand Archetype Hiinasiulsiauddninfsnnud
switegnelu Wudetunsliauidntasade lidesndimnuiianain @

Wudeh Archetype findaann) fegrauusus: Dove

1.2, Sage - ¢oanaidla nauilagiunis “3”7 Gawduewinaglulinisd “Fuin

Auld” mszdefiweziazdwihilddinlddnlalanldfdy yavuneves Brand
Archetype fiaeiuluizoanis3daniigg nslasunsiuauase uazdnidunim
V9IN191RAIRAATIULDY AIDYNUUTUA: Google

1.3.  Explorer - filoan3Base nauilazitiunis “wiune” Wivlanfiegdrant s

'
U o t %

nsiuntuasylinannlaussaunisallvig ligausasduvilinanianla

¥
@ v = 1%
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2. ngs Brand Archetype ##i83n15#1a “unsaeng” 1lvilan

2.1 Outlaw - fasnsoananginms veueIIiFennguid “oun” Adaumane
UdaU WAANY Wi Brand Archetype 5ﬁaﬂuﬁ§aamsaaﬂmﬂﬂgmmeﬁlﬁm ioviler
wnldussgimeiingdd wasudusuiuvsudifliuumisiiinesduiivey
vosauiinaglilddesniseglu “nseu” fegnauusud: Virgin

2.2 Magician — §93113 “nde” 13 “@¥1eassn” vaneasaiueasziiuniniiazesune
warldedSusninazisnfidoints “Lomguud” 19ae) 39 Magician Aflnvae
A1l “nds” fwdenimdusniil el ldudtamuazyiliusazaud
aannsefiintu (iieldmeiinrew) 16 fhogrewusus: AXE

2.3 Hero — fioen1siduffidn (mnudhie) amvesdlsfonisionvusindie duduwa
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florruzanuiaie (Miedesiuerinduiedld Fosfianuinedd) 18 feds

LUSUA: Nike
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3. ngal Brand Archetype 71f89n13 “iian” fugau

3.1 Lover - fasnislnddnatudnine deflenaagliidosauneann mae “dnin”foaud
Foansniamuaregifesinatuauiionsn Sauueuiinisoiamildoning “Uan”
AwFandnan Tisanuivadlya infiesde duies fegnauusud: Chanel

3.2 Jester - fiosn1sayn nguiliduiesn inszarwtuisiedsiinguifeans azdu
wusudlunguiliaednifuuusudifas aynaun wogviliauddnbuudy foens
WUSUA: M&M

3.3 Everyman - fiosnsegidudunilstunnau lifllassundtlas lildmelan wie
281A12995 Lwiﬁaﬂuﬂiﬂﬁﬁvﬁwﬁqlﬁﬁqm A Yuiewalaves Brand Archetype #7
wenentilunsiinudug awnsa “W@nidd” sadanaduay “Usn@” fegna

LUSUR: IKEA

4. ngu Brand Archetype fla1sunsaehdliflan
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figvne” Faazmevausaiuanudeinsvesnuidesnnduauiidiualunisaiugy
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aguaudIAyvaINITIATIZilATasliaLNaWmU Branding

Brand Equity

fa A

P
LUSUADAIRN...Anazls

Brand
Association

Customer
Perception

AUsEnaud 25 asAUsEnauTes Brand Equity

(mwusznoulay https://www.mbaskool.com)

A Y a I3
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MINIUINUATNINAY AIIUS ANVOIGNATAFoUUTUAILT Uy TUN15TUT (Perception) Laz/v3e
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WUTUABAIALUS B UL D UA U TAdIAY VD93 0951TIINNATILABITDIAU LUTUA LATA 10, DUADS

fa [

(David AAaker) tuAuwsnNg Anads “Brand equity” 1an1 20 Yu1uA7 LWIAATBILUTUADATR NAB
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Y 9
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(Keller, 2008)

Tuntlsdede “Managing Brand Equity: Capitalizing on the Value of Brand Name” Fadeulne
W30 10, 9vAes Fudueransdiunisnatadiite deweiiveduadnesilefiuesadd luda.a.
1991 IlFnumneves wususdadn sl

Brand equity is a set of assets and liabilities linked to A brand, its name and symbol,
that add to or subtract from the value provided by a product or service to a rm.David A.Aaker,
(1991), Managing Brand Equity: Capitalizing on the Value of Brand Name, New York: The Free

Press.
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Juddry waziSundelumaiiin Customer Based Brand Equity Model (CBBE Model) 91n1&nn157191
wusudazdsvau anudiSalddudedlatunissensuanguilnadonou mnefauusuddain Minan
andvidemsfignieeuiulunususiiy

wataediuiinsliAnuusuddia Ade mevhlifuslaeiienuivie dussaunmsaifigndes
Rerfunusud Ssnmsasviruilddudeanisintneuny draihldlduseslfifntuesesvasizas Uy
wednfvsraunseifl gniowdalomaniazuillumendaasinldornun fudu Sufowilvigndn &
Usvaunmsaivieianudifenfunususosagndesiausian (Right brand knowledge) Falugaiududi
ddyerneddlunsaausudlviuszauan d159

CBBE Model Usznaudedadodday 6 Usznis inawaesiionifadens 6 441 Brand building
blocks uiazdladeiidiuddnlunisadiuusuduassl aAuduiuss stuuaziu Jadowmanilaud

Sallence Performance imagery Judgments Feelings as Resonance

1.Brand Salience
Salience fin AuauUAvesduAI il uSlnanseminlaviuiidndudil Aoeovls (Brand
awareness) ¥380gl3ABRINUTBILUTUA (Brand identity) fdanuvasusUATAUTRLIY Waduslnald
B a v A va [ Y Al A = v 1 1 19 14
winduAvselagulavaniay niuldiuiiduusuatumeesls Iusslevdldaosetnels wu euiin ui
14 & enditu wyunaszny mednwen vzniinadniazu omsnioudss 91mns nszdes vav duslan
A0 THABEARN 9 VoswuTUALALIINRE Lulduiuiau Wy Sdnuae 3 vune §Us1 5907
F1ui vy 189 laag 1SenTuusuatuina udn (Depth of brand awareness) iNS1£QNAAAT

1<

I18ALLD UAUIIDEIVDILUTUA LA WAHI91518aLLD UAUDILUTUA L lALas LusUATUILTULUSUARY

q

(Shallow brand) gnmngnéanunsadnlainiusus audtduegluussinniasodnuingemads nswind

wndeusezls wazaasly uilanluaniunisallnu (Usage situations) L3en1uusua dudina1uning
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(Breadth of brand awareness) A d1uusudduiuiisinvesgnandusge A adunauiain

(%
0

ANENLNTALUNSYININTAANALAENTEDENTVDIUUTUATY

2.Brand Performance
el WiegnArdinduladedumlanauigendesnislidudtull Uselovdanuauninnds

duAe Useleadlunisyinauuesduai (Functional benefits) uduaussinnmazaslalui vaslasng o

<

Tupsuseu 189 wusuafl vnauldanunaanisiasihlnguslaaianunelaluwusudty lunmsaiu

Y & 1 a o =

113 SwusuatuldasnsaimnunaanislignAfgenasianis Feazilug nsdndununimuesy

suddndunusudnlif gnArervasnuiuitwusud dulufinununiu ldundedie 184 n1sdndu
ANMYBALUTUATuUINTS e audiulunaunannnsyinauretusuAnNALAIATIvisdY Aty

ms# anAsanildldsunsmevaustegrauminzaumuiinanianasluegvassa ddgyilihusuatuld

fa

TLUTUADAIR

3. Brand Imagery

Fonmdnuaivesuusudiiunngiululavesiuslnedaduanmeiidudos 1aild (ntangible value)
amdnunitonnedvsy Rnnudusnflemuusasd andmeusy eansuieTausssy (History) 1wy
firlailng videiaTesUsedu wuulusuivhlignédanldfnuavesdudtu Auduegisannnsh
1% gnénszanianumdslusundin (Nostalgia) WU Audusziamvoaaudingl vihdeliiedangd dudn
Ussnndouga man dadu nwdnuaivosusud fumnglilavesuiinedaduiladeddalunisyiil

AALUTUABATA N1 @NANENITatnde 9091 FuYY kAL IAMAIYBILUTUATIY

=

Useiaufunaulalu Brand building blocks §uil A@e 94 Brand performance wag Brand

=

imagery IzauasugaiuLariulvuuTUATtLIAY Y118 (Meaning) BawusuaiiauvaneiugnAun

¥
==

wila TennangnAnae dnduladonuusudtiiasigaiu TudulignAveiiansaniteslsheddivinli wusud
WilaufunTf e ULUTUAFUAIUTEIAMALIIU N1THATUNIAIN INHlBURUTENIMUTUAFUALSENT
Point of parity vi3e “aaiUeuliieu gnAnaeiinnsandwususimasindulassvelinileuduwusunaun

) a 1% a [y = 1 a = = S J ) = [ I v a &
Wuduan Yssianidendunseld nsiiansudieuiisviforndusesdndy wse Tunsindulaie

'
=

AuAIMIOUINIT ASUAY AR gnANinABINISIUTEUBY AUANAIMIoUINITUTEINMAEIA UL DI

= ] [y

dnvaevsoRuauTRveELANE ITITUANUABINTTVINUIINTGA (WU & Yu1A JUTI MUY 140

UTEINA AUNIANER 4189 NISIUSIUABUTENINLUTUAUDNIINALYIN IAILDIAY AANARIAULATD €

PMIANUAIULANANNTEN I UTUANTINUDNBUTUANTY ANULANG1NTHLSENI1 Point of difference 58
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“A19” Fagaranadentu gauansdludeuinfiandveunsenesnis (Positive differentiation) 39z

a q
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il wusuAtulinulawSeu duusudlaausaasagauwana1ainslansenss AUALABINITVDN

andn TenangnAaginauladenteuwusuniuazilinniu

4.Brand Judgments

L3

AonsnfuslnaUssdiunsednduwusudindunusud

= £

daun1nvse Lllaanm nsindudia

9

7
IINMTNRUTUAGEN TV LARNANAIA TS aRL Tidalidugnea Wegndgeuusuatululy

WAINANTUTEEMLUTUATY SkuTuAausavilinuaIua1nnineun1sde n1sussdunmnmn

Tunna vinuwazanuianelaaziatu Tunensstnudnusustulianunsavinlaniu fenaunda n1suszidiu

aunnlunsauuazanlanelafosiadududiu el Fassels Afe duvsuddudududaauned
anARslgTIgRuTIUIULIN lunisteuduazduususldannsarldnudyaililineuniste ane
W AnAnusEnliffunususarenasndsnsgydonuaveauususluiian

nsUssidiuvdonisindunusudluguuesosgniifidesdfyey 4 Usensfiaaiaes (2008) 14
anuauladufivey Tude AN (Brand quality) Auidede (Brand credibility) avulalavewy
UM (Brand consideration) wazAaLdudAvesiusus (Brand superiority)

o w 1

» AUNNVBILUTUA JadenddgedwBelsemvilandieviig vilaadadulagedudniuy

sud Afle Aanmvesdudniu (Quality) Midufl fuivesuslaa (Percevied Quality) 9nsuideTes
A Susud wazaninn gauviunt (2545) shnnsdrsaguslanrilnelunsammmsuasuazyniduly
nyetinAsiifionglaiiiu 25 U S1uunguiaegne 300 au wuihdadeiidianu ddnylunisiedudiifiuy
susvesaulneamsutuLIn fie AuATN 510 WA FelFesvasuusudnuay widmiuauIu Jade

JuUAUNT A 591 BUAY @83 AD ANIN WATTUAUAIN AB WBLAEIVDILUTUA USE Total Research

[J

ludsewransgowisni vinsd15ausednT lngldngusiiegnedia 20,000 AU ANWINITHRUUTUAFUAT 35

o <3

wan wan1sdrmanuiladedidey 5 sudu usniviliuslaadedulaientedua Afe AuAuLAg
(Familiarity) Agun1N (Quality) A3uA$l93g@ 8 (Purchase intent) ANAIANTINAaLUTUA (Brand
expectations) WazAULAALALYBILUTUA (Distinctiveness) AMUEIAUTIAMNIN VoIwUTUA DUl

o w

JavgdAnyinlmian1sdnaulatowusuntiy

<
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« AMNUUTDDD LANINNITNRUTUAAILNTOVNLAAIUNANAIAIANTS AIFUAIUIDUSNITILUTUAT

Y

Y @ o

lasuniseeusu daunmuassnudya iy LidugnaAifagyinligndufinanudeielunusud Ay

9 Y

¢ Ao v

Hefothuauning ddusodldldurifrBeesituanduiimssmavilsmesuusuddaia

« auildlaveuusud mnefisnisiuususiiniuldlalugnduazney ausininudeanisves
andld anénazfinnsaniiususiudinildlalud gnénndesifiedle (Consideration) uususd
thaulalugniiidedendud seusuvielinmdnualfiegldsunsfinsanduiimeaingniimsizgnin
2y FodudrinAniuusudduisitestuen iwu sadnseusudenad andu wusudiingugné
dhwsnglerudureuiagfinnsaniuusudidauaula lugnduarannsanevaussaundugny
vosnguanandmunelailuegiad

« auduidavesiusud vinefansivusudianududdubos vesaunmeienmanifods
Taeghamilslngldsunseensuegnaniianins angniuaziiiieades 1wu sunu §indmmine wieain
sfuusuiuld funsfannamaunieasdnseingg esninisudedlinasgumieanu Taaduly
ansandAdulasunils Wy Wuwusuddtiomdedany wa anw Wudaveaususiduiladoddyly

nsnelilinaudiusIRtungugnan Wwsnguazausininfsewusun (Keller, 2008)

5. Feelings
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Aepnuidniignandasuusud anuianduieweiuiusssunaszl anuasidengeu Aty

Y
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Uimsisesenlalduaznengrainanudilaninu $anvesgnen dusznaunisnnaugoufaanisiv

e

anAANSANIATULUTUAANAND19 R lAvaNeRUY W aynawiu (Fun) augu (Warmth) Ay

(Excitement) Uaensie (Safety) lasuniusensuludenu (Social approval) tiufie (Respect) Wufu N3

Y Ve

naglignAnfianusdneglstuazivegivany dusalunisnswiunisveanusud Jlun1snnesiumi

Y A

W1YeFUARBUTIlY ANABINTVBINGUNANTIMINYBE 1NLTIRTIUAZLUTUADLABIADANTAMAT 1IN

4

(Core value) vosuusunbudanaugnandimunglala lunisaniinauds nanusenarsinideguilan
Wageuauisnnuiannieviruafivesgnanfill deduduusuatuinluegisls deyanuidn Ay

' '
a A Y a

Anviu Anunelanie lunelauaziimuaiiane  vesgnAtastigliuisnanunsansuiiadsiignAnfn i

Y

ag/lula (Insights) uena Ny na3deasyilimsuneaugaALlavaUTLs fusmsazideyanauise

Y
[

1 lFUSUUTINAENENITNAINLAZNITINAMU VRMUTUALTINZaNU NS I UTUAAINNT0
as19nuAIRIue1sHal AINSEN (Emotional value) AauglufiuamuA1suntNveswusua (Functional

value) 98198UsEansnnwasUseansua
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6. Brand Resonance
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h‘ddl v fa a

AensfignAndunususiinuduiusiinsedy (Relatlonshlp)mmm duiusdnasanlaain

AU ANATITAOWUTUS (Brand loyalty) Ima@ﬂ,mmﬂ 157091 (Repeat purchasing) Fageuduniste
F1928ANANYNN LT UBNTU WUTUATUBEIWTAZY wusUAUISUTUAdINsavilignAnarelu
“@19n” (Advocate) YBILUTUA L LU NEUNTUBOUTOTNTEUEUATINAE aunsnlnuves wouila vy

ARvvasaluasaveanuwanes gludn 1Wusuy

[
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91nN1595U"8 CBBE Model Uaa@atans (2003) 199U aznuindady iannusenmsiiduiusiu

o«

drAgyegadlunsneliiinuusuadadflaeisusiu 91nnsvibidnuvewusuidunusngdmdsnau
wazUselovuvaauusud deataau viguslneaiunsasuiuazandnls 89andnseazidensing o vaq

aumlaunnwitle Baanshwusuatuanunsaiilignanianisasentdnludy wusualaunn Ay nagns

o w

mManaatunswrietusuaTLdunagns Nd1Ayed1984 WegnALiukasandIALLANAI9T
Jugawuvesdudnlauds Adesilignasuitnnavesiusudtuaninnsdndulade anuimela

TuwusuatiuazyhliAaduanuassndnalususudtulunan

A7ULWIARA WUTUADATR

¥
fa

LUSUADAIAANNLUIAATDILBLABS Way CBBE Model aauiadians anungesluinall lITJLﬂﬁ’]‘“‘Vi

v

Wisuisufurgnuay adendstuazuananiy wsundainvesennes dladuddyiusenis

ddd 1

oA mﬁmﬁv‘wumiawa ﬂmﬂ’]WVIiUﬁ‘U@ﬂLL‘Uiuﬂ AU NANANTABUUTUA ANFUNUSVOILUTUA

=

LLavﬁumwaau 9 VILﬂEJ’J"U@Qﬂ‘ULL‘UiUVI ?JWLﬂ?JﬂlIlﬂi”U 1ndadeladinudn zymnmmumaﬁ%aiﬂma

Aarounds erdadeds Saudduwindenty enaesiriuusussamdudunsndiidauandu
Hadeihindenrmdisalunisdiiiugsia

d193U CBBE Model vodlAalaes 5uﬁLLuaﬁmdﬁaﬂﬁwLﬂw’iﬁﬁmm dfyannitgn 9nI5uAUYDs
mmﬁmmsuﬁﬁﬂ%ﬁagﬁ Salience #3nN15VNAIAY GuaqLmsuoﬂmLUwUﬁwﬂgimamawﬂm‘uﬂmi Jn
Gerou 9ntuswiliiAn POD (Point of parity) wag POD (Point of difference) Wufifie Performance
WAy Imagery YaeUTUA HUSINATIRTAANTTRBVALDIRE 1 ElvANARALD1TUAlAY $4N (Rational and

emotional response) HuslnAvzAnduwusuAddAMnInYse Ll Judgment) wagazdauidnaauy

Y

'
=

5un (Feeling) Faw1a Judgment uagFeeling agnalminlu Resonance F9ife ANuSAANANTIRBULY

JUADE1LVIATY (True brand loyalty) UansdiapNuduiuSsEnINUUTUANUEUTINA Aty Lunaves Laa
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a fa ada

1S lAkANIAIRUNDUNSIVITATE NIV ILUSUAD AT FavinliidnTale IwusuURdAIRLAn1INDLlsUN

wariifunluegelsagnadissuu

A1sl%deny Brand Value %38 What to say?

F1 enfiagunniedesiie vdnnistavn wideuavilsslealuntsvimsdeastunguath
mnefifanude fausssn nsl§inmilousuiy Brand wiosil Brand Bastu fostu uazadredumn
Ttudlugnasauaziinasnsimuisn azdudmiedl Brand fuunduun fo Brand Value insands

wovrdeasiudinquilmungliidewmiiows suunquiude asvsn aaneiu T3devied veuiueuian

I3 Q’ a [
WuaLngINY

UUATIDI UUTUA

wupTwBILUTUATTeLsanlun1wangy Brand mantra Feviunetiedn du o luineednszyia

al o 1Y o

ARANYBILUTUA (Core Value) luyuaasvasgnai(Keller, 1998) A191 Brand mantra dnflgduauniu

2

23y (Slogan) Ndeuldn1enisnas wsglinununeaaisnu uaase 9 ualdwioudu Amadydlng

ndud warseUssleaniinuaenndesiusaziuiaiusiavesduinsouinisiu alawnuiiquaulng

q

iy “Iedunhdiiagtin’ veswdenladul Wssnalne) 910 “USnisnnszduuseivla” ves

1Y

suwiAsnanslveddn wmaw) “Snanuvini” veausennistulve 9199 @vnww) “dndsdianiia”
oinmAsaig ududaniaisinaun “@n q L. Iua 9 7 9990397 1denes Loly wudila
(WUszwlve) I1in MdNTmgnIssaeenasuay nunes wusudlidn (Jagtuuasutolufeus

57) TusneUseina duamie uSnswanuraneussianlaldmaiyuiu wu Jenlnuan M&M Talaunuy

s

“Melt in your mouth, but not in your hands” ﬁqiﬁ%ﬂaLLﬁmwai‘Lﬂai Wendy falaunuin “Where's

'
o =

the beef?" Verizon flalaunuin “Can you hear me now?” “1a* A1vigydaaidssunuiuaiiaagli

Huslapanunsnandndudn lansizameildazsdudide 9 du 9 waznerenlindeswsdnaiingg

Y

Adesasiuieliuslaaaunsoandilalaedrewasnsnuinduaniy wereuazuenyaulseglsliun

AYRIRE

UUATIVOIUUTUA (Brand mantra) duszadteadsiuaviey (Slogan) Ao 1luuszleaniadne

du 9 Usguna 3 - 5 weandiufnuiiiuunuw vesuusun (Brand Core value) ieas1an1ssuii

[
&Y

AauAn Tl AnTULNRUSINA FsspamAvseneeAfidearsinuaiduduliuwiveawusunlilsnged

AN AIDYITU
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e luf Tduselum “Authentic athletic Performance” todeoanslvinsentin fennA1veawusUandl
AU ULAADE D5l U9 9BINSLEUARN

fAatiduaun 19Uszlondn “Fun Family Entertainment” Lieagvieufisaniunnlininuaunauiy
LAEANUUUTINUBIATOUASY

unalatanlduszloadn “Fun Folks Food” msMzsadn1saeiian1ssu Useymuenmsnug i
Weailourlaefiusgaynauy

Good things
come in fours

choose happiness %ﬂ

ANUsENBUT 26 Brand Value fidaanseanluvad coke

(mwdsznaulay https://www.marketingweek.com)
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LATRellaNUgIUdMTUNITAATN

9. SWOT > TOW Matrix 3ta512¥9aude gnday ianagnsnien1snann

TOWS MATRIX

INTERNAL FACTORS

EXTERNAL FACTORS

Strengths (S)

Weaknesses (W)

Strengths/

Opportunities (O) | opportunities (SO)

Weaknesses/
Opportunities (WO)

Threats (T)

Strengths/
Threats (ST)

Weaknesses/
Threats (WT)

AwUsEnaud 27 nsld TOWS Matrix

(nmwUsznaulay https://tradebrains.in/tows-matrix)
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10. Full Funnel dmsiasgiinagnsgnsinnisaaiauuuiliutunau

SEARCH

How do shoppers search?
Lips stick,

S —

PRODUCT

BID &
What and who else is under BUDGET SORSIDERETON

consideration?

Revion, CoverGirl, Maybeline, NYX v
m Map to Funnel Stage to Drive Effective

How and when do they shop Demand at the Right Price
category?
AmUsENaUY 28 AAT1zunainalg Full Funnel

(nmwUsznaulay https://gotrellis.com)
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