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The “Brand”

“A product can be outdated; A successful brand
is timeless.”  Swepfen King WPP Group, London

= A brand is significantly more than a product.

* The brand, on the other hand, reflects the special
relationship and bond we forge with our customers,
It i= a constellation of values that goes beyond
physical attributes to include intangibles and,
importantly, customer perceptions.
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A Successful Brand is Timeless
Leading Brands 1925 - 1985

Product #1 Brand in 1925 Position 1985

Batteries Leader
Biscuit Leader
Breakfast Cereal Leader
Camera Leader
Chewing Gum Leader
Razor Blades Leader
Soap Leader

Soft Drink Leader
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A Successful Brand is Timeless
Leading Brands 1925 - 1985

Product #1 Brand In 1925 Position 1985
Batteries Eveready Leader

Biscult Nabisco Leader
Breakfast Cereal Kelloggs Leader
Camera Kodak Leader
Chewing Gum Wrigley Leader
Razor Blades Gillette Sensor Leader
Soap Ivory Leader

Soft Drink CocaCola Leader
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What is a today?

Brand = Reputation

o o = o ar dd 1 a o
daLded = mu‘nﬂamﬂumwm UiLgana

A brand is a kept promise
repetitively and consistently
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How Brand Works
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How do brands move or touch

consumers?
CARRIER

Verbal Expressive
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L i B Brand - Visual
7 v rEnateatien i

« Luxury Cars

* International
Banking

* Hi-Tech Gadget

» Coffee Lovers

« German Beer

« Life Style
Products
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* Elegant, Classy
+ Fast - Reliable
= Convenient

« Fun

* Intellect

+ Professional
- Adventurous
+ Trustworthy
* Irreplaceable
+ Simple
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va3tney wazFeeawan Mawuunil aufiaglulouves elegant anusdaiEnlalds au
#liunansdn auh SPort Niiuwezaasd 20 1e auwdiAdwndavasmsaaa

A o Py : e o | aa v A A A
wiawnw miavas branding 3ds vlusndesiiuanues UABFANILNLINLANINTALRE
Swduuuuit 9319 udrffenauiage wiaf packaging Nsmodemzvasimaniuies
fldSugenn packaging Imanadnaea 40% veq total cost amdas feel ld duwaa

udh3an 18ls adhail elegant, classic

o A= o ' =] ' H [ " v o A
Suilfidudndnatnmitouzazin EXpression vasauitlsisasuan brand suil De
H—— ] . ) o o= Y ' 22 , £
peir wiawanlinsy uwddiunliuenduduednefiudrianadnsls JFnavgu waiuds
: o «
ppnuesiue el aned
A

fifide 7-Eleven Expression wes 7- Eleven fdeanuazain wiuilufiasld

LWwaw 11 1 dasniaz lslaasnatinanig

2 A < A

ouinna DHL fnfasina DHL s9fisn onaw asanan wudia EXPression sasian

U

fi6i Johnny Walker wsig @adn expression was Johnny Walker deazlsde
Keep Walking stuuwaz Keep Walking siwiflw Slogan usi+n expression aaaian vin'la
audaidan Black Label usAlidenuuadn Tddanuaslay lidenuales wndaindas
duezlsagaz aufiidien brand samdervazensiuise: el fawu Black i
Swing Alefsulnaidssiunien vilam3aden brand Auansrsiulu range ideariu
i31AzEndn brand duldansualad

Suilae National Geographics 1x'lnunz adventurous wuangsiouasan laseislsl
$in 1§ wugnnaemnatne

fiufa eXpression

brand Nwvaanis waaninuuiIInduanadnels HAaRINITI0LINITUEN
aatas uan brand swhnsasaanluwgamduaiin ﬁﬁagﬂ connection vasnmIaa1ainan
Qo =1 £2 1 A Q & 1 =S =}
Tugsaudanudainivhitriannn wasnuaniy an U9auTaY draft Aamauan

Tnafio1vazdasluiden Marboro Marboro lailsunauzas uddnani range ves life style
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v

S daz 19NNy uwy ualawasnazse azliiduidas Marboro 15snse wws wws

o a d' ' ] d' 4:3’ =1 % U
ﬁ’]%ﬁ‘]JLS’W]L‘i’]VLlPDB‘]J LARVYQULYTIDDU LlJE]ﬂLi’]m@ﬂdeﬂU’NLLa’)
Brand - Verbal 5
Identity

“Diamonds are forever”
“Just do it"

[T n
usmﬂ;nixﬁ’u Uszviula

“We try harder"

“Let your fingers do the walking"
“We bring good things to life""
“Connecting People”

“din gea”

Sndunitasasuas Verbal érin “We try harder” nnau3lnanzin “We try harder”

#a ENis Elvis Adaiua¥ 2 vanaaifluudiues 2 anaanma 7 “We try harder”
“g3n gsa” wsnriu Coffee mate fivaarn3
“Let your fingers do the walking” 15#aviaznad Yellow Pages
“Just do it” ilaicdasnalzlnuaz

denfinnanlainain Nike ueaz nauwadn Tiger Wood 'luandunitaiu Tiger
Wood 'lu8nuza: suiiiianududausnduasaq 41 Tiger Wood wilu ambassador was
Nike 9319 ugfisinfiwnans g vinudl Nike tdonan wddn common personality vasian
Aalay indas] suililludesves brand indeutuinsznelasiatte Nike ugaaniiu
ag9ly agha Andy Roddick vin'la NiKe 3s%siidan lufimnnuszinnisnezifonudau
e aoiuarlimaausunas locker lufiui g inszidanaudsauinan torauiian
fiadn character’Lnﬁnﬁmﬁumjw"‘samﬁ consumer wIagnénvadiunaziin Hufoau

A
LUILRBN

wifim Omega dasassliginmgndsiiamsinn Omega sz Cindy 1
wiowan Cindy Crawford wees celebrity wuuiiaaimasniduinu 9399 Ut Iwaa

annantinaadliulziasusas

Suil consumer ferswaliinz sub-consciously 1:lainsu udiAaagat we

LﬁuﬂuLLﬁlﬁﬂﬁdﬂﬁﬁL‘i’]vl,ﬂayﬂu ad Tawnnvaas agrsaawis SMOoth E sanunlni aui
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BI0AL LINA N BINARNAUEAL
TN INAN LT LN TIZINAAN Y a8 a‘gﬂlu 3 M4 Lsmaai‘ﬂqumﬁmf PRIGE
Dunsedunldduaunatisflliniiasdirfe brand ecls wietiingdnssuedefiily “%

v

152 15aagw Black tae isaususvlansa 9” oxlsadned vlusuenawle
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Value of Effective Brand

How Much Great Brand Worth?

sustainability and business impact

iangamanzas brand Vlﬂﬂuﬁﬂ’jwmﬁ"wmlﬂu brand #l4Swrinlwszendn
amea wssudde wufiisnezads Tsaneunadesiad g wdeutu indasiings
FuLndauto: TDIRIN amuﬁzﬂauaa ﬁa%m’ityzynm aﬂsnnﬁmnama 431881N2
Twlasawlanunite auyddnaazludn 20 ﬂﬁwamﬁwﬁgmmz retire uaa Iwdownw
Hlulatesnnliinyaislsawsanieasdnivasquadiels fimneudadiog dad
3n 20 Disndomlyuas LLS’hLi’]‘]JE]ﬂ’hﬁ’lﬁ’]ﬂ%ﬂ%@dﬁﬂi‘ﬂﬂdLi’l o it daunais
asfnamasTnasnfirinBoaliudroingls Amesnaldduiy Fosmas branding
Sz inaludniin AuSvImnanAainainien wdinwamansafizsnw le uadnsnwn

WY YN N F9TN NN

Brand Value

How Much Is It Worth?

= Stock Price x Number
of Shares

Company Value

Tangible Assets = Plant and Equipment,
Inventories and Cash

Intangible Assets I4:_‘Elranr|:| Equity, __:'

............ o

R&D, Patents and
Industry Factors

Professons Slnon & 5l
Uwbrarsity of Chito

nnaw3i1 company value fad1w g fide stock price amnudwiuuss Nilagiui
azflw at book value sasisianving wanainiw AusEimilasing 1y Siaasls

& =« = = ] o @ a H
wi NLdunmaIanauwni meu@ﬁa brand Liﬁmmw‘l@ﬁonaamaa equity

brand equity 1Tuezlsniswasliiu walinaaaunvidsziuanuderoves

brand Sasvas patent vinludadnilasiuinnun iwszinsiwdu intangible asset s
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nindauvedn vaanaunlanude uazasiuaniuia agdg lasezaasenly d

a Fa ' A o LA A = D e & o =
Lﬂm’f[io‘wEJ’]U’]&%&JWJ’]&JL@%I%LSE}WE]d‘ﬁ’ﬂ’ﬂ LL@]']’]aﬂﬂu'ﬁu\‘iﬂUaﬂ'l’]ﬁluﬂ%'llﬁ]L@]@]

A a v a A o g v o o Y od ‘A
LANBUNY DENAITLITRIVUTIINNISRIN brand uilu&nvl,@]LL“llGLLN LLﬂ:LSWSﬂH’]&JuvL(ﬂu vlall

lasuugaala ﬁuﬁﬁlxa%iﬁ'umvl,ﬂmamam TNz Rl wSw be

Half of Top global brands value was
worth > 60% of market capitals

TS SELN I TE PR T ERAND S TP e s

RIS WY EEARTE AR WO R TN

™ CHANE
BREE AL ERL

=

The World's
Most Valuable

Brands

v
= '

Tuatisnanyia research Baswanit ain brand value asnsvaslaalaafiim

U

o . o { o { W s o = v
Qﬂﬂuaglmamﬁau%ﬂﬂﬁumﬁmu Ananduwninawiw Kodak luadsd 01 Adlunan

ad o & T T
NUUITBTUNIU
[ :
T i e Brand is Highly profitable and
¥ hosind Grgeeeoien . SUStainable intangible assets
i
KLY Brnmd Vidim® TR
Wl N% Brsirmll Vaheir  (ELHO % chadige Tl Vahis Camisil iy ol
Mank  Mank  Mrssil 5 Millarnep il frum N (8 Millemis)  Clvigin
i i Woirnd ke L]t LR -#=a TR { FL.2
| ] Slia Fomanly BANT Anr A} nviTh U5
a3 b1 e AVTW L L] L armaT =
. 1 ik srin W L L s
b a2 (I e AV STl L e s
i T Ielmmacy Erg ik 21 Ta% 4% 20 LEL]
T L] Sl homald s Fam BiFvei LS G =
L] L] Mokl S e LS 2P W s
u L1 Tenaits Fmn LEFIE] L RLELT Japmn
L L] LN BT i iTTTs i ITiRs L B!
“It proves that investing in brands is key to a company's
leng-term success.”

faadn company value fiwinlus en brand genn company value wanain
aesde company fiwsi company asset wzinhaaamnaauaninamite 41
iszdanswaniwizdin X aodraindad band daulngusatszanm 5

111 6 111 watLeuuaaL sustain ldlafasuelnglias

g brand sndesguaiieuiuininaisesse brand lww 1nesly partner

nulas lsawenuadlidsenusiauluieio wonlna g ueiilng g szaani ldamilannis
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91Ul uSEnluiaTatiaanuaan NN away wdinkl lesuanusSumlueda vinla
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\Ruasuol wazanvvztiatuad e amamw"l,mluag 2 -3 T

ﬂqmmﬁgomﬂ suitlaidas convince AU YL 1l lavinasansuuuni
RAWE WA 2219 lNAFT a9 NI LARIUN AT LATIN2 LANTBARAIIN A
Wzasuinnass Protect nuwas v ldfiadss dwadasndosldwiasidasn
g o XA A A A Aa M e v & d v o a A, g =
lounisiae aubduFasunuudSorg wwudialale sraeliiBafiasnud Wanauiid
fadnazlsadSrUUIa% LL@'WamLﬁﬂlﬂdwﬁuﬁﬂﬁmmﬁmmﬁu brand siuazge 1y 18y
A A \ A A o o ' gA g 4 & ' A A Yo @
_anaditfsunIatdanfiasinusininaag1ant avnilaswdwa1ei azlwdnan
nu Google Msniuue 00 uatndasian usrirla brand Avmezdassnmduusdiug
ma%il,l,ﬁ’sﬁmﬁaa%'ﬂmsiavlﬂ Taalaa hitaaidaawnsine waausaan brand anaanan
ug brand Alwaidswiiendy iFeanswarontiian ws DNA vesfludfaiduuuniti
=

a . & o v A d o A v A & g A
fuhuues lasdasinaied ihdnfed vae protect lasiud losduaauuufwlanan

nnathadugiutsznauvas brand vesiwudaian protect nimua
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What Consumer Says

Learning Consumer Feedback
<|nformal Consumer Review June 2007>

Private Hospitals in Bangkok

Overall Service

Staff Effectiveness and efficiency
Hospital Image or Best known as...
Cost and value of money

Place, look and atmosphere

Ok wN-=

v & & o Py Ve X o A A o
auuLﬂuTaEaﬂﬂNLquq L‘S’]‘i.laﬂ’lﬂuuﬁltmﬁﬂﬂmwaus] ﬂV]']\j']%l%IiﬂWU']U']a

3 v a & 3 ) { ¥
na ama;&amuwm Li’]ﬂvLiJE‘T’li’]ﬁ]N’]L%W’wIiGW BILNALONTY UWaN UITH]‘W U’]U'Wﬂﬁlﬁ']vl,@

v g: 1 Y A dldlqzd | 1 = % o =
magam EINDTURD 6 ’nml"ﬁmmmugamﬂuamd"l,‘i walamuwumm"l%u LUININTUG

a a a a A ! a a Kad = v Y
VL'VWJ JUIzERNININARIaLUEN [N PR Lﬂaz@]@’)'ﬂiﬁwU']ﬁJ']auN“lTﬂLﬁUdL@u@']uVLﬂ% LR

a A a ' v A ' A v ' < v A a a '
Laumwvl,i.l@'mﬂmmwsmﬂmmaquamavl,i 3 9 ag‘ﬂuaawaﬁau | Q‘}Gﬁﬂz ?’lﬂlaﬂ@’l’ﬂ

aouiiduaengls inanudianudine g wind

o A an o d & ' [N
(Nanwawnmu"Lm:q%aBawmma a9z laiwin brand LL@L%ﬁuga%'msﬁﬂm)

Hospital 1
Service:

Staff :

Prestige:
Cost:

Place:
Atmosphere:

Hospital 2
Service:

Staff:
Prestige:
Cost:

Place:
Atmosphere:

Hospital 3
Service:

Staff:
Prestige:
Cost:

Place:
Atmosphere:

Good service but some service is not efficient (long queue) and pay better
attention to foreign customers

Professional, effective doctors, too many young doctors with less experience,
qualified staffs, Not all doctors is good, nurse not as soft and caring as other
private hospitals.

Famous for bypass surgery

Very expensive, too commercial

Clean

Luxurious, international, convenient, very comfortable

Good

Good doctor, nice staff and well trained
Good old hospital

Expensive but worth spending

Old building but clean

OK

Good service

Not very good doctor (not meet expectation)
Famous in baby and children area

Very expensive but worth spending

Clean

Cluttered, boutique, international
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Hospital 4

Service: Good service

Staff: Good doctor

Prestige: Famous for heart expert and health check
Cost: Very expensive

Place: Old, clean (only new building)
Atmosphere: Friendly, international

Hospital 5

Service: Good service

Staff: Medium to good doctor, good drug, nurse not efficient but caring.
Cost: Medium to expensive

Place: Old fashion, not very clean

4.-3’. v Aa % 6 a < il ' [
maslasniinnsguilnane indunisalian wieanla Waiaedluinu
l 1 a Y Al =l [ 4 [ Y A
01zlilg2099%9 Auslnanaandeidesaassd lumensaaaladguilnaye
azlamaasits nadaulalnanarlabia atn I InlifGeuas lild wladnan
dmlualgadnladuwaide ulaisdasldswisdears isaasdaarsnun
Tna

A

R
W, o
s

Hospital Category

« Consumears wanl lo stick with a
hospital/doctors as much as they
can. It is very difficult to switch

Word of mouth & actual
experience plays a big role in
hospital cholce.

v Aa 1 n‘ a 1 (=3 =1 s ni d' =3
AuilnauaniifaSudazlssnemnafmiions Auue udzds lunlwud
wadlawnw wevin b ldn lrusuad luteefen awi lUlsane1unaundwis el asw 0

generation anusaflinufidslufiuey nnagug wwwa Inansgu asudnadslsl
YMIFNLEW AaUENNN MNIRILED A9 LUATTINET LRGN
o A g o \ ' a v a & J A . A ~
autiiudratimganssuguilnaduuuuil Aeldesnazifsuunnuazildon
% -9 3; nie/ a o A a 6 1l ] 113 1 1 d' =4
pINGE TUUWATIIUATIU wikiRefuaeth Yarreasny 159w uanaud
Uszifagnaudni wy laiaennlulsonenuna A" 4@ ammmhu;mvlﬂ Tawlwiasuny'ly
NIAILA? vhuﬂ'wavl,ﬂiowmmaﬁwmﬂﬂagj wiadnBenideTnan t3das win the first
time swsulsswsnunatseas Win the first time L‘T’lmflﬁﬂixaunﬁtﬁﬁ'uLi’nmﬁ]za%iﬁ'um
=Y v Aa I 1 d‘u U U [ = A va & " v v
wodnysuguilnaiduadnei dasudrldreuianten liftlanils widhreuudiven
A A o A a A A o A 9
ﬂs:wanﬂﬂumaglumss:uwammﬂsawmmaumaﬂ NG99 audala lalinue

21



' ' a oo A v o o sA A A a 1 a \
WaeeEaAEY udddenazwnaanunee JlsawanunanunAainglwune area i w.
v a & . A & d & o & @ &
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Tsanenunadh wanaseniivsmausas udwaininssalueslsus vaade 1u
Tsswenualnu nerneayn dufqudanlslng 9309 usrfdinue Med agdnouz wladh
awenunn Dranding azsusw 1 sw.dudansaseliisiuasls viaoneslsaon faudas

a 1 s A [~3 g 1
LRINENILAYY WIate1RannaaanNUINhurazay

word of mouth fiudiaanng wnuendtlsswenunava under estimate sy las
waazls dufiaazvi focus group TwluvinAu consumer wan« target group vasisian
Duwwidhu iWugaua iwnzhdmeliiindagula gnlwe midagulalng 9 nnads
luthugugwddanduaudadulagnln 5uf:mﬁaoi Lmqmﬁmﬁamﬁa \ugauuaiany

Uszanm 39 UP Insaadulatduaasanias & 5 au b au usrowdaulianeauy

marketing 1iazfanndnswdamilondu investigator Wawenw fiwasatinail

2
A

wmiawnu raawan marketing vdawsiwnghnu Lﬁ’]ﬁ]:"lﬁﬁayamaaﬁﬂ%mm] 88199

\lu scene ndauzauann fivih marketing anzew SCENE fifiga Adawsin CONSUMET wa
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ozls1fgany Product vesisn udatwaz CONVINCE nutes auniislizeu Snsosausay
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Brand Building Process

*J'
%, owmtie¥a  Brand Building Process

(1)
Business
(107 Description AC 2 )
Brand Brand
Maintenance Vision

@, ,
Brand 2 Parts - 10 Steps Brand
Preference « Brand Strategy o= ticning

(4

« Brand Cultivation
(s )

Brand Brand
Awareness Attribute

Brand (6 Brand
Culture Brand Promise
Identity
T R = T P L S e O HA e (IR SENE TR

aiaunrsasguand Brand Building Process 10 suaeutiisuaiadu 2 daw dam
wsnia strategy (nauns) Bnaruwilsdia cultivation seudnil fda living the brand siusas
famseriu concept vasmswszgadld “Living Organization”

brand Afimiawurn a$ha brand a3 concept Fuanudanames promise ldaenei

aoaa Linsaia dufiasfinenyuld 12345 ffan3eusn uazasswasnas 678910

= Clear Vision and Strategy
- Prioritize and Allocate Resource

- Brand Platform or Brand Archilecture

Brand Cultivation : HR, Marketing, and Employee

~ Brand Action or implementation
~ Marketing Brand

= Intermal & Extornal Branding

muinlasdasrin lasinininasdasase brand @‘imauﬁanﬂmgmﬁﬁaghmﬁm
e AgTaanunssss brand uuadn 2 s @ruusnasnlimduwnnsiavesrin
;ju’%mmmhuﬁa%ﬂuﬁﬁ ﬁwuiﬁﬁuﬁﬁﬁmammﬁaaﬂi fawaaslyl search QUi

a A

T39WENUNA TN WTNALAN BN WANALAL ﬁﬁaﬁﬂﬁnﬂﬂuﬁuﬁnﬂkﬂlﬂm WL 8L

1 Y

o o = \ " v A o & wn
\309anIna Adedegnuliney wddumavanmsdszguasiudusaai living
organization Againazdasdiuunumanasdningengumuiduaiegunw infai

vision aastsaziduagels asnldanuesimeinels usrdudaswatNgseaue 3
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ﬂiWU’]ﬂiL‘ﬂ’]vlﬂi Nﬂu&l’]ﬂvl,‘ﬁ&l“(lﬁ]:&l’m’ll,imu LLWJY]’N’%:L‘]J%E]U’]VL? LLNh 5 ﬂLﬂuElEJ’NVLS

10 Mdluasnels udrdasnnandasnwitusast) udastaziduasingly

wain ldladoud nduwanyunsnans top management lduds inaasdalsiiu
I3 v A o o a A, : &
24603 1azdadll 2 szun mulunquiuies winnwsdelna viainguvesunnd

sfainazuaineila lna NYNVBINLILIA mjmaaqﬂmmmammwnEﬁu6] fia

A aUAULRINTDE Iugﬂuzﬁﬁﬂmumﬁmﬁgu@aumﬂumaﬁmﬂﬂdﬁ external
branding 4+ external branding fi3uwin’lss ¥inlévimin Wenesnduangriwinguas
back fire ;swaidan duslaweew intemal branding 7ia

In essence, Brand Strategy is figuring out..

How we will
get there?

Financial KPls
Market Indicators

Customer + Cust

Awareness ::‘:I;T:;
i~ I .-"‘-5
Constimer Brand Strategy = Consumer
Perception + |dentify Barriers Percephion

Market ; "
Aiactvahsss Identify Action = Values

= Financial KPls
+ Marke! Indicators

% gn 0 1 = (R} g: <A > = 1 Y v A

auifainasliadluluneazidon wdinaug fde BONIUNIDINZINITT HLIWTS
g; s 6 1 v A 1 [ Q dq/ =Y v 1 1 d’
YAy LS’]E’%]ﬂENﬂﬂTIJE]GLT]LLﬂVL%u 13WI0LA1IIU 9399 waa lails report Avanin
PIARZUY LGARZUW NTDIANNAITIA b mﬁam’]m’%\‘iq@ﬁﬂULLﬂ'ﬁ'ﬁ%aLﬂaﬁ RAGERFORR!
ﬁLiﬁjﬁ'naaﬁmmaaLi’]ﬁumﬁaﬁﬂwhvlmi mjﬂ%ama"ﬁiﬁuﬁ consumer w#3a customer
wnwaamagely i ndusuummnaslunguvaslsweuialuu dasirounsdnia

widhapndemilounu iwszdnaglunga Top 2 Top 3

wds market fisnazugisiulas wistulsannunaenswlng wodsezutsinas
lunguvaslsswenunaszaunane g gardumaezudsnulas e funding eselnuun an
Suitan 51 10 T 1eennaziiiuasls asdnsfiezdasdsuilasweslsihe Easas value
389704 corporate value Fonfintuinnan iefifinuanitanifiiedunewuidan
faINIuIzdastnunaaarlstng wideyly address assganwas barrer uaafivin

A

action Twaumanzay HAaUIUNVBILNYINTELLDS i’l&lauﬁmﬁaa@um:ﬂu
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"‘r S Developing
.-_- ;:' Brand Strategy

Brand Step Principles & Consideration

DeNne Competitive Framework : Total Value Chain
#Hospital = Medical Care or Health Promotion Service

Aspiration : How do you want to be known in 5-10 yrs
* Projected Reputation in customerfconsumer’s mind

Brand DNA: What brand really s and less likely to change
#Compelling, unique benefits aligned with vision

Features, Benefits, Values leading to Brand Personality
*Require 3-5 Functional, Emotional and |dentity Atiributes

Ultimate values delivered to customer at point of contact
*Consistent, sustainable values to be kept ... o

naew Brand Strategy Sauaeuntaiau dasdunninidenguisliinanzaw
, . A - A Sea A 9 A
Aaw 1% lsanenuianiaaniwianntainwaNawami s Tuldanlssweunan
consumer sasiragauaz SEYMENt snifisuin uddfamuaniunldionanizinm
uaa tazuenedu health care ¢y nvauwas market Aazifswly Tsawenunafiiiie
o ' = { o { =
Snagafu iUk Isswenuanuinlusasas wellness wia total wellness Auslw
= 2N A ] o o X ' % '
wuunis iazenauld Iter wisazieudanldnely duitaglunsauvasduusnt
-~ 1 [] v [ 1 4' ~ = ¥ =l [] = %)
angdudsiiinanzannawinlsneuiafiamesfisudasnis@alas adnufisuny
o a v o & a A [y 'y
nnaw nzansnfisuiunnanses e iuiiisulasiieglnafigavass uad
o & a A =2 Aa A A o \ &
137 SIretch @atasdwadnitanits HAolT0sa9MIURIBLUAY TLTIUaNTNTIIZTY
aunaplnlanielu 3 danw Swidwldlale wdtisaninaasaasginwiawd adazls
faud fazlyldZes
Wa leasItuaTAvanita e luntauitsnd VISION axls tsazianluisas lnwlu
¢ ' ' & a A o H & A o & A
nguit ueninaduvadTuuieazly 1 dag UNIGUE vasAfientnnwaniga
% ' { [ [ A [ ' ' { H
winaunsansaiisngaluduladunits udadanangirluisasas brand attribute e
mazanazlslusiaue luisuaudadasuandigiuinseelaiouig Ade A
AMNURZAIN ANNTWI ®WIaN1IWIBANLIA ﬁmmqmﬁmam%’ﬂﬁné’um%’nﬁu

wilowdn ufigaudy brand promise Aeezls iafiswanuas Disneyland Ada

everybody happy
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wﬁmnmm Brand Cultivation
 mosond @egesmmes  Internal Branding

Brand Step Frinciples & Consideration

Master dezign of lock, fesl or towch and brand carrier
Manual, Standards and guidelines for all brand users
Brand * Almn for consisient sxpenence af brand touch paint from A-F
Identity artworic o CSR program
¥ |t is emportant bo have a strong dfterentation poind to be
commurecated bo both axtermnal and Intemal periners and
Ovarsime we fuavs 1o confite 1o mankain it

Internal Branding invelved Human Resource and stalfis to
embed value of the brand and become Brand Ambassador

Leadership behaviors, erganization structure and potentially
business operational system

Corporate values & behaviors supporting brand model

¥ Employes Involvemant and Engagament

¥ Change Mansgemei and Perfarmance Manageman

¥ Compatency-diven organizabion = General or Funchonal

Brand Cultivation wainldlusauusnuaanfisngina identity lnu ueadn
vanuiiy @anwal gona ldiilasidn wddusueni@ansol gna azdadudei
atnsfiaaaaan nuimiln brand sasdsuwusas asudauandslineasuwnsonuias
LﬁauﬁagﬁuUﬁuﬁﬁ'ﬁﬂuﬁmmjﬁ'ﬂﬁuﬁaﬁﬂﬁ wenenwsnenly sl nwsnfeniiasiaing
Lk

master design iienfivenldudriviluwadasidigninia

Identity #iani3endn brand bible vasudaz brand mnasdnsmianniududaz
fhdasuanuagitesdasuuuuit avdesd 1234 WuHaudiagaidad Tiashniuia
3~ lairinw quality control was brand  qeauvin packaging azwasudlufianiislelny ven
iasiaRauss aawit earth tone aflnauda desralantian Wiaineseq udazasils
fiug azdann Thwdew 00k wisnladls 239 9 uansaasmsesls indasns
consistency azhw“;ufja?TfuanLL&"JLﬁmg‘uvlﬁ%f“iué"auﬁiﬁ)zﬁmﬁalﬂﬁa brand ssulsile
wszasindiezdasiiau control athusaslinnanlussdnunvuniionifiledsfivi
nwl duazdasfiyagudsiniuin CUlture aziduatingls asvihdisla azfiwam wiath
arlsilen 0.05% WanzAL AaaluiGosuas CUtUre usazonezlsiliugaiin druezien

nUsulFlulsaneunaazdasldas iyl

26



Case Study

azlwg case study Suilmauannilugudldsnesfion

CZ3in 2003

* Financial troubles # Me too @ typlcal number 2
* Revenue per customer al hall of AlS # Unclear and defenalve

* \Worst brand recognition - * Sgueezed In the middie
# Orange onler with giobal beand and handsel subsidy v '- & * Afrald of competitors

nnauian DTAC l#lna iwuandn DTAC Hausaiiel 2003 DTAC as brand

Iniiadnals DTAC vendgrsiwanlafisnduiues 2 wdinnasg lifazudaniulas a

1 Qs 6 & = a a 1 [l v =3 v o et ]
WIINULLBS 1 Av9NatrRaLin m;]LL"uﬂmmenvlugﬁlxmmamavb

Job #1:

PICK THE DIRECTION

Set a vision

PJ—{J 4{.‘_;_ e

o dAL aveoom

2

DTAC fiwauwan directions wilafi 1 fida Vision v wresnidu luduana
am JFK 47 vision sfwduatndls Adedalwiulng ’E'uﬁqm JFK wﬂmi’uﬁ?umvlﬂvlﬁﬁm’%a 9
urinzlulduzaz udiriuilin fly to the moon fAusnuss

DTAC asnnifluaund DTAC van

1 I s
TNl uaua

DTAC DNA
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DTAC external branding
eSS

=Fun
= Jai Dee
» Surprise

« Customer focused

fUERSTINg =

uiaudtiuusadaanatngls
expression Adavnsn lad fanleths @
surprise #afiazlsd g afisliana iiu
good surprise usafenlaguilae Ada

external branding wa s

q@ﬁmmuaﬂi'\ﬁw:ﬁ'}ﬁ H
Fuwnwitlalnadn CEO was DTAC
ganuyntng Ua g inszinenazdas live
the brand fudlusnasnsiivanindrian
WANANLES ’S'uf:nﬂﬂuﬁ'aﬁ‘h DTAC &
+1 DTAC expression wasiwiluuunil us
1891489 100 % \wveninflezlsfides

o A
nanta
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What can Hospitals do?

Brand Identity

« Igansfy what i really dfferant about our hospital

= \What do they think about our hospital, when we say
XYZ Hospial, what comes fo their minds?

» This needs 1o be from the point of view of the Paients
and potential pasents

= This needs 10 be honest and objective. Third party
resenrch agencies can halp do it

= This néeds jo be speclic — words Tke “We cané mans,”
“We love our patients,” are oo general

‘f I
\_-u-‘_-u-
What can Hospitals do?
Brand Culture

= Once the values are (dentified, they need to be
ranskabed.” into actormble fems that staff can
understand

"W care more,” - does not tell the staff what to do
However We will reduce patent complaints about our
waiting time.” tells them that they will need o come up
with & mare efficient Dooking Process of even gel mone
dochors or extend hours elc

Tugruaaslsangnaiazuusing
muaﬂ’hmﬁ;@@hﬂﬂﬁﬁ we love, we
care antalhaulduelalansanus ane
laild9399 antlelitrwezlsanld
wirlng care siusulale sugantale daq

v, &
TWannIntu

TuSasuas CUltUre Adasuanin én
iuaninzdu inter 3599 udum
translate sansnldfiunnaudnlaaseiu
T lilzinduaniisaun parking we
MBINOE L LAWTNNDN LAURBINNS

VLN LRk T WTaNY i
uz g auftatnuasdny sudadldainy

viawua We care more 7 train uaiihw “This way” esisit Bnanfiandtedle laiza “Sorry
don't know” agiadiiler dimezdlu inter 4399

Now that you have identified what your

Brand Difference is and made sure that

the staff will live by these values, you

now have to get the message out into
the market...

ﬁﬁLi’]ﬁﬁ"lﬁl,l,a”amﬁg@mal,l,ﬁa f
3 Y .
aawitlawon lauaniinae lussoazue
Az INTZINTAAIN 89 bl DN
lsanwenunaszaaninlasaniugs 99 us

Az INTzuuwd wavia slide 13lwiRan

ﬂuﬁamﬂﬁﬁ]:l,mvl,ﬂlﬂﬁ
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A -

ettt Brand Cultivation = "= Tw3asvas brand awareness &
Ennd Summmtes  External Branding e

g A e o v
WFANLIIWIRLT 1319SHIN A mer
& ¢ sl Cusiome
1 { =Y d o
FAULIININNINAWAUINAARIIDEVN
' = a A A o A
a9l AdnauFaNINAzodNT uaFs
A o o & o A A aaA a =
ndnadnilagananiindaiiisedsnfa
L13N@9 consumer Lﬂuguﬁﬂmquﬁamﬁ

LmlﬁaaﬂdnmﬁLmsia%'mTa;gaéTmsL@ﬁN

vuaai word of mouth Tw
239n1352891578 POWEr 31n 8N
mass media # billboard 114 15u
awareness aghaiden liawnnasne
brand preference ¢ 1w lsisansnwau

1ann 15w billboard ﬁy”’mﬁ‘lﬂaéimaﬁ

Understand Consumer Touching Point & Influencer Networks | rayadiae tlwlls'le
Medical Care — Health Fromotion

1Y a A % 1 a 6 v 1 n‘r a
uatiiedanldudruaninandlszaumsalass usawnuanin lsanenuiakiasd
a o v & a = N & v @ x>

azla@ 9 nlUudranldadnimuaieg Fazuanildtszaumanias udduazagivin
et dq“ll ] v 1 I A a a A Qs
ouilileuonindulssneuiaenauniosguns wndnssuwlaununue 13swe1ua
o A U A = U A Qs & @ A a
JsanamfeulidinilanldGes g fudiazllsiugunineanyn Adilngdnysy

A a
VAN DAY
é’uﬁﬁams%’uﬁagaﬁiﬂﬁﬁq@maamﬁﬂ word of mouth aasnua drlasRiiNawiln

A o o A ] ' H I 1 aﬁz
HBla NMIDTNANDUASLUBUDUAUAWILREY DINANDIN il afs @mwa d|ag 1uagvitly/

2 A n & v o L A= ' v A o
ﬂ?ﬂﬂ7ﬁﬂaa£’15@ﬂg L?Jqﬂ@la\‘]'ﬁ']"ﬂaaaﬂqﬂLL%aﬂuLﬂuLL“aﬁLwﬂ LRILDDNIY

] '
Aa

word of mouth sufisasfifionnd g Akparilanurs udrdesundszaumsnizas
gaeanulsmeuainduednils Sesdulidaslidaun winmlulsswewarag 'lu
ﬁmﬁaauaq'j’]é’uf‘tﬁawﬁﬁaaﬂaﬂgua

fita U329 aghefivanina i ldninGesit TWudiihdudeasls ialv39esld

gzl Fasngls
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Talewiiion 5 Mewipapsn e calad mann msds
because thiry can roach & ot of people.

Cokt of wriry m high 20,000-40,000 Baht per 30 Sec Spot
w"##ﬂw‘ﬂﬂ_ﬂ_ﬂﬂmiwﬂfﬂ
When you read ta reach a lot of peopls in & quck wiry.
Vs pou Bires sulfiginn butlgel

Good for brand iruge. (1 frust b & big brand beciwis &
can st

Burping ads on TV Newspape B Magasines

Mewd suttsnabity

"‘
Wy, N
R pgnatmIes

0 MNews Coverage
What you need 1o kinow

¥ party, usually joumalist, wrtingbrosdosting sbout you
Yo Fave no confeol cwver what thay sy

Positive or negative news coverage sbout you hirve 8 very
It 78 e, witnsther 'yoo wanl i of ol

Howived pim can do somedfing 1o influence the news

Public Relssiony can help buld thitd pasty parceplion and
image of you

Iniha houplal cabegory. this is an sreas whine you need ko
busiid #pertiss — deakng wh the madis

You can b proactive and culthbe relalionahips bedorn
anything hapgeny or whish you nasd the meda

It it ehwiryd thank

Ensure T posirn sspeiancs ane provided o o patests
and viniers b your hospial

Cince that i dorw, than you wil sutomatically get the
pitvn wintd of mouth

Fosves media uwannng frazld
:T’]"l&iﬁlfmﬁa):a%imu atihas media twsne
dudnsadanan flfuilug wiadldne
TonSufiowsitnui g dusdGuieslude
nagng ldldeslae Dug s laid
srwan call I 1w coverage ‘I GRP
6t panofissruand hit sanlasonle ud
aulig aunilnua fazlildasls

Faswastrumashidas manage
feEnetn wiidessTifAedni

28N b 13FEILIHITINN

word of mouth 1sn1%uga31 super
powerful iwsnzhawda “dues lulnwnun
vl aula lai Twmsrvas lsawenunasini
% n . A oA
dunwanssg wnrelwy wuse “lasesly
Tsoweuna mulnsmidauasanas rank
o o oA A = A ,
Ivias trlUageitluaseit nfide ot

Ananazanulas iwTzasuuuinagass

dl 1 1 s dl v 1 a dl a v = g; v dl
YI'J'ILT]E’JEJ’]IWT]&YI@]%VL%E]EI’NL@]El’) ﬂ%‘ﬂL@]%L“IJ’]SJ’]I%I?GWEl']iJ’lﬂ&l@]GLEJE]tLLEIz LLﬂ’Jﬂ%Y]Wﬂ@]

Talsaunaw uauiidwliiduun wi 7-Eleven luiae ﬁuag}imavlmuﬁ'ul,m LATADITNDE

N ¥
lai@uan guﬂmmmummmuu
\1__ P e

* Ilng) Weiaarn i

©  Healthcare Professionals

Whiat you need to keow

Docton mainky, becsse they practcs B diffeent
Faspaan

Thiry ane Biwiliys B

Docton whe prastics in multpls hoipitah will makes
FRCOTIMEnGEonS on whisl hoypisl By prefer or
recommend

Thes i & powerful inflesecing (ector

Ensuring tat the relstonship and facilties provided by T
Feripelnl Ane Pl it S The dastory

Afiracting promenent doctors o e hospial

health care profession ianiya'ly
LLé"adﬁ@TaagLLa A SINELNRLANTUAE
attract wue dasvinge target lvmualdiae
LAI0ANRONT BIRBLAINUANTN BYAATU
TsanenunanudaIns lenuafifa g nue
=3 1 1} 1 ~ ] ~ 1
Avanii Za“TaLWﬂ:m@mmmmmmhf

= Aa 1 N <
'Zﬁy@mwmwc&mawy Aazaananln
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suuuui wundeisasas branding dﬁmvl,&ivl,@T@L'%'awaamsu‘%mnﬂuﬂﬁ'ﬂ weidn quality

& A P f A= & P < | a
PYIRNDLT W UALA S %NBYI&I’]E]QI%I‘NWLl’n_l’muﬂﬁ]:l,ﬂuﬂuﬂLi’]&J%lﬁ]’J’]‘SﬂH’]@]LLuG]

"b
Ny, TodatiETa
e eiE]) LIS

o

Fast Experience

What you need to know

B inciudes past visls (o the hospisl s @ patent or &8
ior

Thea forems & strong opinicn sbout the hospdal
Al the tima

You have & capiive ssdencs who & seady Ture. NMaks
Eall une of i 5o make @ & posdive sxpanance — whethee
they afe palients of visling the palents.

Mot sty indlsiries have this opportniy

past experience i firwly
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DTAC external branding

|‘ e

s Jal Dee
« Surprise

« Customer focused

Hrafianditn Execution DTAC

inazls

\efiswanin DTAC wndaallu
aulad aunauIUAfaALIAT LIagnd
1 sAa a A A @ A =3
vae 9 lwnnaduled by Tddasdlwdad
leualadn link Au brand uydasn4
experience promise 1azlwil anAdn
1&31 DTAC sinsn

aanldluaaatas dasain lasiae

DTAC @aswatinziaan aaaalian wea

DTAC

awibainaw DTAC wraanuiiln
WIRTALREUA: @39 kasenn brand 40

aein9f 1wnvin laaenanuate g
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Tvanenunavinesls daslvtaian

b
p ﬁt-ﬁn— What can Hospitals do?

amezdsayimesly amwazll massage
Launching Maskating & Public Ralation Campaign 9 v 9
- oty who you want 10 sddrwss. azls ﬁ@azs:mﬁau@iamm@ LNTIZDNI

« Find the appropriate messags - il you want 1o address A . s a \ v & a
. e rammmon o e i i i WiILNADENY WIIhWaaNa 1y aulazd

ones you will use for consumens.

« Deregiop & plan thal Ms your budgs

* I important not to 8o many diferent things each wih a dustnasusn g9 lanudnanaalaiag
Ettle budgel, but to da few things and do & well U

Aw azlaidln brand tas FrazuauTing

d' £ v A 1 =) s 1
LR ;duﬂnﬂvlmmm AORURY U6
T aild@3 ledne Iz izad WA

Brand Cultivation <" “g waruslnadn ldudrgavineisdas
External Branding === U a

maintain suhusudslaslasslasiw 9z

1ﬁ;§u‘ﬂm%’nm VNATILINLEY ATIN 2

]
a o v

TIRANANT UAITIRABNNAUNGLBIZIN

* CBR campaignt is uﬂic:u“?ma;m v o Xo
14 sipgiort tha smgy IPLTINELNaL e aendls suitaad
¥ Fesponsisity to Secisl and Human Vales
* Sustannbls deslapmant

> Honest. Tramparee, Enica wanldnaas target lasnewu wongad
¥ B comaistent o your values, ol only in term of a

o T T T A VAl
valuss. INEINNN §) ﬁia')’uﬂuﬂ’]aa&uuaﬂ AN

fayffanadaiile
Waithg VDO vaslsanenunaazy shinannuzas dulidasuanindiuiu CR A
GRONGVILEEGITE) TSN TIB TN T FAU TN U8 LLﬁu"lﬁ%'Uﬂ’;'mjﬁﬂ

a o o o A &4 \ v v
mmﬂuﬂmdﬂi:naukﬂﬂaﬂmgluiiawmmm’]m"l,@mw’mﬂ’nmwmn PRIGEAGRarY
Unsnwndldnuaniianmndnine duiudia CSR Cooperate Social Responsibility

=) dl v J dl v & 1 e dl L ] g: v
Aanyawla g Nasdnssindwieliidunanausussdadinundiasaguulwiud
oA X Y o v & ] ] ¥ X o & o .
yaduinn udrdlddiinesnandusunuluesdnsianndu suutaauasi
WaLTTIUAIIaTUTNITI 9

A, XA &
Qe Brand Building Process AIILATIUNINIIIGUNAN 10

AN WY IALA LA
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Powerful Brands

Powerful Brand

What make Great
Brands

« Satisfy large customer needs

+ Share customer values
« Touch people's hearts

= Connect with consumers....

navldfidndiaae brand Aiduearia

Tan sgan

\naawzinan deliver
promises ananansafiazynlfausn
ngwelalufisnianliled 1ngingmen
224 CONSUMET vastnatass v udnan
fasoin Wudwniledanniu touch
people’s heart \lugufienn inaann
serionnuiEnule siufeFenvinlw
brand sssuewiiw big brand 1T great
brand
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Summary

Reputation can not be built over night ... It is all
about perception or reflection of what you do

Besrledrng Successiud Brand 15 an ongoing
orgamzational team effores deven by fnsprrational
leaders and afife ro connecr consumers through
disciplinary, cohesnve and consistent approach fo
honestly, defiver promises

Sustaining the Brand is not “To Do" but ‘To Be”

leputation wiadnBardas ldasnsaadunsluuatnadn ffdesdiar

s 1 1

"
a Y < A : g a a &
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i lufafassudanusiuiund Afeiesas reputations nsfssnas Sustain
brand 141d qaudiasaamsrin viaeuusnudazvildtiuaganandiqmdas live the brand
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