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Abstract

According to as the dynamic, changes and seasonal impact in the fashion industry
therefore it is important to build, strengthen and sustain the fashion brand. As the
industry’s leader, to retain the industry’s leader is the most influence to retain its fashion
brands and businesses; in contrast there are many brands are faded and closed down as not
be able to integrate the inventing design and brand management innovatively. There are
many advantages in Thai Fashion industry such as quality material, skilled labors and
creative designers thus this research study is crucial important to form and construct the
real perceived values by customers of Thai fashion brand to be the global brand. The
applied research methodology of qualitative method: in-depth interview in 3 policy makers
and structured with telephone interview in 9 fashion designers and owners, further with
quantitative method in 400 generation M ladies’ customers. The content analysis from
policy makers and practitioners, with SPSS statistics results whereby percentage, standard
deviation, paired t-test: the comparative study in brand perception and brand
characteristics towards sensory marketing tools used by the global brands and Thai Fashion
brands at a reliability level 0.933.

As results, customers perception from the different demography, Age education in
come and occupation on the uses of sensory marketing tools towards local brands are lower
than global brand in all characters, the result also compare between a consumer perceptions
for local brands are lower than global brands in every aspects. However, there are many
gaps for local brands for improvement and guidelines in building the local brands to the
global brands sequentially from the supporting from governance department : generate
more supportive to all Thai brand’s owners; the second is the business owner to build their
identity with and outstanding style while use a Sensory marketing to communicate their
brand message to consumer via an appropriate contact points and finally by changing Thai
consumer behavior, to use Thai brand and not support any of copies items in order to create
an image of Thailand, The original fashion brand country.
fida: manaadivlszamduiauazanuddn, medeasandud a yae, andud

uFuusue Ine, Gen-M
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