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Abstract

The establishment of ASEAN (Association of South East Asian Nations) is a collection and coordination
of South-East Asia in term of politics, economics and society and culture. In 2015, AEC (ASEAN Economic
Community) will be formally apparent. Thai government by Ministry of Commerce has several measures to
build investment atmosphere, adjust inbound and outbound transportation system and immediate problem
solving measure. In addition, Thailand Trust Mark is symbol of Thai brand in order to build consumer

confidence and increase competitive advantage in ASEAN market. However, entrepreneurs ought to
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understand marketing concepts, in particular consumers and how to make business growth. Therefore, this

article will explain consumers in term of Segmentation, Targeting and Positioning and how to make business

growth by mean of Intensive, Integrative and Diversification Growth.
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