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ABSTRACT

This research aims to identify brand types that are suitable and consistent with the business context
of Thai small and medium enterprises (SMEs) and to survey the number of Thai SMEs in each brand type
category. The study employs a mixed-methods research approach, combining qualitative and quantitative
research methods, through literature review and documentary research to gather ideas for brand type
categorization. This leads to the synthesis and classification of brand types that reflect the purpose of
business operations, which can communicate and create distinctive strengths for SME brands by the
researchers. The categorization was then verified for accuracy and appropriateness through semi-structured
in-depth interviews with experts.

The findings reveal that there are seven brand types suitable for the business context of Thai SMEs:
1) Sustainable Brand, 2) Disruptive Brand, 3) Culture Brand, 4) Aesthetics Brand, 5) Experience Brand,
6) Performance Brand, and 7) Value Brand. A survey conducted among 2,723 Thai SME entrepreneurs across
six regions of the country shows that these seven brand types are present in four business sectors:
manufacturing, commerce, services, and agriculture. Value Brand has the highest prevalence at 66%,
followed by Performance Brand at 16.8%, Aesthetics Brand at 7.3%, Culture Brand at 5.2%, Experience
Brand at 2.19%, Disruptive Brand at 1.4%, and Sustainable Brand at 1.2%, respectively.

These seven brand types, which are suitable for Thai SMEs, can communicate business intentions,
highlight strengths, and create value for the brands. They can also be applied in brand identity design to
reflect the unique characteristics of each brand type, creating differentiation, distinctiveness, and value for

the brands of Thai entrepreneurs.

AENARY: UssvnsIduan MsdaminamnsIduen ndnwalnsdudn Javiarwianatsuasauingen wadudlve
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3. AS18UAIIAIUSSIY (Culture Brand)
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8333, dunwal, 8 wwneu 2566) feitugaudeilansu Wuusslovidu SME nglunfinsélan fedud
uazRilefiuszdin Ussas AeansieTansssluiufl Hudsivmssnianla Wane @assds Tavs Tanna,
Aunnwal, 28 Ww18U 2566) SME TneiuseneuAanslunsdudusewnmni uaﬂmﬂ%ﬂuﬂajmﬂuﬁuﬁLLé’j
vdudaduguszneumsiiumanduiuindieriigsfie futuiesesnmsnungy Hewdeyuvuliied

senlanun1IHanduAwarus NS asioudnanual uazdausssnluyuyy (Sysssal Isluadswai,
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duntwed, 28 du1Au 2566) aanAaediufl Yaear Augnug (2566) na13b33n SME Adwiufanisuuuld

anuiidugnu (Location Base) Afloindugussnoumslunguuusudimusssuddinduens wiodudanasna

[
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21 Wb 2566) wonani msUszgndnaurauTausssdnfuAuA ez UsnsTRia LS wase agvili
\Judidesnmsvosmanaldfininniseansedensslunsan videthluaisassaidududmeiausssudddo
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TnviewfigafideuAumaiisadiis (Solo Traveler) w3 odoinisduiauazliauddyiulszaunisal
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afean mwIndauaNase lun1sasiemsdauaiuunvduda (Multisensory Branding) Litenseiulszam
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¥ v @

udans 5 afedndnvalnsduadiududanvainuate suliludnisandn Weules uagyiliiiinns
anaulade (5191 s19duwIg, 2022) WI8N15F0aa1usaUTULsENAT USNNS ToAu SeavLdun
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7. A513uAIANAT (Value Brand)
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1. asduAIme 7 Usstaniinsyanedieglu SME 719 4 21Ag37a Iy asrdumdudl ddadiuunn
Jududui 1 Andu 66% munneie asndudnlendssansain 16.8% asdudaunios 7.3% as1du
TAUETTN 5.2% asdufiasisdszaunisal 2.1% asrdudndioulan 1.4% wagasidud1gedu 1.2%

AUAIAU

[
Y v a

2. dnduesUsmannsndudnn 7 euturnavesiamia asunald fadl
JamRanetos (Micro) \unsauduszian asdudduan sndududuil 1 Andu 68.6%
ALNFE PTFUAIT BT AVEAN 14.0% AEuURgUTToE 7.5% AT1AUAIRLETII 5.5% ATIAUM
a¥aUszaunsal 2.0% anAumdsdu 1.3% uay nsrdudiasulan 1.0% auddy
FamRvuagen (Small) iunsdudussian anduidudn sndusudud 1 Andu 58.3%
AAaY asdududeudseansam 23.4% asdufaunios 7.0% AsAUATALSIIN 4.5% AT1AUM
a¥aUszaunisal wazasAudiasulan 3.0% ns1aumdsBu 0.8% nuds
JamRavuinnats (Medium) Wunsdudndeudszansam sndusuduil 1 Andu 46.4%
AAIE AIIFURIANAT 41.7% asrFuAquUNT e wazasrduddoulan 4.6 % nsndud1TausIsy

A91AUAIES U TTAUNSA] LATATIAUAITIEY 0.9% AUAIRU AININA 2

dadouvov SME o o . o
Jd"KNIS1VIY JdaTKNAVUNIAYDY JdIHNUVUIANAaI

TUUGAZUSZINNASAITUAT « « e« s e e evencasacaanaasassas (MCRO) (SMALL) (MEDIUM)

Value Brand : @s1aUA1AUAN

Performance Brand : asnauAnidauls=ansniw

68.6%

4.6%

66%

16.8% 14.1%

o ] |~ |~ |
oo | Y |- [ o
| T | [ |
1.2% | Sustainable Brand : as1@udiduiiu ‘ 1.3% ‘ 0.8% ‘ 0.9%
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AN§ 2 dndunnuUssMnsAuA1vee SME ne

3. mﬂﬁaﬁwmuﬁwssLﬂmmwauﬁqﬁaamﬁmﬁ’ugmwumiﬁﬂLﬁuﬁﬁ]mi ANWULAUALATUSNNS

sudauildlunsdeansvesiusenaunis SME Nandusglutagtuwazfisjaininzusudou wie

v o
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AAuANUeNUsEAVEAN 18.7% AduAdadu 13.8% nsndusaunsey 10.6% andumaiisszaunisal
3.4% A31AUATRIUGTIN 2.4% wazasiduALURulan 2.3 % audau lnedUsenaunisnaesnisiisu

IOLNUUTLANATIAUAVDINURMDTY 49.2% FanInT 3
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Usztnnas1duAnjoHsv

50.8%

guludovniswlasu
JsznNas13UAIUaUAULDY

4 9 L 2 /o Culture Brand : as1auA13ausssuy

GOUNISIUAYURSOLWL

o Disruptive Brand : asnaudnuasulan 2.3%
Js:sinNais1aunnuavauLloy

a a v ) a v &1 o
Muil 3 Yssaveduitutagtuuasyssinvasduinfgmia
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v
Y v A
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[ % ! o

- asndudduan Snsdesnsilu asduiUssaniu Sevas 57.6

- psrduddendseaninm fasdosmadunnaudussiomidy $ovas 59.1

- pAuguvey fesnsiasuluidu asduidue Sevay 73.7

- s1AuAIansssa Fesnsiasuluilu msduiddu Seuas 38.6

- psndudaseUssaunisal Sinsfeanindu asduidssaniy Sosas 44.4

- psrduAasulan desnsudeuluidu anaudideassansnm Yevas 36.7

- p91duddafu dansosnndunsdudussnni fesay 57.1

Fuszneunsanlngfansdesnsacssanaaudidsvesnulfidesanddliviufsymuie

awdnu lifiGunu viefisSudussialmidsosnnaasdduuimadnlunsairsnsduiluney dmsu
awndl SME fiosnsildsunerfinussiamasduiueinuies iivaewmana 19y fosnsiundfianisues
nsdudlvalinsstuimuresiusznounisvienguitmngluaniunisaidagtuundeiu feansue

AuplrlaUSuIuuINT U 3R eIN1TES 19N INENEAln1uN15SNElan usalulaindIn1sas19ms1AuAN
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Sustainable Brand : as1dudngviiu 57.1% Sustainable Brand : asn@ufdviiu
Disruptive Brand : asndudnwasulan 36.7% Performance Brand : as1aufJeuUs=ansnw

Culture Brand : asnduAdeuusssu 38.6% Sustainable Brand : as1dufndviiu

Aesthetics Brand : as1duAigunsu: 73.7% =3 Value Brand : asnaUA1AUAY

Experience Brand : asnduAndagious=aunasal W . LA™ Experience Brand : as1dudnagiouszaunasal

Performance Brand : asnaudnilouus:angniw LRy & Performance Brand : asnauAlouUs=ansniw

57.6% =—>» Value Brand : as1auAnAul

A 4 UssiavasduinludagiuuasUseiannsduai SME dwminsfeusei

Value Brand : as1aua1AuAl

aNUTENaNTINY
1. 31NNANI5E15IINUIT SME veslnednsrduAvs 7 Ysennainauideinssanedieg s

donndesiuauiures Iuan1ud ngue (2566) ina1n31msnduAiia 7 Uszan dhasaunsainluusy

a 1
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v 9

a v [
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a A

Paglunszuiuns Twdsgsialsausuiinn Jadunqugsiefiitulseansnmvesnisuinsazsimungiv
psduRdeuUsEAnEa uazdsznad inds (2566) nanusuliisdtuin Ussanasidudndniu SME gl
AuwanaRiulUmuusiaznIngsnakasUssnnAanisves SME

2. Mantsssanesdudfiuangaudy SME lneanauided iWusanilsisdmiunmaudangy
SME wenmiloluanmsuiawuuludagdu wu Msulanudssnngsia (Manswdn A1AN15A1 A1ANIS
U3N9) Mungugsia (WU gsfvieaiien ssfamumalulad g3ieadaassd) mua99sgsaa (Nguuimng
SME Tvial: Start up nga@uln: Strong & Regular, ng 1l uyl: Turn around) & wfun 15wy sUszLANA
ndus (Purpose) Tlunsusznaufanisisnanmnuvesszneuns vilvinsuiiadmne aadluns
Usgnaufans dsiesensimuainnsnislunisduaiy atuayulviaonades waziedensszynaugnan
Adutmanevdnves SME udazUszian 1esnnidunguiifiannande Ardey fau uazauaan’s
Tudnvasiertutulssanenaudfinueadondodud vielduinig mldaunsoieneidoyaves
ﬂfcjmi’]wmaé’qﬂﬁﬁﬂé’ﬁgﬂmmf]aﬁ’aﬂizmﬂi (Demographic) A3dn3nen (Psychographic) augiaans

(Geographic) ¥3auiuanUNgANIIU (Behavioral)
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3. wAuddadu 3o Sustainable Brand WunAudUszninulddesluiavisvuingen
(small) wardauRasegos (Vicro SME) iflesannssuiunsidalitnegs doddauvszanalunsidosd
iielinseuaguiiaviasldgunu daus duih nanedh aufsuanedh (Supply Chain) (usngn Jufzwd,
21 Wwwiey 2566) Fagusznoumsuesindunsiadunulunsdniugsio Gnun Jedudusi, duanwal,
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gndsandafumaeden (YUa anngIanniiug, dunwal, 20 oy 2566) viedowihmungsuideuditaiu
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o
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4. 91nuad153anud SME Wnedulngidunsiduduszinnnsndudiduen %3e Value Brand
Fsaeandesiuanmnsdniufanisues SME Tnedl 70% Sldnagndsusaiiteainsseny fgagnd
wagiinuTinunisue Fsldldidunsiaunduduazsuinslidaunim viounndaainguds denali

ANNAINNTDIUNITUYITUVDY SME anad (Fa1 LNNTUUA kag AS1Ia8 SInamnden, 2018) uasiinkanseny

a

AusguuAswgNalunInsiu (Smart SME, 2566) §37u3uausliniissuninss anawensu Iuds
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= % 1
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AU Y 9

v A

5. Ussianasndudnfivanzaudu SME Inedildainnnsideluatsd fanuaenndosiuuuifn
The Elements of Value Pyramid 989 Bain & Company (Eric Almquist et al., 2016) ﬁﬁﬂw’lﬂmﬁ’lmm
Fufuazuinis WleneuausinuFns Iufnsedunszuumsiadulaiiwiawesmyudsunuusig
(Filipa Amado, 2019) @ sslesoARLIARAIUFBIN 15 ug LTEsAlaT (Maslow's hierarchy of needs)
oonluliniedu Inoudsosdusznaunsnuaiieg oonidu 4 fu fuusliauainisldaosiiugu
(Functional) agduangnvesiisziin datulufionmevnsersual (Emotional) andmsmaasuulasiin

(Life Changing) uazAnAIN19dIAL (Social Impact) aglugnggavesiiszdnnuaidu wolddunwinig

'
1A

lunsaieuazanevennuaguszneunsdnieWilianudaau Wulumuwuimiaiangdd suasihlgay

Y

a aa

SYNT NIVUAS, 2022) FaUTLLANASIEUATRUITANAU SME 919 7 Useian

q

JuaslunISAIEUAINNS (B

Y o a (% [

NIl aunsadasesarulutuvesnuang 4 Ia (@3na widena, duniwel, 9 naalniew 2566)

Built Environment Inquiry Journal (BEI): Faculty of Architecture, Khon Kaen University
Volume.23 No.3 September — December 2024



nsdamuInnyUssianesdumdmiviavisvuinnanwarsuingeslng
NoUNY 3190 Uag 9138% AINALINUAT

lnensnduaidudl uagadualeudsednsan egludunmuainisidassiiugiu aduagunise way
nduAasiuszaunisal eglutunmdniersual asndualdsulan uazasiduaiausssy eglutu

ANAMINTIURBULUAIR uazaTAumdagueguugn Ae TuRuAvnedny s 4

The Elements of Value Pyramid UszinnasaduAndiksu SME Tne

Social impact G
pa B

ya N Sustainable Brand : asn@ufidviiu

SELF-
TRANSCENDENCE

p &

PROVIDES SELF-
HOPE ACTUALIZATION

Life changing

80
= @ "' Culture Brand : asnduA1deuusssy

MOTIVATION HEIRLOOM AFFILIATION/
BELONGING

LT,
& ﬁ ﬁ x v Aesthetics Brand : as1duAngunses

REDUCES REWARDS ME  NOSTALGIA

Emotional

DESIGN/
ANXIETY AESTHETICS VALUE

0 W e n Experience Brand : asnduAiadiuszdunasai

WELLNESS FUN/ ATTR, PROVIDES
Acci

VALUE ENTERTAINMENT

ESS
Functional
00
G #e mad @ M s iotscang
Performance Brand : asnduAiUsuUs:ansnaw

SAVES SIMPLIFIES MAKES REDUCES ORGANIZES INTEGRATES CONNECTS
TIME MONEY RISK

B e 0 &

Ak
REDUCES REDUCES QUALITY VARIETY SENSORY INFORMS
o i

AVOIDS
EFFORT HASSLES

© COPYRIGHT 2015 BAIN & COMPANY INC.

2l 5 ANUEDARGRIUBILLIAA The Elements of Value Pyramid fudsetnnasnausdwsu SME Ine

UFuugaiianinain: BAIN & COMPANY (2015)

Feanunsauszgndiineddusznouresnar1aInLuIAn The Elements of Value Pyramid funl4idu
WM UdInTUNITAUT AR TIudlun AL TuAINTT vTeasAuA AR UELAKATUINITIINAUNT

AnuaUszlanasdudimangaunu SME e 7 Ussianld §afideisesdiqunisunausdssian

AsAUAEINSU SME Ineluanuideil Ined19999nuuifnsanan

FatauauuzdmsunisinaanauITeluUszanaly
megiiedndulaidenUssnmanaudfuengauiuudasianisenaiimsivdeu muisaty

vilwlunilafanisenasidnuagsnilivareyssinvasidud (yrenae Augiug, dunwal, 3 Wwieu 2566)

urioeslsAn asdedulaidenyssinviiazviouiinu deansanuide mnusjsivlunisuszneufiants e

fpensdaay aunsailavsauaviganduidmineiidesnisiauniianiiissszinniiien (Denise Lee

MFENSAWINFONATIAAS1ININY ArADIURUNTIUAERNS UNINEALVDULAY

54 | L4 o A o o o o
UN 23 UUN 3 NU88U - SUMAN Uzl 2567



nsdamuIanyUssianasdumdmiviavisvunnnanwarsuingeslng
NoUAa 4130 Uay 8158Y ASNAUIUYAT

Yohn, 2018) lagenaldisiuTeuiisuiugudanegsiaivedszneunisdaadulaiiiuis tiediuseiam

asduitunlfdunagrsudnlunisnwuimvaiiuazdeasnsauisely

Forauauuzdmiunsidunedaly

1. nsAnwiseaduisly orafinisimundssamasiauddes (Sub Category) iiunfnasluusias
UszLanasdudimangauiu SME Guaniud Ingana, duntwal, 10 Wwioyu 2566) ioAnwiuumis
nsasuazdeansnsndudlunsdiiinmsiudeu muiRerfunaeussinvlunimsnaud Tviiuseain
Fosmsvesffuslaafifienududeu sufufauseloriuimionuniasy maenvu ensiunuIAsg
yienwununsdaasuldnsstuauesnisvesiussnaunsinnd iy

2. NNSANYIITHLUININITRUIUTEANATNEUANEINTU SME A9l 1Dun1sAN¥ITemewuInIg

v a

n1svigsfawuu@eiugvie (Business to customer : B2C) Ain Usznaun1slanuiugnAlagnse uidsdl

a o a

WWININSYINgINaRUUgIAATUSIAa (Business to Business : B2B) ulun1sdeanssenineduieiuesdns

9

nuwmslunsasiwar Ingussasdlunisdeansasduaunnaitesnty (ngAd wadsuida, funiual,

a v

24 Ww1gU 2566) FHITEAINTIALUINEGNaINEVRIUTEANATIAUAIFINTU SME Auana1seanlyain

[
o

Idelunsed

LaNEN381989
NYNTENTNAMUATNBULIAMNIVUIANAUALVUING B W.A. 2562. (2563, 7 UNT1AL). T1WANYLUNE. LAY

137 moufl 1 n. win 1.

v A

nOAL NYSULAR. (2566, 24 Luw18Y). 819158UTZTINIATIVINITAAIN AUTNIATEAIERT Lazn13UYT

PANTNUNINEF. [Funwall.

4

YREIA Fugug. (2566, 3 Wwew). &

]

°

MIENTATINALESULATYERIETINETIA YauwnY. [Funiuall.

San LNV war @31 Tad Senaunden. (2561, 17 Sunew). Yanaen SMEs lng Ususaeealslilduls.
suUTAITLU SUSgLnalne. https//www.bot.or.th/th/research-and-publications/
articles-and-publications/articles/Article_17Dec201.html

Tava 129, (2566, 23 o). liveanan1snanuazneu wagfiuInwidiu Data-Driven Marketing.
[dunwad].

fmUriann Arna. 1.8, (2566, 24 lWwwiew). Usgsnudmifiuims yadsudfimans luwssususyudud,
[dunnwed].

MIYNG WINUAT. (2565, 21 Ww1eu). The Elements of Value Pyramid: 30 @Mﬂﬁﬁiﬂi{‘l&/fﬁ?ﬂﬁﬂ.ﬂ@d%?étﬂg
T6A17aIUOUN g 579984 A a4. neobycmmu. https://www.neobycmmu.com/post/
the-elements-of-value-pyramid-application

Soyessal A5lyAdsianl. (2566, 28 funaw). seaRe e srheguleutguasirudsasy SME driinaudaeasy

FAMNIVUIANALAZVIUNNEDY. [FUN1wal.

Built Environment Inquiry Journal (BEI): Faculty of Architecture, Khon Kaen University
Volume.23 No.3 September — December 2024



nsdamuInnyUssianesdumdmiviavisvuinnanwarsuingeslng
NoUNY 3190 Uag 9138% AINALINUAT

USNEN TUALLUE. (2566, 21 Lw18w). TINtIN1ATVTNAMIEAS LaZA1TAUmNAAIERNT ANEUYYEAIARS
WINESNERIAIERS. [Ny,

YUNT 8108 TUINUS. (2566, 20 lWwiew). 919158UsEdRMslvAd1aAs AN1INe1denani1sAlne.
[funwad].

3oy TW533ms. (2566, 8 LWWEL). DITETAY AMEIWMAMERS UM INedevenisaling wasuSem \Tey
Bu fln Tadnd S0, [Funwadl

fnsws nSanssal. (2566, 7 wwiew). Uszsmudmihiiuims u3dn 8uiusi Tou drin. [duaual]

w1 Jadutiud. (2566, 22 wwew). 919138UsERElwAmans nnInetdereniseing. [dunivell.

5191 TTUWT. (2565). 171998 IMAIOUA (ATTITA Wwellwyad, )uua). nTumns: suTuniendy) ausuns
S uRuuFUAYS.

WU ASANYTAL. (2566, 21 Wwgw). §E1uleMIgliasieianunialkasiioudeniuasegia d1inau
duaSiiamiavuanatauazuuages. [duniwvall.

aaw wfedAil. (2566, 7 lwwew). §ernenisiieuleuiswazunudaasy SME dinaudauaiulaivig
YUIANAUATVUIALRY. [Fun1uall.

50U Usganumialy. (2566, 30 unaw). fe1urensigatuayuesanug kagszuuliuInng SME
dinnuduasidaviavuiananawasungou. [dunvall.

Fuanud InguA. (2566, 10 WIE). 5090 818N TAUNNUE LATUIAIMAVUIANANLAEIUINY DY,
[funiwall.

4 [

ATTNA WA, (2566, 11 wWwgw). NOUIINTENUNNUENLESIIENUAVUIANA1UAZUUINL DI, [ﬁ:llﬂ’]‘t%lj].

U

fa

AugIdendnsine. (2562, nuaus). SME Tuinsudsnylan 459857909470, kasikornresearch.
https://www.kasikornresearch.com/SiteCollectionDocuments/analysis/k-social-media/
sme/GreenBusiness/GreenBusiness.pdf

A3na wiena. (2566, 9 WaAIN1EW). 811815 Sustainable Brand (SB) THAILAND Uags{ 81178013
1A59N15WRUAIR The Creator. [dun1wad].

ddnuduaiulamiavuianalsuasvuing ey, (2567). 1a59a5795 579 SME. https://www.
smebigdata.com/views-dashboard/view/

sty Tangdamna. (2566, 28 wwiow). femnenmsantuivnandnuwiend. [duniual)

A TS, (Hhgna). ddnnudaaSiiamiruinnasiazngas. (2566, 30 NOAINEL). @aunTal
AT UeETiAnensaaaSy SME. n99Usr N dURaL N NNITIRIEU R SRS mie
PIINaNUATILIALEN UssTIT WA 2568, [9usu 1oy WwWosindd Uszeu ngavmaniuns.

Almauist, E., Senior, J., & Bloch, N. (2016, September). The Elements of Value. Harvard Business Review,

September 2016, 46-53.

MFANSALINRBUATIAFS19ITTY AULANURNYNTTUAIARNT UNINYIBLVDULLNY

56 Al o A o o o
UN 23 UUN 3 NU88U - SUMAN Uzl 2567



nsdamuIanyUssianasdumdmiviavisvunnnanwarsuingeslng
NoUAa 4130 Uay 8158Y ASNAUIUYAT

Amado, F. (2019, March, 4). The Elements of Value. Snowball. https://snowball.digital/blog/
the-elements-of-value

Arek Dvornechuck. (2022, November, 13). The Basic: Brand vs Branding vs Identity. Ebaqgdesign.
https://www.ebaqgdesign.com/blog/branding-brand-identity

Baramezi. (2564, 18 W ¥A1AN). nmzU'ﬂlsgmmwiwfm71/1/53m7/1§5r79. Baramezi. https://www.
baramizi.co.th/branding/n1suusUssLANLUTUS/

Bhasin, H. (2023, June, 10). 13 Types of Branding and the Benefits of Branding Explained. Marketing91.
https://www.marketing91.com/types-of-branding/

Burnett, J. (2023). Types of Brand. Course Sidekick. https://www.coursesidekick.com/marketing/
study-guides/cochise-marketing/reading-types-of-brands

Crawford, S. (2023, November, 27). The 8 Types of Brands. Inkbot Design. https://inkbotdesign.com/
types-of-brands/

Duenas Morales, E. (2021, May, 10). White, luxury and premium brands: trademark considerations.
lexology. https://www.lexology.com/commentary/intellectual-property/international/
omc-abogados-consultores/white-luxury-and-premium-brands-trademark-considerations

Editorial Team, Indeed. (2022, June, 25). 21 Types of Brands. Indeed. https://www.indeed.com/
career-advice/career-development/types-of-brands

Goldring, K. (2023). 11 Powerful Types of Branding. Tailor Brands. https://Amww.tailorbrands.com/
blog/types-of-branding

Kramer, L. (2021). The 8 types of branding. 99 designs. https://9 9 designs.com/blog/logo-branding/
types-of-branding/

Mark Di Somma. (2015, January, 27). 21 Different Types of Brand. Branding Strategy Insider.
https://brandingstrategyinsider.com/18-different-types-of-brand/

Reichheld, F. (1996). The Loyalty Effect: The Hidden Force Behind Driving Growth, Profits, and
Lifelong Value. Harvard Business School.

Smart SME. (2566, 6 naadneu). 355ude 170190 v’ "9185757A7". Smartsme. https://Awww.
smartsme.co.th/content/251463

Wheeler, A. (2018). Designing Brand Identity: An Essential Guide for the Whole Branding Team (5%
ed.). John Wiley & Sons, Inc.

Will Kenton. (2023, December, 13). Types of Brands and How to Create a Successful Brand Identity.
Investopedia. https://www.investopedia.com/terms/b/brand.asp#toc-types-of-brands

Yohn, Denise Lee. (2018). FUSION: How Integrating Brand And Culture Powers the World'’s Greatest

Companies. Nicholas Brealey Publishing.

Built Environment Inquiry Journal (BEI): Faculty of Architecture, Khon Kaen University
Volume.23 No.3 September — December 2024



