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Brand charismatic and value building in
preparation for the ASEAN Economic Community
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Abstract

Joining the ASEAN Economic Community or AEC has been in Thailand’s spotlight in almost every
industry. Branding is indeed of no exception. Entrepreneurs are now called for a more defensive as well as
a proactive brand strategy in order to create brand equity and brand appeal in order to compete in the
AEC. Branding is about creating a unique and impressive experience, which could be applied to product,
service, personal, and destination branding. The methods to create brand equity and brand appeal are:
1) the brand must be built with love and passion. 2) the brand strategy must be initiated and planned by
its own executive. 3) entrepreneurs should find an outstanding, unique, and safe positioning for their brands
4) storytelling strategy should be applied in order to create a WOW effect among consumers of the brand.
5) building and managing brand equity in order to create a positive attitude among consumers towards the
brand. 6) creating standard for the brand or make it go beyond standard with certification from a trustworthy
organization. 7) transforming ‘localization’ into ‘internationalization’ through the brand with unique Thai
quality such as delicacy, craftsmanship, Thai food, and Thai hospitality and 8) a thorough consumer insight
of ASEAN member is a must.
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