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Abstract

The research ‘Brand Life Cycle Code’ was a qualitative research in the category of documentary
research with research synthesis format, which studied and analyzed data from all online documents being
searched from search engine by using the keyword ‘brand life cycle’ and “392583anS18UA(LUTUA)’ during
1990-2011. It was found that there were 28 research papers and articles related to the topic; moreover, 5
models about brand life cycle were found. The research results revealed that a brand life cycle was similar
to a human one which has evolution. Regarding the relationships, it was found that a brand life cycle had
direct relationships with a brand value, perception, and consumer behaviors. Perception was an important
factor which created the value for the brand. As the matter of fact, perception related to time and brand
value. It could be said that brand value was the main concept of the brand life cycle concept. In addition, it
was found that the brand life cycle concept did not depend on product alone but consumers’ behaviors
also played a key role too as consumers were important to the success of the brand. The researchers of this
study has developed a brand life cycle model called ‘5 Steps of the Brand Model” which consists of 5 stages
of evolution as follow: the first stage is ‘Infant Brand’, the second stage is ‘Baby Brand’, the third stage is
“Young Brand’, the fourth stage is ‘Adults Brand’, and the fifth stage is ‘Old Brand’. The brand life cycle could
be expanded longer with the brand rejuvenation in order to get the brand back into the market. In fact,
brands never die, even the business was over but the brand names still consumer centrality that stay forever.
Keywords: 1) Brand life cycle Model, 2) Brand Rejuvenation, 3) Brand Value, 4) Consumer Behavior,

5) Perception
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psnauALTuNIeSaANLRS?

25. www.pharmaceutical-market- 2011 | 19stInnsnduauszinne)

research.com

26. Greg Berube 2011 | @5IAUAMIONARN U 19ATTINATIAUAT

27. Dave Matli 2011 | hluguiadeniiezdugseninsnisnaiauazdisdinveana
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A15719 3 LEASLLUUANABY Idris Mootee’ 1990, HKTCDC’2005, Qfinance’2005, Jean-Marc Lehu’

2008 wazDave Malti’2011

BLC Stage of Life Cycle
Idris Birth of Growth Maturity of | Decline of
Mootee’1990 Brand of Brand | Brand Brand
HKTCDC’2005 Product Introduction | Growth Maturity Decline
Development
Qfinance’2005 Introduced Grow Decline
Jean-Marc Birth of the Growth Maturity of | Decline of | Rejuvenati
Lehu’ 2008 brand of the the brand | the brand | on of the
brand brand
Dave New Brands | Growth Mature Revival
Malti’2011 (Create) Brands Brands Brands
(Build) (Leverage) | (Evolve)
PN 3 asfiulduuusaente 5 uwusas %umau‘ﬁjﬂauﬁﬁwﬂﬁmmﬁwﬁmuﬁuﬁu drudums
919 Idris Mootee, HKTCDC, Qfinance, Jean-Marc Wl W IHARS 91 31 890U 1899999 HKTCDC
Lehu wa¥ Dave Malti gn# 11912993330 findnaile dauduneunisiluynsdudififiog
NAAS I (Product Life Cycle) Tnedidunouiill  wuushasswes Jean-Marc Lehu filgainanes gl

AMuAR1eiuly 3 Tunaufe JusuIgnain
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A | ) | ) a a 2 A a
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LUUINABINNANIDY B9 LUUI1@9UDY Idris
Mootee, HKTCDC, Jean-Marc Lehu iag Dave Malti
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Change = Dead
citeman.com, 2006)

Marketing factor
(Venktesh Babu, 2006)

BRAND

# Product
(Shanna M. Bruer, 2005 )

(3n Tovinuuyi, 2552)
(9378 o33MRAY, 2553)

Consumer behavior

— > O O

(citeman.com, 2006)

(Hsiu-Li-Chen, 2010) (Clancy et al.. 2004)

(Sandra Martisiute. 2010)

(Clancy etal. 2004) (Lina Birrainien. 2010)

(Johnson et.. 2004)

Value,
(Clancy et al., 2004)

Infinity
(Shanna M. Bruer,

(Sandra Martisiute, 2010)
(830 33ARAY, 2553)
(Lina Birrainien, 2010)

(citeman.com,

(Venktesh Babu, 2006)
(3w Tennuw, 2552)

E>

Decline

2009 (Venktesh Babu, 2006)

Brand Development
(Venktesh Babu, 2006)
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Tnsnauiiidinsnads

YoAUNUIINAITIVYUUUNITINYLONEANS
(Documentary research) TugukuuN1sduATILY
37U398 (Research synthesis) 311914378
UNAMUNITITING $IUIU 28 1389 ANTORUNY
AINETI A@NUNI085UIBUTINGNIAIRN Ie Aann
2
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Consumer’s Relationship

(Perception & Attitude)
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Marketing Factor

- 4

Power Bra nd..'

The Perception & Attitude Consumer to Changes.

i
>
Infant Brand Baby Brand Young Brand Adults Brand Old Brand

AN 3 5 Steps of the Brand Model
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wﬂﬁimmw%ué’wmmaa@maaﬂlﬂlé’ﬁa&Jmﬁuxluwu
MS18UAT 1380 Brand Rejuvenation MS1AUAN
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FonsrauAAdiognsuuiumituiy aztuoa
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A 2 aansadwaiilau iy
wuuiaeestinnsdudléfnini 3

Inamd 2 wuusiaessenaiaSeuns
dudnduauauniadsiifmuinismilounywd
Wl F93¥muinsvedinnsdudniivaun 5
Fupou diswazBunsolll
sumaudt 1 as1dudludenisn (Infant Brand)

R

funeunsnivieunsdudndunian 3
Wisuudludupeuiidudunouvesnisesnuuy
MR warnsite Adudunislaeuson el
filadwdnfaeivesuTTn annsonevauesay
AOIN15VBIRUTLAAHIUNITAITIINITAAA
Fifleawe wenaniludmdres s adamsaudn
UduUgawdnfust lilenouaussaufomnisves
MANAAIEY

msadnsaudlutuneud i 3 nssuiums
TagFuannszuIunsiifendtmsssyfnuyes
ﬂ&jmﬂﬁwmaﬁm’lﬁaﬂmi (Target Consumer
I dentification) iufilaintmaneaavineves
nsasenduiienisadisaugniy WAty
spriaAuduasnsdui dadu nssuaunsaia
ps1duAAIaziSuduinsssydinues
nquLdmunefiisndesnisdearsdienisssy
ngudvunefdesuszneuludienisiiasesi
duq mualufedn 3 Ussian dufe mliese

N




f””"\; MINTVINITFING LAsegmaniiaznisdedns

®

Uil 10 atiuil 1 ganaw 2557 - funaw 2558

L

dn12zuIndau (SWOT Analysis) N153LAS18%
AUe (Competitor Analysis) Lagn153tATIEY
ngANssuEUILAA (Consumer Behavior) 3alad1
Funishnreinsnduludosduguiu Sails
wranu s laaaiunisallunisidngnana
Funousoluetuneud 2 niseenuuuATIAUA
(Brand Design): 1 udadalufivnadiensidusn
HoususuAeniseenuuunsIdud(Brand Design)
Duniseenwuuiiieniaiseaneg ieafuas
dudn orfiannumunefifuuiuuivensidud
(Brand Essence) N15AMMUANUSHYey1 (Promise)
fins1dudiazueulsiunguilan n1sdinua

yAANanwg (Personality) Uaens1duan waglu

3

Qe

Fuppugarhelunszuaumsaangadudi Wemm
dudn Safumsnietuneud 3 nsvuiunisadne
wndnuwalvewmsdudlaedidnunediedeans
FMUTDINTIAUAT (Brand Identity Creation: Brand
ldentity Creation) 1 unszuaunisassendnual
vewrauilnedithmnefiedoasinuuems
dumiiduendnualeenlugguilannguitmne
Tuguil tnafransduiaglaseuivananlunis
Avualendnyal (Identity) ¥8snsiaunilu
4 dnwazioiufie ndudfiiuyana (Brand
as Person) as1audidudydnual (Brand as
Symbol) a5 3 ud 7 uesfng (Brand as
Orgamzahon) uaz Ay1auRaLU (Brand as Product)
Sumaudt 2 asrdudludedin (Baby Brand)
demsnisaivlaneldnaiuaznisien
Taldluitauinisnisidunisn wiazidvlndu
dnludunoudl InewFounnauiGudignain
Tudunouiinislavandssmduiuseeniuiluly
é’ﬂwmxwﬁwﬁﬁuaqauﬁw FNYEVYDIAUAN
AN vesdua nerewliguilnanaaeddivie

q
v
a

Fodum
Tunszuiunsadremsdusisuneniiseon
Brand Building Implementation Judunouly
seiuURRns Wutumelunisiiauedsiialy
Anvaziaunluduneudeunthilundiaue
Tunguslaangudvang
SuneuiluszneulumeseaziBend ey
wangUTEN1s 919 N15a1en133us (Awareness)

nsafrlendliduilaaladnfawusunsidua
(Accessibility) n15a513n15deudaisesual
(Emotional Connection) 511 19AS1AUAILAE
Fuilan uaznsarsanunaifiduddnye s,
Audn (Relevant Differentiation) TWusngiiu
Huivszindluenuidnvesiuslan
gunanaummsduadigaainlnl
asu AuA1de9iin159RLASEINNIENTTAN
(Trademark)
funoud 3 asndudluiegu (Young Brand)
nmadudingrafnigTogu dunoutng
dudnsudnlueglulaguilan uaznanisin
NMINAINALEURARIEILLUN NI TRAATITRLY
1nTy UsTnEuyhnslavanunndy uaglawan
wLluyANUAANAIYRMTIANAT TuanunITal
uﬂLLsuwvLiwmmwuwuiumam wammﬁmumli
11NTY LazeIAnsINaY fin1ssaunu lussey ¢l
Aldanglunislawandnazgann
TunisadransidudilusuneuiiFoni
NSVYIBRUSUARIEN1ITLAUNE P T 9 Lnal
(Leveraging the Brand) dloruduneuitiiuun
Fananuds Aernlaudaiansdusndniie
U sluuauadnanIneemsdumaltnsavinle
1nngdy as1dudiauisatiunvenenaly
ANYUENITVEI8AIIAUAT (Brand Extension)
wazN13YLUUAdaINa (Global Branding)
SRR BUaINATIAUAAUMRoY
ntuneadiansdudlrudunsdulagadng
ynannlinauilaefiguslnauansiinude
Suneud 4 asrBudluSevineu (Adults Brand)
Fumoutinsdudiiidruutmianisnain
Aputnann venvsLINigaLAnisiaTyLiule
ADE %waq %”’umauﬁﬁadmﬂuaw maﬁam way
mamﬂmsmmm aaiaeﬂ,m selilesaniuneureu
wmuaumiymu aaﬂmmawswmmmﬂﬂu
Sasiianas wazaniuayBuasilussornamis
93RUsTNaUTULANAI I INAR A uTiuas A AU
Hunudnuvasiiddylutuneut adwans
AUIIAT LLazﬂﬁLLﬁN%‘uﬁEULLNﬁLﬁﬂ"ﬁwﬁﬂu

v
a

YTUY

]




nsadeansndudn ludumoudizoniinis
UIMIAMAMUTUA (Brand Equity Management)
asdumiiaiafliuszmaudafaliguilaald
SnudrBnitdsldueenaauniaifivlafiveios
TuARs@UA1BNeE

srunavewnsaud luduireudeisuna
AsUSNIswarauminasinlinsdusndunia
W N15TUATIEUANI AU (co-brand) 919
finsmovavasluideanisudndud n3dnds uas
A1TUINIT
Sumaudt 5 as1dudnludevst (Old Brand)

ma%’uﬁumﬁuﬁwqaLwisJammw‘hm 1A
ANGT AIINAINITANIINITUTITUIS NSO ULOA
Tuduneuiaziidudludidiunlunain nsdn
AaABUTYaRR Larn1sTEanfatBuilnade
AdusgvoInsIdud A1zand1lunaIn
AnTuase msgsadouvesfuilaniinig
Wasuwasly wietlutanssulusiindulunaie
Iu%umauﬁmmsqmmmaqnﬁammwzLﬁms'fu
LATHAN AN TINIULINITYNAVBDNAINAAIA
iu%umauﬁﬁﬂazLﬁmﬂﬁﬂﬂgmiaisumms
Farnldsnefiaziinty uazalddrogunisnann
svanas luduneuiieesiinvowmsidudngu
mmia@maaﬂiﬂléf sensadrsdiolnl (re-Brand)
mamamiWuw M318UA1 (Brand ReJuvena’uons)
iumumauuaalmmmmummmumauw
mwaumaaulquﬂ Juiidaiauiinsdusnd
Finilaiduan sniunsidudiuisesises me”
wieenvdaiainszn1sdsunlassadenves
HusLan

SrunansAud s wniinsdudUszau
anudnsansrdudfBuduniemuienisn
warndaintunsdudiazduindaslgana
(Global Brand) sigld
ayUnanIsAnen

LUUS1809 5 TUV892995TI0ASIEUA
(5 Steps of the Brand Model) TinanudrAgiu
N‘Uﬂﬂﬂmmu Tneluuuusiassilégnda
ANudIusTEIsaNdIiusvesUsnaiunT
dudn e dnanuduiusvesfuilnaannisius
LLazﬁﬂuﬁammﬁuﬁﬁﬁ?m Fauuudansfangnn

'J'ﬁ?ﬁiUi‘VI'ﬁﬁiﬂ'ﬂ Lﬂi‘lﬂﬁﬂ?ﬁﬁﬁuﬁ”ﬂ'ﬁﬁ@ﬁ'ﬁ

TJV| 10 QUUW 1 mﬁ']ﬂll 2557 - llu'lﬂll 2558 O m’/

i 5 duneu Buaindunounsn Wudunou
Jesduvesnisatrmnsidudn Tnonisesnuuy
n15NER wazn1539e A iunislaeusdn
Woadieaaudulalunsidudidiaiuise
AOUAUBIANUABINITVBILUTLNA UaznauaLDd
mudsNsIeInandIE Tuneud 2 Wudunou
TuseduUiRnTg Tneasaudisudngnann ud
nslddeeansnissuslunsauiludnuasy
Wi ABININ LLayé’ﬂwmumaaﬁué’w Lﬁasﬁ’m}ﬂﬁ]
Mwuﬂmmmaaﬂmmae&aaum Suneudt 3 Sen
ﬁuumauumwaumljumiﬂaaiuiamuﬂm hazHa

ANSYINNTNAADZISULARIEIULUIVININISAAIAT]
Faraunniu lunisdeansnsdudnsuiinis
Tawariudesniulasaziduyadnuasamed
vosnsAud luvasdertuluduneutaudans
Suduuttulunain diusenviendnduend
flsunniu Juneud 4 Bednilvaedinvesieas
Finszoze1figand n1seIydulndeudisi
wazmsAudnfidusnluduneuilinazegsenld
FAIULUININITAAIA WAYYDANYVDIATIAUAN
Aoutnaun wazduneugainetunoudivi deld
Tluduneut maduslunnauigausunduiy
oAUy waYsIA1 MsuduRiBusouLe luduas
fauaniidunlunain woAnssuguslaainig
Wasuwasly wieiudanssuludiindulunan
wiluduneuinesiinvensiauiiauisade
ponlUle Aren153MI18UAN (re-Brand) n5am78
ﬂﬁ%\luv\lumﬂﬁuﬁﬂ (Brand Rejuvenations) Tu
funeutdeldinnaudsoulmin

Duiitaauinsdudidiailiduan
YNIUATIEUAIUIDE19813 "N 1300198 EIY
ms1znsiasuuassadenvesiuilag 81u19
Yo AuAmSIninsduiUssauaudiie
%mmiaﬁmﬂﬁaﬂﬂﬁmﬂa (Global Brand) 16
Jolduauuy

N1SANEII995TIAAIIAUAT TIUD Y

unAEIvIng dseRedeatusesiinns
fudlunuitoatuilidondnwiamsnuianuy
gouladlutae a.e. 1990 - 2011 irdy wan
yhnsAnuideisluumastoyaludimdug i
TWnansideilanudaauiu elslunsiseadsi

[ s |




f‘““‘\s N3ANIUIMNTTIAY LsugmaniLasn1sioms

\@/ Uil 10 atiuil 1 ganaw 2557 - funaw 2558
galyifinsfigauuudiass azdulunsfinwiass  luAnwiluuiundie Wedmunduwuudiaes
AolUAITUIMUUTIN09TTIANIFUAIIINGTY  1RITIARTIEUATANYTITY

UFTUIUNTU

1 Tonnnuuyi. (quneu 2009). ileuusududuiiin. College of Management Mahidol
University. ﬁué’mﬁa 13 uns1AY 2555, 910 http://inside.cm.mahidol.ac.th/
mkt/attachments/265  Brand%20Rejuvenation.pdf.

9370 a33AgAN. (28 Tiquou 2553). MIWARNULIAALALIATIafULUUATIAUA WoUsegndliiBsnns
doasnismann. unAseeaular. duduiile 14 uns1An 2555, 990 www.research chula.
ac.th/cu_online/2553/vol_23 1.html.

Babu, V. (Sep. 2006). Issues in Brand Rejuvenation Strategies. Retrieved December 26, 2011,
from www.expectad.com/Brand_Rejuvenation Expect Advertising Inc.pdf.

Berube, G. (27 Dec. 2011). Brand or Product? The Brand Life Cycle. Retrieved January 18,
2012, from http://www.boardroommetrics.com/blog/brand-or-product-the-brand-life-
cycle-20111227.html.

Betts, S. C. and Taran, Z. (2003). Leveraging Brand Equity: A Life Cycle Approach to sharing
Economic Rents. International Business & Economics Research Journal. 2(7).67-76.

Bivainiene, L. (2010). Brand life cycle: Theoretical discourses. Journal of Economics and
Management. Retrieved December 7, 2011, from internet.ktu.lt/lt/mokslas
/zurnalai/ekovad/15/1822-6515-2010-408.pdf.408-414.

Bruer, S. M. (1 Dec. 2005). Branding to compete: Applications to Textlies and Apparel. Journal
of Textlies and Apparel. Retrieved December 27, 2011, from
www.tx.ncsu.edu/jtatm/volumedissue3/articles/Bruer/Bruer_full.pdf.

Chen, H. L. (Dec. 2010). Effects of country variables on brand strength: moderating by
cultural identification and brand life cycle. Retrieved December 18, 2011, from
web.ib.mcu.edu.tw/node/50.

Citeman. (2006). Brand monitoring through its life cycle. Retrieved January 18, 2012, from
http://www.citeman.com/1182-brand-monitoring-through-its-life-cycle.html.

Ewing, M. T. et al. (March 2009). Brand death: A Developmental Model of Senescence. Journal
of Business Research. 62 (3), 332-338

Fetches, R. and Williams, A. (1 Sep. 2011). Trade Mark Protection in the Food Industry-Life
Cycle of a Brand: Creating, Building, Exploiting and Enforcing Your Brand.
Retrieved December 18, 2011, from
http://www.twobirds.com/en/news/articles/2012/trade-mark-protection-in-the-food-
industry.

Gardner, B. B. and Levy, S. J. (1955). The product and the brand. Harvard Business Review.
33(9), 23-34.

Hktdc. Brand Life cycle. (2005). Journal of Fashion Marketing and Management: An

International Journal. Retrieved December 18, 2011, from www.hktdc.com.

[ 2 |




'J’]j’i’liU%M’]iﬁi‘iﬁﬁ] LﬂiUﬁﬂ?ﬁﬁ%LLﬁSﬂ?iﬁ@ﬁ?i
U 10 atud 1 garax 2557 - uias 2558 \.\__"/
llinca, D. (2012). Where is brand in the Social Media Lifecycle?. Retrieved January 18, 2012,
from http://blog.ubervu.com/where-is-your-brand-in-the -social-media-lifecycle-

infographic.html.

Jeff Robinson Consulting Ltd. (2008). Demystifying Brand Life cycle Management. Retrieved
December 27, 2011, from www.jeffrobinson.ca

Johnson, M. D., Herrmann, A. and Huber, F. (2006). The Evolution of Loyalty Intentions. Journal
of Marketing, 70(2), 122-132.

Keller, L. K. (2008). Strategic Brand Management. (3" ed). New Jersey: Prentice-Hall.

Lehu, J.-M. (2006). Brand Rejuvenation. The United States: Kogan Page Limited.

Martisiute, S. et al. June 2010). Product or Brand? How Interrelationship between Customer
Satisfaction and Customer Loyalty Work. Retrieved December 18, 2011, from
www.egjist.ro/EJIS-2-5-15.pdf.

Matli, D. (2011). Why You Should Match a Brand's Marketing to Its Stage of Life. Retrieved
January 18, 2012, from www.marketingprofs.com/2011/why-you-should-match-a-
brands-marketing-to-its-stage-of-life.

Mercer, D. (1993). A Two Decade Test of Product Life Cycle Theory. British Journal of
Management, 4(4), 269-274.

Mootee, I. (10 Sep. 2007). Understanding the Brand Life Cycle Model. Retrieved December
18,1 2011, from http://mootee.typepad.com/innovation_playeround/2007/09/
understanding-t.htmL.

Mootee, I. (2008). Understanding the Brand Life Cycle Model. Retrieved December 18, 2011,
from http://mootee.typepad.com.

Purohit, B. K. (30 March 2009). Product Life Cycle. A Dangerous Idea Brand week. Retrieved
January 18, 2012, from www.esocialsciences.org.

Qfinance company. (2005). Brand life cycle. Retrieved December 26, 2011, from http://www.
financepractitioner.com/dictionary/brand-life-cycle.

Robins, R. (2011). Building Better Brands: Brand lifecycle management, myth or reality?.
Retrieved December 18, 2011, from http://www.brandchannel.com/papers
review.asp?sp_id=632

The life cycle of drug brands. (2009). Concept to Market Share. Retrieved December 26,

2011, from www.pharmaceutical-market-research.com/publictions/sales_marketing/

life_cycle

B




	Blank Page

