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Marketing Communication and Creativity for
Thai Fashion Brand Building

ASTHIUNIN YABTIY

Abstract

his research aims to study how marketing communication and

Tcreativity were used for building Thai Fashion Brands. The study
employed qualitative method by using in-depth interviews with Thai brand fashion
entrepreneurs, fashion experts, academics and government officials.

The research found that building brand identities and differentiations are
the keys to building Thai’s fashion brands. Thai fashion brands’ identities relate
with sophisticated lifestyles. The study also found that Thai brand fashion
entrepreneurs use creativity in all aspects of their business. The creativities are

formed by arts, imagination, impression, inspiration, knowledge, and experience.

Keywords : Brand Building, Fashion, Creativity
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