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1. CorporateAnalysis (M3338uasAnunNeaddng)

diofnungaisiuratasing, aummdnYaInIAns wardacin (Story) fimaminaue:
1,1 Executive Interview 526U Top Management
Funwaifumnssedugs Afeadesfunmnalauisvesaniiy Wy nsumsuing eynssunis
Uims genons sefdnnems gaedsnients wmindie Sy 10 v dhussesen 1 il
1.2 Executive Interview 52#U Medium Management
hinmeaiinenusne Tnesvesauny dheay 2-3 v Suegiuaueihenu seéy st
mthit ueanng vesanuty Sruam 12-15 vy Wussezom 1 Hlu
1.30bservation & Interview
- drndanemsal wasdunsniyaainiluesdng lagguiioga 30 vim
1.4 Staff Questionnaire
- Ueduanudndiumnnwiinnuiamnvesantuidouadulasaseulrensyarsuuuaeuaili
winsmnuaun uaslinndesiuauAaiufianmsfannuuug afeeuiidmsliadly
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2. Mega TrendAnalysis (n1333esasAnu1611 Mega Trend):
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2.1 mysnsesinsaifnenisdemsvasasdninay Miaula Su 3 fed
2.2 mynsinsudnseaniuuszuUSRanyainusud Mnenils wasfendeaiulasins
FIUU 3 wusuR
2.3 malesemmsuansiuidnaisvasdeanlugalng
2.4 Future VisionCase Study- sulumsideasdanug uwiltuniseenuuy uazmsdeansi
yesdantuiitauazalunsfsrfusadulasnseulussmesdndon 2 Ysswmauliiniu
wazfuiiudu (Connection aavnaaau)

3. Consumer{anan) :

3.1 In-depth Interview Existing Customer
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3.2 Online Questionnaire

- ahauuvasunuesulaiudeslumhpaudwmiumsdseanufimela wasanumeniaiiiise
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Jeexla ; In-depth Interview 1 w31./AU, Online Questionnaire 1 dUami
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4. Fluususasiudiy
’ﬁumuﬁ 2: Bra trate
snnssumsReadeya (Data Translation) wellildladesialunisinnuiiiussansam dWeamnsn
Aumnuumeianagvsuss Brand MIfmuanagnduuTua(Brand Strategy) Usznaume _
2 1mstmvuanasvudnvsausudnassina (Core Strategy)¥oauusua “anuddousasdulasg
50"
A. Brand Future Vision
B. Brand Mission
C. Brand Positioning
D. Brand DNA
E, Core Value
2.2n3Muuaa9AU EnauYauusun (Brand Component)uasiusud“amtuddanatiulasnioy”
A. Brand Vatue



B.Brand Personality
C. Brand Benefits
D. Brand Attribute

23matmuausundnagndveswusud lussey 3-5 Y(Brand Strategic Roadmap)eIuuTus

“aoniAowaulasasen”
Methodology : Workshop szemiian 1 54

sumauil 3 ; Brand Identity

3.1 audunisaanuuudndnenlszfui 1 Yeawusud (Primary identity Design)vadiusuaanIiuide
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AnnsasnuuusadnualnusudsERUR 1
1) wsathumalaluniseenuuupsdiydnued (Logo Inspiration)
2) enuvingvedRsdyaneal {Logo Meaning)
3) AT NuIIIBILUSUA (Logo)
a) A Suwendnunl (Logo Colors)
5) fhsnuwsiiuendnen] (Logo Typeface)
B.nsldaunadyanen
1) Tasaasanas msameaeRyssnavusInsidydneal (Logo Structure and Composition)
2) M udeswansdydnuel (Logo Clear Space Area)
3) wuednduvensdydneal (Logo Sizing Control)
0 sddnuniufadiin (Full Color Logo)
5) asdyanweludindiaen (Single Cotor Logo)
6) Asdranunistindideu (Solid Color Logo)
7y msldmdndneallussuuihenuueawlif la-Avn (Die-Cut Sign Reproduction)
8) nsldmmdydnualiilignias (Incorrect Logo Usage)

9) nsldandtussuy nTidendluszuu CMYK, Pantone and RGB
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1) NMseenwLUaMaENTIWAUsENaULUSUS (Graphic Element)
2) F9E1EENRURELARIFINLTEIMUTUS (Brand Expression Design Guideline item)
nejm?i 1 nguenasuasgunIniusEnauwusUd (Brand Accessories )
- Business Card &Ad
- Powerpoint Template Presentation
- Uniform
-~ dhninasinsneud
nguil 2nguanudeyUszunduiug (Advertising Design Guidetine )
- Art Direction of Style Photograph
- J-Flag / Roll-Up / Poster / Brochure
- Print Ads Design
- Premium Product Design Guideline
vanawe: - Design Guideline vianeils sussnuuuiaenmsiieasiounagniuusus lnods
Lais1 n139evin Content
way Artwork @3unTsRan
- flendnasvhde Al nelugantun 19 maufisuss 20 2u
Sunaufl 4 : Internal Launch
ndviavhnagviuunsuazeenuuudeinuaiiusudluidiuiiieuies wolisiiiumsludunauns
LaunchBrand Taefivauionaugail
1.Brand Consult
1.1 §n9h Big Idea 1iodoensuusud stregndismnunagns
1.2 T wugihguuuuuag Theme 83314 Internal Launch
2,880 Tools Tunsdasans
2.1 delafensvuanynisieansnielunsing wazdmuadannuvdn (Key Message)
2,280NWUY Mini Brand Bookifiuidsdnfionnnn uasBeasuusudliidnlade
2.3 9onUUU Banner waznsiln ieldlunisdeasuazlssneunsaireussenme
2.4 §a¥in VDO 1hwadus Brand Story Uszangad 3 w1 (CG,4889,07%)
wnews : - Wisaumseesannudl, n13in Event uasnandnde
- welsiil*sdasznam Brand Ambassadorvasaaniiu”iflu activities flazldiiu

communication tools #aa15kus1U Internal Launch
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Brand Milestone 1

anunsaianaluszauusuislawdaainauiunau Step 2 Brand Strategy
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2.1 Asiensuanidesunmninauniusun

2.2 dmmsiauslunisaiausud

2.3 aq1 Brand Future Vision uazldfeasunmruusudiinisieue

dumsiaaaniinnielusidnslu Milestone 1 azaunsaintdnieluay Internal Launch @an1sinna
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FABR: ATTRRNISIARATRA WY Internal Launch wiendaarilibiiu 1 ddensi

mM3dauauIUTUnaY Milestone 1
1. dasouanu Research Report and Brand Recommendation 147U 1 1
2. dseuau Brand Manual Book WWuduiu 1 au

- Hard Copy $113U 1 9@

- Soft File TuguUuuuras File A, PDF Lag JPG

3, Training MU 1 AT
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