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Abstract

Brand building is very crucial to any kinds of business operation. As nowadays products and
services have comparable quality and price, people in marketing and advertising business need to find
new strategies to differentiate their “Brand”. Products and services has been developed to the point of
no difference in price, quality, production and utility, so the most important factor to make a difference
to a brand is “Design” and new creative ideas to respond to “Emotion” of consumers.

The strategies of brand building are now emphasizing on beautiful design and external
appearance of products. Products with nice package from modern decorated shops will result in
“Emotion of Consumer”; impression of consumers. These will add “Value” and consumer’s royalty to
the brand and answer the question of how to differentiate a brand. Strategies of brand building with
design and new creative thinking can be concluded from information gathering from documents,
textbooks and case studies as follows:

1.Packaging design makes a brand outstanding and reflects the brand image when compared
with their competitors. The good packaging design has to take the function of the product into account.
The packaging design plays an important role in building external image of a brand; it results in
emotion and feeling of consumers.

2 Marketing activity is a popular channel of communication as it is well suited to consumer
behavior. Marketing activity can also build external image of a brand. Moreover good creative thinking
can be presented through the activity.

3.Inspiration from “Music and Fashion” can be used in brand building by gathering basic
information of “Music and Fashion” such as popular color, musician cloths and language used in
songs; these may be an inspiration for a good design and idea for a brand.

4 “Art” can always add value to a brand. As the world is now full with technology, machine

and competition, “Art” is a vital tool to “Water” human mind to be more gentle and beautiful. Therefore,



any organization present its brand with “Design and Creative thinking” will get positive response from
consumers because it build good external image and differentiate the brand from other brands
5.“Limited Edition” designed product can be used to build a group of customers with royalty to
a brand. It is a new way to make a product enter into a group of design and creative thinking faster.
In conclusion a brand with beautiful design and effective creative thinking will not only add
value to product and service but also build good image to the brand. A good design will respond to
function, emotion, technology and more importantly the true needs of “consumer”. Moreover, good

brand have to make consumer proud when using their products and services.
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