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Abstract

The main reason for building and developing a corporate brand for the business operation 

both at present and in the future is an intense competition in local and global markets. 

Customers have a greater variety of product and service choices than in the past. In 

addition, small, medium, and large-sized enterprises currently need to build corporate brands 

to create a competitive advantage by managing its important components comprising 

tangible and intangible factors to create a value-added business. Therefore, the benefits 

of effective corporate brand management help make organizations widely recognized and 

lead to a number of significant impacts on sales of products or services in both direct 

and indirect distribution channels.
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 Thailand’s Top Corporate Brand Values 

201   1   2557  3  

  

  

  2557 

:  Hermes  www.ebay.com  “Hermes handbags”

 AP-PEEL  Propagranda  www.ebay.com  “AP-PEEL Propagranda”

  

 (www.mandarinoriental.com/bangkok/hotel-photo-gallery/)
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