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Abstract

This research aims to study business brand management guidelines through the perspective of
modern entrepreneurs in Phetchabun Province using qualitative research methods. The data was
collected through in-depth interviews with entrepreneurs participating in the Industrial Business
Entrepreneur Development Program (DIPROM) Class 414 in Phetchabun Province and documentary
research. The research found that most of the modern entrepreneurs in Phetchabun Province are business
heirs. The challenge of succeeding the business from their parents lies in managing the brand to achieve
success amidst the dynamics of change as well as striving to unlock limitations stemming from both
internal and external factors, while seeking new market opportunities to further the business. The modern
entrepreneurs proposed guidelines for making the brand recognized, memorable, and reputable. This
includes expanding markets and sales channels, modernizing brand image, utilizing technology to increase
the efficiency of production and service processes, bringing business online to expand customer base,
acting as land management executives to increase commercial value, and hiring consultants to solve
problems or create competitive advantages. The research also found that modern entrepreneurs are
highly aware of the importance of brand communication, especially through in-store sales staff, business
Facebook pages, and TikTok online platforms as these channels have influence on buying decision of

digital era consumers.

Keywords: brand management guidelines, brand building, modern entrepreneurs
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winrafidesasiwwusudfazldiianisduindouniasosanla 4 wuiy dady dfidesiiiunisidududuusn fie
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nsndulufinsanseiuanuviisesiesitmanuAnserinausiusuyndnfusunom dsenadugaings
fisosduutly uenani fussneumsyalminsnwmginssuduslanlugaddvialiteus elivgn wunum (2565)
Igasunglivanuansudyuawriliienuauu “Digital lifestyle” wWiunmdniay

0. ioRrsaniad farnudi§areauamansEvnsuuTs il ssnavld 3 esduszneu Ae enansiule
ATk sunsaweUTus mnaews iy nanmsideiaonndestunisfinuvemdas dduuda (2563) inuin
N3UIMSUUSUABIANS (corporate brand management) ATBUARNYNTEUILNITASIS MIARATS N13d1evon
WM sinwILUTUAlAeY TneNITUTMIIWUTUABIANITITYI8aT19AIULANANAINALYTITY SnwIgIugnALAY
a¥eanuidesiuungnielml ieuadrsnmdnvaluusudliinuudaunss Grelvinanideinanmnsudedu

Pyuustlunann naenduvenegsiaiignansssenaladiety

29ARN3Tn

3mSR BIRULIMINTUT S LA YRag sAdR LNp e Usenaunsyalmludmiamysysal
fagvioulifiunisidsusinugunanisuimsnuangunewsigsumemgsna AuAIS DI TUR AR Y
lefuszneumsyalmiannsavandendedfmisinandadonislusasmeuen viunawaTnsusiinisiuisuuag
yosausninsueiu TnedeshilunseummiAnuasiimuafivneyutos “Audriuaniunsal sszsindsanuiudsunias
Usumlaglidusnuigadu seaiulontdegiaus Aimuguitiazduslaaliiu’ aauglufunisimuniines
F1u5UFINIU (management skills) uagitnuedunsdeans (communication skills) vufiugiuaudla

WoANIINURIUSINALARTTIROL19WYIRSe e lvigsiaiulauautstuliag nEsEy

daauauuy
1. FauauuzTunisiman1sideluly
1.1 maadanusudlivszavarudSranintudofuimsiunemiuaziumemyshadinsdeaaiftntu
\lanilymvosinsseninaaiueisiu (generation gap) Insgatudasanudaauredlasaiunisuimsnuua
Bosmsufunnuinladievnynaunaveanseuanudn defuTunareidudedrinuesgsianuunseunia
1.2 fusgneunsgalminisinansideundugadeiuluiawuamenmsuimswusudvosnsia
Fensnunuaudedlidadinseiiadesne q egheseudiu dausnmsinvesaaunisainisnaauazdnen
Aumsudetureslsznaunts woAnssuguslannnesnauielagtu msmmuangudmanglulagiuuazeuian
WUIN WM IR MUTUARN ULNNBIUTEno UM TEA L PABATLIIT TR A IS AU IUUIMINTUIIUUTUA
2. fawuauurlunisideaduialy

o

2.1 arsfimsAnvidIsufisuuuimensuimsuusudesgussneunsilusumemgsisludmdn

Ju 9 enFunnginelagimanidsneu nsizdesrdaunsenisitinanaieusngsivaziiniundiondaiu

9171 dnwaurniusena an1un1sainsudady ngAnssuvengulinang FliuuInnIsuImuusuAvedgIna
avtoutodiinnelussialddmaudedu

2.2 arsAndennsdlfnwillaasiuid ean1suTmsuusudmumnuanyvesnandmsivs ossLangsne

il dngnszuIun1sdanisminuf (Knowledge Management: KM) dslusunanazneliiiinyszlovigean

ADNIATINAVRINIATIY 9

621



ISSN: 2985-2366 (Online) MSAINITUSHIS NI5SAMT UazmITAIUITIEEY, 3(2), 2568

lNE1581999

N3ENTNAAMNTIY, AUdduaSugnamnIsuAIai 2. (2568, Wweu 19). TIgaxdenlAsinIsoUTH ANG. FUT] 414.
AUSANASNRRAMNTIUNIAT] 2 NTENTNERAIMNTTL.

o

Syajaunly ousnAwug. (2565). wiaeil 3 mslesgiiguslan. Tu udnnisdearsnisnam = Principle of
marketing communication: l@na13n13aoUYAIY) (A 1, Wef 1-5, i 3-1-3-79).
UINYFALTEEITUIEI.

3slsaul Agumvana. (18 nuamiug 2568). fuszneunslasamssusy awe Juil 414, dunwal,

autly wnwaa. (2567). dslilsagmemgsia: doesniauasegia uaziednaugninudde. SME Focus. 1-6.
https://krungthai.com/Download/economyresources/EconomyResourcesDownload 3078In
_The News 01 08 67.pdf

FIUATYFNA. (2566, NOWAAN 20). NITATNUUTUA SIMTUgINIATOUATI dRIIUdIAgeE1ls. Bufu 29 NowaAY
2567 70N https://www.thansettakij.com/business/marketing/565807.

Alynua Anfssandd. (18 nuaiug 2568). fuszneumslasinsousy ane.Juil 414, dunwel,

suAsinewmvg. (1.U.4.). Lﬁagiﬁ@tﬁnﬁ?ﬁ)ﬁ%minﬂmy': Powerful big brand strategies for small business
growth. UM 29 WEAIAL 2567 91N https://www.scb.co.th/th/personal-banking/stories/business-
maker/powerful-big-brand-strategies-for-small-business.html.

wita gauduas. (18 nuanvius 2568). fuszneunislassnseusy awe.ufl 414, dunwal

Twgn niuiaw. (2565). wiied 1 uilnauazmsdemslugaiavia. lu vannisuszoidusiusuaslaan =
Principles of public relations and advertising: tena13msaeuynIy) (& 1, We 1-5, v 1-1-1-a5).
dilnfiuiumine degluiesssunsse.

yuin anneSanniius. (2565). nagnsnisdearsnisaainiieiiudnnaiuaiutsalunisudetivoinmansenuings
COVID-19 Firusfsiaiesgusnsseaugevesgsnanvanadely. 5189uns3de. ngamwe: uiminende
won1sAlne. https://scholar.utcc.ac.th/entities/publication/85501764-fdaa-Ge9b-95c2-d63a4f67151b.

WIARS Aduuia. (2563). MSUTMSULUSUABIANTS: MunsdAudSIEmSULUsTneUNITIaMARvLIANa e
VALY, 2153753EINITIANIT NI INEIFETIVANGTI8)I57, 7(2), 218-238.
https://s003.tci-thaijo.org/index.php/msj/article/view/136081.

&ndnn vdensena. (18 nuAWus 2568). {uszneunislasamsousy awe.fufl 414, duntwal

3735 etiunwnd. (2565). aIauAIUNIsAeaIsTulanuvian sIAEUUUAY: UIRAUAZNTITY. Tassnsesuay
LONANINIIVINNG ANETVARIENT IHIAINTAINNTINERE.

dtinnuduaSiamisruIAnaazIWINgay. (2567). T1e97ua0 1N I70] MSME T 2567. 8Uf 29 wawn1ew 2567
970 https//www.sme.go.th/knowledge/5189 U UM IAIMSMET 18U %28MSMEWhitePaper9%29Usz 102567,

wilowdn Ingunstena. (2564). M13UTMTUYTUA. HUAU 29 NOWANAY 2567 AN
https://libdoc.dpu.ac.th/FreeEbook/116120.pdf.

afingn Budy. (19 nuAMUS 2568). JUsenaunislasaNseusy Ane.Juf 414. duniwal.

622



ISSN: 2985-2366 (Online) MSAINITUSHIS NI5SAMT UazmITAIUITIEEY, 3(2), 2568

Juska, J. M. (2022). Integrated marketing communication: Advertising and promotion in a digital world
(2nd ed.). Routledge, Taylor & Francis Group.

Kamkankaew, P. (2017). Strategic brand management for small enterprise: A case study on small restaurant
in Lampang, Thailand. International Journal of Social Science and Economic Research, 2(4), 3017-
3023.

Keller, K. L., & Swaminathan, V. (2020). Strategic brand management: Building, measuring, and managing
brand equity (5th ed.). Pearson.

Singh, J., & Shukla, P. (2024). Brand management: Principles and applications for effective branding. Kogan
Page.

623



