nszLaunIsaf LS snaLATastlsyAl OEM énusudilsynaunisiulus
THE BRAND BUILDING PROCESS OF OEM JEWELRY BUSINESSES FOR NEW
ENTREPRENEURS

Tans Angnviusda

TURRINGAE NUNINENRATUATUNTI 135

2567



nsvLnuNNsafNLUsuAgInatATastlsyil OEM dmsugilsznaunisgulu

Tgns Angnusda

a rdgj ! dl =2 o
Usyeyriinusiiiudounileresnisfineniuvangms
ANLNANARTNINTUTR A1213TIN1FIIANTIYAFNUNTTNLATUIANTIH
IELNAUYAANMNITNATINATIA NN INLNARATUATUN T Laa

= =2
tnnsrin 2567

-

AUANTUDINPIN AL ATUATUNTI 1760



THE BRAND BUILDING PROCESS OF OEM JEWELRY BUSINESSES FOR NEW
ENTREPRENEURS

NUTTHAPOHN CHAKKAWANNORASING

A Thesis Submitted in Partial Fulfillment of the Requirements
for the Degree of MASTER OF SCIENCE
(Innovation and Industrial Management)

College of Creative Industry, Srinakharinwirot University
2024

Copyright of Srinakharinwirot University



Fnynnsinug
~
(789
1% . a A o o o v | '
NILUIUNNIATNULTUATINAATENLEAU OEM dmfugtlsznaunisiulu
SN

Tans AN iusdast

Ii5ueyiRantudisanends iiuudeuniliaesnisfnmaunangns
30U ANAAINYNTUTR Z12NITINTIANTTEARIMNITNUATUTANTIN

YAINNINEINAE ATUATUNTI 175

(389A1@RsaN3e Weunwneanade weniynnana)

ALLATTEURRANEN RS

AMzNTINNsaaLIlNnla Feyauntinug

.............................................. Psnuan it e UTEEW

(8na9¢l AT NBINH %mmau) (HaeA1an31A09el 9. 41NN AN TmuTuE)

.............................................. NITNNIT

(FeiAnansnansel g 1ans 29A15h)



'
A

T a9 nszuauNIafLLIUAgINAwRTaelszAl OEM drududilsznaunisiulu
AeLRed ndgns Ansausdand
ey WENANEATNUNTUGN R
Tnasdne 2567
ol - o
81919EMLTN 81919¢] A9, WBIIN WFANIAU

3
Aa o

Uit Al ngUsvasAieAnwinsruaunisafiauususdlugsiatesesilszauduiy

b

o a

2 ' ' 13 S =] 22 o 13 oA dﬁl a o v a
ﬁ;ljﬂﬁ‘tﬂ'ﬂllﬂ’]ﬁﬁq‘uiﬁll Iﬂﬂi‘ﬁﬂﬁ‘Mﬁﬂﬁrm'ﬂ\i@"J'ﬂﬂbﬁﬂﬂ’]Luuﬂ’]ﬁ"&ﬁ"]\iLL‘LJﬁ‘uﬂ'ﬂN“‘]’]ﬂwuﬂ’]um'ﬂ\‘iﬁﬁ‘ﬂ@?uqqx‘iN@[ﬁl (OEM)
s = ' . Y - y  a =
'V]NL'ij’]'vm’]i]Lﬂﬂﬂuﬂi’]u@]ﬂqﬂﬂum’]“ﬂ’ﬂ\iLLU‘I‘LW]‘IJ@\W]%L'D\? (OBM) Ipea198aNTaLILUIAA Customer-Based Brand

Equity (CBBE) 284 Keller $aNfLNN5ATIEaNagng STP LATLATENNERANLLLLLITUS WNeRAMUIABALANTY

' '
a v a

FULLLANNESATUTIRARAIEIATA Electroforming TdAnaNRLABAuIMITNILA 31AtaNlen wazdia

a Yy a

ANLBANDUBINBIAITZA 99.9% nguiTIMuNEBaILLITUARRLUEN Generation Y Naulaiazasilszaunessn

Q U o

uazANLTeLTyeg tnafinisiudeysi@affunuainnguiaetneauin 94 91e uazindayanlaundinsnz

Wenmuasany sRanwal uaniuel uazeddlsznoauau | 109uUIus ANtALATUNmMAaeIRaInaTe

Yo

& . P | o o Irba o -«

wunlwnag 4 wis nanisanfiueunudiaresdssAunldfuusaiuanalaainanuainelifuacnanlags

WATAINNI0ATINEaAT 89N 1 27,606 LN AINTIANIIIMUNLRIBYBLAZNITUBNABIBILNFINULIUA N7
4 o o ;. 4 o w . .

28NULLALANANAINARIA Uszneudunisdeansamandeniasiuandanaslaflalndreasnguidvung

o

dogpagaAuanlanaznszfuliaanisaeunin aui llduualiunsindulage wigvhifinsiinainesulal

o ° 1 o

eeiedfinIN gUassAdrAtyreantsanlinauluaialiagideaninfiuninensyrnauarsreiaa1Tes

o

[nc

f

5

o v '

4! 4 a = o o Yy o o v & dl Y ] AI v 1
RUTIANAUN A LNAWS NrelFdaainAIWILLTE N UIR989ANTN mmuqumslmwslwmmmu atels

D

Z
N3 NAAINNITNARBINAIAGTYIBUIT N199 19T INFIUVBIULIUSBRENIBLUUIAATTAIALLAZARAARRITULFTLN
34 Hdnanmlunissesendegsialuswinn uazmnldfunisaiuayusiunineinsuaryaainsfiiiesne ay
dogansvezoan unIINanAuLUsUseangdauauilnalasnfiwazasauaguiadu nsaauususaclaild
= oo N : - o o 2 a gy a Lo = o -

Weipresiialasn wiuasAlsznaunanduluntsiuinaeugsnalimiuinededeiuluganamansniuay

Fe9snreduLIUAN B ENaat WRTed 1 Atysianissndulanesdizinn

o o o v & v 1 Aﬁl o °
ANRANALL : NITRATINULTUA, Bgl]i‘:ﬁﬂﬂllﬂ’]ﬂﬂu, AT T AUNAIAN



Title THE BRAND BUILDING PROCESS OF OEM JEWELRY BUSINESSES FOR NEW
ENTREPRENEURS

Author NUTTHAPOHN CHAKKAWANNORASING

Degree MASTER OF SCIENCE

Academic Year 2024

Thesis Advisor Dr. Porngarm Virutamasen

This research aims to examine the brand-building process in the jewelry business for new-
generation entrepreneurs, using a case study in which the researcher developed an actual brand prototype
based on an original equipment manufacturing (OEM) background with the goal of transitioning toward an
original brand manufacturer (OBM) model. The study adopts Keller's Customer-Based Brand Equity (CBBE)
framework, alongside STP analysis and brand development tools, to design a prototype collection of fine
gold jewelry produced through electroforming technology. This technique enables the creation of lightweight
and affordable pieces while maintaining 99.9% gold purity. The target audience was identified as Generation
Y women who are interested in gold jewelry and spiritual beliefs. Quantitative data were collected from 94
respondents and analyzed to define the brand’s identity, personality, product features, and related elements.
The developed brand was then tested in four selected market locations. The findings revealed that jewelry
designs inspired by spiritual belief generated strong interest and contributed to total sales of 27,606 THB
from both in-person booth sales and word-of-mouth referrals. The brand'’s differentiation in design, combined
with the communication of values aligned with the target group’s lifestyle and beliefs, attracted attention and
encouraged inquiries, which in turn demonstrated potential to influence purchase decisions. Although
continuous online marketing had not yet been implemented, the brand was still able to generate sales and
gain attention from on-site consumers. A key challenge of the study was the limitation in human resources
and time, as the researcher independently handled all tasks under a restricted organizational budget.
Nevertheless, the results indicate that establishing a brand based on a clear conceptual framework and real
consumer insight holds strong potential for future business scalability. With adequate resources and team
support, the brand could be delivered to market more efficiently and broadly. Therefore, brand building is
not merely a supplementary strategy but an essential component for sustainable business growth in an era

where brand image and storytelling play a critical role in consumer decision-making.

Keyword : Brand building, New entrepreneurs, Gold jewelry
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5. AUNFNETDY 7] VBIULIUA (Other Proprietary Brand Assets)
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2.1.2.2 WWIAR Customer-Based Brand Equity (CBBE) Tnel Keller
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Relationships
What about you and me?
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Response
What about you?

Meanin,
= o
Identity
Who are you?

CUSTOMER-BASED BRAND EQUITY
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2. NFAFIANNNNILIBILUTUA (Brand Meaning)
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