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Abstract

The purpose for this research is to learn Labrador brand strategy of Labrador Factory which is
the famous fashion crafts SMEs recently. Most of the information is the interview of the owner of the
company and other two specialists. The research result would be found that the company deeply
analyzed the SWOT and target customers. The Labrador brand strategy can be separated in 4 types.
The First is brand positioning by appointing the brand must mainly attend to the environment,
attractive design and reasonable price. The Second is brand personality , the owners need to perform
the product image like appropriate to the adult who has the unique style and simple fondness. The
Third is brand identity, by the side of the company can be sub-separate 3 types which are product, price
and place. And The Forth is brand communication, they applied the theory of Integrated Marketing
Communication to be the marketing devices of the company and that are the advertisement, public
relation, personal selling, direct market and sale promotion.

Keywords: Business analysis, Strategy branding, Business SMEs, Handmade fashion product
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1. M5INSIZHEIDD (Marketing Analysis)
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