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Branding has been around for millennia. What began as a maker’s 

mark, proof of ownership and quality, has evolved into a system 

that shapes how a company looks, sounds, and behaves at every 

touchpoint. 

Too often, branding is reduced to a logo: the white script on 

Coca-Cola’s red or Starbucks’ siren. In reality, a brand is a set of 

choices e.g. color, tone of voice, personality and the standards 

that ensure employees deliver them consistently. Communications 

follow a defined voice; products express values customers can 

feel; services are designed and delivered in line with the brand. 

Consider Coca-Cola. Its brand extends far beyond the logotype 

to its signature red, a fun, energetic personality expressed across 

advertisements and customer interactions, and packaging whose 

contour bottle is recognizable by silhouette alone. 

In this article, we examine effective branding at three moments in 

a brand’s life cycle: Establishment (a new entrant that spots an 

opening and prepares meticulously), Enhancement (a heritage 

brand that revitalizes relevance), and Exaltation (a brand that 

elevates itself to icon status). Each context demands different 

choices, but the lessons travel. We begin with a brand that 

identified an opportunity in a fiercely competitive category and 

leaned into its distinctive strengths. 

Establishment: Karun 

Karun is a Thai tea brand with storefronts in major shopping malls 

and strong name recognition among both Thai tea loyalists and 

casual consumers. Founded in 2019, it is a young company that 

rose quickly in awareness and reputation, with profits reportedly 

doubling year over year. 

Karun began as a family recipe sold online in bottled form. Early 

orders were modest, but feedback was consistently positive: the 



 
 

2 

blend preserved the essence of classic Thai tea while tasting 

notably distinct. 

The brand’s first strategic step was positioning. CEO and founder 

Thannaphak Siripraphacharoen gathered consumer data to 

pinpoint pain points in the orange-hued Thai tea segment. Despite 

a crowded beverage market of coffee, green tea, and others 

fighting for share, Thai tea lacked a clear category leader, and few 

players delivered consistently against demand. That whitespace 

allowed Karun to claim a simple, defensible promise: be “the Thai 

tea brand.” 

With positioning locked, Karun leaned into segmentation and 

targeting. Data clarified who the Thai tea consumer is—where they 

live and work, what they prefer, and how they buy. Creativity then 

translated those insights into distinctive brand assets: the name 

“Karun” (honoring the recipe’s creator and signaling Thai heritage); 

a red-and-gold palette to cue a refined, regal personality aligned 

with the target; store placement near office districts where 

demand is concentrated; and a product roadmap anchored in 

heritage. A signature hero, Blended Thai Tea (slushy) showcased 

the proprietary recipe and created clear product differentiation. 

Finally, Karun operationalized the brand across touchpoints. The 

logo appears consistently on storefronts and packaging; red and 

gold drive retail design and marketing materials; tone of voice and 

service standards reinforce the promise; and the product 

architecture which are drinks, slushies, gelato, and desserts, stays 

anchored to Thai tea as the core value. 

Key takeaways (Establishment) 

• Spot the whitespace. In a crowded category with no 

clear leader, Karun staked out “the Thai tea brand” and 

made it credible. 

• Let data shape STP. Consumer insights informed the 

target, value proposition, and marketing mix. 

• Differentiate with product truth. A unique recipe plus a 

hero SKU (Blended Thai Tea) created clear, defensible 

distinctiveness. 
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• Codify and deploy assets. Consistent use of name, 

palette, retail design, packaging, and voice turned 

identity into execution. 

Enhancement: GQ 

GQ is a Thai men’s fashion brand that revitalized its image and 

returned to cultural relevance. Founded in 1966 as one of Thailand’s 

earliest ready-to-wear labels, GQ’s growth flattened over time as 

the market filled with look-alike competitors. The breakthrough 

came in 2019 with a full rebrand and a modern go-to-market built 

for changing consumer behavior. 

Challenge. After five decades, GQ risked being perceived as “just 

another” men’s brand. To compete with both heritage and upstart 

players, it needed a distinctive position and a product story that 

solved real customer problems. 

Insight. Led by second-generation CEO Veerathip Thanapisitkul, 

GQ started where effective rebrands do: with data. Consumer 

research clarified the target and surfaced enduring pain points with 

white dress shirts such as wrinkles, stains, and uncomfortable 

tightness after a meal. The problems were common; the 

opportunity was to solve them credibly. 

Solution. GQ applied fabric and finish technologies to create 

GQWhite™ Shirts that are non-iron, water-repellent, and fit-forgiving 

(with stretch for modest size fluctuations). The product truth 

anchored the brand’s new promise: from “old men’s fashion” to 

modern, problem-solving apparel. 

Activation. GQ launched with a long-form, streaming-first film that 

about six minutes delivering feature education through narrative 

rather than hard sell. Choosing digital video (not TV) matched 

where the target spends time and enabled sharing; the story format 

fueled virality and social conversation. 

Channel mix. Distribution expanded from brick-and-mortar to e-

commerce, elevating digital to a primary sales channel and 

reinforcing the brand’s modern posture. 

Scale and momentum. Building on the shirt’s success, GQ extended 

the innovation platform with GQWhite™ Mask and PerfectPolo™, 
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strengthening the brand meaning around everyday performance 

solutions which are relevant, contemporary, and youthful. 

Key takeaways (Enhancement) 

• Relevance starts with truth. Use consumer insight to 

anchor a clear, modern value proposition. 

• Innovate against pain points. Technology-led fixes (non-

iron, water-repellent, fit-forgiving) make the promise 

tangible. 

• Match message to medium. Streaming-first, story-driven 

creative reached the target efficiently and encouraged 

sharing. 

• Let channels signal the brand. Elevating e-commerce 

and digital comms reinforced the shift from legacy to 

modern. 

• Extend from a hero. Line extensions (Mask, 

PerfectPolo™) built on the “problem-solving basics” 

platform without diluting focus. 

Exaltation: MAMA 

MAMA is the rare brand whose name became shorthand for an 

entire category in Thailand. Launched in 1972 as a joint venture 

between President Enterprise and Saha Pattanaphibul with a small 

lineup of chicken soup, minced pork, and the now-renowned Tom 

Yum Goong. The brand stayed culturally relevant through 

continuous, trend-aware product and service development. 

Market context. The instant noodle category was just taking shape. 

With two other players on shelf, MAMA built advantage through 

distribution by leveraging strong logistics to reach outlets 

nationwide, especially traditional trade (mom-and-pop stores and 

local markets). Wide availability created trial at scale, but also a 

new challenge: how would shoppers quickly tell brands apart? 

Distinctive assets. MAMA introduced metallized packaging for Tom 

Yum Goong, creating a bold, unmistakable look that stood out at 

shelf and made brand recognition effortless. The pack became a 

memory structure consumers could spot instantly. 
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Innovation cadence. Beyond a hero pack, MAMA kept pace with 

evolving tastes and lifestyles—moving into paper-cup formats, low-

sodium options, premium flavors, and a broader variety of SKUs. 

Decisions were informed by consumer data and filtered through 

brand judgment, ensuring novelty served real needs without 

diluting the core. 

Result. A simple flywheel of ubiquitous distribution × distinctive visual 

assets × steady innovation which sustained salience and loyalty, 

elevating MAMA from leader to household shorthand. 

Key takeaways (Exaltation) 

• Be everywhere your shopper is. Win traditional trade and 

modern channels to maximize physical availability. 

• Make recognition effortless. Own distinctive assets (e.g., 

metallized Tom Yum Goong pack) that pop at shelf and in 

memory. 

• Innovate with discipline. Formats, health variants, and 

flavors should map to real consumer jobs, not novelty for 

novelty’s sake. 

• Protect the core, extend the edge. Broaden the line while 

keeping the flagship proposition front and center. 

• Play the long game. Continuous improvement keeps a 

brand relevant long enough to become part of everyday 

language. 

Branding isn’t color or copy. It’s the operating system for growth. 

The pattern is consistent: start with customer truth and choose an 

ownable position; codify distinctive assets and deploy them 

relentlessly; anchor the promise in product truth with a hero and 

extend with discipline; match message to medium and win 

availability across channels; operationalize through playbooks and 

governance; and measure penetration, mental/physical 

availability, repeat, and margin to iterate. Whether you’re 

establishing, enhancing, or exalting, do these things consistently 

and your brand stops needing an introduction. 


