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THE MOST POWERFUL BRAND
IN REAL ESTATE 2024

and Consumer Insight:

The Sense of Luxury
and Design for Wellbeing




esearch Method

METHOD OF
DATA COLLECTION

OUALITATIVE
RESEARCH

FOCUS GROUP

August 2024

OUANTITATIVE
RESEARCH

ONLINE SURVEY

September-October 2024

PARTICIPANTS
PROFILE

All are planning to buy Residential.

All must come from different areas.

Must know at least 1 real estate developer.

For questions about brands, participants
must not be employees of any real estate

company.
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SAMPLE SIZE

5 Groups, each with 9 participants - Total 45 participants

Gen Z - College
Gen Z - First Jobber
GenY
Gen X

Baby Boomer

3,700 screen

out
samples

In each group:

3 planning to buy a detached house
3 planning to buy a townhouse

3 planning to buy a condominium

resulting in

2,500

high-quality answers.
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(/Qﬁspondents Profile

Online Questionnaires: 2,500 Samples

Personal Income

>160K ES

100K-160K [ 5% |

85K-100K BE

35K-50K
No Income m

Home Buying Status

over 5 years
18% No Plan 24%

3-5 years
23%

within 3 years
35%
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Household Income

>200K
160K-200K
100K-160K
85K-100K
50K-85K
35K-50K
24K-35K
15K-24K
<15K

Marital Status

f

Single

Married with Kids

Married/Domestic Partner (no Kid)

pe A
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Generation

Baby Boomer .
(>57) 4 Yo

229

GenY

(29-42)

22
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Iving area

Respondents are nationwide; 87% live =)

in the Central region, and 2-3% live in 8 o %

each of the remaining 5 regions g N o _____. .
living in

Most respondents (80%) live in Bangkok Metropolitan Region

Bangkok metropolitan area, covering
all zones, with
Chatuchak-Prachachuen-Rattanathibet TOP 5 Locations in BMR
being the highest at 11%, followed by
Samut Prakan at 9%.

2a9Nns-Us:Bu-Saunsuas

auynsusims

uunug_U1\)iHr\J_U1DJDna\)
/A v o
iy awiugvo-buys-axans:uv 7%

Copyright® 2024 Terra Media and Consulting Co., Ltd. All rights reserved. TERRA HINT 2024 |




W
OI;le I@l

H

| |




S N% i ; (-BRAN DéERIES 2024

36 o hianto THE MOST IMPORTANT FACTORS

residential within r
buy residengigigvithin 5 yeggs FOR BUYING HOUSE

23 plan to Q Q
% buy residential 3-5 years 2 ’y PN

9~ A i
plan to Pri After Sale Security Community and
1 8% buy residential more than 5 years rice Service System Environmental
P Tops
(<]
o
oSS D el WHERE TOSET
set budget to HOUSING INFORMATION
Condominium buy new house 10-15 MB
below 5 MB facebook Real estate company
E3 710 MB websites
60% ¥ 249
h 5-7MB 15% Housing
Townhome
related Signage youtube
ﬁﬁ 3-5MB 30% @; websites “ 30% 289,
1h Other 20% <3MB 37% 32%
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DETACHED -HOUSE

WHO'’S BUYING BUDGET IMPORTANT FACTORS
DETACHED HOUSE FOR DETACHED HOUSE FOR DETACHED HOUSE
Price After. Sale
570 520 MB 2% Service
/o are Gen'Y .
i Security Community and
210/ System Environmental
o are Gen X T
7-10 MB WHAT DEFINES A GOOD BRAND
FOR DETACHED HOUSE
5-7 MB
sdnUanany
are Marriage with Kid(s) 3-5 MB UAsumw
JuSmskavAsugAa
<2 JdurasuMsnaasIv
are Couple ASPIALUUIWDAUNMS/WGDDE

“Single Status” @ ulkajluiagiuFweviagarifeudau luvauzA “Couple Status” inenfud1waviagorAou 1-2 ukv ua: “Marriage with kid Status” ingndutirwaviagorAe 2-4 kv
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CONDOMINIUM

WHO'S BUYING BUDGET IMPORTANT FACTORS
CONDOMINIUM FOR CONDOMINIUM FOR CONDOMINIUM
: After Sale
51 o/ >20 MB 1% Price Service
o are GenY o Security
System Near BTS/MRT
270/0 are Geh Z 10-15 MB
7-10 MB WHAT DEFINES A GOOD BRAND
FOR CONDOMINIUM
5-7 MB

gAgumMw
are Single 3-5 MB JuSAskavAsUIEna
durasziumsaaasv
s mARUkAlaDuduaL
are Marriage with Kid(s) d=AaucDAUUIL DYDY

“Single Status” mstdandonulovuaznoula uazlkaduaAaydurinalnd BTS/MRT uinad1 Status Suaghviles:=aiAey
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TOWNHOME

WHO'S BUYING BUDGET IMPORTANT FACTORS
TOWNHOME FOR TOWNHOME FOR TOWNHOME
Price After. Sale
6 OO >20 MB 1% Service
/o are Gen'Y Securit
= - ecuri
2 1 : Lt 1% Systemy Promotion
/O are Gen 2 10-15 MB 1%
7.10 MB H WHAT DEFINES A GOOD BRAND
FOR TOWNHOME
5-7 MB
sdnUanany
are Single 3-5 MB gnsaunw
JuSMsKaVAMSUIEAa
4 A guiasgumsnaasv
are Marriage with Kid(s) aauauavANudavmsldasu

“Single Status” mstdandonulovuaznoula uazlkaduaAaydurinalnd BTS/MRT uinad1 Status Suaghviles:=aiAey
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(within 3 years)

Survey data collected continuously since 2019 shows a declining trend in 3-year home purchase intentions across all
age groups, except Baby Boomers, whose intent rose slightly—from 39% in 2023 to 43% in 2024.

60%

55% o 28
51% L Bl

50%

45%

% 3 Baby Boomer

PR

36%

35% OVERALL
e
_____ .

40%

30%

25%
2019 2020 2021 2022 2023 2024
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Attitude towards

Main social media platforms are TikTok, YouTube, Facebook, and Instagram, each serving unique purposes:
entertainment, connecting with peers, trend updates, and sharing moments with friends.

Entertainment
watch dance content

Follow trends and news

Post content
for memories or work

Entertainment
view content

Knowledge
watch reviews and comments
on IT and real estate

Entertainment
follow new trends

YouTube is the primary source for

real estate updates.

Copyright© 2024 Terra Media and Consulting Co., Ltd. All rights reserved.

Stay updated Post photos
on family and friends as memories
Follow specific pages Post dance content
Post photos Stay updated
as memories on trends and shop online

“Single Status” Sudonuniv IG ua: LINE OA u1an»adu “Couple Status” agviuge:d1Any
uazagu “Marriage with kid Status” [GsuAuw=umngogorfeiau
v1nAd1 “Couple Status” aghoidgg:=d1Aey
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Index

uusltiuAnuidouugusinat 2025,
Jsudravagivaatliov
lagdrulkajiindiuisoluaaaviulgviAsygAds:auus:LnA

Aaul

J
u1And1 50
. qc Us:ijuaniuznivalstiouyavA
nuslnAlgau {udn 12 W@oudokn
aon:IASYIAD
aau:zmvmsibuyavaa
WwathguauUnrIuwY
Aaul X

2 J o
tGagndi1 50 uu:)IuEmstigtnaInxs
{uda 5 Udwokin
Wuslnaluwalu

, - dovtidulomandlumsdodudiyamav
dond:lASYFAD

Wwu 9dvK14, sagud

Us:iiulAasuginlng
udn 12 W@autvkin

2020 2021 2022 2023 2024
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by Period to buy new house

Us:ijuamuznmomstduyavAcd tudn 12 tdaudnokin
uudlduiAsygnoingtudn 5 Udokth
A0UMYMSISUYDVAN IHDIRSUAUTARIULN
Us:loutAsugiolng tudn 12 tdaudnoktn

govlulomanalumssodumuyaAao 1wu odomid, sngud

by Segment Income

Us:ioudmu:nomstduyovAcd tusn 12 1daudnontn
uudltuAsygnolnatudn 5 Udonth
Amu:MOMSISUYDYAN (HDIREUAUTAKIUL
Us:ioutAsugiolng Wwdn 12 iGoudnontin

govlllulomanaiumssaduAiyadAigo wu odomd, snaud
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Index

within 3 years

~

o)}

I
~
o I
%
©
~

Low Income
(<12K)

w

!! sscofllesccd oo
~ -
O

3-5 years

IU'1
! =
~N
(o)}
O
~
~
()]

Middle Income
(12K-50K)

~

wn

over 5 years

wn

Upper Income
(50K-100K)

~N

N

~

w
N
O

No Plan

-

!!
o]

High Income
(>100K)

~

~
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Innovation Homes:

AS:DNODASY:
JsuuavmuanmwaininA

GenZ Gen X Baby Boomer

saos‘us:uuﬁamsmw@aq\)
szuutdiaunenldu, A6, u1s
Wwuwasudvifiauynsn

Baby Boomer
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TECHNOLOGY
HOME

s:uulwusumuzovan
szuuasddaaulwwi
wuuisgalny

Gen Z Baby Boomer

s:uuQuUagUAIW
WU 1GULESOSIDIUNISAU

Gen Z GenyY

Gen X Baby Boomer
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Innovation Homes: I-I}IOEIVI-II-EZERO CARBON

Solar Cell

Gen Z GenY

Gen X Baby Boomer

EV Charger
@

Gen Z GenY Gen X

wolasvaissavsuuinou
@

Gen Z Gen X Baby Boomer

Copyright© 2024 Terra Media and Consulting Co., Ltd. All rights reserved.

Jaqnadsiv
wuidasauavuaasu
O

Gen Z Baby Boomer

2
=

fdaavinsav Composer

 J
GenY Baby Boomer

TERRA HINT 2024 |




FOCUS GROUP 5 Groups: 45 RDs < A

Innovation Homes: O EoEnﬁLTHV

“BRAND SERIES 2024

by TerraBKK

s9auuulkUavau

AdIUSDULLAsLFYD
@

Gen Z Baby Boomer
drunaivuavlasvais

dasaviiniviauaaivudv

dadavs:uuasavaINIALLa: s:g:mvuInn 400 .

wWuaIAA

Gen Z GenY

Gen 2z GenyY Baby Boomer Baby Boomer
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Perception toward

Level of Wellbeing in relation to

“Home”

-

Emotional need

Fundamental need

Copyright© 2024 Terra Media and Consulting Co., Ltd. All rights reserved.

BRAND

Simple spaces that bring calm and relaxation are vital,
especially for seeking emotional stability.
Connection to nature is key.

Family-friendly spaces are essential for emotional security,
while good neighbors reduce daily stress,
enhancing quality of life, particularly for

Homes must offer restful spaces for mental recharge.
values this as essential for mental recovery,
and seeks personal space to support mental health.

TERRA HINT 2024 |
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Expectations of Wellbeing Space :

Family room Working room Balcony/Terrace
Space for bonding Quiet for focus Relax with nature

Workspace with large windows, book Sunset views, rain protection,

Spacious for all-age . ) .
storage, and kitchen connection. and small green spaces for relaxation.

activities, Double-volume
modern space
connected to the kitchen.
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('BRAN DéERI ES 2024
Expectations of Wellbeing Space : Gen v

Working room Bedroom
Quiet for focus Recharge with preferred style
Private room with a large window, Quiet luxury style with separate bed and closet areas,
book storage, and efficient design. minimal design.
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Expectations of Wellbeing Space :

Garden/Park Balcony/Terrace
Common area for social activities Private space for family and friends
Separate areas for activities with 360-degree views Spacious for family and friend activities,
and kids' play areas. resembling a garden.

T
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FOCUS GROUP 1 Groups: 9 RDs < A

“BRAND SERIES 2024

Expectations of Wellbeing Space : Babyv Boomer

Sanctum Balcony/Terrace
Sacred space for peace Nature space for tranquility

Peaceful, distraction-free room for
concentration during meditation.

Nature-focused, rain-protected space
for relaxation and activities.
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What is

your def??on of 9




How 2,500 people define 'LUXURY'

4 :
I)@J XOVY (8

WAWAaU F:ad>aduie
RICELHE

vnazn JASUATW

A1 un uid

AJIUWLAY duysalluu
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itude towards Luxury Value

e Value the connection between nature and luxury living.

A

C

Baby e Seek comftort and relaxation through luxury design and premium
materials as a reward for hard work.
Boomer

° Prioritize brand names more than other generations.
Gen X
8 ° Gen X values experiences and significance from using products.

Gen Y . Gen Y views luxury products as a means to create desired
environments and atmospheres.

° Associate a luxurious lifestyle with success, privacy, and
relaxation, viewing it as a privilege.
Gen 7

° Believe luxury can enhance social connections, recognition,
and creativity.
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Attitude towards [ .uxury Goals

Ultimate Goal
Related to Wellbeing

Tranquility
AMBIENCE

Access to all desired conveniences post-retirement, SPIRITUAL
offering a sense of luxury and rewards with peace of mind.

Accomplishment

SOCIETY

SOCIAL

Working-age consumers associate luxury with social acceptance
and high-value items, like branded goods, as symbols of success.

» Privacy and Comfort ,
MENTAL

For the younger generation, a peaceful personal space
defines a luxurious life.
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W@l@(@ﬂm
Understanding customers not just by who they are,
but by what they think or what they do.

Non Luxury Lifestyle

Q¢

Luxury Lifestyle

96%

Based on the responses from 2,336 participants,
we classified them into 4 groups
reflecting their lifestyles and luxury attitudes.

TERRA HINT 2024 | N0 0P
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4 Groups Divided by Luxury Lifestyle and Opinions

High-End Image Connoisseur Quiet Luxury Chic Innovator

342, 25% 247, 17%
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Generation: Gen X and Gen Y
Brand Love:

= SANSIRI Z/?//’SINGHA esTatE S ANANDA

How they “Luxury”? Space that “Luxury” ?
AUKSKSIADAIUAUQASKITD F' ‘)
ANuargvLa:Us:lovuldaos =0 i

Reception Room Common area

How do they ?
voudumaAuMwgw LadlkanudAyausimuazus:losulsass

yaVKIFuMNaIUISAadUEUYAIIUGDYAISUAIU
mwaauaiua:nmsigviuluddiads:=315u

How willing are they to ?

goUDNYIWL tWanWDuddudd Adnwuazalnavienainaluladua:
drunawnasuasu laggauwumdu 10-20%
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WHO ARE CONNOISSEUR

“BRAND SERIES 2024

Generation: Gen Y and Gen Z
Brand Love:

SCASSET

How they “Luxury”? Space that “Luxury” ?
AJIUKSKSIAD i —
AUWLAY, AJIVANUSAILUY J;‘_P. n

LazuvudnavALESD . .
Reception Room Main Gate

How do they ?

$OUIUAATINIWED, LUSUGKSKST LA:FUAKIEIN

uavKIFumMnawsaaswyaAwulatuaurina wWu sumndnanyailowiz
vovKIUs:aumsaiiksks1 U MslGusnslsolsus:au 5 a1d

How willing are they to ?

goungwunautnaluladaravowannuazadnauvigus:uiau 10-30%
uazikAud Ay WuagvdvauisSovANWudI U NasawuBuldgodv 40%
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Generation: Gen X and Baby Boomer
Brand Love:

ASSETWiSE

How they “Luxury”? Space that “Luxury” ?
ADIUKSKSI1AD W _[i
° 0 N A
ANNIBIUVIBLAzAINIWAGVEU AN t=b
Walk-in Closet Reception Room
How do they ?
yaUAUARDTARINWED

ucdliwiuuusudrsks sounUISIUVIBUA:IEVIUTGDSY
vavKkIdumnawnsatsviulatus:e:grduazinudainvdald
How willing are they to ?

gouMg WU IWoANNIWUdI UMLa:uSaassuIWaAISUS:KgawavvruUs:ueu 10-20%
uazufjrastumsmgwuiwadlsuua:ndiuksksr ngwuiiae!
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Chic Innovator
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JTERRA
WHO ARE CHIC INNOVATOR “BRAND SERIES 2024

Generation: Gen Y and Gen Z
Brand Love:

& BRITANIA
How they “Luxury”? Space that “Luxury” ?
AUKSKSIAD MsldB3aagwiduiua: Y] vl ¥ %
uaavaandivanuIdudruavddiaL ,“\‘ ¢ 1liess
Walk-in Closet Workspace Private Garden
n
How do they ? ;.\'_, =t
¥OUAUALUSUGKSKST FUAIKIEIA - C
Kitchen Bedroom

ua:tnaluladlkuiaraa

vavkiUszaumsainksksitazlWulenanuad
(RAudhAsyAUMISUAaLaINGVAIINLITUAIYIVAILIVHIUFUAIUUSUGKSKST

How willing are they to ?

Wundunligaunrgwulukarg« aru
ILa:UdVKIADIUANQASEKIDSIAAUAIATW

TERRA HINT 2024 |



pe A
“BRAND SERIES 2024

Online Questionnaires: 2,500 Samples

Defining Luxury in Home Spaces:
Which Areas Matter Most?

The budget for purchasing a home affects the sense of luxury in different area.

<5 MB 5-10 MB 10-20 MB >20 MB
Kovsuuun
WuRdsunav |
molasoms (Main Gate) ‘
Kovudu 31% 29% 27% 28%
WuRasutuvhu 24% 26% 26% 33%
Walk-in Closet 20% 23% 21% 1%
Kooth 20% 17% 29% 22%
WUASUUS=MUDIKIS 17% 21% 23% 22%
KovAsSd 14% 14% 14% 6%
Koo 13% 13% 15% 1%
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Factors for Evaluating Brands
In

Single Detached House Townhome

godiov] [ GoldOv
S1A s1AY
alou ATUNIW

condominium

KSKS)
S1A

THIEL)Y
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Online Questionnaires: 1,800 Samples

Top of Mind

48%
10%
6%

4%

2%
1%

1%

Copyright© 2024 Terra Media and Consulting Co., Ltd. All rights reserved.

1]

SUPALAI

SC ASSET

/_\

PRUKSA

;M
LPN

S¢ANANDA

Y oo

PROPERTY PERFECT

Low
INCOME
(<12K)

6%

10%

1%

6%

3%

0%

1%

Midcdle
INCOME
(12K-50K)

10%

6%

4%

4%

2%

1%

1%

Upper
INCOME
(50K-100K)

12%

5%

4%

1%

2%

2%

“BRAND SERIES 2024

High
INCOME
(>100K)

7% 20% 23% 21%

@ LAND & HOUSES

15%
2%
6%

1%
2%

4%
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Online Questionnaires: 1,800 Samples

Brand
Awareness

focus on the 16 most well-known brands
based on survey responses.

Copyright© 2024 Terra Media and Consulting Co., Ltd. All rights reserved.

Aided Awareness : uusudiiRugouddsld

© [Wellzknown Awareness| : uusudngoniluaghod

“BRAND SERIES 2024

Sansiri

AP

Supalai

Land and Houses
LPN

Pruksa

SC Asset

Ananda

Noble

Q House
Property Perfect
Sena

Singha Estate
Asset Wise
Britania

MQDC

Frasers Property Thailand
CP Land

Grand Unity
Prinsiri

Pieamsuk

Charn Issara
Thanasiri

CMC

A5

Patreeda

Proud Real Estate
NC Housing

MT Asset

Preeda Real Estate

T 60%

— 2% 78%

— =7
—— 2% 75%
I 27% 75%
I—— 2% 3%
% 60%

e 3% 53%
. 49%
[ 0% 53%
9% 55%
e ex% 46%

N 6% 41%

I o> 33%

I 5> 35%

5% 31%

4% 24%

4% 30%

4% 28%

3% 26%

2% 19%

B 2% 29%

W 2% 27%

B 16.7%

fi1o% 79%

j10%0%

f09% 135%

Joe%s 88%

| 0:4%5.0%

|03%%

91%

0
e
)
R
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BRAND ATTRIBUTES




Brand Attributes
24 Attributes

e Upumw ® ujanssudiKsunsagoIfg
® [juSmskavmsuignd ® N1SPALLUUIWDAUWAS/KFVDNE
e {Juiasgiunisnoasiv e msoanuuunWuadnual

® Pet friendly

e inlbAnudavnsunavnuldasn
A3

e inlbAnudavmsynofaldogn
i3y

Copyright© 2024 Terra Media and Consulting Co., Ltd. All rights reserved.

aauduavANudavmsldasu

uGodo
mAROkAlaTudwaL
GAUSURQYDU
lMkRaKID
$dnuasany

$anUub

=AU AUYDLIDIYDY

ADIUAUAY AUSIAN

“BRAND SERIES 2024

WuWuREGgIuaziulandulitkegiu
lasvns

{G3aqnlubasAuavinadau
ASeRALUUALYIGUMSUSEKEQ
waoviu

wauunlasvaisasaunaunas:aus1ala

gowduagwanuluagid
(Wellbeing)

auvayulkdoauludanugodu
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e UuSMIsKavAIsUgNa

e Jurasmumsnaasv

@ LAND & HOUSES

= SANSIRI

/)
///:/:/'/////' SINGHA ESTATE

O E
BRITANIA

i

with the highest scores in
Brand Quality category

AVG.
1.63

it



dpumw

LAND & HOUSES

= SANSIRI

SC ASSET

/‘\

4,

/ SINGHA ESTATE

o4
BRITANIA

!I
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Brand Quality

Dusmskaomswuena

///W SINGHA ESTATE

Comeraen
]
sriTnniA IS
]

“BRAND SERIES 2024

Average Score

= Expectation Score
(Q: pruASMUSUGDdDKISUNSWERGD:dovTAfIaLUTGD:[ST1V)

Dnasgumsnaasiv

-

SC ASSET 60%:
/—\ .

= SANSIRI 60%:

s
%SINGHA ESTATE 58%
noble NN
BRITANIA NETS
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with the highest scores in
TOP 1() Brand Superiority category

Superiorl

BRITANIA —_—
udanssuAIKSUAISD gAY
2 _ . = SANSIRI - 29]
MSPALLUUIWDAUWNS/ Vg
msoanluunlulenanual L
Pet friendly SINGHA ESTATE %'
WlbAudavmsunavnuldagonasy %‘
WlbAudavmsynoIAaldag1vUADEL
26/
I

ASSETWISC ¢ 4




Questionnaires: 1,800 Samples

MS22NUUUIWDAUWMIS/ WGy

FOR ALL WELL-BEING

BRITANIA

(" ) LAND & HOUSES

= SANSIRI

PROPERTY PERFECT ﬂ .

SC ASSET m :
m

PRUKSA

Copyright© 2024 Terra Media and Consulting Co., Ltd. All rights reserved.

Brand Superiority

msaanuuumdunanuni

noble
BRITANIA

% SINGHA ESTATE

= SANSIRI

SC ASSET
SoAels ]

S| ANANDA

LL WELL-BEING

ASSETWIiSC

‘D D

@ LAND & HOUSES

“BRAND SERIES 2024

" Average Score

= Expectation Score
(Q: pruASMUSUGadDKISUNSWERGD:davTAfIaUUIGD:[ST1V)

udanssuainSumsagonfie
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Online Questionnaires: 1,800 Samples
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Questionnaires: 1,800 Samples
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with the highest scores in
TOP 1() Brand Sustainability category
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Brand Sustainability (1 — et
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Questionnaires: 1,800 Samples

Brand Sustainability (2 — et

(Q: pruASMUSUGadDKISUNSWERGD:davTAfIaLUGD:[ST1D)

waunlasumsAsaungunns:ausla Limﬁua§1on:nutﬂuatjr‘i6 (Wellbeing) atvayutRavauTugaciusodu
i = SANSIRI
w § SANSIRI /%SINGHA ESTATE
SCASSET BRITANIA
BRITANIA BRITANIA
§ SANSI RI /%SINGHA ESTATE SC ASSET
ASSETWiSe SUPALAI <>

S/ ANANDA

<D

45%

m QHouse

Copyright©® 2024 Terra Media and Consulting Co., Ltd. All rights reserved. TERRA HINT 2024 | [P2AN0) 01002



BRAND LEADER

Single Detached House Leader e Townhome Leader e Condominium Leader

Quality Leader e Innovation Leader e Sustainability Leader
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Online Questionnaires: 1,800 Samples
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Level of Purchase Intention
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Online Questionnaires: 1,800 Samples

Customer Satistaction
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Net Promoter Score
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How Customers PERCIEVE Car Brands y
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BRAND IMAGE : Real Estate VS CAR
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BRAND IMAGE : Real Estate VS CAR
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Online Questionnaires: 1,800 Samples
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Online Questionnaires: 1,800 Samples

Brand Positioning by Price Segment

When analyzed by home buying factors, buyers with budgets under 7 million baht prioritize
"Good Quality" and "Reasonable Price" the most, where Supalai performs best in these two aspects.
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Supalai®

Property Perfect

Asset Wise®

o]
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80

*Note: The plotted scores for each brand are based on respondents rating each factor from 1-10.
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Online Questionnaires: 1,800 Samples

“BRAND SERIES 2024

Brand Positioning by Price Segment

For budgets over 7 million baht, buyers emphasize "Good Quality" and "Brand Credibility" the most,
with Land&Houses leading in these aspects
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Brand Credibility

*Note: The plotted scores for each brand are based on respondents rating each factor from 1-10.
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Online Questionnaires: 1,800 Samples

Brand Positioning by Luxury Lifestyle

Luxury lifestyle groups prioritize “Luxury” and “Brand Credibility” more highly than non-luxury groups,

“BRAND SERIES 2024
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*Note: The plotted scores for each brand are based on respondents rating each factor from 1-10.
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Online Questionnaires: 1,800 Samples

Brand Powerful Score uusudidrnara

The Powerful score is calculated only when the respondent gives a 4 or 5 rating for all 7 factors,
reflecting the brand's strong impact on the custometr.
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Online Questionnaires: 1,800 Samples

Brand Powerful
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Brand Powerful Score uusud@imgvidrnaia

The Powerful score is calculated only when the respondent gives a 4 or 5 rating for all 7 factors,
reflecting the brand's strong impact on the custometr.
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Brand Powertul Score Matrix e

*Focusing on Brands Known by 25+ people
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& Some people think luxury is
the opposite of poverty.

It is not.
[t is the opposite of vulgarity.
*

— Coco Chanel




« I think it is possible for ordinary people
to choose to be extraordinary. *

« You shouldn't do things differently
just because they're different.
They need to be... better. »

— Elon Musk




If you are interested in a customized Brand Study Report
tailored specifically to your brand,

please complete the form below.
Our team will contact you promptly.

Register Your Interest in
Brand Study Report

CLICK
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https://forms.gle/sdsnmkNmVRpF72rf6

