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UTELNNUB9IYaYan19N1InaNaLndu
(Market Data Types)

WGSN. Consumer & Trend Insight

Uayaugundl (Primary Data)
UnAnwLAULeY
LUUdaaUnId (Online survey)
Interview / Focus group
Observation (57uA1 / Online platform)
Nnaa9u18 (Pop-up / IG / TikTok Shop)

v

vayaNAenil (Secondary Data)

14

Ao 1 oy Y a vy
dayaniogual (81984l6)

Fashion trend reports

1 WU: WGSN, Fashion Snoops, McKinsey Fashion Report
Marketplaces & Platforms

L %U: Shopee, Lazada, TikTok Shop, Instagram

Brand website / Annual report
Government & Industry reports
(DITP, &&d2., UNESCO - Creative Economy)
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% of looks from Spring / Summer 2023 runway
collections >




a c Y a
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(Target Customer Analysis)

24 WE.REAW2425017/1 WE REAW2425021/1 WE| p
AUTUMN/WINTER 24 /25 STP

Segmentation

Demographic: 8¢ / tWe / 51914

Psychographic: lanalng / Arfleu

Behavior: wqansiumisﬁa / UBINY
Targeting

\dan “nguvian” (Primary Target)

NANT@9 (Secondary Target)
Positioning

oy 1'%
wusungunsluululagndn

Premium / Sustainable / Local Craft



m / Mass / Affordable 7 P b S

Online: IG, TikTok Shop, Marketplace pricing (AATAgNATIUY)

Offline: Boutique, Pop-up, Department Store

= 9 1 ¥ U = 1
Omnichannel RN AR LLﬂﬂE] @ﬂﬂ?%iﬂl&l

PDINY = AIUNNT

WAUTIAT & AMAN Lw\l‘fi’uqﬂ‘mj = Storytelling + Visual

YNNI | Influencer / KOL
PLACE J |- JIVIVD ‘ 'jSociaL media content

7 Carﬁpaign / Collaboration

Y20 « w ’ 7 : P ’ S
anA11 “Uszau
Msdsde / 599 M A R K ETI N G &in” lﬁﬂ?j%m?g{@ﬁq
N1IADULLTN / A
’ MIX PHYSICAL
n1sHan & QC PROC ESS | EVI DEN CE 'm / Website /

syuU & Usgaunisal

YBILUTUA
dUA1 & ananwal
audniiufdaneslslis PRODUCT

AU = AIUNUATWANHAILUTUA
alwil / 3Unse / Aaal

" wilnauwne
89 / AN / ATIUTR waniiuaaulall
Story & Identity YasduA Designer / Stylist
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wanna ( Product )
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CAARCOAL
=\ Qv 4 o\
Product — namnmuan / duan e

treatments, bamboo charcoal is
a highly renwable alternative
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https://www.pinterest.com/sustainwiki/
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"‘ Product (Rudundu)

1

) lailduaidasn uasaune “Useaunisal”

suuwuv@umn (Silhouette / Material /
Sustainability)

aaruisananwal (Signature / Story / Craft)

ANdanAaasnuInsualan (Genderless, Eco-
fashion, Digital fashion)
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12 Vintage Price Tags [ L
| One Shirt's Cost

oo dapes FbrC ... $0.80
L Fabric for placket &vent................ $0.99
4 buttons (including 1 extra).............. $0.12
1]} e Ak, T 31

N N vt Y1

\

@| B Pl i $0.40
1 ( SALE )
Waste fabric........oonrimoivcrorn 9085

SEGIEININT 1

B R e $1.05

Packing materials .................c...... o
ALEXANDER

Shipmaterials toN.Y. factory,
then shirts to Atlanta....................... $5.00

he garment, please
> ns provided by
Alexander Wang as our fabrics are made
from fine and delicate yarmns.

Hand-embroidered linen bag............ $3.00

Gownsony »  Wholesaleprice.......... $65.00

\

Retail price.............................5155.00

Source: KP MacLana

¥
i
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LAT 50% OFF

-

ALY LAZANAIANIIARINAT
- luuwddu Aasp Positioning 1
il Premium, Mass, vsa Fast

BUY 1 GET1 | BUY 2 GET 2

Fashion [ Denamgereropy | W
BEST BRANDS » SMART PRICES 10 an A'I'm"s ;_,% ~
. KIDS WORLD wrowrs | o FODTWEAR ZONE
Lﬂ meyel’é]lq %’f] ﬂ f] 2 V FLAT 60% OFF FLAT 40% OFF

Cost-based pricing
Value-based pricing

Psychological pricing

' BACKPACKS, HANDBAGS AND
‘ LUGGAGE ZONE

~—

FLAT 30% OFF

Luxe Belted e .
Trench Coat : FLAT 40% OFF [

STYLE: Classic Chic| SIZE

PRICE: $129.99 3XL

DISC: 10% OFF
FINAL PRICE: $116.99

Material; Wool Blend
Dry clean only, do not

u
bleach, and iron on low
r I C e I
T

OTHER CATEGORIES: HANDKERCHIEFS | SOCKS | LINGERIE | SUNGLASSES | BELTS

Advert Gallery
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AadaInenduAllnalanuslna
-> daineaaulau (IG Shop, TikTok

Shop, Marketplace) uazaan|ai g
(Boutique, Pop-up) LD = IEE
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13% BORN BRIT ‘
25% CURLS CURLS CURLS

19% HANDS-FREE |
_28% VACATION VIP

15% PLAYLIST ARTIST
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=2 Tasmn, NangsnwANLl Uy + SALE

social, Influencers, 70 % OFF
. . Download the app
Collaboration, Discount %

SHION DE
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EN

Campaigned drops
Social commerce ads
User generated content
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nnsaandunislddayaaseunanles
5EdNeUAleY wusun wazgsnalvinaulang
aanfilasuulaasn (Fast-changing
Market) LlavAsaunguUssiANUastayans
Uguniiuazfegll  s9UNNITEUUNITIATIEN
ANINLIARIUNINGINAR  SWOT  Analysis
Wongands  gageu  lamd  wazgusssa
AaOAIUNIS YIRS HBNIINITNAINBENS 4P
(Product, Price, Place, Promotion) tag 7P
ia9NagNSaIuUTEaNNIRAIR NN EAY
Aungulviang NeiNUNITAITIAMANAT N3
1B9NYRINNANIUUIBNDNNEE  wazns
H0813N1INAINNIUAINTINEUEINNITVIY LY
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FORM

i

UNBUTTONED, BUTTONED,

.
N D STRUCTURED - TO MOVE I
\‘ MADE FOR THE MODERN WOMAN
k \ MOVING THROUGH THE WORLD

THE ARCHITECTURAL LOGIC OF
TALORING SERVING AS OUR
AESTHETIC FOUNDATION




Uni 9 LAFaINadATIzTanaevs hugsnawdu SWOT ANALYSIS

- $ANNI5IAIIZHA Swot Analysis
Strength Weaknesses
Opportunity  Threat

- Case Study n153LA512% SWOT

{OPPORTUNITIES! | THREATS

s 1
# 1) Do you have solid financial support? i
i 2) What trends may negatively impact you? }






4P — AT
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SWOT — AAs1en
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Strength : qands
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~ I~ 1 Iy, a ' A o < = I~
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= 1

gn1iguIUMINDUTUDININADINITUDIGNA MU NHUZNLTHY

yialva iawsamla
BRAND IDENTITY PRISM

PICTURE OF SENDER
LK Physique Personality
QU ' < 1 o A v A Just do it, logo-symbol. ' Sportive spirit, athlete,
M39819YAUUN IBTH MLaniNn , : ifestyle.
A v v S v o e ———
ﬂg1uﬂﬂﬂqu ) wuﬂ31uuﬂﬂyw ?_ Relationship Culture
Y < Confort, provocation: American, sport and
(1 o w =1 ‘(i] E “Yesterday you said fitness.
v tomorrow” “Run the day,
UMITMANUGT , anHUSBFUDY £ ororow rune
&
Reflection Self-lmage

Full of energy, aggressive, | am an athlete,
youthful, competitive, : | am brand conscious,
brand conscious. : I am cool.

o a % S b %
gﬂgmumm‘lzﬁmmaum nJuﬂu L SR Y R

PICTURE OF RECEIVER

NOILVZITYNYHILNI




Weaknesses
AADAU
qnaautlutlaqanialy
aniszneniisfiizndas
Augsnia FainifluRenss
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Saoﬁ’ﬁegé"d

This aestheticis a
dreamy fusion of soft
ethereal pastels, golden
radiance, and oceanic
elegance—imagine a
mythical sea goddess
draped in sunlight,
pearls, and shimmering ¢
fabrics, walking along a v
pastel sunset beach. It
blends Greek
mythology, celestial
beauty, and an effortless
coastal vibe with a
touch of surreal luxury.

Opportunity : Tema

T’ﬂﬂ']ﬁlﬂl&ﬂ%%ﬂﬂ']ﬂuﬂﬂ

NUNANTZNUABTINIHUN A

1 9y . g
= L i el be“s
Humanie  dadtemaiilensun Ef‘fs'zh(',%%tre"ds St

- IR e e my hion precictions for 2025 Someronds L rois i
VINUATINN LFU anAT LU e surreal soriee

rococorevival The Surreal Soirée aesthetic s a mix of dreamiike

urrealism and opulent, high-society elegance. It
exudes whimsical flowers, out-of-this-world
accessories, and bold colors.

blen
comforta blty Think ve

it 3 s S 4 " an,
ToMrUAYBIITIUIe  luau B

A1081YU

MITUATUR T UL, QUANENNINIS
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WIRdENUTN , Aa1Ave1eal , M3 1FIanaL
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Threat : ailassn
< Y ~ Y v
giassn  uaunasainuny

Toma  Wudsniwnamlims

D.

veaumrseus sy lilaqe

Qv 1

AN NI IUTH AI9819HY

HOW TO FIND QUALITY DL 4
CLOTHES AT SHEIN NITHUIVUNTULLIN,

! ! Y 9 =
AL N VDL UO YT D
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TIUAANIAY |

QU a\

Y
IAQAVUUITIN
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CASE STUDY 1 :
GREYHOUND ORIGINAL (Thailand)

ORIGINAL

Product ALY 4P : GREYHOUND

o Fofhundusaualy (Contemporary fashion)
° ﬁ;mﬁ'u: Tailoring + Conceptual design
* I Brand DNA 9atau (Urban / Artistic /

Intellectual)

Price

* s¥AU Mid-High

* ALY “AALTIRlYULaTLUTUA”
* lsudsturusaiu Fast fashion

Place

SPRING/SUMMER -
2025 +

® Flagship store T ety
® Online store / Social media

* NS TUALNOUNINANTWAILUTURA

SMILEYHOUND
Promotion CGREYHOUND BEANHOUN
* 14 Fashion show / Campaign 1¥s@aus
* Collaboration NuAaTW/UNaDNKUU GREYHOUND a =
care ne UNPBERHOUNB

* Hoa13UWUU Brand storytelling 11nn119189159 ther PRI N
hound

Café



AU SWOT :
GREYHOUND
Strengths

LUSUA IMeNNIWaNEAISEAUEINE
= = a/ ¢ @
Aloulilananuwal YaLau

gugnAn loyal g9
v v

Weaknesses

a4 o Y
INAFILUBDNYUNUAAIA Mass

1’4

LinaulandgnAfidesnisiuaeunsunss

Opportunities
na1n Creative fashion
anAfliiaaurniu Brand identity

International niche market

Threats
Fast fashion ﬁﬂ%’uﬁm‘%mazs'lmgn

WUSUA Global contemporary

.2 “Greyhound
Lailanaamae nanuLsa
| Lswtesns Sanuaag
wusua (Brand
Identity)”

TVNIOINO

OGNNOHA3YS
0861} 'LS3




Strengths @andy)

1. WUSUA INANRNINANHTZAURING

GR EYH OUND fumiialuuususunduy

nanaunsnasan nanenlnauwn by
ﬁ‘um";r'qmﬁmzﬁummsﬁlﬁ Tnerlalflansnm
ansaipnudulnauuuaAA

WG KT NMEINIRBNUULEINS

(Global design language)
‘vrﬂ,viLLUiumaﬁmﬁ@amﬂmiﬂuNm‘iﬂﬂwﬂu
Lmvmqﬂa‘vmﬂ”l,mﬂmmﬂa‘vwﬁmw

qaudalidaagsenntdaie
(Brand credibility) uazyarias
Auan=aldnuuLTUA




Strengths @auiy)

2. AUNLANANHUUASNAIAUT ALY

GREYHOUND iiuuan1eanisaanuuui
dolau i InsvaFrudadn (Tailoring)
UA qau Fau vl LnRnEAsluay

SusssuEee  wususidlgaanuuum NI
LN TUTe e A1

wsitius Timeless & Concept-driven
design vinlugualsianadedng wazasns
m‘mmf-i’muaum”luﬁzmmfa




Strengths @auiy)

3. grugnAnni Loyal g9
ﬂ@u@ﬂmmm GREYHOUND gaulwnjiilu

mmiﬂﬂw Bomazuusus Tilgifeanany
A0 vizawmsust denaliiin Brand loyalty
49 gNANANTNANNENAUAUSRANHDlLAs
LWIAATRIULTUS uazniaNATAUABALANTY
Insiatinaraiiios

AAAIMHNLALIANINNITUAITUATIUTIAN




Weaknesses (aasou)

Weaknesses (qanaau) sangafiafisuiusan Mass

1VNIDIyg / y’_':
uNﬂOHA.aus

086+ 1S3 n
791284 GREYHOUND a¢flu

FLALNAN-GY HaTLALULITWS

Fast fashion sa Mass

anaeuildinasie Market size

market v lidnfengugnan )
. oo o WATN9TLEFIUGNAN
uaunnldaia Tnaenie

¥ a g == 0 0
fuslnajulmindaudeuluse

smn (Price-sensitive)




Weaknesses (@asan)

]
Y a Y

linaulandgnaisasnisidaau
]
LNTUALTY

FesannuLsusiiunNseenLLLLEs
LUIAALAZATININ HINN91ANHLET Tu
NTUARM A4 INATNITDAALALRIFS
Micro-trend wsa Viral
fashion #asunlaatinamasi
lawindu Fast fashion

AL UARIAYNHALIN
“4aiNunsun” Tugamn
HUSLNALNNG S




Opportunities
JomMan1anisnaln)

N15LAULAADIARIA
Creative Fashion

fuslnagaluidunamn
LUSUAN 589977 HUUIAA
LAZRZVNAUAINY NINNINFUAT
ANARIILIUNN
GREYHOUND
ANTOLTAARTIAUR LT Az
ANNANRENIRSTA LiNaTENE
na1mlungyn Creative class
/ Urban professional



Opportunities
(I@ﬂWﬁ‘VlNﬂﬁ@ﬁWﬂ)

anA#iliauAiu Brand Identity
ﬂ?vLL@ﬁU?‘Iﬂﬂﬁﬂuiﬂﬁ;ﬂﬂ Identity,
Individuality uaz Meanmgful
consumption Bore LU A
Faranacing GREYHOUND #sansnsa’ld
Storytelling uaz Brand
philosophy {urasiielunisads
Hamlﬁu

HLGRE Y HO UNDM
11 L e




International Niche Market O PPO rtunities
(T@ﬂTdﬂNﬂﬁ@]ﬂiﬂ)

mmhuwimmﬂmmﬂmmuﬁﬁmmﬂu

Tnamss GREYHOUND fdnananly

nsdngnaatanizngy (Niche
market) lusinatszine i ndugnang
aula Contemporary Asian
fashion

Wulanalunisvene

¢ 1 Y 1 o/
wusunlae lainaau s
ATUSIAN




Threats (ailassn)

Fast Fashion ﬁﬂ%’uﬁq@mazmmnn
Lusus Fast fashlon mm:m@@m@ﬂu
MIuAlEa90159 LaTEIINANE vl Ine

UnangriAenAuAnA lusruzdl wu
ATUANAUA LI iUAT LI TS

HlunsanaauAanIssUSAMAT
(Perceived value) aasuusun
FANANE




NMTUAITUANNULTUA Threats (ﬂqﬂﬂﬁﬁﬂ)

Global Contemporary
LUTRATINANTEAUIAN L

COS, Acne Studios, Theory

A waneallndiAesi
GREYHOUND uazipnulaifzay
ANULATATNE NNTFATA WATNIITUFULITUR
luszAuanna

vl GREYHOUND

ARISNEHIANLAN ANNLAL

AIAUBEIIABDLUDY



GREYHOUND's strength lies in its strong brand identity
and design philosophy, while its main challenge is

balancing creative integrity with market expansion in a
fast-changing fashion environment.
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