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ABSTRACT

Today, smell is a popular tool for firm to make a success of business. The reason
is that human use sensory to acquire information around himself and sense of smell is
classified as one of human sensory. As a result, many firms adopt sense of smell or
olfactory to be a part of marketing strategy especially building brand identity. In this study,
researchers investigate the role of olfactory in a case of flavored syrup in creating customer
experience when they taste a product containing flavored syrup brand “Silpin”. This study
analyzes competitive situation in sugar and related industries. Also, both qualitative and
quantitative research are used to explore consumer needs. All of which are used for
conducting marketing plan to achieve objectives of the study which are building brand

awareness and developing marketing channel to cover all targeted customer.

The main target customer is restaurant or pub which has high & luxury image in
the eye of customers. The study positions “Silpin” as Siam’s iconic taste and luxury &
classic colonial style. The research findings are used to be a guideline for designing
marketing mix. For product strategy, “Silpin” focuses on creating new smells that present
Thai’s identity and differentiate from other brands by using natural ingredient originated
only in Thailand such as flowers, leafs, herbs, and sweets. For marketing channel, “Silpin”
concentrates on selective distribution strategy such as wholesaler and coffee and
beverage making equipment distributors. For integrated marketing communication (IMC),
“Silpin” emphasizes on building brand image and brand positioning strategy, for example,
collaborating marketing, advertising, online marketing, event marketing, personal selling,
and sale promotion. Finally, all elements of IMC will deliver the slogan “Siamese Tastes”

to the heart of customers for sustainability of brand “Silpin”.





