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Analysis of the Branding Khun Mae Ju's Shop Using the 3i Model

Piyaporn Na takuathung® Saranya Nakkaew? Nantida Sirikul®

Abstract

This academic article aims to analyze the branding of "Khun Mae Ju's Shop" by incorporating the
concepts of the 3i model, Marketing 3.0, product brand identity, brand image identity, and the true value
proposition of the brand as frameworks for analysis.

The analysis results revealed that the 3i model and Marketing 3.0 concepts positioned the marketing
strategy of "Khun Mae Ju's Shop" to create a distinctive and prominent differentiation, which embodied the
identity of locally culinary products from Phuket province. The brand's DNA encapsulated the authentic
values of providing the finest local cuisines to every customer. According to Khun Mae Ju's words of wisdom
"Don't follow the crowd, pave your own path. Deliciousness is rooted in the spirit, intent, and careful
selection of superior ingredients. Therefore, every of our dishes echoes the familiar taste of a mother's
lovingly crafted meals for her children.” This reflects a unique culinary way of life as its distinctive brand
image, establishing a profound connection with the consumers. This triangle could not be complete without
the significance of a distinctive and differential factor. This essential attribute signified the brand's efficacy in

satisfying the discerning needs and preferences of the consumer base as claimed.
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ﬁ’huﬂmmﬁuﬁﬁwammuﬁ (brand integrity) Tun1sasisuusunganadasluivuuiAnves Kotler,
Kartajaya, and Setiawan (2010) l¢inannfis uusudluganisnain 3.0 iugafifinisudeduseninauususangg qqﬁu
danaliiAnnsid sunlaslunssuaunisdnduled evosf3lnadonmauusudluyunesasfuilag auifn
Uszaumsaluaziinnmdnvalanduddeusnstiu o thundennuassndnifunusudiu fadiuwannisnain
wtuadoudnggamanan 5.0 Seiladdaie weluladifomauyuwerd ffugusnannseata 3.0 fidy
Awduiusfusyduaznsnann 4.0 flendendweamalulad msnain 5.0 Aenslémaluladlunisidlonandu
uywd Fnaniiuguenudeiwaluladmnhuldiforumnanuesnauyuei waansoiauuyudua
uywessaludsantu deitlinmanainainsnnudsBulidanu (Kotler et al, 2020) Fsarnnsinszidoyauaznis
dunmsalfuimsiugauly S dagiuinslfinaluladmnamnniuuidituiioudituadoussialissay
audfadinatiunuavesdadnuaiadianmdnualnnuuansisilansulazauaiuviadevesuusuduay T
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mﬂ%“gl,t,azLaﬂszjuL%ﬁﬁﬂuﬁﬂM@muﬁqiﬁammﬁﬁuﬁu&%LwiﬁuﬁwuﬁwmaﬁﬂLLasﬁﬁaﬂiiuimﬁusqmuiuﬁmﬁuasm
soidleafionondigmAnfiuiaieves “auuly” dFesnmsdwiouaslidsiindantugnd wiineu danu quaunas
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unasy
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Qfim 319305 UM At fuussne s

2. mmdnwaliusud (brand image) a319ms3uinndnuainsdudndiunii Smireemsiuiies vos
Hnuazvusiiuiuiiesen faanwldinmsgu dudydnualiiunisesnuumnudsiunudndnuel “Srunnuiy”
wazasanmanuaifuUszaunisal sensBeusintin UssiRmnumuasitessnives “usl”
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