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BSC ‡ªìπ·∫√π¥å∑’Ë‡°‘¥¢÷Èπμ—Èß·μàªï 2544 ‚¥¬¡’§«“¡§‘¥æ◊Èπ∞“π∑’Ë®– √â“ß 

·∫√π¥å√–¥—∫ “°≈ ¡ÿàß‡πâπ ‘π§â“§ÿ≥¿“æ §√Õ∫§≈ÿ¡«‘∂’™’«‘μ¢Õß§π√ÿàπ„À¡à ¿“¬„μâ 

·∫√π¥å BSC ¡’ ‘π§â“À≈“°À≈“¬ √«¡∑—Èß°≈ÿà¡ ‘π§â“ Cosmetics and Skin Care for 

sensitive skin ‰¥â·°à BSC Cosmetology, Pure Care by BSC ·≈– Arty 

Professional by BSC 

BSC Cosmetology ∂◊Õ°”‡π‘¥¢÷Èπ„π‡¥◊Õπμÿ≈“§¡ 2548 ·∫√π¥å BSC °≈ÿà¡

‡§√◊ËÕß ”Õ“ß ¡’«—μ∂ÿª√– ß§å®– √â“ß BSC Cosmetology „Àâ‡ªìπ∑’Ë√Ÿâ®—°Õ¬à“ß°«â“ß¢«“ß 

·≈– √â“ß¬Õ¥¢“¬„π‡«≈“Õ—π√«¥‡√Á« ¡’ Brand Personality §◊Õ Beauty, Smart, 

Confidence, International ‚¥¬¡’°≈ÿà¡‡ªÑ“À¡“¬Õ“¬ÿ√–À«à“ß 25-35 ªï ºŸâ√—°§«“¡∑—π ¡—¬ 

º≈‘μ¿—≥±å§√Õ∫§≈ÿ¡∑—ÈßÀ¡«¥‡¡§Õ—ø ·≈– °‘π·§√å √“§“®”Àπà“¬‡©≈’Ë¬∑’Ë 250 - 

2,000 ∫“∑ 

™àÕß∑“ß°“√®—¥®”Àπà“¬ºà“π Counter Sale °«à“ 300 ®ÿ¥∑—Ë«ª√–‡∑»‡ªìπÀ≈—° 

√«¡∂÷ß Discount Store ‡™àπ Lotus, Watson °≈¬ÿ∑∏åÀ≈—°„π°“√ √â“ß·∫√π¥å §◊Õ 

°“√‚¶…≥“ºà“π ◊ËÕ Mass Media ‡ªìπÀ≈—° ‰¥â·°à °“√‚¶…≥“∑“ß‚∑√∑—»πå (TV. 

Commercial), °“√ π—∫ πÿπ√“¬°“√ (Sponsorship), °“√‚¶…≥“ºà“π ◊ËÕ«‘∑¬ÿ 

(Radio) √«¡∂÷ß ◊ËÕ ‘Ëßæ‘¡æå ·≈– ◊ËÕ°√–®“¬‡ ’¬ß¢ÕßÀâ“ß ‚¥¬¡’æπ—°ß“π¢“¬‡ªìπºŸâ„Àâ

∫√‘°“√ ·≈–‡ªìπ∑’Ëª√÷°…“¥â“π§«“¡ß“¡·°à≈Ÿ°§â“ „™â‡∑§π‘§ 4T ‰¥â·°à Tak (∑—°∑“¬) 

Touch ( —¡º— ) Test (∑¥≈Õß) ·≈– Take care (¥Ÿ·≈·≈–∫√‘°“√) ·≈–„™â Wordbank 

„π°“√∑—°∑“¬≈Ÿ°§â“ ç «— ¥’§à– BSC Cosmetology  «¬...¡—Ëπ„®§à–é  

°≈¬ÿ∑∏åÀ≈—°„π°“√ √â“ß·∫√π¥å §◊Õ °“√‚¶…≥“·ªÑß‡§â° BSC Cosmetology 

´÷Ëß∂◊Õ‡ªìπº≈‘μ¿—≥±åÀ≈—°∑’Ë √â“ß¬Õ¥¢“¬·°à·∫√π¥å „Àâ°≈ÿà¡‡ªÑ“À¡“¬√—∫√Ÿâ ·≈–‡°‘¥°“√

°√–μÿâπ°“√ ◊́ÈÕ∑—π∑’ ‚¥¬ºà“π Mass Media ∑”„Àâ Powder Cake ‡ªìπ∑’Ë√Ÿâ®—°¢Õß°≈ÿà¡

ºŸâ∫√‘‚¿§ ·≈–∑”„Àâ‡°‘¥°“√∑¥≈Õß„™â ‚¥¬„™âæ√’‡´Áπ‡μÕ√å„π°“√‚¶…≥“∂÷ß 6 §π ‡æ◊ËÕ

 ◊ËÕ∂÷ß·ªÑß·μà≈–√ÿàπ ™à«¬ √â“ß§«“¡πà“‡™◊ËÕ∂◊Õ„Àâ°—∫ ‘π§â“‰¥âÕ¬à“ß√«¥‡√Á« √«¡∂÷ß°“√¡’

°‘®°√√¡°“√μ≈“¥Õ¬à“ß§√∫«ß®√ 

°“√ √â“ß·∫√π¥å¥â«¬«‘∏’∫Ÿ√≥“°“√¢â“ßμâπ  àßº≈„Àâ¬Õ¥¢“¬„πªï 2005 ¢Õß 

BSC Cosmetology ¡’Õ—μ√“‚μ 10% ‚¥¬‡©æ“–°≈ÿà¡·ªÑß‡§â° ¡’Õ—μ√“‡μ‘∫‚μμàÕ‡π◊ËÕß

À≈—ß‚¶…≥“∂÷ß 40% (μ—Èß·μà æ.¬. 48 - ¡’.§. 49) ∑”„Àâ BSC Cosmetology ‡ªìπ∑’Ë

√Ÿâ®—°∂÷ß 98% ¢Õß°≈ÿà¡‡ªÑ“À¡“¬ ¿“¬„π√–¬–‡«≈“ 3 ‡¥◊Õπ √«¡∂÷ßº≈æ«ß®“°°“√

‚¶…≥“  àßº≈„Àâ‡§√◊ËÕß ”Õ“ß¿“¬„μâ·∫√π¥å BSC çBSC Pure Careé ∫√√≈ÿ‡ªÑ“

À¡“¬·≈–¡’Õ—μ√“‚μ¡“°°«à“ 50% μ—Èß·μàμÿ≈“§¡ 2548 ∂÷ßªí®®ÿ∫—π   

 

BSC 
Powder Cake 

BSC 
Expert White 

BSC 
Lip Gloss 
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Dr.Thiam Chokwatana’s Philosophy : 

Magazine advertising of the 
Power Cake by 6 Presenters 

The BSC brand was established in 2001 with the concept of building 

a brand of international quality products covering new generation lifestyles. 

BSC offers a wide range of product categories, including cosmetics, and 

skin care for sensitive skin, namely, BSC COSMETOLOGY, PURE CARE 

BY BSC and ARTY PROFESSIONAL BY BSC. 

BSC COSMETOLOGY was launched in October 2005 , with an aim 

of bringing the brand to a wide range of consumers and achieving a high 

volume of sales in a short time. Its brand personality features Beauty, Smart 

Look, Confidence and International Outlook, with the target group being 

modern consumers between the ages 25-35. The product range covers 

make-up and skincare products, with an average retail price of 250-2,000 

Baht and has distribution channels via counter sales at more than 300 

points-of-sale, including discount stores such as Tesco Lotus and Watsons.  

The key strategy in brand building is principally mass media promotion, 

namely TV commercials, sponsorship, radio, publications, and department 

store in-house advertising. Sales representatives are stationed at the points-

of-sale to provide service and give beauty advice to customers, using the 

4T sale technique: Tak (Greet), Touch, Test and Take Care, with a word 

bank for use in customer greetings: çSawasdi Kha, BSC COSMETOLOGY, 

beautiful and confident, kha.é 

The key strategy in this brand building is the mass media advertising 

of BSC COSMETOLOGY powder cake, which is considered to be the main 

product that dominates sales volume success, and is used to increase 

target group awareness and stimulate spontaneous purchase. Powder cake 

is familiar to consumers and this results in its extensive trial and usage. Six 

presenters are used to advertise each powder variant and help build product 

confidence rapidly with being supported by full-scale marketing activities. 

The above integrated brand building strategy resulted in a 10% 

overall sales growth for BSC COSMETOLOGY over 2005. Also there were 

particularly strong sales of the powder cake line, which continued to grow 

by 40% following the advertising launch (November 2005-March 2006). This 

made BSC COSMETOLOGY familiar to 98% of its target group within three 

months. Additionally, the advertising campaign provided a positive benefit to 

another line of cosmetics in the BSC brand, namely BSC PURE CARE, 

which has proved also to be successful by having over 50% growth since 

October 2005 to the present. 
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Dr.Thiam Chokwatana’s Philosophy : 

To teach a subordinate to be decisive, the superior must show responsibility. 




