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Abstract
This research aimed to study how creativity be used by Thai fashion entrepreneurs. The study employed qualitative method by
using in-depth interviews among 20 purposive informants in Fashion involved industry such as entrepreneurs, fashion experts,
academic and government officials. The research found that building brand identity and differentiation was a key for building Fashion
brand. Thai fashion brand identity related with superior tastes and styles of grooming. This study also found that Thai brand fashion
entrepreneurs used creativity in all aspects of their business. Creativities were formed by arts, imagination, impression, inspiration,

knowledge, and life experiences.
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