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Abstract

The impacts of the growing older population and lower fertility rates result
in many inevitable economic and social consequences for the world and Thailand,
including a slower pace of economic development, an increasing budget on state
welfare related to the elderly, and low self-esteem among them to develop their
countries. At present, the identity of the elderly has been devalued in the opinions of
the young generation, both in ability and intellect. This devaluation highly affects their
mental health. Therefore, a brand perception process is applied to reinvent the new

identity of the elderly. If the elderly have a better identity, they will be leveled up
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both in their ability and self-esteem and transfer their knowledge and life experiences
to the young generation to drive Thailand to be a developed country in the near

future.
Keywords: New identity, Elderly, Brand perception
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