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# # 6186721835 : MAJOR CREATIVE ARTS

KEYWORD: LAZY ECONOMY, FOOD DELIVERY, USER INTERFACE (Ul), ADVERTISING
PACHARA BUTTAYOTEE : GRAPHIC DESIGN FOR THE LAZY ECONOMY: A CASE STUDY OF THE
FOOD DELIVERY BUSINESS. ADVISOR: ASSOC. PROF. ARAYA SRIKANLAYANABUTH

Lazy economy is a new marketing originated from consumer behavior with the need for convenience in
life and the ability to save energy and time to do other things. It is the driving force that makes businesses to adapt
themselves to meet the changing consumption. The main trend business today is food delivery business, but it still
has a gap in the market that does not cover the behavior of some Thai people who still need more convenience.
This research focuses on graphic design for the lazy economy: a case study of food delivery business.
The objectives are as follows: 1) To find strategies for businesses in the lazy economy: a case study of food
delivery business. 2) To come up with guidelines for designing applications for the lazy economy: a case study of
food delivery business. 3) To find out how to design an advertising for a lazy economy: a case study of food

delivery business.

The research method is by using a qualitative research model of practice-based research in creative
work by using practice as a tool to discover the new knowledge. This research has 2 aspects studied by
the researcher which are 1. Application design 2. Advertising design. The application design research method
consists of 5 steps as follows: 1) collect and review literature. 2) research instrument development for phase 1.
3) collect and analysis data for phase 1 by in-depth interview of 3 experts and collect data from focus group
interview by using method of purposive sampling of 16 people, divided into 2 groups of 8 people each by gender.
4) develop instrument for phase 2. 5) collect and analyst data for phase 2 by the same method with the same
experts and sampling. The finding for the business strategy in term of the key selling point was 1) automatic menu
selection assistance. 2) multiple meals order at one time. 3) user-adjustable delivery services. The result of the
demographic study found that the main target group is people in Y generation who needed a more comfortable

lifestyle and convenience with energy and time-saving services.

A study of graphic design trends found that soft shadows trend was the most appropriate trend
followed by mixing photography with graphics trend and Glassmorphism trend. Males were more preferred with
mixing photography with graphics, while females were more preferred with the Glassmorphism trend. The next
preferred trend is the 3D Graphics trend, while the Brutalism and Geometric trends were not suitable for this target

group and the business.

The results of the study for graphic design guidelines in advertising design found that price or value
appeal is the most appropriate attraction. followed by humor appeal, followed by ego appeal and sensory appeal.
Males were more satisfied with ego appeals, while females were more satisfied with sensory appeals than fear or

anger. Sex appeal are not suitable for the target group and this business.

Field of Study: Creative Arts Student's Signature ..........cccceeieiiinenn.

Academic Year: 2021 Advisor's Signature ..........cccoeeeveiiienene
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1.3 WUIAALASNALNS bUN9AS19ETNA

1.3.1 WUAA Business Model Canvas
Business Model Canvas: BMC (A A3ulAY Alex Osterwalder) fuiatesile
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Fien e lfidnaeagsiia aunsameumandnRyIegsiia 4 Gasie
1) Who: vM&uausesiznngeileg?
2) What: v1azls?
3) How: 1naginals?
4) Money: MNuadANAYTal?
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VP anA1 CR cs
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KEY
RESOURCES CHANNELS
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KR WfvanAn CH
COST STRUCTURE REVENUE STREAMS
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; Insvasnu CS selanan RS

N7 1 Business Model Canvas: AMANNANATY 1935974
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1) Customer Segments (CS): gnAnAalas?™
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4) Customer Relationships (CR): #f19ansduiusiugnanlanatngle?
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6) Key Resources (KR): ninennsaedLisimaaasls?
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7) Key Activities (KA): Aanssuinduindaugsnanaasls?
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8) Key Partners (KP): aAnAalA3?
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9) Cost Structure (CS): ANldaandnTRIgINamnaasls?
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1.3.2 nagNENIIAAIALLL 7 11348 (7Ps Marketing Mix)
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Faadsrasend1AnyuazmasAniiali Product Ae
- AMATNIBNAUALATLIENNS
= s
- NTLAANRRNTNANNLTIULLTUA
- gUn AR
- T NUTERNAY

. 4 Y
- goanaiinnzanlunigldan

113n13 Customer Service tUsU
FiaageAnnlunnsasnatlase Product Ae
- What problem does your product solve?
Usnspesnuuiilymeylslsine:
- How is your product different from your competitors' offerings?
UINN3UIAIANFANAINTBLALATBIA IR 19?
- How will it benefit your customers?
aziulsslaminagnAtuesnasinals?
- What is the unique value of your product?
AnuAaATiTwenanEaeinsesnuiensls?
- What features does it include?
BnsiitnnauRerlsthe
- What extra services, support, warranties come with the
product?
UINNIALAL, N1FATLALY viansfuLlsziulatihefiswieni

15N157?

2) Price (1faqaisnus1AN)

1
o
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pinatviladand1AyuazaisAnilelu Price Aa
- Positioning 189LLTUA
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- AENTMTRTeIN19NITNTTRY
= [ ai 1 al 1 Yo a ¥ ¥
- WiaedFng o Mazdaeiinamuan liiuaua iusiu
FiaaeneAnnlunnsasnatlass Price Ae
- What are the current market conditions?
annaan uilaqiiuiiluaeingls?
- What are the current economic conditions?
aniAsgiataqiuiuatngle?
- How does your price compare with similar products and
competitors?
= [ a 1 1 ¥ XK o 1
1A TR LINLALILENNIT9AUT AANEARILeL 1 1e?
- Can you offer discounts? Coupons? Credit terms?
AUANNNIDLALAAIUAR lvTali? ALlas? Reuladuime?
3) Place (fladeiAuan11R)
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pinatigTadeng1AtyuarA9A1ieli Place Aa
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T89N9ANN Segmentation mﬂﬂgﬂﬁﬁ

- daemeiinfenaiuayugndn (Sale Support)
piaatnaAn N lunnrasatfase Place A

- Where will customers find your product?

v

ANANAZNAUANDIANILAT IL?
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What are the logistics for delivering products to your
customers?

Taaaindlunnsasuavdud liiugniaesnupenyls?

Will you use distributors, or will you sell directly to customers?

Auaz iR unuamineTanniaz e liiugn A Taamse?

4) Promotion (1faqgian1llsiade)
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Fiaaeing Communication Tools NgnAtylulanaas Digital Marketing Ag
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Affilate Marketing

msavelysludi wu NNIUANALIIAATIAN 113 AZANWFN
N19911 PR 1134 N138519 Campaign N1 #Hashtag ¥38n13474
Influencer

n13vnateugas

N1991 Email Marketing

N34/ Event 1w N199@1N Webminar Taa1ug

n13%11 P2P 1138 Peer-to-peer Maaienszuasing Advocate 1y

¥

R

fnagiaAnulun1sas1eilads Promotion Ag

What are your promotion channels?
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web content, social media, advertising, direct mail, email,
mobile marketing, content marketing, sponsorships, other
(special pricing, partners, coupons, etc.).
daanenislisiunaesnnpedamisln?
Hevsy, Tndeaiiie, nslawnn, aananenienss, alua,
n1IRaNALUNeNe, ﬂﬂ?ﬁl@ﬂm‘ﬁﬂﬁﬂ, N1IAULARY, ﬁlu ° (371
Wi, WUFHRAT, ALla “a4)

- What content do you need for each channel?

I N G L A RV BT XYY,

5) People (TadtiduLAAA)
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- NTNAANALNE Contact anALLLILTIEALS

a a

o
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o A dl % 1 o 1
- nzAnaeanAunmEnzaN liNneg lusumd
FivaeneAnnlunnrasnailade People A
- How will you assign tasks and responsibilities?

ATIATNDLMNIENIULAZANTURATA LA 52

6) Process (tfadeianunszuqunng)
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nslsTunuususd nasdfagnAn Customer Service uaza¥19 Customer Experience 715
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feanisazlate wavtdEmainnsaldis mudnundoamaegnAnie Ll lignAn@a aaugan
AUNIUUIUA 1 aunnzanlunsaeundudananaegnAnds enquiry lduAag
, , A o Y & Y o . a \ " by
ag 109198 NN ? 14391NgNANATATRIUAT U Landing page NAsdaanliAantin
v 4 1
Tuu? 1w wazazduludadedl nnsldnanudrAny luiFas Design wda UVUX 1w
AvanlumsuiniueuEuazANINGed Customer Service
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Fiaaenemnnlunnsasieilase Process A
- What is the pipeline that delivers the product to your
dl | a o Y o % A
customers? NTTLAUNINAINALNANAUN LWALGNANTBIADIAS

azle?

7) Physical Evidence (t/aqgisn1n1en1n)
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Chatbot NignAansnawlamnaen 24 mu. Aidlunilaly Customer Experince NANazann
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aaeradend1AtyuazAsAnileli Physical Evidence Aa

- N194%19 Customer Experince (CX) N7 Tid1azidugiuuy
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- AnudATyaasing Website Development

- ANAIATYTRN Website Design

- N199ANN Customer Support fnuazisyAnanm

sivatieAntnlunnsasneilass Physical Evidence Ag

- What is the customer experience with your product?
dszaunisnfrasgnAniunanineimesgnuacngls?

- How is your product perceived in the marketplace?
nefufresgnAnieaiuinimesnniensls?

- What can enhance the experience?
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2) Glassmorphism/Frosted Glass Effect
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3) Real-life pictures
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4) Vivid Colors
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5) Blurred and colorful backgrounds
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6) Aesthetic minimalism
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7) Geometric structure
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Big and sophisticated typography
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9) Brutalism
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2) Shortcomings that add uniqueness
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3) Immersive 3D elements
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4) Soft shadows, layers and floating elements
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5) Mixing photography with graphics
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6) Voice User Interface (VUI)
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7) Abstract data visualization
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8) Fabulous product photos
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Bold fonts in UX/UI design
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10) UX writing and microcopy
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11) Unusual and futuristic color combinations
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2) Visuals that are easy on the eyes
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4) Depth through shadows and layering
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5) Analogue inspiration
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6) Abstract & geometric art
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7) Unexpected angles
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8) Immersion through VR and AR
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Creative data visualization
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wiastanad 4: “Ul Design Trends in 2021” a8l Ul Freebies (2564)
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2) Bauhaus Style
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3) Deep Interface
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4) Frosted Glass Effect
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5) Immersive interface
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6) Interface Layout Magazine
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7) Pseudo-materialized Icons
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8) Use of Circles
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9) New Mimic Interface
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3) Gradients Everywhere
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4) Sophisticated 3D Graphics
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Horizontal Scrolling
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6) Out-of-box Layouts
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7) Microinteractions
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Scroll Snap
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3.2 uurAANTaanLULTHEMY
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2) &walasuansunl (emotional appeals)
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10) Guilt appeal
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7) Pride and Prestige appeal
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13) Creativeness appeal
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Fear appeal
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12) Respect for Authority appeal
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13) Dead Celebrities appeal
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Moriarty (1901 8140911 afidiunil quyungnyf 2560: 61) laantlszinnqndula
uriadu 33 dszian’ gail
1) Acquisitiveness appeal
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2) Aesthetic appeal
andlagupmagu s
3) Appetite appeal
AL 1AAIUAINBL NGNS
4) Affiliation appeal
qaAulasunsldaudan
5) Aspiration appeal
qaaulaguANNNTILaNZ N
6) Attractiveness appeal
qndulasupanagala
7) Avoidance appeal
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8) Cleanliness appeal
qnaulagupNNazaIn

9) Comfort, Convenience appeal
qndulasuANaTAINALNY

10) Economy appeal
AL lasuANANAY

11) Efficiency appeal
qnavlanulss@nsnin

12) Egoism appeal
anduladuanufaniinAnfilrenuies

13) Health appeal
qnavlanugunIw

14) Identification/Hero appeal
anduladupnuilufidurey

15) Luxury appeal
qaalafuAIINNgUI

16) Mental Stimulation appeal
qndulasun1Inseruan’a

17) Patriotism appeal
qnaulasnuANidus Ay

18) Responsibility appeal
qnAvlasuANFURRTa LT

19) Safety and Security appeal
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20) Sensory appeal
qnavlanulszaimdnia

21) Sex appeal
qnaulag A

22) Thriftiness appeal
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23) Excitement appeal
andnlaghupaFiudu g

24) Fear appeal
AU lanUANNNAD

25) Family appeal
qaauladupduaseuAin

26) Guilt appeal
qpaulasuANITANRA

27) Love appeal
qndulasIuANin

28) Nostalgia appeal
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29) Pleasure appeal
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30) Poignancy appeal
qnaulasuAINLanig

31) Pride appeal
qnaulasnuAgINgila

32) Relief appeal
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33) Sorrow appeal
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Feature appeals
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News appeal

qaaulalumedng

1
a a K

Wuandulanduaanludludrdudmifiaauludlunans fu

©

o 4 & 9 Y A o Cg
WIRNTINITRAUAININAA AN UIBULAIUARNNTUT LU se ud dau
Tnjassinazaslatagldmndlud neanfasannanladuiing an

SN

o dgl v dl a o 1 dl o o dl £
Ul@u@gﬂuﬂirﬂiﬂﬁLN@U?HVIN‘H”I'M’]?’]’JIMN°'| NANATUNABINTTAS

P Yy a
aaas WLIlnAns



5)

90

Product/service popularity appeal
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Sex appeal
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Warmth appeal

pavlasuAYINE LY

Db D

1 dl ¥ A o Y Z// 6 o J dl
ﬂmm@‘uqum@ua‘iﬂﬂﬁ‘ugmﬂmuimﬂmmu ] anTuauaaulaun

21 1UDINIMAUAUBIN AL NN AL A NN UT I T AN Tea e AL

=

9= £ el a | s A = o
AAINHITANNANT sﬁ\iLﬂu‘ﬂq?NmmLﬂm@ﬂ’]\‘]?QQL?QLN@NV’]Q"IN?T’]

U
i
a

ANANTUETWATELATE viFaieU TaAd NANTUE luAN UL Fng |7
naliiaensnalAIuAINin ANNAHTA A NEaNFUAIY
~ ;o @ v <
AUNAUIN YTBAINGT 1Y 3899719289407 AINTANTuINen
AINHNUIA AFINEDUTEL ATINANATY ANINATLIEENEW AN

WrinuarAuIngEdeui-ana usu

10) Ego appeal

qnaulasuANduaLeg

- % ai Y @ = \ o a =
pan1sldqnaulanuanalisiunaglseutiinininaulavraniiu

a

Ao A o

1RAENRAIA WIBYARNNNTIA YTaAUAN LB 7] 289yAnaiald

a [ dl
Aup N TN

11) Music appeal

o ¥ =
"ﬂﬂ"’\‘]_le[ﬂ‘ﬂ’]\‘i ANUAURNT

Wunisldaundiduasslsznaunitanisdazansniduadaunnis
de .

(nonverbal communication) N&1ATY Tus 1 ula® N 1weze UAT

i
a

¥ « P ¥ a d? [
AMNITOATINRNTU mwgmiummunuimwmq LL@%IHWQ@@K

nezAuliiAnnTsreLANAT I ERNNINNdIAUANEY 7|



92

12) Sensory appeal
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Aa taeauiullnlseandudanadin Ae 24115 (taste) A4
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10. WanaLuLLENdaA1u (split headlines)
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1 |ADAATIHE nEun 281 |Creative Copy Writer |Heroleads Asia
2 qumuuﬁﬂ’]%‘v\fmuﬁ 29 1l Marketing Manager Ocean Glass
3 |AUATUNA rﬁl@\m‘ﬁmqa 291 |Merchandiser CP All Public
4 |pouadnaud whirmnd 301 |Freelancer -
= o = . .
5 |AEAN naw el 301 |Supervisor WPP(Mindshare)
6 |AMANWA A319995UL 301 |3e9ng WanasNeIN IR
a o = & .
7 |mnuvady aalay 411 [Tlsunsnies UB Thailand
8  |AuAing NAY 421 |fdanng Si.com
NANT 2 INARIJY AU 8 71N
FIN31971 2 NQNFABL WAL
AR TFa-uNana a1l ATUNU NU2EY
1 |ARBITEN Qmuu“ﬁ @les |24 1 |Account Executive Shareinvestor Thailand
2 |AYMINA ﬁﬂ?zﬁmyjiﬂj 25 Project Coordinator Hello World Technology
3 |pruAsaneal nesdums 271 |Website Owner 21 Impact
= a |d? =) e
4 |ADIATOUTN WITa 281 |Owner Kiki house cafe
5 |AusTuing aviis 281 |Sale Lamitak Thailand
6 |Ansuang Benuialsngdy (20T [idwhiiniamann Nye Estate
7 |Ansalie dgosens 291 |Team Leader Shopee Thailand
a & o a =) .
8  |AtuaNsyine Vinn 301 |Media buyer Dentsu x
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R A sl < ¥ 1 o/ 1 ¥ 1
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ATUNINHINHNE]
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! v v !
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Q u

o

FufRuluaia1dasie o uarldianisaunuinguuuueaula (Online focus groups)
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a
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A
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1
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q q

ABAARBILATAYINUANANG TILIINANAIINAALTW 1D UNHNARNWI LAz FUl JasuuL

watlwadulinay aenAReTUANAATILIEINgHAIBEN

4. ivdeya A5 2 uaYAAIIAANT

4.1 fivdayaanngidenanny uardinansiiaans

o o

2 v dl 1 o
TAduiiuualduniseanuuy User Interface (Ul) ARun1sWmuLaz
suilgeudn inldiduasesiialunisdunealdd@niufiiasmnynguinuenaa fsedsnis
a zﬂl £ dl A

AN INBFTIAABLIANINGNABITDILATENNE

o Y v o dl v o c o i °
N‘J"ﬂﬁliﬂ@ﬁ"ﬁ\‘iﬁ’m’m walddsenaunisdunisnd SuisAuusinuaznig

2
al
'

[

panaaaLANAUETRNTTY A1uow 1 48 Al

1) ANBBNLULALLLLLDLUNALATY (FuwuL? 2) dasaAfeanywun iy
ansnihliidluesasiiaasunungused9le vinuwiusdae

yirala?
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4.2 AUTRYARINNANAIREN UATAAINTIHAANE
Raeiuualduniseanuiuy User Interface (U1) Miunnswimmngfulys
1 QJdI k% 4 dl A < ¥ U o/ 1
LazHUNIIAIIRaeUAINTEa Ty kan 10 b iuaresiiaunisiudeyaainngusinetig

a a ZJ/ % aa a di o A ¥ dl o b=
WHNENATN AILITNITIAN LNRAALARNAULLUNUNIZANNLNTIAN TN

ANUN 2 NN7RANLLL TN TN

1. Bimsvidays wazafwarasialuniaas
9m o o A a o a o a o ~N=
HAREARADNLUIAALATAANNNTRNLLLILALNALATUNLUNNZANALINIIURANEA
Tneldqndtilalusnulamn (Advertising Appeals) aniiianluassnunssn 113wz
%

¥ dl ° ¥ ¢ % dl A aQ o
DHANTLAULAN LW@MWiﬂI‘HLﬂuLﬂm“ﬂLL@SLLNQV]’]\‘II‘HHW?’&?’NLﬂﬁ“ﬂ\‘m'ﬂiuﬂﬁi’mﬂ Tnenng

aanuuusiLL s lugluutsng - NdenadadiunadnsrednIsAnm

2. iudaya WALAATITUNARNS
2.1 fiudeyaang@endny uariAssiiaans
unqadulalusiulawnin (Advertising Appeals) 1N BN1931ATIEW

=2 o

[ A U £ dl A o/ cAa yd‘ o
AndaniarAuLuLnrnNnlfduezasiia lunisdunenlideandugimamyanuau 3

) o \ . Y = < | o ) = Y
NU IﬁﬂEL"HEQ%'WCQLW]@?ququﬁmﬂ\‘]Nﬂ?gﬁ‘Uﬂq?anu@qﬂuu °'] 1quﬂqq 10 1 Ugznaumas

yiudi 1 Theenuuylamon FounuyuNesresineanuuyluiegsia
AouaudRI] asunng
A1 Creative Director
Ogilvy Bangkok
dszaunisnl 28 1
Y 2 tneenuuLusow FaunuyNNesrasineanwuylumagsna
ADIISAUN 739NTUNT
BN Art Director Manager
Global Jet ECommerce (Thailand).co.ltd.

1lsraunisnd 20 1
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WrAunuu s ANunIATaaauaIng@ea 1y A N1l
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NANFAL1KULLAN¥AY (Purposive sampling) 1131 16 711 wilauly 2 ngu nguay 8
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4. ivdeya A5 2 uaTALAILAANT
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4
(%

= o
AURARUN 1 LATANNIT

a o a a ¥
1. WATIZNTBHRIINNITTIUNTTNNENEAIUD

L o v o a '8 cY b2 1 a a )
TRAulavinnnsieaed duasyidayaainessunssuudanidn §NaLIn1sdaanmg
a Aﬂld a a -le/d a 1 o Azll ¥
dugsianiiesandsznaunisiiuingelussuuiaswgnadinga Inafinguidiunnanannld
uFn1suINfNgnAanuly Generation Y / Gen-Me / Millennials (\inTlw.A.2523-2542) &
a o £ a ¥ = a dl 1 v L% o
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) dl A ] a di dl v Dd‘d a [ % 1 U
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2) Line Man
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1. Facebook

2. Instagram

3. YouTube

4. Line

5. Website
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1. Billboard

2. Transportation

3. Events
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Promotion
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Tneonuuunanasuaaulal laun
1. Facebook

2. Instagram

3. YouTube

4. Tiktok

5. Line

6. Website

s TawanangUuuueanlad laun
1. Billboard

2. Transportation

3. Events

AousiadNIsitiamarlsdmiuusiay

PRg?

Tamnnuuuwanasuaaulad laun

1. Facebook - Single Photo with Caption

2. Instagram — Filter + Single Photo with Caption
3. YouTube - Video

4. Tiktok — Filte + Video

5. Line - Sticker

6. Website - Single Photo with Caption

s TrmanangUuuueenlad laun

1. Billboard - Single Photo with Caption

2. Transportation - Single Photo with Caption

3. Events - Landmark

Process
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Physical Evidence
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wualdunisaanuuy
User Interface (Ul)

" e =
HUANTBHAN

1 WOVIE WAAT (2563)

2 Wewebplus Co.,ltd. (2564)

3 99designs Team (2563)

4 Ul Freebies (2564)

5 Jouan Marcel (2563)

G EREN

'3D lllustrator

?Immersive 3D elements

° Neumorphism

“Deep Interface

“ Pseudo-materialized Icons

° Sophisticated 3D Graphics

" Brutalism
2 Shortcomings that add uniqueness

& . q 0
Analogue inspiration

' Geometric structure
° Abstract & geometric art

“Bauhaus Style

1 Glassmorphism/Frosted Glass Effect®
"Blurred and colorful backgrounds*
" Frosted Glass Effect

°Frosted Glass Effect

' Real-life pictures

2 Mixing photography with graphics
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WHAITBYAT
QT_
8 —~
) %
o = . & (%)
wualdnnisaanuuy 0 2 E g 2
3 1 0 g
User Interface (Ul) d 8 3 g 5
€ @ o @ o
é = g 0 ©
= 8 k) D =
=) ) N o (e
= 8| 3| | 2|8
= = » D - I3
~ AN (9p) < (o) <
*Immersive interface*
? Soft shadows, layers and floating
elements
\ / / / 3
Depth through shadows and layering
*Immersive interface*
A Few Gradients
; / / 2
Gradients Everywhere
? Abstract data visualization
/ / 2
° Creative data visualization
' Aesthetic minimalism
, / / 2
Visuals that are easy on the eyes
1 Big and sophisticated typography
/ / 2
?Bold fonts in UX/UI design
?Dark Mode
. / / 2
Dark Mode
®Fabulous product photos
/ / 2
* Immersion through VR and AR
"Vivid Colors / / 2
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LUl NNITAANLULU
User Interface (Ul)

WHAITBYAT

P

a

\AIA3 (2563)

o WENAT

1 new

2 Wewebplus Co.,Itd. (2564)

3 99designs Team (2563)

4 Ul Freebies (2564)

5 Jouan Marcel (2563)

NAaTIN

2 .
Unusual and futuristic color

combinations

° Engaging swiping experiences

*Horizontal Scrolling

" Interface Layout Magazine

5 . . .
Microinteractions

®New Mimic Interface

® Out-of-box Layouts

> Scroll Snap

’ Unexpected angles

“Use of Circles

? UX writing and microcopy

*Voice User Interface (VUI)
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A19797 7 nhsaanziAndnAtyaesiualifuniseanuuy User Interface (Ul)

wudliNn1saanuwuL User Interface (Ul) ANEATY

3D lllustrator
Immersive 3D elements
Neumorphism

3D Graphics
Deep Interface

Pseudo-materialized Icons

Sophisticated 3D Graphics

Brutalism
Shortcomings that add uniqueness Brutalism

Analogue inspiration

Geometric structure
Abstract & geometric art Geometric

Bauhaus Style

Glassmorphism/Frosted Glass Effect
Blurred and colorful backgrounds

Glassmorphism
Frosted Glass Effect

Frosted Glass Effect

Real-life pictures
Mixing photography with graphics
Mixing photography with graphics
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wurlunnsaanuuy User Interface (UI) ANRNAL

Immersive interface

Soft shadows, layers and floating elements
Depth through shadows and layering Soft shadows

Immersive interface*

v o
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2.2 {iudayaaInngusaeng uarAATIsUNadNG

WU NENINATIELAZUEDN HANARTudanAResiuAe uualiy Brutalism way
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Mixing photography
1 (NVENIOPAREN Soft shadows (SVENRMAAEN
with graphics

2 Glassmorphism NNZAN 3D Graphics WHNZAN

Mixing photography
3 Soft shadows NV ENIPAREN (NVENIMAREN
with graphics

4 3D Graphics ANNZAN Glassmorphism WMNNZAN
5 Brutalism Talwnnzaw Brutalism Tawnnzaw
6 Geometric TNz an Geometric Tadmnnzan
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