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# # 6380008435 : MAJOR CREATIVE ARTS

KEYWORD:
Chayut Sornprommas : GRAPHIC DESIGN FOR CAFE AND WORKOUT BRAND.
Advisor: Assoc. Prof. Araya Srikanlayanabuth

The purpose of this research was to find graphic design guidelines
for CAFE AND WORKOUT BRAND and to find strategies for CAFE AND WORKOUT
BRAND

The method used in the research was Study and collect information
related to cafes, eating, and exercise. by using the information obtained to make a
questionnaire with the target group The researchers then analyzed the data to
determine the design objectives. Consider finding the right personality for a cafe

graphic design project and exercise.

and created a message to communicate by allowing the target audience
to evaluate and rate The researchers then analyzed trends in graphic design in
2021 and used the winning results from the Indigo Design Awards 2021 to compare

them for consistency. Find a way to design

Summarizing the results of the research, it was found that design
trends Inspired by nature and geometric shapes are a good guideline that should

be used in GRAPHIC DESIGN FOR CAFE AND WORKOUT BRAND

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

Academic Year: 2021 Advisor's Signature .......ccccecevvrirenne.
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4.2 Brand Value Theory
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Citrus puiunaldfsasen

Dry WASUas

27

HAPPY URguf

P

SHOWY Flogaan
Active uaainaesIndll
Bold Lautin 81aungy
Forceful thnlusenIas
Intense 4R UIINAT
Striking @¥anAN
Aqueous @Lﬁlmﬁj‘lﬁj’l

Provocative Qﬂugﬁﬂma

Alluring L8187U

Brilliant guanuviay
Extravagant #xtiee
Glossy tHusiunn
Luxurious #atlay #3nsn
Mellow gnangauauy el

Substantial Judadlaiindngiu

Robust #7118 181715681974

wild gndieu

Amiable 115nlAs
Dreamy saaailouluily
Romantic WUy

Supple gauws Yaniden

Domestic QL‘fJuﬁuﬁu

Free dasy sulasenn



Fresh Qam%u
Gentle gAMMWIA
Healthy gnuanewsly gavnIni
Lighthearted wu a@u1ee)
Natural gilusssunf
Open WaWy asalunsaun
Plain 1389
Restful Wno&19a9u
Smooth iﬁ‘u%‘u
Sweet-sour LU'%JEJ’JG] WIUE
Pastoral N119379 Waudnfsviows
8. Elegant
Calm awﬁq
Delicate Uszeln USIA
Emotional @gliaua1sunl
Ferninine QLunds sounau
Sedate @au Taifu
Subtle Fiavindey
Graceful @41973 Y3WIR
Mysterious 8naU WAL
Polished 1Jugfuwn
9. Chic
Chic i i Viuadowuug
Modest dsuiaien 13osiiodeush
Quiet Ryvasy
Stylish v figlng
Sober gyu
10. Classic
Classic lasuanuilauunlagnasn
Conservative 931 aysneiey

Heavy and deep WiinuazLy

28

Generous 1aABNIN9YINS
Gentle and elegant gnn
Intimate Tna@n 1 Juvesdiud
Mild 99u¢

Nostalgic SEANIIANUNET
Peaceful gasu duy
Pleasant Wanala

Simple and appealing 138U
Sunny LOnunu wesla
Tranquil asuils Wenidu

Wholesome LHudselevil

Cultured H9musssu

Elegant azlonayodaighuunf
Fashionable sfuasy Wufidey
Refined aazaaiy Usyale
Sleek 1 w7 e

Tender 131u3a L9
Interesting Unaula

Noble agediliiegsi

Pure and elegant U3anglagn
Japanese @Lﬁuﬁﬁu

No bleand elegant geadilinysh
Simple 38UdNY

Quiet and simple RyuLFaUdNY

Complex Fudgou
Elaborate Useinussas

Old-fashioned anasiy we



Provincial geluguum anedanin
Sturdy KIIUNTS NUNIU
Traditional Uszineiilay

11. Dandy
Aristocratic QLfJu%uz;N
Dapper N¥yIn3n NIZAUNTLLY
Eminent Lo Sdoides

Practical gisngaunazldan

Quiet and sophisticated Reuwagliidu 9130

Strong and robust LINTI NUNIY
anau
12. Formal
Authoritative Wenngy Undede
Farnest 191934497134
Majestic @9INILNE AT
Proper amsmsnzau
Sublime 13fae Wi
13. Clear
Clean and fresh @azaml,azam%u
Clear Faau 1Usdla lifivoasdey
Light anla aine Wasuaa
Pure and simple U3avuayiFeude
Fresh and young ganduifumijuuan
Refreshing antu @une Heunane
14. Cool-casual
Agile NT¥AUNTZLA
Speedy 50157
Steady sfums wiinuLY
Young atlumiuiluany
15. Modern

Composed QSLR]LE':J’u

29

Rustic anenue) lalaazaaiy

Tasteful f5av1@ dsatiew

Bitter 5@y
Diligent v&uduuds
Placid @ Souils
Sound lwisg f9au
Serious 191339497134

Subtle and mysterious HlaRtrAYL

Dignified fliNeshem aiigu

<

Formal gLiumi9nng
a1

Precious ANAT

Solemn 034914

Clean gaza19
Crystalline glawilouuna
Simple 13gUd8

Neat 1oy Seuseslsia
Pure U%Ej‘vfé

Dewy “ljmi'l

Smart 2879 1A JaRNe
Sporty AGDILUULINAKI
Western @Lﬁu%’l’mﬁumﬂ

Youthful gsin AgeuLen

Cultivated T9suniseusy



30

Distinguished fieideaiduiiondn Exact gnAed wiuou
Intellectual gilatayan Masculine giludweauy
Metallic gilulanes Tuam Modern iuaily il
Precise NOWHUW LAEUVIN Progressive %N
Rational gauLvndung Sharp LRguWaL

Urban ## i 8819319059

dui 2 539
4.5 Ainsgndeyaiiominguizaidlunisesniuy

Ya

AIelavimsliesgvideyaiitentingUssasaluniseaniuy lngenfenguasuiu

'
o

YDIWNANTENU TIUUNTo89NI a8l UN1TIANAAIUAS el

Va v Y o b4 d‘ d‘ v a o !
451 Rglimihnisaswaisnszdelasmslangufanan

[

vilaansiUewiudsil
-sgauLlien
ATHAYIINNITAU 1TUAINTAUARILDS
aniludanesesiu
Aliitoaunn Anaundale
IS1VYAUN NN UANYDUAR
a2 v
LAREINTIUIEN
- 1%
guamanIuaule
U d’l
SAINIG

nsnuFesivg uesnmasnelumeiu

PeEeIiu 9anfdniefTeuy

e

v A

Yrudnfaeunn Tisiviede duldae

oe €

fannndnunAeguaninu
-SEAUKAY

Welunnauneny



4.5.2 NI IASIEAASNALEDNAFIUNSTUNITODNLUU

31

W idelevinnisieseiansiiagdetaiu vilileansnasdedmsumsesniuy

Aal

)}

WINNIINIINUNARAUN N IR

al

- AT oSy

- upaeITIiTshem s gienn

- drmidnitanunn Thsdaeda Auluiae
- 191VHFUNNLIUAIBUA

- @alunNANUNE Y

AN 1 WEARNSANSNILARADAAADINUNANNITNANTUNATNALFNAFINSUNITOBNLUU

fluveansiazde
FNUWANNNTVRS Brand asnReiniIazie
Value Theory
ar = e & W
Tzauden wAADINAUAIEA
awifiluddaeSosiu
LI 1UIEEUN LN UATIDUAN
[ 1 = . = =
IzAULe fannninuAsgunwiann
A I
dnndnfidaun TAsgeda Auldiae
sEAULY Walunnaaumwe

doyaativalyy

UnLaueRuEIURTaIIUIVENE 1A
Azl uATaIaMNITIVTLNEL NN

o g a = 5 o
il 'ﬂ,'lﬂﬂ znuituTesang

P PO T P
dnauagauiswdniiugdslig
uilnalnonss

Yautumeguamasd qliiugnn

Whnshaueduafiunninniw

wazwadagunmwasguTlnelaeess

weivdaiguilnaina Insdhunte
WUAUINTE AENNSTRERAR

o o 13 v
nnaudniadeddarumenly

= o =i alm a
G mmﬁ.mmwmﬂmmu



32

NNATNMTIAT IS TIFessadedmiunseenuuy asnsafavansle
favun ans euseAuawAneImsAeansldell

-H11ANIINUNARAYNINFIR ewitugeiFeanu U
WiusenT

dwiinfidnunliistasan Auliiae AsgguLUAYeUAN  -delunn

AIMUNYU

4.5.3 fvusnaanguivanefmisg1aie i sanUsslumansnfeinsisde

<gaUIIAHA

-Sngunw

814 25 - 40 ¥

MnAuaNsAdina1vlRlE nausegnsiavn 8 au JsanmnsaszygaziBundoya
#e Be/o1e/deg leun

- UNANIENTOT WHBNTNUS/ 29/ nviyl.

- UNENMBIYN VNIV 25/ NN

- Wesgud daunTENa/ 25/NTEUATATOYSEN

- WSt 9993Y/ 26/ NV,

- wenmEned eSaufalay 26/ nnu.

- UNENINYAT LIUETENE/ 25/ N,

- UNEINIYINS AR/ 29/ N,

- weUsHINUS ¥aEna/ 31/ Ay,
Tnewnausinislizuuuiivdninnsandai]

5 e danuvsnzanmniian

4 vinefs danumangauuin

3 e danumanganuiunand

v

2 U809 UMMM FULDY

a

1 MWD UAUMUITAULDYNER

9

€

[
=

) a Ay A Ao 1Y) Y o X
PANNISANINTUNESNABINTALHNG Bausznauluaie 6 Yamadl

1 True anstudeansauduass



2 Unique ansiuiinnuduendnwal

3 Single minded @15&@9ANILNENTDILAYY

4 Inspiring &NTHULADUAURANIINITODNLUY

5 Clear @158ANUTRLIY

6 Insight @NTLAAIDIRINULUTUA

33

ansiidoenis True Unique Single Inspiring Clear Insight NAALLLUUTIN
9380 minded
1311091 4 4 3.3 3 4 4.6 22.9
NUNAD
FUNNAIA
At 3 43 3.3 q 4.3 4.5 23.9
HeheiFeanu
uAReITTiy a.1 4.2 4.5 3.6 5 5 26.4
PllZe
dhiniian 3.1 a.1 3.2 3.1 3.8 4.8 22.1
1AlALS1908
An Auluiae
LINVIWFUVNIN 3.2 3.2 2.3 B8 2.5 3.3 18
WIUAN
YauA
elunn 3.2 15 3.5 3.5 2.5 26 16.8
AUNYIE

4.6 nMyinsmiveldlunsAumyagnamuwazesunl

ielilayadnnminsanunissuivesngudming §idelaldngus Color

image scale Y84 Shigenobu Kobayashi

gl 3 Wan1S)

nsseyinguszasAlunisosnwuy




34

doyadmiumslianzit YRRNAW doyantiuau
wusudALaznsaanidiniy Agile NTzdUNT=IAN ANUASZTUNTZIAILARIT
o o o e =l I =l 2 e
duiidendmivauiiaenguagunin ANULdL s mYauiu
. a1 va a2 d ' & a s
waziTusgeliGasiuluGasie aun ez udnunl
| o o e = o
Foseanmdaniefiuiu AgAIITULUTIA
. o . 4 - =
nguAU Gen Y Shgunmany 25-400 Provocative §NULYE MstABUNgFENSSULAY 9
o A | 4 a o D e A
iwginsawaudhal wazvauly iothlugadmi gulwsas
o_ as =] '
MsganMAIMeguaguaw THATINUYFDAIILAYD
5 L)
afulufes
. . . S xS ¢ il =l w
\Falunnauwenen Stylish 3ivin Talea WALz afuny
g d L
NMIPUAGTNTNLANIIFIYATTHWEL yaluSeaamsiulsznu
[ o o - = =
larezfiumsiuviasanddanne nsauagunmducad
i b5 W L v [-3 L
radldanumengnilunn qu lidnas ivuALela
o
nvisatiow

& v v = o

MnMsdnakardvaudeyaieiuluuuvesasiadedungudmng Gen Y agulah

sUsuuvesasfizdeiungu Gen Y Tilszauanudniadndusosondeinguszasdlunis

DONUUULNOAT 1A A9l

1
=

naagUunsiinzuuuasnasdeannguithvane lanadnansns 6 a1s anunsaunld

Nuldmuans1ElazuuUAnATe Afe 15 Azluuduluain 30

1NA15MNNSUTLEIUAITNHBINITALEDINNNNSYIBUUABUDIY @1U150L589a17U
AzkuUlaRIT
1. LAADIMLIAUMEAT
- euidudvieisesiu
= 1 & L3
- TanndnnunAegunIndana

2
3
4. Yrmindiaeunnliiswede Auldiae
5. 1S1VIHAVNWUNUAIVBUADS

6

. WelunnAnumeny



35

GRRIZENORGR)
A135EAULNY WaluynANUNI81 Lanade N1sAULaENSgLaauAINABsldnIy

wenewluyn 93 lidezsunusedes

(%
Y

NNAMTAATIERUARNAMTIIVINA HITERNMTUMIYARN NIz auiulATINIg
a 6] 1 o w dl a ¥ | . U
poniuusvAaUAiuaznIseRNiNaINIBINNgn 3 yadnaw taud Agile nszdunsuiad

Provocative gnugvitnig Stylish fivi1 dalng

PNMTIATMVRITY nFadmngasamsnisiausuesniuusefal Brand
Knowledge Brand Value Theory aeflusgsuiiu signguitming foanisuumisiiazly
i Ineflrundeuasnsaseviileiuusegdlalunsquaguaiw iWelaesinmluiingvi
1 Asdageilalunslavan wanzauiagldnsgdasmemnude sizmsyainausslov
ANANYBINIUAFTA N WnAnRaiuyadnaLarensual msidu Agle nsedunseia
Provocative gnug¥inme Stylish fivh Falled vilviusenuuuisviadiiiuluFesnsdas
#aq Tauliivgads Tnwazameilansududlead uasiinmaasungnssuuisediei

Ttiaunme

yndnamilsnzaniudeiiaglddeans

IINMIUATIIMNUATNNINLAZEN TR tasanseaniuusufadailiaznis
ponmdsne asulsdinyadnnnitanansold Iianan fe

Agile NT¥AUNTZLA

Provocative gnugvivmieg

Stylish &ivn Jaleg



36

uni 5
nagnsnisldde

=Y

AIelaTIUTINdeyanlAaINNITUMIUITINNTIY wasthunasaeselieldeie

v d' a‘cl' d' ) % 1 < 1 [ dy
AuMABlarnagnsimzadlunsaeans diavedeya lneuvatu 3 @l
\ ~ a A v
AN 1 1550UNSTUNNEITD4
Y A o A a
Toyalnediude uazUssinvvesdelawan
d1579mstganuesnwuulus AW
1 d‘ ada o
a1 2 35798
nsdunvainguegeaNunlafeIfunsiddeNvLnzay
AU7 3 Wan1sIvY
doNmnnyay

WHUNTS LUED

| s v
duil 1 25sunTsuiiietes
5.1 Yoyaienfiviie uasUssinnvaddelavan
5.1.1 delaiwa Aeoayls
= VY 1 d' < = 1 d" !
m3lawan maneds Mslideya 913a03 eidunisdeasyalanudeuseiansng q
wiegdlaviseliutnlalinguduslnavsanguidvung dngfnssundesmuiilevvesansi
lawaneanty suideduiegdlaliinisterieldduiuazuinisiu q aaenudnilrujon

ANULUIAUAAGN

d delawan ivunedaasesdonmssaiaifiunuimsedinihithdoyatniansmaiu
lWdsndudusinavsendudviuneg lnemslddelavaniugsinUssloviviessay

°o & =~ P X Y 2 vy ] a | ! ! %
ﬂ'grlllﬂqlﬁ"m/ﬁ@ill GUUEJQﬂUﬂ']ﬁLa@ﬂISUaaLLWaS%u@@UqQLﬂﬂqgﬁNW@ﬂQML{]'WVN’]EJ@?EJ



37

5.1.2 AMUAIAYTOIEDlABAN
mslawanlutigtufatuienalsgnuszeasd wu wWugliiuigafyaeuie
IMLFUAMYTENISIIUINT MIkeunsUssuduiustoyatasiveugnilaisoasng

VY

IndrinlvigatoufuRnungszilovvesding nsweunsuszorduiuduasu uiu Ay

o LY

° « = & vy I Ay ° =~
F’nr]lla’]ﬂmm@qaaiglwmqf\]ﬂﬂﬁqugLUUﬁ@au‘UaHiﬂ%sﬂ@Ha%qjaqﬁmm@Qﬂqﬁquauaﬂ

o

[
3 [

USLANSNNWALUTLANTNANINDITU P9t

Lasweanudilaluauaudfivesduiuazuinig vieussnduiusianuliasisasyuld

Suslurang

2. @ sanseiuusegdlaliiinaudenisesindedun vinmsedenisiilunaasuas
U URnY
3.asnenugeiuaylindulufmduduasuinis viedulagiilaluesns

48519 Ineng1ANLNTITITeIUsinAnsauAnangud nanelianiIdua Usnis visedd

foIN15Aa1TUTTIFURUS LA

5.1.3 UseLnunueadelawan toglstng

Folawauus Wulssaneng qladu 4 Ussian Ao

1 AelewnnUszanasiuyt (Print Media)

'
a

WWunisaelavanlasldsundedaidudinarslunisaienananufndaiaeanisdeans

a 3

Tdusenvu ImeiunainvangUssinn wu vilsdeliun dasans Tuudy wiwiu Wawes

fonslaaum wuumeds@ua (catalogs) Wumu Fedeusesinnilflunislulssinnues

- e

doluwangAlsnisueie

2 @olavanissinvnszaneidssiazunsnw (broadcasting media)
< Y A o v A [ a v ¢
Junnslewanlaenisldides an viedmiade laun levauninguayinsiiml

3 dolawanoaulay



38
dolavanuszinvidunievsgranntulagiu Snwuunmilsideansiegunm
Fvilsde wazhuunnadaulmfasulusme nw Eee Fedessulatiunuimidusgiunn

wsununneudridansauladla

4 d@olavaussLanau 9

Wudelawandu quenuileaindefinanlunaidnsiu 1wy denlavand mSuinms
WWzAuanIuieg 9 delavanuenaniuiegstslavanvuiniigg lavannanaiusaily

dnsupuuney Wudu

=

dolavanduesosdlod1fyn1in13naInRoeIrnImng qRInInsFLasenTY W1z
Judenfimihihansiissdoanslivdingudmnevsenguiuslon lneussinnuesdes

Wasulumuanulleuvesenaioty <

5.2 drsransldnusaniuuluiuand
AAdelalduusud Starbucks wa True Coffee Tun1sdis7 osannidui

nfinsesnuuulssgnasifavivainuaty uaslundeuunlugallagiu

5.2.1 dvamsidanusenuuulunisuesduuuminsiy

f79819N1509NLUTNIBUDNS U

=

A7 4 Starbucks Food Villa in Bangkok Ratchaphruek Road



39
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http://wvkgroup.com/true-coffee-true-shop-at-chamchuri-square/
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6.1 S9UAIBENNNTDDNLUULTVAAUNA

6.1.1 57UA29819310 Indigo Design Awards 2021

ar

1. Graphic Design of the year 2021- The Guide by Shillington Education
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AT 12 Wasueenuwuu The Guide by Shil

(

— i
ington Education



The graphic
design handbook,
reinvented

Sion U

U MiyTE—

fascinating design
case studies and
industry examples

AT 13 HAIUEBNWUU The Guide by Shillington Education

Branding
Digital’

Career

Al 14 wasueenLUU The Guide by Shillington Education



2. Branding of the Year 2021 — Grace Sunset Collection by not real

TD:IILDVE[E[ E[NI:I OS

Al 17 naueanLuUU Grace Sunset Collection by not real
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3. Mobile Design of the Year 2021 — Trip App by Z1

The idea

Fiele Trip is & Coradian sompany sading the medical ond
scienific ra-emargence of psychedelic-enhanced
therapies.

Ready for your trip?

ATl 18 WasLeBNWUY Trip App by Z1

Main Features

Set an intenfion Usten-o = - Show analytics thet
before the jeumey Al-generated music o i displays progress over e

ATl 20 NaTUBBNLUY Trip App by Z1
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4. Gold in Branding 2021 - Emerge Graduation Exhibition Identity by Jimmy

Muldoon
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A 21 WaURRNUWUU Emerge Graduation Exhibition Identity by Jimmy Muldoon

Shillington Onl
Graduate Showcase
18 December 2020

is a graphic

Shanbhag
designer
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AT 23KaNUBBNKUY Emerge Graduation Exhibition Identity by Jimmy Muldoon



5. Gold in Branding 2021 - FarmWay by Moe Selwaye

Logo design

"

A4
FARM
WRY

Al 26 NEIUBBNWUY FarmWay by Moe Selwaye

Logo Meanings/Symbolism

AT 25 WaIUBBNLUY FarmWay by Moe Selwaye
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AT 26 KATUDBNLUY FarmWay by Moe Selwaye
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6. Gold in Branding 2021 - Saari Chocolate by Renan Artur Vizzotto

AT 27 WAUBBNKWUU Saari Chocolate by Renan Artur Vizzotto

ATl 28 HATILEBNWUY Saari Chocolate by Renan Artur Vizzotto

Al 29 HaUBBNLUY Saari Chocolate by Renan Artur Vizzotto
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7. Gold in Branding 2021 — Dopecast Technology by Cmo Yu

AT 32 NAUBBNLUY Dopecast Technology by Cmo Yu
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8. Gold in Branding 2021 — Nancy by Tiare Payano

AT 33 NASIUDDNLUY Nancy by Tiare Payano

AT 35 NASIUDDNLUY Nancy by Tiare Payano
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9. Silver in Branding 2021 - Shizuoka Professional University of Agriculture by Yoske

Mitsui

2021
UNIVERSITY
PROSPECTUS

Al 37 NAUBBNLUY Shizuoka Professional University of Agriculture by Yoske Mitsui

AT 38 WAIUDDNLUU Shizuoka Professional University of Agriculture by Yoske Mitsui
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10. Silver in Branding 2021 - Big Picture Graduate Showcase by Shanti Sparrow
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comiort i
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ATl G1RaNUEBNKUY Big Picture Graduate Showcase by Shanti Sparrow
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6.2.6 UDBNLLUYU Monochrome & Duotone
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NN 47 UBBNLUY Monochrome & Duotone
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6.2.9 1uUsdnLUU Color less Design

Dunwmnanisesnwuuiiaglddlidosiign audeuaziluvim

Find the needle
in your haystack

Productive

American sole titon triggerfish
three spot gourami cherry
salmon creek chub sond dab.
Scasmetan gk siven fatf
ey 40obEor 1 roeh

QORI (TN Siet e

Free and
easy...

AN 50 $ueantkuu Color less Design
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