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# # 6280012835 : MAJOR CREATIVE ARTS

KEYWORD: Hungry ghost
Thitichaya Pathamadilok : GRAPHIC DESIGN OF BANGKOK CULTURAL
TOURISM PROJECT BY USING CHARACTER DESIGN FROM BUDDHIST HUNGRY
GHOST. Advisor: PAWIN BUNNAG, D.F.A.

Culture is an umbrella term which form encompasses the social behavior
or norms found in human societies. This is created and continued through language,
arts, beliefs and traditions. Nowadays, Thai society is changed overtime by
technology that is a part of daily life of young adult in recently year either traveling
or facilities more convenient that culture access easily and suit for all adult. Even
though people are not embedded about cultural significance, this is affected to
people to lack of interest in history and culture. All of these are reason why adult
are not interested in culture and give their opinions such as boring, not entertaining,
uninspiring to keep continue and not sustainable for needs of adult. While a growth
cultural communication is trendier from changes, people who start to interest in

cultural tourism more than the past is Generation Z.

However, researcher had to realize how to attract target group not to feel
bored about cultural access beforehand by researching all of information to invite
them for cultural tourism through online communities such as Instagram. Moreover,
screening all of information is useful and understand target group easily whether it
be modern illustration and sustainable target group behavior who really like joining
activity. Therefore, it was an opportunity to search all information to find graphic
design concept and created illustration that suit for target group.

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

Academic Year: 2020 Advisor's Signature ..o
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tourism-in-japan-1-maintain.
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Anou waunawnuAnusvasduaindala

Imo-ya Kinjiro Imoya was named after
Kinjiro Shibuya, the founder of Shubuya

Foods, Co. Ltd.. its parent. Kinjiro was a
person who was richly endowed in
creativity and foresight. Determined to
fully exploit the goodness of the sweet
potato for his confectionery, he worked
with contract farmers of sweet potato.
the raw material. Their efforts became
the foundation of the the Shibuya Group

AN 2 FRE19NTINTELaYNSAWAY QR Code

Eal https://www.marumura.com/charm-of-tourism-in-japan-2-develop/

15 7y METHROBRE BN

Thank you for visiting this Fukutoky Shrine. Please s<on the GR Codo with your
cell phone 1o read about this Shrina’s history in 15 lenguages.

St

“RONIN, T. T. "anjvinsvisaiiiendilu (2) fimmn." 24 wardnney 2558. from hitps://www.marumura.com/charm-of-

tourism-in-japan-2-develop.
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1. Howl’s Moving Castle : Usnaminuusiansgnia (2004) Ancdu 41.6%

AIIAITY
STUDIO GHIBLI

Howrs
MOVING CASTLE

7191 12 Howl’s Moving Castle : USMavivsusivess1id
11 : https://www.imdb.com/
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2. Spirited Away : IR%anuNiAassd (2001) Andu 25%

SPIRITED AWAY

A9 13 Spirited Away : SR7aysy LAY

i ; https://www.allposters.com/
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https://www.allposters.com/
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3. Ponyo : SnaynInagysie (2008) Anvlu 16.6%

AWl 14 Ponyo : Smaymsnagye
Iun : https://www.buzzfeed.com/

AlFuus John Smith” Timewadn veumsizmsilesdiazasuasiiloses
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4. From up on poppy hill : Joutl 8ad $150aUinn3d (2011) Al
16.6%

ook suoe o snan STUBIA GHIBLI
[N < £+l catnrmes e SPIRITED AWAY, NOWL'S MOVING CASTLE
o THE SECRET WARLD 8F ARRIETTY

N
oY)
)

V/‘ (\ N

AGORD NIYAZAXI fmx

’
HII]M{ 3% POPPY HILL

At 15 From up on poppy hill : Jeul 8ad ¥t jn3d
111 : https://www.imdb.com/

dlduwel ‘AG” Wimswadn seumsizdumspuiililadenaulawazaun
Altunuuel weag) mvarad1 auUnszuIsen1AlagsINveses MWy a1n

a1y MsdusesTnveninglunsasioieslsdnedis
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5. Grave of the fireflies : qanuﬁﬁaﬂ (1988) ALy 8.3%

(GRAVE..
FIREFLIES

mwﬁ 16 Grave of the fireflies : Ejmuﬁﬂﬁaa
117 : https://theposterdb.com/

Alduuls ‘Pluto’ Timeradn veumsizaziiowla uaglvindfndaievesansy
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6. The wind rises : Unuiaty Juwuedn (2013) Aadu 8.3%

THE WIND RISES

A 17 The wind rises : Jnussiiu Suwsiedn
111 : https://www.regmovies.com/

AlTuNaEl ‘masunshide’ Timaradl Younszasnegndninisadass dvesnvey
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7. Arietty : 913107 WAAIIEANUSUALRITI (2010) Antdu 8.3%

ARRl ETTY

LEPETIT !\I()NI)I

ATl 18 Arrietty : 813107 uvirasISAMLEUALEIFY
11+ https://www.imdb.com/

Alduusls ‘v’ THmaRaTT YaUINSIEAIN (Nad kazsdavAsuEan
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8. My Neighbor Totoro : Wilnlsifieusn (1988) Anidu 8.3%

My Neighbor

TOTORO

A1l 19 My Neighbor Totoro : Wlnlsifieusn
i - https://www.imdb.com/

Altunauel YS's” nimawadn veunszilonuazaneidy
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1. #@eas ‘Howl 910309 Howl’s Moving Castle Anidu 66.6%

4
il

A1 20 Howl 9101303 Howl’s Moving Castle

fisn : https://animationscreencaps.com/
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2. haxas ‘Calcifer’ 911309 Howl’s Moving Castle Al 22.2%

i 21 Calcifer 994599 Howl’s Moving Castle

fin - https://film-grab.com/

AlTunauel “Pillow” Tilvgnadn veumszAUNIY Uy uazi1¥nvesnisuse
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3. fhazAs ‘Manie’ 9101399 When Manie was there Aoy 11.1%

mwﬁ 22 Manie mm%@ When Manie was there
111 - https://fancaps.net/

AlTuNLel ‘i veRad YeUmTIEN1THARIeaNYeY Manie MUsUaniiy

A luana1egUluy kasmaHanmIaEATNSEINFoRLeNTaTeY

5. §hagAs ‘Fujimoto’ A1AL389 Ponyo Andu 11.1%

m‘wﬁ 23 Fujimoto f\]’mﬁ'ad Ponyo

i - https://animationscreencaps.com/
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6. $awns ‘Sophie’ N30 Howl’s Moving Castle Anidu 11.1%

i 24 Sophie 9904599 Howl’s Moving Castle

fin - https://animationscreencaps.com/

s v i a

Altunauel ‘uu” inradl geumsizansusameiiideduas ldvnandsed

]
v a A o Y Y a o

Y =& U v oa A v ' R Y
131 %QéﬂﬂﬂUUﬁHV]iyiJ'UNﬂﬁ]gﬁ 'Naﬁﬁ]\ﬂﬁl,ﬂiqgll'm DBULLD Sophle ﬂ@‘hmﬁ:!

<

7. favAs ‘Arrietty’ 911504 Arrietty Ay 11.1%

mwﬁ 25 Arrietty 97:‘74?'@\7 Arrietty

i : https://ew.com/
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8. fhawns ‘Totoro’ 91Ni389 My Neighbor Totoro AaLdu 11.1%

mwﬁ 26 Totoro ﬁ?’mﬁa\‘/ My Neighor Totoro
W7 : https://www.silverpetticoatreview.com/

Aldunuuns YS’s” Tiwmmadn geunsiedletnasidovasrsusanes saunay

Tnanual wazu1sn

9. §hazAT ‘Princess Kaguya’ 21ni304 The Tale of the Princess Kaguya @

Wu 11.1%

AWl 27 Princess Kaguya 911304 The Tale of the Princess Kaguya
11+ https://www.imdb.com/
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10. #azAT ‘Prince Ashitaka’ 2711584 Princess Momonoke aatdu 11.1%

mwﬁ 28 Prince Ashitaka mﬂlfi"aﬂ Princess Momonoke
17+ https://www.fanpop.com/
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% putnark, V. (w..2560). "n1sutspudu Generations wna1nlwu? silusissiienuaingisens.” from
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%ﬁﬁwuqa., f. "Thais Generation Z Media Behavior." 23 funay 2561. from

https://marketeeronline.co/archives/14731.
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Mapping - Man Deodorant
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PLAYBOY
v COSMETICS (seduction asset)
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3 - https://www.marketingoops.com/exclusive/how-to/6-reason-of-brand-positioning/

1.2 $unaunsadns Brand Positioning
Popticles® wistumounisade Brand Positioning sanidusaii
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2 ynaauunsaw,, U. "3 hdgyiidiesd1ilslun13i19 Brand Positioning.” 24 needngu 2563. from

https://www.popticles.com/branding/3-elements-of-brand-positioning-strategy.
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NsAAN®1AINA819* Positioning 983 Coca Cola

279 31 LASBIRNLUTUR Coca Cola

i ; https://brandinside.asia/coca-cola-shutdown-200-brands/

“For individuals looking for high-quality drinks, Coca-Cola is
a wide range of the refreshing beverages, that
delivers happiness unlike other beverage options, so they
can enjoy a Coca-Cola drink and make a positive difference in
their lives, because the brand is intensely focused on the
needs of customers.”
nauthmeves Coca Cola Ae lasfimuiimdsuesniaiesiunanivgs
Uszandudnues Coca Cola e wdeshusunszme
WUANAYBY Coca Cola Ap Msdapun mauitlsimiloutuiniedndue

[

Uselevives Coca Cola Ain AUEUaYNAWIULIBRNWALYIITInIN1SURs UL URINATY

“ |bid.
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wiRNangnAmazielulusus Coca Cola fie Coca Cola Tianudiftyiunisaussn

fosn1svesgnanlundn

nsalAN®1AINA819** Positioning 183 Apple

AN 32 wusus Apple

- https://www.apple.com/th/

“For individuals who want the best personal computer or
mobile device, Apple is the leader of technology industry that

delivers the most innovative products so they can enjoy
seamless experiences across all apple devices and empowered
with breakthrough services, because Apple take an innovative

approach to business best practices, considering the impact
our products have on customers and the planet.”

nauthuangves Apple fie lasfinufidesnisaenitunesdiuuananisgunsaifiiieivile
A Ao
NoNANgn

Uszinmdunves Apple Ao Junuwmalulag

“ |bid.
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1.3 fedrAgyNfaeA1ilaluni19319 Brand Positioning
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o = s 1 o w A gy 1 1Y) cs s |
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1. n39Ud489 (Frame of Reference) : N153194N58UB198 Y
suady weliliusudngaainidmanennaely Fardedu
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Al
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- UsBavvesduAvEausNTg Wi lede Aauiimes
- naudveneuedgsia AuAn vTOUINT LU NguALSNAYNIN NEY
AuUSNEn
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] s 1 e Yo
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= = - o i = v -
wusuareesls weiuaawendn inlunguidmunefssaauien
LUTUATDUT)
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1 v A e o9 v 1 A o o
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Tuusunazdavddmnguilnvingaanie uazdeudenuusuil
Fealiunndinuanuae (Feature) wag AnaudR

(Attribute)

Frame
of Reference

Reasons
to Believe

Point
of Difference

AN 33 nagninantna/lun13ng Brand Positioning

i https://www.popticles.com/branding/3-elements-of-brand-positioning-strategy/

1.4 YARNNINVBILUIUA (Brand personality)
a ¢ & S & s & ¢l
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Popticles® wuseonladudsil
- iieugaesnaAnd (Loyal Friend) : unumuthtvesuususazidnly
[ v o ¢ A < 1 = ' [ <
Wauanuduiusiie duduniweasngud e was Wl

ATEUATALAEINUlUBUNAR

v |

- yududInglingla (Trusted partner) : MsHUITUITI51I58WIN

9

wususkazngudmineviliiinanuidna dusenineiy

“© ynaauunIaw, U. "§9nANuenlennyainAmueewusua (Brand Personality).” 29 fugneu 2563. from

https://www.popticles.com/branding/brand-personality-and-association.
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naudmuneg wewinwiagladudiunildhuiusun WiAeau
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TugUuuusingg Wy U usng fineq
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Apple ,Sumsung agMicrosoft
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%" Pairoj, K. "Brand Personality Aeels? JInyadnnmwealusud.’ 8 Wwiey 2562. from

https://greedisgoods.com/brand-personality.
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4. Sincerity : wusUANIYAANNEITUANNATINA ANSBUlEY AINBUEY

Juwvsuanduadwanuauiglandelilalitungudimving wusudnln

mmiﬁﬂﬁamilﬂmﬁau WY USENUSEAYN USENNITEY

saa a

5. Sophistication : WUSUATIHYATNAGINUAINNINTT ANUTTEHU AW

W hazAanududusi Hi-end wu Chanel ,Hermes ,Louis Vuitton

,Maserati WHugu

ada o

2. 1573¥
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% Molek. "6 winHadvilun15il Brand Positioning 33d1ftyegneun.” 27 nuaius 2562. from

https://www.marketingoops.com/exclusive/how-to/6-reason-of-brand-positioning.
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%390 Magician
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Cute as Hell
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Ghost Playground
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1.3.2.1 Burikatsu-kun

29 45 Burikatsu-kun 31n39intinnng

N https://store.line.me/stickershop/product/1047272/en
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1.3.2.2 Tsukihashi Wataru-kun
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AT 46 Tsukihashi Wataru-kun 1n39ninLiedla
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73 - https://www.discoverkyoto.com/kyoto-voice/kyoto-mascots/
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1.3.2.3 Chappun Jiyan

AN 47 Chappun Jiyan 31n99%inLeodiey

N https://twitter.com/mondomascots



99

Chappun Jiyan Jusnanengunsslaiiussdausevatn Suvannnsegs 1d

N8N4 gadle @l ines IneuriaseudIiivedn QnesnkUUNIAINTUNS
H A o W ¢ . L dad o Y HEY )
neAl ieUsEdUius Ishizuchi Niveidswinuvemidulaazointiuies lng

gurihduguifiaisnunazasiignvesiing funnvesdUu uasdeidsauiazoin

Y Y

(%
IS U 1

Usaisiunfunsaudaiolusu deesnanentugnasniuunilusuuuuvedgd

La £ A 14 1 - @ =2 o & £% [ vl d' [
ﬂ@ﬁVlﬁGUENQLsU’] LLG]L‘LJENW]EJLGUW’]’WFJUWIMLU‘L!"N"NLU‘L!WENI&WNEJ’NI’WIL@?Lwaﬂ@ﬂﬂu

NsaNIeIUTULeY

1.3.2.4 Madori Taro-kun
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1.3.2.5 Takanabe Taishi-kun

AT 49 Madori Taro-kun a1ndandindieni

- https://twitter.com/mondomascots
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1.3.2.6 Shikisshii
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AINA 50 Shikisshii 9andanialasnue
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1.3.2.7 Nukamura-kun
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1.3.2.8 Sento-kun

AT 52 Sento-kun AATIRIAUIT

A https://store.line.me/stickershop/product/1060206/ja
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1.3.2.9 Melon-guma

A9 53 Melon-guma andaningentnla

i https://www.akibanation.com/maskot-aneh-dan-menyeramkan/
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1.3.2.10 Jinenjaa
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AN 54 Jinenjaa N InTUY

4 - https://www.akibanation.com/maskot-aneh-dan-menyeramkan/
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1.3.2.11 Gajirou

A7 56 Gajirou INTIInLELIley

N http://japan-chiba-guide.com/en/about-chiba/chibakun.html
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1.3.2.12 Zushi hocky
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AN 57 Zushi hocky 90399 IA81UUT

73 - https://trippino-hokkaido.com/blog/hokkaido-mascot/
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2 SPACE, V. C. 26 @Ay 2563. from https://visualcontent.space/brand-mascots-choose-the-right-character-type-
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AWl 58 Mascot Logo of KFC

i https://www.ihappyeducation.com/job-location/kfc-2019-team-member/
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A1l 59 Mascot Logo of Captian Morgan

A https://en.wikipedia.org/wiki/Captain_Morgan

2.1.2 Ussanguioséls
1AADAUTLLAN TN AU AUBUTUNNIA BINTHEUD DA N YL LANIZANTINGS
91U Mr. Clean , Mr. Muscle MEW&sviNAuaseIa iUy atuagnIus Lzl
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Use@nEn1m w38 Captian Aquafresh Misiadiuiluy

A9 60 Mascot Logo of Mr. Clean

- https://cleaning.memycameraandyou.com/mr-clean-logo.html

AT 61 Mascot Logo of Mr. Muscle

73 - https://everydayamelie.wordpress.com/2011/08/22/116/
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2.1.3 Uszsiamdsvasnds 1meduuyve
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Michelin Man (Bibendum)

A9 62 Mascot Logo of M&M
A https://waterstreetacademy.wordpress.com/2018/05/04/its-probably-blue/

AWl 63 Mascot Logo of Michelin

N https://motortrivia.com/2018/10/michelin-bibendum-has-been-named-icon-of-the-

millenium/
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2.2.1 ananenussnnanini Brand Archetypes
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ATl 64 Mascot Logo of Jaguar

3 : https://www.modernautomotive.ca/page/land-rover-jaguar-repair
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AWl 65 Mascot Logo of Kellogg’s Frosted Flakes

i : https://www.seekpng.com/ima/u2w7ily300q8adw7/

ATl 66 Mascot Logo of Duracell

- https://www.wikiwand.com/en/Duracell_Bunny

2.2.2 ananenyssiamaninymiusiuaunlnes s
1narenUszLAndnlgAvauAmTaUSNMSUSELANTIRSInUdR I tinuiug W
The Laughing Cow 11@AaauastiafingnaInuuil #3e The mischievous Felix cat

UFAADAVBIBINNTIUT Purina



AT 67 Mascot Logo of The Laughing Cow Cheese

N https://www.thelaughingcow.com/our-story/

ATl 68 Mascot Logo of Purina Cat Food

i : https://www.purina.co.uk/cat/felix/campaign-old
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Al 69 Mascot Logo of Pillsbury Doughboy
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Al 70 Mascot Logo of Pixar

737 : https://blenderartists.org/t/luxo-jr-rigged/619905

2. 48NN13DBNLUVUIAADA
N1599NKUVIAADA TNUFIUIINNITOBNUUUAISHIAMBIIINMLIED How to draw manga :
Sketching Manga-Style Vol.1 Sketching to plan (Takehiko Matsumoto ,Kazuki Morita :

2007) afidndnlneunidsguseluil



( Designing the Head-to-Body Ratio )

™~
{

ol

)

1
2

{ty e

\ | 1 +—

\‘ l | [ 6
AN

The above shows a figure
drawn at a realistic 1:5.5~1:6
head-to-body ratio. The head

appears large with respect to
the overall figure.

’ A N\
{ “‘f/ I\ £ \
\« Qw‘ i
) [ L
Manga characters often display

proportioning that differs from realistic
human proportions. This is because
adult characters with smallish heads
generate the appearance of attractive,
agile actors in an action or dramatic
context.

AN 71 d0daunnsakuuung 1:7 wardndiunisnakuues 1:4

737 : N9 How to draw manga : Sketching Manga-Style Vol.1 Sketching to plan

Standard Builds: 1:7 and 1:4

iy 1
I [ | |
\ | /|4
A 8} /
Y
- 2
|
( { 5 [ 11
) \ g
f ) \\ / { f
| l )| () E
| — -
6 [
4
Bl | ] )—
Ao ‘\ { 7 i
) 1
/ / ~ \\\\ The above figure is a type that has been
{ - given stylized proportions and drawn at a
© 1:3~1:5ratio to generate an "endearing" or

The above shows a character proportioned to a
visually pleasing 1:7~1:8 head-to-body ratio.
Since there are people in the real world with
these proportions, such a character is referred to
as "realistic."

“likeable" appearance. The head-to-body
ratio is one of a child (of approximately 10
years). Giving the figure long legs and
stylizing the body overall produce a visually
appealing character.
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Friendly Super-Deformed The proportioning introduced in this section, which features oversized
< heads, produces the most loveable and manga-esque of character
(Ultra-Stylized) Characters  porrayals. The proportioning ranges from approximately a 1:2 head-to-body
ratio to somewhere around a 1:5, and the variations are virtually infinite.

1:8 Head-to-Body Ratio
Prototype

1:3.5 Head-to-Body Ratio Version b »‘
N 1:2 Head-to-Body Ratio Version

AN 72 ERFIUNTTIORUY 1:3.5 WardadIuNISINALUY 1:2

737 : N9 How to draw manga : Sketching Manga-Style Vol.1 Sketching to plan

Chibi ("Super-deformed") Characters

R Nt 1
e C
/ ( ’
/ \ ~
/ | )\ TGN o 1
G e
| 3
\ } \ 2 Characters with Kewpie(r) doll
\ / ( \ proportioning lend themselves toward
8 b \: = illustrating humorous and sweetly

\ endearing motions or behavior. These
- J (WA characters form the foundation of

- (74 J character drawing practice.
The above shows a character with hands and ~ The above shows a figure with

feet stylized so that they are proportionally tiny hands and feet, following
large. This is the proportioning frequently Kewnpie(r) doll proportioning.
used to redesign a 1:8 head-to-body ratio

character as a company brand character or

character used in advertising.

\(.//'

AN 73 d0dIun15akUUChibi 1:3 wardnd@iun1sewuy 1:2

&

7137 : MI9ED How to draw manga : Sketching Manga-Style Vol.1 Sketching to plan
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fleun1seanuuuinanen {Iduagldinanenainnisuiatuinansn Yuru
Chara Grand Prix “lut) 2020 9143 20 3 L1BAATIEVTOYANITORNKUULNE

ADM Pasa Ul

MOKAPYON OBUSEKURICHAN

FIMIAINIA FIIAUINT LY

o
7 A
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a a
e B
b ke
s
SHIMETAMON KAMPIKUNG
Fandannlong FIATANTA

& https://www.yurugp.jp/en/
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TODOKKU KAKKOOCHAN

Jaminganlnle Jainleod

KAAGIE BONBECHAN

Jaminganlnle F9IMInTELaNe

NEZUKON ABUNAIKAMO

I INTUIN UL F9AIAlALAY

lngingUsrasaveamsliasigvideyaunanenil lien1sesnwuuanananiiy
Wengaimusssulunsunnumuashivingauiuinguidmneduseu lag

naudminelaldunvallidduuni 3 Muveudiansusaneinilanuuy angldu

A R, P
NpauIenuaz3UINIgUILN
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2.1 dnduvasundnan
INNITAATIENAIDYUIEADAINNNTLUITUNABA Yuru Chara Grand Prix Tul

2020 $1uu 20 7 Wusarelul

dndiu 3.4 dadiu 24 AdIU 3: 6 fE 25
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dndiu 3:5 dodiu2:5 dndiu2:5 dodiu2:5

KAAGIE BONBECHAN NEZUKON ABUNAIKAMO

dndiu3: 6 dodiu 7:8 dndiu2:6 dndu2:5

A1 3 NSLABUERAIWLERDR

dndruresnnsusamesludnvauzdedadiunaggniiulaindudndrunigniaven
4 9 vo ¢ ¢ Y a A, Y a = ¢
dialvisimsusawmeaiuiinuush dnagldngfnssuvsensuansesnvesansusawmaiiulu
AN19YDIAUAAN

ANNIFTAATIENANFIULAADNIINNITHUYITUNIABA Yuru Chara Grand Prix Tud

'
o 1 al

2020 911w 20 67 asiulanfidndruiivainvats Ingdusnnlul 2020 Jeenuwuvinane

Y

a va o 1 a ao X v Y Y & Ao 1 w1 =1
WUEJZLI@@ﬂLLUUIV@Jﬁmﬁ'JUImEJLQaElllaqfﬂjﬂ']'lll']ﬂsﬂu Iﬂﬁﬂu 20 $1IV1NUUY Na@ﬁ'ﬂu@ﬂm@lﬂu

- PRS1dIU 2 : 5 J9UIU 5 @9
- BATIEIU 3 : 6 U 4
- BATIEIU 2 : 4 U 3 D
- PRTIEIU 3 : 4 URUIU 2 9
- ERTIEIU 30 5 9 2 @D
- ERTIEI 20 3 9N 1 M
- PRTIEIU 20 6 WU 1 A9
- 9WIEIU 4 0 5 A9 1 6
8

3
3
- BMSEIU 7 8 WU 1 A
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fanseanuuudiui (2) Wingiiieruindn didug Inednsdn 7 : 8 Tdwau 1 6ty

I3 [ 1 a Y Y P 1 Y 1 [ 1 dy o 4 a v 1 ~
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Y A v

PILLAINAN
Y

1
L)E
=b.

YOULDIU INDENE 31U 7§

Y A v

PILLAINAN
Y

1
L)E
=b.

YULANAIU 91UIU 12 617

1
q_)e
=b.

AUAIANYULHBNUI T1UU 1 61

2.3 \WWAYDIUEHADA

wanena1nfmeogstusawvendumdls 4 agrs Toun awe wdgs dvsaeane
wagliszyne

2.4 915unluazAUIENUIEARA

maﬂammm?haEJNﬁfuLLammmaﬁuazmmé’ﬁﬂmﬂﬁwﬁmawhmq 1R8EIULINUNERAD
A9zlo15Ul L BIUINUINNINTIAU

2.5 LAS9ILAINIEVBIUNEADA

WananINMsguiilATaIwsiINe iU sUaNfsdnYy T Y IvavaIfINanenYTe

29ANTLDY M3 BluLNaABnUTIRTUNN LT ENN1d asiultawnu

2.6 1A599USAUYBINNEADA

1NAADAINNAIDENITUTLASDIUTEAUINLATILAINTEY TaedilATasUseauLasuLiia i
WL AULATADDIDIANT

2.7 FULUUVDINEADA

WarenaNIeg NlLdFULUUMNGT N3y Aiveasalidunaneninn1ndl v
Tivuinanuidndedunanenla lneaindiegrananestu wndu

o
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tY 1

(=] ¥ 1
{ doinveligaiauves
3 a IS 1J ¥
dntueu Adadunsme 1Wudy
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2.8 Avasundnan
) | & Yy A vy v 0 v v N oA va &
wanenIndegluiinsldananla waznmslddgnsetny udlddesd ivelviindu

o aln 1 a P = Ao
Anluenawduly waslisnuasdunnliiuey

a3U N1seenuuUINanenuildnduuaNAiuANFULULYRIASUSAWBSTIgN ALY
Tuuazenaiy lneanmeg iy dadiuinaneniiledldnesnsidiu 2:5 dsuuuulnaifesiu
anuarvesnywdiniige duasulidnlaing wasgaudiu dnmsedeulmnlifnda aunse
WhufanssuluslunesAnssinge Lo
an & v & o oad o I3 1o 4 ;oA
warenilldideruaviasessedundetivesinsivhesls wieldievivenasls

'
& 4 a

UNEN 91U QINAIvBINNAABNYIaVIDUTYY 553UYF lagiiunsidadunantali

a1 14

Nliieuazasan wilidosd uazdndudansetaundundn wasld@nuieriuluseduses
= = I % = % A = v A °
apmseeazdeadn dogioasnauLiieqamed i dunand

msuansdninusevimwesnaneaiu Sndudewanseentudsuanuinndt imseln

ANUFANTIANUIS LA UL AUNEAT

3. ®ann15anwUU Application d1usulnsAniausnlnu
& ¢ v = = YA A o
Auled Mango talvanununeuss Application 1371 Aslusinsuisiuienam
v | ‘NI ° o A A —c a ¢ A a Yo o = i
avaInlususieenwuuIndmsu dotie uiuidn Wisgunsalinfounisnianiu Feluus

a Vv

avsruuUURnsaziiiamun Application %umLﬁaiﬁmaﬁumméfmmisum;ﬁsé’fmu 1oy

Application wranEnUseonidu 3 wuu feil

- Native App Ao Application ﬁgﬂﬁ@umméﬁa Library #38lUshnsuisun
Wielwsasduivansvlnutugy seuuUfUsnis OS w4 Apple
5euuUURN15 SDK ¥89 Android %58 Objective C 483 Windows Phone
Dudu

- Hybrid Application fie Application fignifaulinnszuuufiinislagld
Framework 3¢

- Web Application g Application fignideuaiusivesu Browser d1miuns

Tdnuumiumeiig Fesgnuiuusdivanimannzduninduiioan
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NSnenslunsUszaInanavasdausninuvs sufiudallran i ulediaisa

%uéll

3.1 #anN1509nWUU Application
Application Usgnause UX wag Ul
- UX design fa User Experience design n1seenwuutiieasnsussauniselld
suifvesld Haeuitymilumsldaiielilsunsumie Application i
THildine azmnaue nevlandauieanisvesldinniian
- Ul design g User Interface design n1seanuuulst Application Aules
velusunsumariufisusamiihmitassy fuady Funieesddsznoy

lngsiufagaanmvizosldau®

UX Ul
users DDD color
usability DDD content
wireframe Dnu branding
navigation layout

visual

analysis
_O _

A 74 UX U

A4 : https://www.bitmotion.co.th/2019/08/12/ux-ui-design/

6 Mango Consultant Co., L. "Application wownaiadu feerls." from www.mangoconsultant.com/th/news-

knowledge/knowledge/274-application.

% BitMotion. "UX wag Ul feexls dnatuwendinduedsls?” 12 @Ay 2562. from

https://www.bitmotion.co.th/2019/08/12/ux-ui-design.



126

3.2 Sunaulun1seanuuu UX uaz Ul uwaziinade Application aghsls

dlosrsinfaesuarilsiduiideanisiiléuds Buanniseenuuu UX reu Tneisu
519910 pototype 3o wireframe adulassadislundaznii MMYUANTITINUAULIYLAE
Uusineq fagudl 38 Hedlelnesiosddedsdldnudundninderumnzauviontaviol
n§niudesuesnuuu Ul Junisesnuuuninalonsu fshes msldd s dlugui
38 9711l

Application 1?14;3ﬂi%’ﬂwusjﬂuamw§wIWuLi‘]uwé’ﬂ NN1599NLUUIIRDIATSTIAM
ey wnzay warldoldhadundn ssiussnoumsinndeaeldmuilnindsylon

Mg insevihevesasnimvlwuiuiinundiin uazdeslilisnysnamssilvidulaninge

Taanunn

AT 75 anuuansvyad UX uag Ul

147« https://www.bitmotion.co.th/2019/08/12/ux-ui-design/

3.3 d@2uusznauvad Ul design®
drulsznoudiAyues Ul Usznaulume
- Visibility fin fannudniauniazisvaniauendnwallaniziives Application

Tagailanslgauuagzil Concept UL

% |nBizTH. "Ul Design : ¥&NN1500NLUULONWALRATY ﬁﬁaail!." 14 flunAw 2563. from https:/intbizth.com.
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Development fasailsiisanuasnsalunisusuussnaztadninues
Platform 131 M33955U MIasafuiuuiinmg fndedeya uavilyn
\3nsflefisesdu iefiazanunsasesenuwasWauseluly

Acceptance gausuludonnasandinsuazulouignsans ldadudevsau

(Apple Store, Google Play)

ﬁug']wé’nmiaammu Application Usznaulusie 3 & oun
Communication ArwaBnAdasiusEnIng flduagilaidunisldnu wu
NOANIIUNTIFI interactive #i19¢)

Economization n1sansiuaudunoun1sviures Ul Tiesiian us
ATEUARLTIEN

Organization 118817 Ul 9zdesiilasedsenisldeulag Concept NaLau

faazdnenudseansaanlinu Application Usznaulusie 3 @ laun

Canvas asnsauansdsdsngldmaasenldaued Aeneaianufeniswas
a 1% & v ¢ v ' PN

woAnsINvelYy Antuesnuuulineulandielildiudeign

Sidebar az¥ielviinfsdiuiiiay vselyntoustuas Application

Toolbar FebigldidenviseiUdeu option viseuTulUaeuaynslda

asidenlydlu Application

nsidentdd@ng sxielvliinainuandnnaunninisiddiiesn

o =

i Tifeduiuyseansamuasisnegldanudnme uenanuulsslevives

adssuluna

[
a =

' < ¥ vaa
eluUNSUBNAUNNLAL AU LA LA AT
WuAudAyvesteys
Prglniseanuuun AN UsISUBRUINEITY

ANTORANAIALUNITAAIY

Y
a =

a < v
LW@Jﬂ']iiJ@QLWUﬂ"IW"L@@EJ VU

WHNS AU YDAINUTL IR WAL Y IS AULALALLANAN

Wwietialvifiu Application uin1suauiuresusdonvgliaueniuayenavin
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TAnkauLnU1eTausssN Taldurudugfie §in1sniaene1asudiiey

G @8 av v
y3ouadluiuale

aunsailunisldanu
s iedadldaudn Application veustiudalugunsalladuman
& v v P | aa ] &
Masesveamstoudoya vurantae wargunse gldureanguniinisldeuluwunss
vnguldauluiuiuey NMseenuuuienlsailatansdiuniie ndnnisesnwuy
dwsugldailuwuiven mynsundssaziuiarilandursdosnsguunuiuly
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N1598NLUY Application 1u Tgn 1w iuananeiu AosA1tlsdan1sdaues
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19n¥sNo19 N UANNTUDT 50%
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Claire Green

@ 1.5m likes.
® 15,575 followers.

A1 76 whma Ul ves Application Instagram

A https://www.behance.net/gallery/67595609/12-Amazing-Instagram-Ul-Designs-for-

Inspiration

35U n1seeniuy Application Mangantiu desArdatagldnuuaznginssuves

< v v v o = = A ! ' AN oA
winlunan lngnanisidesdnsiishie Anuaeay 81ude dadumiraulaazgen uay
M Application laniniasesawiuly audeiniseanuuuniinianvas Application La9fas
miladasyuumsldanungldasidnaganauieuiniian 1wu msneduluszuuifediu el
whlalade wauyrnagaieaglalidseaiounthaetulum msdenldsuwuumdnusd
HARBNTUARIHAULNTNDE SIndN1seenwuulminauiunivevesgunsalves

Application Tunzaw
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#3UNan15Y

mseenuuuisvAadlassmsvieafivndeinmssslunsammuuasiagldng
ponuuuAiusAwe s luwmsmaun Tinguszasdiflomnagniuazilonuuiniins
sonuuuilidmiulasins ufensAinunssanssuifedes msahaedesdioldelunis
ponuuy Wemuumslunisesnuuuisvdadlidudelunmsinauedeyalviunguitimune

dwsunisvieadisudeinusssulunsunnumuns lnewdsesndu 3 dw dsil

dufl 1 agunansIde

1.1 agunanagnsdmiulassnmsvieaiiondeinussalunsumamuas
lngldnnseeniuumsusanasiusnlunnsmau

1.2 agunanaiunienmuasiunnnvesnguitivang

1.3 agUnauamemseeniuuisvaduedlasimvieandiendeiamsssily
nyunnuvuastagliniseeniuuaisisamasiusalunnsaan

1.4 agUnaansifiosn1sazdolazyadinanueInseeniuy

1.5 agdeildlulassnsvienfisndsinussslungumumunsiagling

PONWUUATUIAWRSIUIALUNNSAIE

d7u¥ 2 landn1seanuuy

] =] v
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1. #@5Unan1siY
1.1 ayUnanagnsdmsulasiniseanwuussvfadlasinisviaaie s
Tuusssulunsunnavnuaslagldniseanuuuansusamasiusnlunmsaaun
nagnsnmnzauiulasinesiendeinussulunsunmuviuasiagldnig
panuwuUASLIAWRSIUSHluNmMSAaUIABN15a319 Application dwmsunisuiies
NM308NLUUEe Environmental Graphic wagnisaseasusamasundumnanonysls
wisgludagtuiu Mnnmsdunivalngudiegisluuny 3 Inganssulunisldionu
Taneeulal lodeaive Wuaunsvivuduwdn nqudmunedungueuiisnluay
avmInauiy nsuvendeyanulanseuladiuiudisaduasdifeie Tu
vaugiRedny ngudmunedinaldinTinlunuuisnoAeawInaeusa UMy a1y
Unguennie unuil nsgluusestlanseulattuiiveyanliadiesuinnass deu
i = o v o  a 5% ¢ v
nauidmneddianusesmsteyanilulanseulatime uazeenlauusznauith
Mgl TIUdREdedinITUaNAMANBME TaUAaNIUN A981UI8ANALAINAINTOU
T19E0UNTUY L BUTENaUNTARAULILAZINLHLLAUING
¢ a ] PN a v
- nagnsildlunisnununsiunsviesnendeinusssuly
NIAMNUMIUAT ABNITE319 Application dmsuasnsninuiely
whisnguidhmnelade wagazaindmsunisinurualminly
NSLAUNTY
¢ = a Aaa ¢ 2
- nagnsnldlunisnawnunsiunislunsdindunesidevse
dunsninuddgmn Aen1seeniuy Environmental Graphic
dwsulvveyauingudvane
6 1 Yo 1 1 1 ‘NI = $ %
- nagnsyslanguidminelvididundlumvesnes fenisaia
waresiieldidudeglalingudmneddnitldunde uagld
AuFuinanen lnednvauzinanenazdeuiulumuninudu

yauvengulving Asilangudegelanauwuvasuaiueontl

1.2 agunanisiunenInLazIuanmvasngutivang
anwarnanenmvenguidming (Demographic) Mvisnzausiolasin1sviaune e
Fausssulungammumuasiegldnmseaniuuasusawmesidsalunmnsaiaun Aongy Gen Z

[

Jundn daefenmanasayivlnaniesuldie Frist Jobber nsuaisinaududaies n1s
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ey lemeaesieylsTvly Wsudulunsléiinvesiues lddin e 01dn fds
Anweglusziusendaauisierinau Adengsewing 16 - 25 T

Fnuennaunnw (Psychographic) Wgauselasin1sviosiieudemusssuly
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(3 s ca [ Y = V1
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n13a319Application Mmnzauiulasinsviesendaiuusssuly
nyanuvuasiagldmseenwuuasusamasiusalunnsawn
- mMibideyavesan Ui wouUsza
- mMslideyauinge
- nslinguithwnedidiusiy 1wy Madadudauiiiesumssgy
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N1388NLUUENvironmental Graphic
N o Y ! ..
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= [ ! =
- Jwnareandudiunilvestie

1.4 aUnassiifissnsazionazyndnnmyssniseanuuy

asiifesnsazdodmsulasimvieniondeinussniunsanmmuasiaglinig
ponuuuUmSLsAWesUsalunmsmaw inouaussdenguiinvaneunndigaie ‘Cute as
Hell’ FwiiausnsususUdnuaiveausnaneusonuiluluUT3AALANTEUYDS
ngutmne wartefsgalandudmaneannty

ynannmwesdedmiulassmsvieaiiondsiausssulungummamunasingldng
ganuuUANTLsAWmESUTAluNNSANEUT fie Cute (113n) Friendly (\Uufing) wag Fiery (aihn

o
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1.5 aqudeililulassmavisaiiendeTausssulunsummumuasiasldniseanuuu
A1susAmasIUIA lunnsAEUN
ngAnssuveanguiimneiilddessulatiuanivin wnedeiidinves
nauwang WunguaufiAnunndeutulanoeulaiuds Waandilunsisdinse iy
waziinfisdeingg uazazmnaue
- wmaren : dmdugdanguilmneliveafiondeiuusslu
nyamuATualava Lo uiiug
- Application : ﬁm%’ﬂﬁ%gaﬁmS]Lﬁmﬁuamuﬁﬂguﬂ aonud
WINREN SEEEIANAUN1e Aundudmuneg
- Environmental Graphic : dw3ulvideyaanuiinaznisifiumia
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AosludulsEnau
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dayalasanis (Project)
A1seanLUULsYAaUlAsINISYieRRed e Tausssuluy

nyawmuvuesiaglinisesnwuumskIamasusnlunnsawn

Info. (Background and Problem) Target group

Jauusssn Wugluuuresianssy | mesunenn
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q 3 U
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R a ca X o
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Communication Objective

1. Wemnagnsilddmiulasinsviesnendeinmusssuly

nsaunnuvuastagldnisusamesiusalunmsmau

2. eI UINIINITRNLUUTITA T ULATINISVID L NBILTS

Fausssulunsanmumuasiagldnsusamesiusalunms

AEUN

WHAT to communicate

Cute as Hell

Support

lassnstingaiugudnualves

a ¥ &
9gINY AN VAR auldu
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HOW to Communicate JuAUINTANFUNTING RE19UNE
wivnndamaiugniuauinisindu

Cute (113n) danilgudnualnaaneuainuiingias

Friendly (1{Uuiing) agyhlvingudmnelvianuaulauin

. 2 @ o =
Fiery (ALAALNALIU) U
Media
1. Mascot

2. Application

3. Environmental Graphic

A19197 4 LERINITERNWUY (Design Brief)

3. daiauauu
PNsauideEeniseenwuusedadlasinisvieaiendeinusssuly
nsnnumuasiagldnisesnwuuasisamasiusalunmseawt fiduladnudeyalunis
panuwuuInaaanIINUsenAg Uy Anwdlaanasuued Studio Ghibli MiadiAsusAmaswAY
v A = 3 . A = v
nsldd Nnquidmanevey Anwin1s1e UX Ul ves Application Mingudmsnediuusliuiy
wld ITeldaiausuurd miugidemdutenanziizawengudmingit msmdeya
nzinswunginssuveanguidvngliunniagn wenazlahuidesziduwwimims

panuwuufinavaueionguminetusialy
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