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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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A o L. & 0§ YU o a Y A X a v
- ANURIIY (Conviction) WumsiliguslnAfinauiulanagdedua
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4.2 Brand Value Theory
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AWl 5 Starbucks Food Villa in Bangkok Ratchaphruek Road
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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

Fi
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

49



50

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

0]
o
(7]
(7]
(=]

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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i

] ] 1

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

Alez ity
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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