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# # 6380031835 : MAJOR CREATIVE ARTS

KEYWORD: Circular economy, Multi-brand store
Saranrat Tantiboonchu : GRAPHIC DESIGN FOR MULTI-BRAND ECO
FRIENDLY PRODUCT BY CIRCULAR ECONOMY. Advisor: PAWIN BUNNAG,
Ph.D.

Research on Graphic Design for Multi-brand eco friendly product by
Circular economy. This research aims to explore way to design graphic and find
strategies for multi-brand by circular economy. Research method: 1. Study and
accumulate information and theory about circular economy and multibrand for
find identity. 2. Determine demographic and psychographic form in-depth interview
target group 3. Summarize Insight of the target group form in-depth interview 4.
Accumulate information about media usage of target group and analyze media
usage guidelines of multi-brand. 5. Analyze the massage conveyed personality
emotional and name of brand form concept and by interview target group and

expert interview.

The results of the research revealed that 1. The massage used to convey
is Easy sustainable living. 2. Personality and emotions form three keyword: Modern,
Friendly, Livable. 3. The name of brand is GreenGoods 4.0Obtain the way of design

graphic and environment graphic that suitable for brand.

Field of Study:  Creative Arts Student's Signature .......ccccccvvicvnieenn.
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Us¥nazihTagmantiudn ‘seuule’ vigudsuldsgesailisaieadenuaiiy 1y

=p.
=b.

bND

4

a6 aunsaldndnau

]

\))!

L
wiswgRavsuiourdundeuiiludmihfeusmdnanisanuriimed
niwensuariunuesnaiilinandreiu suilovisrniglunaieninie fegraty
UssimaduiliAaiasugiangudouldthenmsldngmnedsiunsilafagunsaididalnsind
villaves 98% Mtlugunsaididalnsindlisunsiluda anamylsuieaiunuasugia
yyudsusaus ae. 2015 uasfisusznaulouioassgiavsuisuamsdunanaingsi
Wvnenisiiussytasinanainflddlausesladalildimunlul 2030
Tuvazdertuassgiamudsuiiduamunidunsaiinisveneimmaasugha
madrlunansgsikaruianssy suludinmstaussnuilueuien visvmanswisily

g3nasaeud Bldnvsednd ek wazndinumadenlasuesndudaiuiasugianyuiou
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wazdufiunavesnisanduyu madfinseld arwaanselunsudstuiifid ua
Uizﬁm%mvvl,%qﬁt,’mﬁqqsﬁu

NasNAMANIUATYgRanw sl 4 F8uan 9 laun

1. n5147ann1elu193s (inner circle) Ap 91RNWAVSRTBNLTUNEN MTIVTE TaR
Tldeusmuiuiu wu Meveusosud Weteulildudrfithiuduluusmieusznauln
dieliusglovisie iunsusendaian ndnulazusay

2. mafinengasas (circling longer) Ao Bnongrasnisliduazdranavosusagsou
unslinandasiswiodnoignislinandusieanty wu wanadnldsviesleda

3. mslilmilugritude 4 1U (cascade) Ao mAslddnnanuaeluvilsgumu
vieldandnuenannnsn wu fhe

4. vintladeriudnlinsans (pure inputs) e MsUsussingAuanssTIT ATy

nnlidesigaivenisiinquintdldegnefiused@nsam awmunimuazgnengliegluims

=
UTUTU

1.1.8 lumagsnaieduimdeussiag Circular Economy

AAgINvENNTaUSusiag Circular Economy lalagisuannnsnuniuvislgnae

Y

[
U Ay u 6

(Value Chain) ves auas MIddidevimivesgsivlunisnevaussse Circular Economy Wa
Feouiasiluaassianazmalulad Awsnzasluussendld fil
1. Circular Design
yatunseanwuuRdniagvsodiulsenoulundndueilviiongnisldanueniuiu
fldanunsndeuusy swnsn Uiuussdemnusiduild saidseenuuulidesens
vwdnda lWiluAaldnendmniliamsoldoulini ddumeassialu
sUsuufIndMfesedenmuRdinagnsnanaaiddauaiiodfiulonmaly
msthudnsnsivietudiuvessdninsiildg vl dunniias
2. Circular Supplies

[y =

< o @ al a . . [} PN
Junsdnianainnsslaaa 1anT3nm (Bio-based materials) wagTanianunsa
SlavdalaianunanldiduingAundnlunisdniieannisldninenslunisuds
wazann1siinvedds naenaunsitndinunyuisulunseuiunsudn Jagiu
Tuwagsialuguuuudsnanlasuanuietegiunnuaziinisilulded

wnsraelugsiavualneua Wi IKEA Sweden liisudvingnadn i
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wiastaasnvinanlivazviananain PET SkatAa s1uD9n1stonaanuasaniag

waznasuamdunaaumanly IKEA Store UszmAanigoldsn

3. Product as a service
< a _a o o a o ¢ A a Y Y a ! |
Julueagsiangaiunisdmdadasivsedudanlusnislugluuunsgmvie
" ' = 4 " & = & v
nsneiilelday’ (pay-for-use) WnUN15T0IR Fudunisannisegdelunsgua
[ a v L4 I v & 1 & Ao @ [ Y a £
Snwndndne luvazheriudunistisannisdenliddlusaziiviinnisld
Wansuaieg19lusEaVEANgeEe 1w Phillips Wdamnlaaagsiia "Philips
Circular Lighting"laglu3n1sdam Aindsungesny uazdninsngunsalilvinas
aianaualikngldusnsiiunuenmilonnnsvieausLagkan s
FldieausgrsanAlgneveeElduTnIswAgtIBannITNaNTENUAUEL IR oY
NMInvaenlnlandnsae

4. Sharing Platform
yatumslduazudaduninennssiuiu wenslindadueiiausednsamgaan
Inggsfafin Sharing Platform W% wu uSnswusdunuivseanuivina
$ufU (coworking spaces) MsiuNsazdu MIaITelianseaunsal vise
UINSTIAUN (rideshring) Mlglaganslysasiuiuioandyminisasas
nsUdeguan1izkaznsienuiunsIense

5. Resource Recovery

nseanuuulvil “sruutngdu” (take-back system) Tunseurunisiivetiringau

'
o @ =

wineld Handagivisedumignida Fedsennsaldaulandudignssuiunis

Tysiitoannisindenslviuiniign

1.1.9 segdngstandnasugianyuisuluusuly
- SCG Circular way
SCG Circular Way vsuigunduanlalviaua sauasanginssunisvyuisu

ningnsnauanldliquaiian lag annislanswens vseldliunuign wiesthnauunlds

'
a

- I A g va ¢ v Y o - £ oqw
wseldlv WelmAnusslevdasan ananudeinislansnensiiiuunndy ilivatenia
dawiunlieuaulatunsldvsslevdanninensliimuamnniign lidnaziluniasy na

Usznvu SIUR9NIALNTURR1IUSUS Wiads1ansiiulslaegnadeiulussazenn &
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ArudiSansiniuldinie mnynnadiussiietuestieieds etendndulssmelneuasy
onduulviussaimnensiaundididuvedan (Sustainable Development Goals : SDGs)
10a%3 11 Passion waglviauddyfunsiamuiesdsdu Mmennimdniasugha
vudewiFemslininensliifnussloniggauniulinglussdnsedisdeiiios Inefing
Lwiq&T’mmzmsumsmi@ﬁwguﬁsJu (Circular Economy Committee) Literimuanagns
waruloue naenauRnanuides Circular Economy luseduannaudaiunusuldlunisadn
mumilesduTesiukaranaedetsefuUsEma Tudsiaunduiuazuinisnuvan
\AsegNIvy ULy fen1stduinnss wavdsasulvininnuuasassialuuiuld meld
WUUFUR SCG Circular Way shsmsldvswennsliiinuselovigegasiouniandn nsld
wazaunduitignszurumandndutagavlv deil
1. aanslansnenslunssuiun1sndn (Reduced material use wag Durability)
1 Green Carton ann1sldingavasiosas 25 uAdinsmULTaLTULAY
2. famninnssuiitenaunududvieingiuriadufeduimse Tngausdnlwid
fiusyAvEnimanntu (Upgrade uag Replace) 1wy Yulassadna SCG gns Hybrid
TH¥ngRufidauaniAfmendiuitily sililassadaudusmunuditu
3. Winemanansalunssudsuduidldudnduunldln (Reuse wag Recycle)
Wi CIERRA™ Functional Materials a@sfiteiwtneuSuanaudinanasinlvianunse
¥ anuiafen uillnuauivainvats Aaununsldiaguatsvie

¥
3 =

lslaAalaauysalinndu (SCG)

- GC Circular Living

GC Circular Living A9 kw983 GC Tun1suavan Circular Economy 41
Uszgndldludinuszdfu iieliiAnnslinsnennsogisdsdu Tne GC sonilguiuynau 19
thuAnBlUfludinUsssriu drensmeendnidsmmasmnninensilld dilad
nnensiialdifu fedredain Wudmuely 13smsldfeammusuaseuuazmauny
Busudren daenisldednsusenda 1 ulssuifuyaalmily vayuisuihnduan il 1
Tvsnensitlifuinsiodunden suudadoldud fnisuon fis uagirdnognegnds e
wihil naufaansadidudinmuuunAnassgianyuiould

a a =

GC TugnueganliugsnamlAugiuuuaTuNaT ead9assAnMAINTIn L5eAnAY

winnssuailiueiegwiaiilos IieaiundnduninevaussguuuunsIdTinnavuny

LWIN9 Chemistry for Better Living lagtsnsjaliufiaginungaainnssunilineineniny
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Suiaveu liilugeannssundinudetuwazlingds Wusingruddgieliduiniou

o

wswgnaliAulnog 19898 Y navausamsuanislddinwuy Circular Living

M e ved Circular Living gonAnodnunan Circular Economy ARARNISINAYLY
warvoude annsliminenns feldindunsudiinisldninensuazniseusnenineins
(Resource Revolution) Lﬁ@ﬂﬂﬂﬁgﬂﬂﬁ’lﬂuamﬂm

GC atuayulvneuilafalad uwuu Circular Living TduZesiinnauvinld de
mnusflennynniadaiu feiuianusudle awdundstuindeulviumy
mammuui’mﬂiimLLazgﬁﬂm@Wﬁaaﬁu L.Lamhaiumi%’ﬂmLLazﬂ’mmé’mﬂﬁmagL.Lazé"ﬁu

(GC 2561)

- Moreloop
Moreloop Aagsnafiyuluas1asegnavyuisy (circular economy) T8UULAITEENA

Aa a = Y o P U A 2 o W 1Y o s ¢
WNLLU?F‘]@V@!UL’JEJUELSUVWWEJ']ﬂiLWE]ﬂ'J']NENElus(i\‘iﬂ’]a\?ll’]l,lﬁﬂ mEJﬂ’liﬁiNLLWﬁGlﬂ/\laﬁJaauiauVl

= vy oA

PedruiuInlsudsdaiioans wenaulandlssnuniadendieslulnaiasauia

Y

agntineenwuuulnindeinsiiaunmaluUSIaltiin

1%
.

! d & ¢l Y 2y v S o v

ALAUYRY Moreloop Aenisillunaineeulauinnaudield Freuitayminsle
waviuelinsagamsznenilag 3 aundndududiunauasdy Tufe auswa wstuni ofin
UNNIRUAIAIN3IT0935NaR 1NN suadsTe ILstidadud memiui 2 vedlsanuwin
& v o ¢ a W = o v %
dorndu3asy uwavnuawa asAITIR Uneenwuy aufsdiidwingiidesnisasienis

= i G 1 a = a 5% o

WaguwlasmnnIuaAiiugesinmnegsna winasladundnlanissiies

Moreloop tHeniluntamdimdeanmsuanvedssnulugnaiunssuundunas

= = A a < v o A 1 a Y Ya Y
NI GmLﬂuqmmmﬁwnamwﬂﬁiaﬂLUuaumU‘w 2 spauANAsHanEIdY tneleitass

¥ '
! S ¥

¢ = o a a 1A v A
fﬂa’]G‘IEJEJUVL@'ULW@W;‘IUL'JEJ‘UN"I@@UJY]WVWIQLW@@LW@WU%QﬂﬂWW@@QﬂWi u@ﬂﬁ]qﬂiﬂil@amu’]ﬁﬂﬂf\]

1
a 1

! v 1o w A & v ad = Jo v a a
wazrputslmidmiudiesing Wewmddsmsnilagleuhelfuaulumeanufainiunis
ANKENLNRENA naulandasunniia wasitminegeganilonanudlafiuuiseguuiugiu

AT (BNBEIUI)

- Perfect Paper
I3 a o d‘ o d' a a @A o
Perfect Paper {uuS¥nnviAunszAwienssioiAa Afen1stiAunszAvazgn
ﬁfﬂ,uLﬂui'mqﬁiﬂ,umﬁN%mﬂswmﬁnﬂﬂﬂ%’agﬂuﬂaqﬁu Taitnazidu N3¥AUIIYY NIy

A IDNTTATBUANLNGIAE) GantAves Perfect Paper AoN135UTBLAYNTEATHAINTI
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a

Ussimannduihundausnidulssan Sadufeundritdeinghvliiulsamuslafanseny
ynatin Perfect Paper fidmingvesesAnsfensiuvesuisFonmnsznuidlunives
A muazuinsuarluvasfofuflbiaziaeviensstiuuinnssulie Perfect Paper 1o
Tlanaesosituinn ynawilantdsliliiuis Zero Waste nnausnahdsueslufigaiuriy

a a

g dnAnnngsiasautanaUssrvuneay veslUludwnederiuiiuesuidnuaziie

1NNTULASVYLALANTID8AT (STANDARD 2564)

12 %’agalﬁlaﬁmﬁuﬁaaumuﬁ

1.2.1 Multi - Brand Stores Wuflousesswinslansenlatiesular

Uszinelneindusudiu quesusumailddedsnneoulaiiedns Facebook %38
Instagram auRRLILNIUNS “a18” duAmulodeaiine efaurinliuSemutves
Facebook @11863n1 a'mumﬁﬂmgﬂLLUUﬁﬂuIVIEJLLUiLUﬁauﬂiaawﬂa Live Facebook 14
naneiluiuiinnedudeeulal (lavan) luntevds sukuuRananlddAnlunsiamn
unavedulyiedns Marketplace unanionnsdouedudveseiludsauesulaifisduias
1u Facebook n1sAM6NU Facebook #58 Instagram fifai38n91 “Social Commerce” \An
INNIFTINAIADIAI5EMI19 Social Media U Commerce 19910 E-commerce iy

sUkuugsiamsauanlusnsUszmanseuinadunienis seadinmsamadevalinsau®n yn

9

&

v A o a

Tadthnasimiiotudusiny %auﬂu'gmmwaﬁﬁﬂ%ﬁﬁa ‘add to cart’ Aulveaiulug
foansamuazmnauiguInntumeuiigienn yhldnsunisduuulve q vde Social
Commerce l#uauiisaegueiiios

Usingnisaiidesenann Social Commerce o wihi1uiivsadudann Facebook
ae Instagram FuvaInaguUsURaRAauAadL “Multi - Brand Stores” Multi -
Brand Stores #a&@Ain91n Pop - up market wiofiSundn “nantinled” deduiflmives
mstoAudosulal inseiliuslaaldemBuivaudsieudndulatedudn Tunaves
Multi - Brand Stores asngARsiuFURUUYBWINasTNAUAMENsiUalon&liluTua
soulatldnsmyuehiuiinglusuiethaudlunmie sildnaeduduiinuno
supduAteaulalan Instagram 139 Facebook

farmes¥iluzuuuy Multi - Brand Stores $1uusn 9 waslaniia ‘Collette” ifndu

100 w.a. 2560 Mailaordefidru ALAND 7iussmenivd Relud w.a. 2548 daudiuusn 9

Tutsemalneio Wonder room tAaaulud .6, 2556 Tutaed w.e. 2560 feldulidudn
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LUU Multi - Brand Stores ulpagnsimnselan lasawazidunisdntullagiuiieg 4 wu
suf laun SOS, CAMP, Matchbox way Gloc
suddglunsnenseis 4 S Suanmaduiueduavieiivusudilures
AULDY VIWHIUN TR NLBITuatiiAg waznIENUNDIAUFIAYTINITUNTNTIU 199N
ca v I ¢ Y a v & | a v A v Y
wususauaeeuladlianunsansulandguslaalivianualulivesduisuuuuidedlanaaes
fow wAgUassanng 4 SMudysiuiume “Ruyu” wsiemadanthiudmsuiusuanues
! s A & PN a % 08 Vva w a | o K
wakusuARgfalunsamunawiuly Juhiindnuasamednegaesiuguuuuilfe
Ny o ° O Ay Ay ! X
TruduF TN (HEFmEudININNTT 3 Auguly)
79 4 $1usnefigaudsiuandsiuesnty 817 Matchbox Tidenanussiuluusas
aumeUanuainaneiy o1deuselerinnngiinssuvesnulneivureunisaieguuasan
adluluduaiiiie uenandevesdalaniesuais 9 ae Social Media, SOS H3aiuvaINIsAN

b4 1

Inuwagsauswdudidudlad Simple Luxury uevgluduwiniy iWewnznguduiioeg
o = v % = < o W 1a aa oA = «.0 y &
o faudns 4 Suziyaudeiuansiaiueenly udfandsiuiuee nsiden “viua” fing
Yosusavavazseteglugulanaiades saliudids Wunnsazaan waziluumassiudy
vosyauTeiseuluaudeievinay
' o v O Ay oA ANy & o = a

i AyNgavewisdiufe aziiviudiulunis dnuanaie Influencer MUuqn

Yenantuzoin1siustuni nsiudiudiuauenniafuguiuunnzvossiu Multi -

Brand Stores NHamaulunIsIUSINMANEET SAIUDIAUYIPEIU

9

a 1

5ULUUEINV0I3 U Multi - Brand Stores fiadimauauadsionfen1sveuslan
Tutagtu Tnslamznguisgu JodoustraindnumseinGeulisouiiveumdeya vie
AamnuAuiandedinseoulatiouiiaranidenduiiiviiniuase Sausssulnefunginssu
mMsPeduiUuuuamzAinamLIE19In Social Commerce uiannlanssulaigeenlainoy
SufuAudugey “anudte 97 veseulng FadreTuluTusensisusiusmdudn
vanvansuususnaaesaldliaglisududeanulundu

BesneTausssuiidWadnusznsie “Taussaugos” (subculture)’ guilaniinam
FuveusonuTUIALATLANAINIAsTIIMAN viendudsnslneg fegeiiu SOS
wuidunssungduuesindsifidnwazmu q danuSeunslunisuiane daduyedn
yosnguivesiu nauduslanffundumeinusssuilndidssiu sulewmnainnisnisn
d3301U “51A1” MTdenTeidernand1u Multi-Brand Stores Fon1suslnaLdedayay

Auslanliliidendedudiie “Usslonildaos” wie Use Value 9ndudn wsidu “n1sli
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ANUVNNY” AURUATALUSINAID1IMNNERINISIUINGNNEIAYN NSILAINIEABLATEIID
nsuanseeni “satey”

nauKUsInAMGNTeduAINLUTUARNY 9 Nnuentindiu iWunisneuausinis
iandrysyzvasulnafiuanieantansil “sallen” Yaswmueannluniianudeinsaduld
d v oA a1 o o a4 A o » .
derniailunisuntasamemunandaded viseisenin “n1suandean” (Display)

SULUUNSAATUVRITIU Multi-Brand Stores Aaus1ngnisainnsdspuniisuiuy
Ysudsudniulassasimediaudagduegedaulneg Insanizdiau Consumption 1

! 4 a Y v a v & IS a A (% ! -Qy

novauawediruuioy saiulaniindimalulagdielilanfnsedeasiuiievy
v Y s £ o | I’ ! s Y Mol X w oA
AruinBaiudgnay dngnisusiaaegwliinduan guslaalilaeidesiilesn
sosnsthuadldaundnsnanie uillunisanegneldlasiasiaveanisadisanunainmane
vosdmuneglunsuslaa vilinanudesnisdudsng 4 dunduegdlidndn guslaaamn

Anuneensiulaneeulatautiinganufenisas RN ULeIR NG UTIRL R

ngnisiiendedunviseusiaadua (TSIS 2563)

1.2.2 Multi-Brand Stores Fumsunsaeuiilssenlvd eni1u Online d On Shelves

aulnegativoUsaulatinszatsuds smueuseiioanlat iadumsuduesiy
sULUU Multi-Brand Stores $1uitsiusaunususauidessuulanesuladdlisefuluiu
e soulangwginssunsveutuuyl$esrevasnulve vhlvyeiliAnd uuuy Multi-
Brand Stores agiitaunngilunganme lugmaeBindnanadaoudselulsandlnedsd
wulthniulngedudoss Tul 2559 friusnfiuadn 2.1 g faulaffonginss
msvevtsooulatimesaulnefifesdovesiu Indeaiidis suAndulndoaneumises Tay
mgslnuagduanuny Audildiuanudondususunifedudundu 60%

wad e fuilnarmnefuuilduseutafiuduade 3% dol wasdeidlesly
sl 2563 Tngfinanadimsidulagamszdusznouniselng uassegosliauddny
funanedusdediinaula fuslnalugaiumauianindeaiifeusisouiiagioauduiy
$rumszuesi

1. Ifeosduiilofdenuosimouniell

2. lovasiuitlisessesuanlusuild

3. IfAureuthguedluiFesy aynlunisgdudludoss

a. Mmsinshnld Juilnauneuidnlilewiidesdneduanduiou
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Uniufesuladesiifuilfiaegnéuulaneenladiunudinudnevese
HagtuiivarnuaneBiaudluvansq e widluduevestlifivesasa Tunaneseutls
ladlneFafind1udisuuuy Multi-Brand Storestiuan iieifudnmadeniidunneulandsii
Wianalanaaesdumeienules

Multi-Brand Stores Aosufisiusiuuususduianesulatluduamunsy viie

N va d'

wdnwannvaneuusus wiaziusuadiuduinudsg Jurluedu vielidRnnuraieviu

Y
yaNeLauU Multi-Brand Stores ﬁaﬂmaLﬂu@uﬂiwﬁuﬁﬁLLW%’W%Lﬂuﬁﬂwmmﬁﬂﬁﬁmunﬂ
' & X v + Y A o = & A P a a v -
ag9RauEeR Tzl souwn nIeUseau ndudnuilaeiesievanisAvigluaail ¥ae
venelonalunisvigvedviuisiumeeulal ihdumgiemsesnlaila
Puveedniluguuuy Multi-Brand Stores $1uusne AfeCollette inTuilel 1997
PUsEWANTLAE d@ungilaosedsiu ALAND Usemnani1na nawial 2005 dnsulu

Useinrlne $ruusng Ae Wonder room tiawdiel 2013 nasantundvaiss S1umuan wu

Avao }

$1u HOF quidlelud 2015 $1u Multi-Brand Stores Buduiiddnunsvaneuinu wu S
SOS wawiu FAB LAB

dnilud 2016 1HuTATimaAUlAveaMulti-Brand Stores wuufinnsylaa ¥ 1ud
Aetudnuanonusud Wy CAMP fiaflasiuauatd uasmnuieun Suusudndt 150 uy
5us, Matchbox §1 2 anunfiaeuauass, ASAP, TRY IT ON, Sense by SOS uag Toppage
yilvdaguuii$iu Multi-Brand Stores ey 10 uusudluman uidunsinuazlsdsluga

fiflog313 3 wusud Aifle SOS, CAMP uaz Matchbox

=

dilvgjuaiinu Multi-Brand Stores azidanlawndunasiieglananailes vienivvele

'
aa v 1 1

LWOY WU AUIUALATS VISBMNETSNAUANLTuIUaLY %1501IN159878lUMUIANIETTNAWAN

9 Y

VIDYNTIVN FOUUBN LHDVYIEFIUNGUINAT
nsdsangAnssuineUaINITeUTInaT Y 415 99 LagiTellernuninlag
o ¢ a o Y oa P fa W Y v & A
NSEUAYlTIENFUIIAA 32 AL II1VBIUMUTUAFUANTULAZIINVBINUT 34 AU ULaENIT

aunuIngy 5 ngu wuintinyeuves Multi-Brand Stores d@aulvie) 35.6% \Jungquinendsog

\
& Yo (%

Tug901g 26-30 U ondwndinawenyu wagiueidunidntundinyeuauaunduainns

Y

v
A

1579 lawn SOS, CAMP uag Matchbox neaunguiiiieldinedwiunisdeduamanias
09 1,706 UMsiBATI 58RI 27.6% naueny 21-25 U delddnendelunisde1,610 v/
AT 27.6% NaNey 16-20 U fianldanewade 1,126 U/A3e wag 9.2% naueny 31 Tauld

a0

Hanlyaemdeuinnia 1,700 Um/Asq
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Jafelunsidondeduianiumand esmnveunusuddudiioglududuu
sudfiiteidedulanesulainnousguds ueninnstederiiteldluvhau vissensiu
uér nmsduntuaidsinnui Hednidelu Multi-Brand Stores anunsnthlveseld
simfntdefiitorniudihly siamedeazanasminsindaiuUsEana 20% 19970
Hothniudniluiinesonsldlianm ormazanadiusng 50% vesseildenn

Ui veaUTUARUAUNTL nuniweuTudd NN TS Uani uves
miesilgUassaviatgsy 1. AlETnegs 2. AsallFuAvaInyanghuy kagdauauein 3.
Unsdansgesn 4. deammiinnulszdiu Sadumeiliwusudesulavauladluneg
Audnlu Multi-Brand Storesifisdu insgiudsogluriianes fmsdamsafenaudiin
szuu Sfnenwlunsteyssnduiuslisudduiian wedhdsuilnemniu

doingnginssudsdnuesiinveyusasngy Buduiinveusny 16-20 U uesiuu
suditeglu Multi-Brand Stores fisnmApuiinegs dawlngfuduidalndngvs Gemuesd]
elafilsigsegudr mszdnsoldiedild duddeenvaslivanziunsldlutindsediu
mdonTedudiidrn Multi-Brand Stores Aseloldlunuiausieg

thweteny 21-25 U udeiiFuiselddvuesinewd WunguiiiaTuyhau ues
Tauiluuiinandeudisgs uwiiledieutuamnwitoimnzay sensuldiusem way
andonToduna1n Multi-Brand Stores Astawlonanlusonausineg

InweUeny 26-31 U ues31nanmueddudly Multi-Brand Stores {uduandl

1 a

ABNING FiNIFUAIINIIU Fast Fashion 8Ee Zara kay H&M LdeBn ANAITUTIAN 8139

9

&

\HenldduA1ain Fast Fashion Tuduviaeu wazidenlddua1ain Multi-Brand Stores Tu
Tuven viseTuvioaied Juiivaumias

woRnssunsreUTawesunainveunifmnumiiouiu wazthaula Afe dn15a19uuu
feunvzAuiSuazindulagosgud wazinisinnuwusuianlaneeulatneuning
= s 1Y) a v = Ny & dv ] J @y v a
Wakusuaiinssuianduaibnl Aagluneaesniu waglumudeni wivnsailavessia
WRnflounnndndneunuld wazvnasindewusudlnly uonwdeainfinauauly Aazfinniy

¢ & ! = a 14 a Y & O 4
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Generational differences in eco-friendly consumerism

Millennials are most likely to be thinking about sustainability while shopping.

Q: Please indicate to what extent you agree or disagree with the following statements around shopping sustainably.
(Answers are a combination of “agree” and “strongly agree” responses)

Darker shades of green indicate greater proportions of agreement relative to other generational cohorts.

millennials mi s mi s

lage 23-26) : 32) [ )
| choose products with a traceable and transparent origin 47% _ 48%
e e ) 53%  47%
| am buying more biodegradable/eco-friendly products 4 8 % _ 52% 47%
When s!‘lop';:’i:g for Frndyc!sé;:heck Fhe‘labeling/ 47%) _ 580/0 53% 51 % 430/0

Base: Generation Z (1,360); young (933); core mil (1,588); mature (919); X(2,848); baby boomers (975).
Note: The greatest generation [the oldest group] is not shown, because the base is too low.
Source: June 2021 Global Consumer Insights Pulse Survey

Baby
boomers

AN 19 Generational differences in eco-friendly consumerism

fian - https://www.strategy-business.com/article/The-rise-of-the-eco-friendly-

consumer
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= o 6 va s & A v Y]
VINNTINN LQ‘UL‘U@LisﬁuaqﬁlﬂﬁaﬂLL‘UNUﬂ"I{LGU@uLV]@?L‘U@NWWV]&!@ 4 Yo IWEJEL‘U'J'U

nuvsetusaulddumeside 10 4alue 22 wiitnedu waglutunesldBuwesiin 11 Halus

w ® % %

ngrt:-\yer Gen X GenY GenZ

Sudu 1 u 97.3% u 99.5% u 99.6% u 99.8%
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@ eveandboy & - Follow
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\ dmivan 3
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Welcome

Matchbox
Multi-Brand Store
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i ; https://matchboxgroup.co.th

Matchbox Multi-Brand Store
8 wwisu 2021 @

Matchbox Member Club Taa v szuuIna thandwén @ &
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At 34 msledeves Matchbox

i : https://www.facebook.com/matchbox.official/
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3. Sephora
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iletelsi Sephora annsnensziumalulad seonslifnnudsainamsataelvieug
wAgNA1 KuMNGIY, aursninu uazmihiuldedrensuisasliviely s9ufs Beacon
technology ﬁLﬂﬂﬂﬂiLLﬁ”ﬂLﬁaumuqﬂﬂa, Pocket Contour ﬁaauﬂauﬁaﬂﬁwﬁﬁugﬂwﬁwaﬂ
AR, Sephora Flash dndensnglugesi wardauendiatu Sephora Virtual Artist 7
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1YONINUTIAINNTADILAINLNY Virtual Artist ladnae
S E P H O R A MAKEUP SKIN CARE FRAGRANCE GIFTS SALE STORES

e

£ CONGRATULATIONS

You finished the Sephora POCKET CONTOUR CLASS Here's a record
of your personalized contouring placement and application steps

STEP 1 STEP 2 STEP 3
PREP HIGHLIGHT CONTOUR

Apply your favorite Apply lightest shade Apply a darker shade
moisturizer and foundation. using a small brush Use a neutral brown or taupe

Al 37 msledevas SEPHORA

iz : https.//www.everydaymarketing.co/business/beauty/sephora-technology-

beauty-brand/
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INSPIRED at SEPTHTORA

v ol

qUzeInqmpvlaBudiil! uiinisii @ThaiSephora uududaa NN

aivayulan FRE[0E

A9 38 nslddeues SEPHORA

i ; https://www.sephora.co.th

SEPHORA @
31 6uAu 2021 1981 10:00 w. - Q

reposl @rarebeauty

Before End of Year 2021, Spread kindness every chance you get—
like right now! @

Tag the ones you love .

Rare Beauty &
@rarebeauty

Before you scroll by, tag someone you
love and tell them how much they mean

to you @ &

At 39 mslede0s SEPHORA
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fisn : https://www.facebook.com/sephorathailand

4. SOS (Senes of Style)
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Srurnunsinadsuvesgndnfuilduinislaeaziuluil Influencer Niivedsadugun
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New Arrivals

|
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. |

505 x TUL PAKORN SOSx TUL PAKORN
Tul Planet Tote bag Tul Planet Cap Tul Planet T-shirt
490 THB 590 THB 790 THB

BACK TO TOP

Shop al

At 40 msledeves SOS

i - https://sossenseofstyle.com/#
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@ SOS - Sense of Style auq'ﬁ‘ SOS - siam square soi2

2 unTAN 1A 11:25 W, - NTANAENIUAT Use mdlnn - @

Babe, you're gorgeous @firstwang

@amiga_brand #amgelenadress .
@tacha_brand #tachacomfyshoes... qlﬁuliu

it a1 asledevas SOS

fin : https://www.facebook.com/sos.senseofstyleshop/
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alrcacy
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5. FRANKIGRACON
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318ous 10 NuUsUdGa WIS atus U FRANK! Athleisure

By n.non on Jan 04, 2022 By n.non on Dec 13, 2021
3 Bovsonuusudaeaisatudiu FRANK! 5 TawnuRaroas Sporty doviddad

At 43 nsledeves FRANKIGRACON

fian - https://frank-garcon.com



85

Frank_garcon

10 woASnBw 2021 - Q
11.11 FRANKLY STAY FOCUS %,
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1.1 WNAANYINUNITAITDLUTUA

YR
ad v A

1.1.1 10 asvonususegslsiivuzaunazd sty
1. Yadoduremied (Descriptive Name) n13@stinfiasuieinsviesgls (What
does your business/service do?) Jawanilazidutendeaisiie aumiluiiuiaziniesnies

TaagInuseninagyinieiuagls 1enfe lufeadsriataSuieeay W1k kAAINEINAD

=

Fowmarlduundinaggnawalulduds vlvisdemanunadisaznatne e n1sisedaiu

ATIUNIY

fegau Southern Airline , Biopharma , Skinfood , Viu

] ¥
A a a =<

2. TonUseAvgtualnl (Invented Name) Fo7iinann1suseAvgatuanlnaios

o9

[
a

tlugenlidndudedinnumneg daudouwitvsiivennsiagliflastuiven uadeds
Aowsadlfauisarlumsdeansivgndniern Marketing TusuAvetAsezlsveve
durerls wenNUUITNMsuneAuLuTuANiisUluugsivanaeLasidaaulaly

NANANNNIS

9 9

Y 1

f9819LU Xerox , Kodak
3. YoLsuuLlse (Metaphorical Names) “Picture is worth a thousand words”
] @ | [y o a a & Ay [y & o A 3 o 14 )
nsiSeusenwuiy maihddunidnlussdvanaudadudenusudasyinliaumly
anansaigeules wusuaiuANvIneueglataRuTuMLANLaN YrYedItuY Tag
Uszinmvesdsseuiinautlonthindaweaunsaivainaieguiuy 019
- History suiUseanndnvazaestoionn auuiilugasudu vindedn
RERTRAIERN
- Goddess 1UspuLUsBaInANRLNETRLINRastazaATiuuIleeTas
- Landscape / Geography LU3guisgmuinaiimans , anwazvesln , mnuau
-’-&J A:{I a r-:ll Y a % Q' Y ¥
Yasiun pliemalndifgaiudssazueuliiugnm
- Animals W3suseAungAnssu Snwaztauvesdaiviauu aumnuiefiidu
ana
- Activity LUSBULUTERIA Action n13ATY W@esTlARlAaINNMsInAanTTITIULe)
- Objects Wigussanauaudfvesdiug mathdsusluly

f9E1U Amazon , Greyhound , Kayak , Jaguar
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4. Foflvirumuneuazauidn (Descriptive Evocative)ludnuuinislunisnide

Mluradinves Core Business/Service uniluwiulunisiansesvenusudiivelignandilu

a A k4

Uszunngsnangniewasiunivendiaunsavenaudnvasvsayaanainle (Sense of
Personality) FateuwilagliliiuanulansudundnusasiiilignAisuiteguwuugsna/
Usnstuvagiliinanuidndnuwaslidulonevenusunnie feg1ay Paypal , Jetblue
, FoodPanda , Traveloka

5. ¥oNas1auTe (Evocative Names) N5aiauusudidusnnninuusun ud
Junsnanmeeawususbidslugnduanisuiedud w3e Usn1s mensnszguliiie

yeg 1 v . ! & ac o A Yy A A o q v

Au3Ans 81alY Insight Yesngdundmneunduislunisasiels iivenagyilv
nauthuaneianinsimdinenwifeiued vise wusundilalgmvesgndndusgibivay
wiauiavyieud Ienstimnuusurainsadiluiseglulanguidmunels avvinlviinnis
vendeaulndmlaigdu iewingnadvinuafvassraunisalnfaiuuusua
2IAUTENOUANNY NanunsaLousiafy Insight Unsegrsvengulivangy wu

- Feeling Anu3anniisieUgymiuusudanunsadioudlila

- Characteristics anwaziiduvasauiuunelIiunaudmving

- Moment %3a3aninguiman gy AU/ UIN15VeLUTUR

- Gender UaUBNGANAANINNIBNGULTIMUEYDILUTUA
A8 Pampers , Victoria’s Secret , ZARA

6. Wofildauaui (Descriptive Benefit ) n1311gnungvesusuaNfaLdude
A Qgva Y & aAdvw o ] ] - I & o g v i
elidumdunidnuardnaunasusnlunisveans sty anvilinswans1eain
ma1Av Competitive Point waz Unique Selling Point 1waufiu Adjective/Verb Litaasna
Alminueniasessveswusualilueeeh @ee1ty SnapChat Grab , WeChat |
FlowAccount

7. Fomianuauiuawiadudlugd (Descriptive Mashup) Tun1wilneisienaay
Y ad R « 2y, o A o o aa Y [ a <
$9NIENMsHITUMT “aus” vasmresiend 2 mndanunanglumiu el fuauiady
Alntuesieg1au N5 Descriptive Words + Adjectives snwauiy Tngdsnistiidu
adaa 9 s aaa gy oy X - % A A
Fnfleuduwusuananalulagnil Core Value Nidauinasistuniiowidymvied
Wmnewiieasls
9T

- Instagram = Instant camera + Telegram

- Pinterest = Pin + Interest



971

- Netflix = Net (Internet) + Flix (Flicks — a synonym for movie)

8. Jofiuananiuy/Munis (Strategic Positioning Names) n15M3auusudd
Usgmannudugihvesiiedulsuinnaudfaansoaiananidedelitunusudls i
sy s, fiilusenns.... ﬁqmaq... fee1aau BurgerKing , BestBuy ,
CapitialOne

9. Foiadrefionlul (Disruptive Brand Names) msldizillunsadonusudas
wangdwiunaduauusnluanistiu viedesnisinusenadnauusudesisdnau 3
ATAVINEYDILUTUA AN IIMINEUANAA TN ALY 93 90E9AWBe Tlounis Disrupt
auidlatug warlvmumnglnllusuvaturessies Ssnsdenldisilunsiedony
sufdufuazuimsvesnmazdesuandaslpnrulviauiunisideiiodeniosnnuauls
fe inszidegnnasfestaumandiluie uusuddnuuriroutiegs degiaru
Apple , Yahoo!, Slack

10. Fofid8u (Evergreen/Positive Name) nsidensideseisiassesiulaiie
ol Value vosuvsusodlutiufe derfedouuntaslifmumaudiarodldluszoren
wngfumssiadedmiunusudisslaiuddnisunnlateonluagidlsthene ueliiailigd
anunefifuuuesrsinlineu Jwgasetudufuiuu Disruptive iuszniandadnaIves
LUTUSRENaTALL 5 Haviuldindenusudarlaldlaaruinlug sheghatu True |

HealthLand , Goldenland (Wongpaitoon 2563)

1.2 WIAANEINUNISAUNIANSNILEHD

1.2.1 brand value theory

v a o

[y T [ s:l' = [y v Y A o k4
- s¥auLdann (Shell) WumsasasasuszaNauNg & VIﬁ']iJ’]iﬂi‘Ug‘lﬂiE]ﬁﬂLﬂ(ﬂl@"\]’]ﬂﬂ’]ﬂu@ﬂ

'
v W 1Y 1 a

oA e savIR nAY 1Ees dunay Raduda Snuaeguine Aaauningu
- szauille (Meat) Wunisdeanstisdnwar auilds n1snsevih anunsadanaldaanngfinssy
oA AUy A AuauUR Yoides

- sguuA (Core) Wunsdeasaunuamdan yuueannanuda Téun Usvgyn Idesimd
Wusha AnuLde Tiauad A

1.3 wdnn1siansanansiidosnisazde
Yasulumsimziansfigeenmsasdes msiindnmsiansandssznoulusae 6 wde Tag

9198991N1eNANTUTENBUMIITIUVDY TO9AINTINTE 0158 AINAUIUYAT Aall
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1. True Mstadorfiagss

2. Unique flonantal keneig

3. Single-minded AoansiisaSaadion Wilade

4. Inspiring lviusstuaala viewiuiiAnisnseanuu
5. Clear Tatau 1 lanseiu

6. Insight Fsingusdmuneaula

1.4 wunfadeafuyaanAnwaza1sual

Tunrsesnuuunafinyadnamuazansualidudsidmiudrglunisdoasuazasns

a

I3 ! i Y a a = ° o '
LUININNITBBNLUULUUBDYI9UN LW@IVNWUE]@ﬂLL'U‘UlIﬂigﬂﬂﬁﬂ']WIUﬂ']ﬁa@ﬁ’]iﬁ']Wi‘Uﬂ@@JL{]’]

g {33839 maufuainan Color Image Scale vaadinluy laue1d Beazuumanany

1Y

1 1 P~ 1 1 a a 1 Ao a a [y 1 &
ganidu 15 nqu Inefiluusaznguilyadnnmeesndanununellufiamaieiuey fail

NUIAVAN YARNAN
CUTE  1h3nundug CHILDLIKE inflowaninidug

PRETTY PRETTY aneuh3nnszqunsziy SWEET  ®8uniu
AMUSING  Susudindaimdu BRIGHT a3sanla
CASUAL  auneqludinginou CHEERFUL #uunu 1hdud
COLORFUL  Hiéidu FLAMBOYANT ##i

CASUAL DAZZLING tpen1asa U FRIENDLY @L‘ﬁuﬁ(ﬁi
DELICIOUS o3esiuladula HAPPY Tfduf
ENJOYABLE aynauy MERRY  #Un@uIUITS
FESTIVE 111afiunaes SHOWY 318 gnana
DYNAMIC AND ACTIVE INTENSE 909) WSINAT
wndeulm nszdunsuiag LIVELY #7393
ACTIVE waainaesiadls STRIKING &ganm
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Al 63 Green toys
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2nd Hand & Recovery

AN 91 annelusu GreenGoods Fun 2
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Workshop
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A7 98 Key visual Lusus GreenGoods

Media 1 Stationary Brand identity

m‘wﬁ 99 Stationary WUSUA GreenGoods

Media 1 Stationary Brand identity
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m‘wﬁ 100 Stationary WUSUA GreenGoods

Media 1 Stationary Brand identity
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Media 1 Stationary Brand identity
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Media 1 Stationary Brand identity
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Stationary Brand identity
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A 107 Signed WUsUA GreenGoods

Media 1 Online platform Brand identity

XY )

GLOBAL WARMING

Since the Industrial Revolution, the global annual
temperature hos increased in total by a little more
thon 1 degree Celsius. or about 2 degrees Fahrenheit
Between 1880—the year that occurate recordkeeping
began—and 1980, it rose on average by 007 degrees
Celsius (@13 dearees Fahrenheit) every 10 vears
Since 1981, however, the rate of increase has more
than doubled: For the last 40 years, we've seen the
global annual temperature rise by @18 degrees
Celsius, or @32 dearees Fahrenheit, per decade

GOODS FOR YOU GOOD FOR US
“Let co-create an ideal future together”

mwﬁ 108 Website wUsUR GreenGoods
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Media 1 Online platform Brand identity
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Online platform Brand identity
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