FATNG UIARSER -nTeenkuULsRaTd T uR unuAnTIdaNaasanne 1y
stuuuusulod (GRAPHIC DESIGN FOR THAI PREMIUM COFFEE SHOP
FRANCHISING) 8.1tsnanenfinusudn: sa. as. ANnsal fuwug, 301 wih,

o

e Ha N o ay o
nuAdEERdngsrasdinensAnsFesniseanuuuirAa i untunniilia e ganin
TuszuuusuledidngilssasAresnuddope 1. euinagnsluniseenuuLERaNHNIadANI TR
Frumudnddauiagunin 2. iewiudanasluniseenuuudndnnissAnsivanzaniui
o ol dl é’ o < 2 = a d‘ o o
nuWdifisaegunw 3. emesddsznauniasedadrasiununniilonivaganindmiu

T lunseanuuuniwanuniasdnsuazussanot TnsaAungudninsuuuy (Archetypes)

(3

2
=l o o

nsdeiianduninifivdeyauuylilanizianzas nsiudeyaddsailianAafaatig

9 or

A litazflunazuuussunugniflumsiivdeysuasuuuasunuilfifudeyaedeingin

k)

A o

safusTnauaznnAnssy udsanduuuuseun@nuaiegagnivamntulag fidelduanane’ly

'
as < %

fafidgniynieiiuniatadaiuey 6 vau tineenuuuninaneniesdn 6 vinu ineT iy
23Atsznay AndneoluasiAus IR MuNzaN NaT9WIdENnLdT Alussive  Mark A
asdeyaneain desAlssnauninaas efiauinaaiuiulssdd UssinnuasansasiAn e

< (% Ld

29AN7 uaziaualugluuunilendnwal

°

4. How o o X

HATBINIFITUAINTOT IALTIUAAL

1. nagminanisesnuuusRdnaiasinssasf umuinideuieguninlfuuAaudn
41 Ha9ayAQININ (Health  Library) Feudaifluyadnnawls 3 uuanaslduri 1. Seeker
2. Companion 3. Earth Mother

2. uwumlunireanuuudnansaiasAnsimunzan WWun nasldamndydneainiaiu
- o o e o < & v o N o s .
Neawuiulszdd dszinmdnwusiaswesesdnsudatinuiauelugduuuiniendnend (Allusive
Mark)

3. avdlszneumiasaAsdimanzanliun dadneenimdangy uaziadnssnim ne

1459 12i5@ s (Sans Serif), dgUnsedase @ Aa @fninu uazldnndne

a a { o |54 o
ANAITN uqumﬁ@ﬂ mﬂﬁ@%@u@m PG “RM@&

A9 unHnAall aeilede o filinuineninuiudn ——=\- /F—;



#it 5486612035 : MAJOR OF CREATIVE ARTS

KEY WORD : COPORATE IDENTITY / PACKAGING DESIGN / ADVERTISING
AKARAPHOL NAKSAWAT: GRAPHIC DESIGN FOR THAI PREMIUM COFFEE
SHOP FRANCHISING. ADVISOR : ASSOC.PROF. SUPPAKORN DISATSPUNDHU,
Ph.D., 301 pp.

The research objective is to discover an appropriate corporate identity for a quality, health
conscious coffee shop. The key objectives are: 1) to recognize the graphic design strategies for the
coffee shop 2) to determine the type of corporate identity appropriate for the health conscious coffee

shop 3) to indicate design elements for a corporate identity using the Archetype theory.

Non-Purposive sampling technique and questionnaires are employed for data collection
based on consumer behaviors and lifestyles of the target groups. The guestionnaires, developed by
a researcher, were administrated td six corporate identity desighers and six marketing specialists to
recognize strategies, appropriate characteristics and design elements for a corporate design of the

up-scale, health conscious coffee shop. The research found that:

1. The design strategies for corporate identity were: 1) Seeker 2) Companion and 3) Earth

Mother

2. The aliusive mark was the appropriate principle for the corporate identity design for the
coffee shop.

3. The appropriate elements were sans serif typefaces, free forms, earth tones and

photographic images.
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