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Abstract

This research article is part of Brand Identity Design to Communicate Archetypes by Using the lkigai
Philosophy. The objective is to develop a framework for designing brand identity inspired by the Ikigai
philosophy. A qualitative research method was employed, using focus group discussions conducted in three
rounds, each with 4-6 participants. The study applied the Best Practice criteria to select design works
(population) and used purposive sampling to choose a sample group. The sample comprised 310 brand
identity design works that had won international awards between 2017 and 2023. These works were
analyzed to extract key elements of brand identity design, integrating them with upcoming design trends
for 2024. Input was gathered from 18 experts across three categories: (1) senior experts in graphic design
and art direction with over 10 years of experience, (2) emerging designers with at least 7 years of experience,
and (3) brand executives and brand marketers with at least 7 years of experience. These experts evaluated
and selected relevant design elements. The findings reveal connections to diverse archetypal images across
multiple dimensions: 1) Samurai Archetype, 2) Geisha Archetype, 3) Priest Archetype, 4) Shokunin Archetype,
and 5) Shogun Archetype.
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List of International organizations Award level

519¥ag9an (Grand Prix) Timuilew (Titanium)

AUE-laaaud

1194 (Gold) WY (Silver)

Cannes-Lions
DAY (Bronze)

i & ¢ s )
flatd waus 915nlaLsAtu

Design and Art Direction

fugede (Black Pencil)

fugediudad (Yellow Pencil)

Auaedini (Graphite Pencil)

Auaedlil (Wood Pencil)

s19¥aaludiende

5797ag9an (Grand Prix)

794 (Gold)

Spikes Asia U (Silver) 793A4 (Bronze)

3.2 ip3esdialunsiTensinseidenane eIl uTUIUDBNLUUDRSNWAILUTUA (Brand Identity)

Y

Inegldinediodfemenisaunuingy (Focus group) tnefideldinasiuuiuiandude (Best Practice) ¥in1sdn
FUMUNTBONLUY (Population) NgudIag1s (Sample) f3TeldnsidennquussuinsiinssmuinusinisAnideon

v

WUUNIFEULUULRIEAS (Purposive sampling) laglanizfuanunun1seeniuudndnealilusus (Brand Identity)

Andontuausudt 2017 - 2023 Feiideldsusanlidudnuau 310 am
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3.3 \sesleAnifonngusinegsiuanueanuuusndnualiusud (Brand Identity) fRegnsnNIsAWINILIN

YDINGUAIBENIINUTLVINIAUGATNTAUINYDI M1 8138 (Taro Yamane) 1ag : (1) Ap YUIAYBINGUAIDENS

o w

AAeIN1I (N) Ao YuAYeIUsyrINTiAmMARnY (e) Ae ArAudetui 95% wiermANuAIAARoURY 5%

fgddy vhiu 005 HTeldnsAimume N=310 (WuInresszrns) e=0.05 (sedumnaniedu) @wnsn

¥

AUV n fell AvATeIngudiegns 1 asluuseanm 174.65 wieuszua 175 Uaawiv) Weldgnsmls o

row '

17 (Taro Yamane) Tunsaill nausieg19aunn 175 2w Ineilseauminudasiun 95% wavAmRanainussain 5%

q

v
U U YA v =

¥ 1 [ & @ . . I3 1 Y 1 = 1 1
AatiudIdedsldnsdudndenuuuluseuy (Systematic Random Sampling) unsdusiiagslagiiodnynmuae

U

v v
ada £% a

wsennaudntudsennsilloniavzgnidenindu - Msduistazdedinmnguussrinstununsesnwuusnanynl
wUsUA (Brand Identity) wazdinslvitavindu nanifie gas i (439)=N/n ﬂfj:uﬂizﬁmm%umumsaamwué’mé’ﬂmj
WULF (Brand Identity) 310 aw (N) / #e () 175 nan |éennsduie 1.7816 @aimwii) iy 2 wlawad don
du 1 01w uving 2 0w Ssasftusegsiunueonuuudndnuaiuusud (Brand Identity) 1 01

¥
o [

Tunaudl 4 dunvaluazaunngulaeutseanduded fidsmgdumsesnuuuisriaduagnistity
At seduenla theonuuuulml uasiomgiunsuimauusud dnnmsnanauusud sausiosun 18 viu e
AUMILUININITOBNRUUSRE NBAIRTIAUAIINMENUSYY18ALN AredFnsaunuikuungu (Focus group) tng
wiady 3 sou sevarlaisinndy 4 - 6 viw iumsszauaNsaznseAUeNa elWldnanumLATuL U
Feosdnlvguterneuiflufinsstu ethiesesituny uUfiaadude (Best Practice) uazuunnseiaios
Tun1590nUUY (Design Trends 2024)

Yupaun 5 asunan1Tinszvidayaiieviwumidlunisesnwuudndinualins1duaivedeasninduwuy

Tngldwanusvgrdaln

5. NAN1SIYUIDNITANTN

¢ v J

5.1 wan1sanTzideyanguuszvinstususenuuudnaneal (Brand Identity) Tagldinusiuuiufin

widd (Best Practice) wazgunuunuanszuaiionluniseanuuu (Design Trends 2024)

nsiaszideyaiiettosiuiunusenwuudnanuaiuusuasniu 8aln a13@lni (kisai Archetypes)
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INd¥Y unudy

wls
< PRIEST

SAMURAI  n = GEISHA

g VAIVE)
SHOKUNIN

SUT 2 1A5e9dlodRaSAINAULUY

v

Figure 2 Visual Brand Driver

a o <y

i lfinuszgndld TnedideldinusiuuiufUaidude (Best Practice) thandmdontusunis
90NULUU (Population) ngumiagne (Sample) #3deldn1sidennguuszynslvinssmisinaeinisAmdenuuunisdu
LUUL1E9 (Purposive sampling) Tnstamnzdunussnuuusndnualiusus (Brand Identity) Sausd 2017 - 2023
Tassusauldidudny suianguuszeivu 310 am illeldgnsmls e1un (Taro Yamane) Tnediszduaa
Foifuil 95% wazaArlanainUszanal 5% aszldvuinveangudaets 175 A seduIuawA1881991Y
9ONUUUSAENWAILUTUS (Brand Identity) S91urufie 175 amm Fsiivsainanndidoidaduinlimangauiunis

o

lvaunuisuungy enavinldldnatlunisaunuingueniuuiuly nsgnudenisdanisiiaissnineg3dediu

o
o a o

Al 18 v delulideddddnisguandonuuuiluszuu (Systematic Random Sampling) tlun1sg

maglagieimnrieviennaindniulszansillomassgnidenviniu

M15197 3 LanswInUszang nausiegs Wesidusdludu wasnguiiogramuza

Table 3 Shows the population size, sample group, percentage in sampling, and appropriate sample group

WIANFUUTLVING | VUINVDINGUAIBENS Wosidud (%) ngufasEs iz
Population size Sample group Percentage (%) Appropriate sample group
310 3U 175 U 20% 35 3U
310 Images 175 Images 20 Percent 35 Images

NA1599 3 Tngagy nquuszIng 310 M YUIAYeINgNIeEs 175 1 20% FulU wiriu 35 A

pankuUUSnANwalluTUA (Brand Identity) Mwngaudmiuihadiidetnaiinseiluddusely
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Source: Cannes-lions Awards (2024), Design and Art Direction (2024), and Spikes-Asia (2024)

ANSAUMWAUILUININITOONLUUT N NYAIASIAUA1NNNSNUS VDA LN INUAIUIIUITEVDIA

a1un30a3UNaN1TIATIERLARL N

JUN 3 ngusegsdunueaniuudnanwaliusud 91w 175 3U

Figure 3 Sample Collection of Brand Identity Designs (175 Images).

o

v

o

St

ANFMDYNNTUNUDBNLUUBRANBAILUTUA (Brand Identity) 91uau 175 w7

Wetdaugeaulesiuain 1) dunuugiyls (Samurai) 2) MwdukuUNBY (Geisha) 3) AMWAULUUEAUIY (Priest)

4) pwAULUUY e (Shokunin) wag 5) awduuuulenu (Shogun) lagnisAntienvesitetvigy nifA1Anud

Aaws 12 vimuAuly ndideivisy

gﬂfr‘i 4

Source: Cannes-lions Awards (2024), Design and Art Direction (2024), and Spikes-Asia (2024)

NANFAIDYNTUNUDDNLUUTHANWAILUTUA I1UIU

4

v

vadu 18 vivu Tdayanud (Frequency)

I Ye = fERRAER =
1 RaEREEn
AREENRE

CITTTTH

Wl = :M:-h(
Sl ) 4
PAPIER

MARRIOTT
BONVeY

Figure 4 Samples of 35 brand identity design pieces inspired by Samurai Archetypes

35 5U Mferteadoulusiunnsusuueyls
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135 ks e (0)

N__ZBg

JUN 5 nduegdunueeniuudnanualilusud 9w 35 U Mngrdeateuleatunmauwuungy

q

Figure 5 Samples of 35 brand identity design pieces inspired by Geisha Archetypes
Source: Cannes-lions Awards (2024), Design and Art Direction (2024), and Spikes-Asia (2024)

5UM 6 nunguiiegaTunueenkuusRanyalLuTUA 911U 35 5U Mngrdeadeuleaiunmauwuy dnuiy

Figure 6 Samples of 35 brand identity design pieces inspired by Priest Archetypes

Source: Cannes-lions Awards (2024), Design and Art Direction (2024), and Spikes-Asia (2024)
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U 7 nqushednsdunueenuuusndnuaiuusus S 35 U ieateadenlssiuameuuuutidile
Figure 7 Samples of 35 brand identity design pieces inspired by Shokunin Archetypes
Source: Cannes-lions Awards (2024), Design and Art Direction (2024), and Spikes-Asia (2024)

SUTl 8 nqusfegnstunueenuuusndnuaiiusud $1uu 35 5U isateadenlsstuamiunuulenu
Figure 8 Samples of 35 brand identity design pieces inspired by Shogun Archetypes
Source: Cannes-lions Awards (2024), Design and Art Direction (2024), and Spikes-Asia (2024)

5.2 ayunan1sAasziguuuuiiemanuinszuaiienluniseanuuu (Design Trends 2024) wiaain
nquAasestusuesnuUUSAdnwalLUTUR (Brand Identity) afaifiaynasdusznaunanisaanuuusndnual
A518UA (Graphic Design Elements)

FAduasvinnsiinsed duasieideyanuinguszasduesniside Adnsdenlesiunmdunuueyls

Y

(Samurai) 1n8%1 (Geisha) Wnuay (Priest) 919830 (Shokunin) waz Twnu (Shogun) Wunserdedeyadiduninud
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= o

(Frequency) 9ndeyafigideinsatnsenues lemesduszneunisniseenuuusndnuainsdudiainngy
fr8 19T uILEBNLUUSRANYAILUTUA (Brand Identity) Usznauludas 1) JULUUAIEBNLUY (Graphic Style)
2) sUuuunsIdydnual (Logo Style) 3) N133MILaYN1TERNLUUAIBNYT (Typography) 4) 1A53d (Color scheme)
5) sunuunmusenau (lustration) 6) giJLLUUﬁuﬁa (Texture) uag 7) JUKUUBIAUTENOUNITIAIY (Composition)
woumsauayuanIaeumaeundideimgydnas lunsdenmeudaud 12 il Mndidermgiisdu 18

iy Fellswasdenaiunanisainesdusznounin1seaniuusnanualns1dudn (Graphic Design Elements) fiail

CUSTOM TYPE HYBRID FONTS

GRAPHIC STYLE

2VAUS:NDUNLNNSaNIIVUSAdNUAIASIAUM

FORGET THE WHITE SPACE

WORDMARKS (OR LOGOTYPES)

CONTRAST

syls

Y

LOGO STYLE
COMPOSITION

I
I

(=
=
I
')
=)
=
=]
'S
=
2
(=

“AL.
4

| \t :

SAMURAI

S3dALIHDEY IVODII

=-. Music

Classical®
TYPOGRAPHY
TEXTURE

(o)

GRAPHIC DESIGN ELEMENTS

P
“he Earth

AN ENCHANTING COLOR PALETTE

COLOR SCHEME ILLUSTRATION

The Sun
ines u

N

PERFECT HARMONY CORAL GOLD EXPRESS YOURSELF }:

SUSTAINABILITY
LESS IS FOREVER QUIET TIME MATTERS, SWITCH TO REALISM
THE NEW CHAPTER

31]1'7; 9 ayUnauwmslunisesnuuudnanualnsaud
iedeansnmauuuilaglindnusugdalndmiuamsuuuusls
Figure 9 Summary of Design Approaches for Brand Identity Design to
Communicate Archetypes by Using the Ikigai Philosophy: A Samurai Archetypes
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Table 4 Summary of the Analysis of Design Elements and Trends in the Design of Samurai Archetypes

awsiuiuuyls (Samurai Archetypes)
51.&@“U17i 29AUSZNUNIINITBNLUY wuanszuadeuluniseanuuu ﬂ')']ll?l'
No Graphic Design Elements Design Trends 2024 Frequency
- ONWIRUUUTULHS
JUkuUNITRRNLUY (Custom type)
1 . 18/18
(Graphic Style) - DNYILUUNALNEY
(Hybrid Fonts)
sULUURTER Nl - Talednys
2 18/18
(Logo Style) (Wordmarks or logotypes)
.. - FNWTUUUEDULALULIDUIAN
NFIAINDNYTALNITEBNLUY
3 o o (The Retro-Futurism in Type Chopin Type 16/18
fanys (Typography)
Family)
- naudanunaunfusuaNy el
(Perfect Harmony)
SGHGRIHG
(Less Is Forever (Brilliant White, Simply White,
Touch of Gray)
- NgudAvanUdossiinu
. (Express Yourself)
lasad o
4 - AFFLBNUIAA 18/18
(Color scheme)
(Coral Gold)
- NENAAieALEain
(Quiet Time)
- NENFINTITUNA
(Sustainability Matters (Timeless Buff))
- naudsuuedly
(Switch to The New Chapter (Caraly)
sUwuunmdseneu - ANUANITY
5 18/18
(IWustration) (Realism)
¥ - auaedEdan
6 JULUUNURD (Texture) 18/18
(An Enchanting Color Palette)
. . - M3ngaiud1u (Contrast)
JULUUBIAUTZNOUNITINI N % o4
7 - NTIANITNUNING (Don’t Forget the White 18/18
(Composition)
Space)
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MAXIMALISM

AFFICHE

GRAPHIC STYLE

DON'T FORGET THE WHITE SPACE

avAUs:nauNIVMSDDNIILUSAANUAIASIAUAT

EMPHASIS AND SCALE

WORDMARKS (OR LOGOTYPES)

VISA @ Google

LOGO STYLE
COMPOSITION

FIND YOUR FOCUS

nmwdunuu 3aln

-~
o)
>
>
)
&)
T
m
—
<
e
m
wm

TEXTURE

GEISHA

Gotham Rounded Book. Templates
Gotham Rounded Medium. Technic
Gotham Rounded Bold. Engravers

TYPOGRAPHY

GRAPHIC DESIGN ELEMENTS

AN ENCHANTING COLOR PALETTE

ROUNDED SANS SERIFS

i

COLOR SCHEME ILLUSTRATION
:

THE ERA OF CRYPTO

BUTTERFLY SUSTAINABILITY MATTERS

| ST, ;
| N 7
i PERFECT PERFECT HARMC
EXPRESS YOURSELF ERELDOM CORAL GOLD ABSTRACT PERSPECTIVE

U 10 agUnanuamslunseenuuusndnuaingidudn
Wiedeasnmdunuulagldndnussadalndmiunmduuuuindn
Figure 10 Summary of Design Approaches for Brand Identity Design to
Communicate Archetypes by Using the Ikigai Philosophy: A Geisha Archetypes
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Table 5 Summary of the Analysis of Design Elements and Trends in the Design of Geisha Archetypes

AWAULUULNDYT (Geisha Archetypes)
Susui 29AUSZNOUNIINITDDNUUY wunszuateulunisaanuwuy A
No Graphic Design Elements Design Trends 2024 Frequency
sUluuNTERNIUY - AUBN B
1 18/18
(Graphic Style) (Maximalism)
sULUURTIER Nl - TalAluusnus
2 18/18
(Logo Style) (Wordmarks (or logotypes)
NN NONYILAZNITOINUUY - wuusnuslAuladiiag
3 18/18
AIenYs (Typography) (Rounded Sans Serifs)
- lRAALTIBULUURAIYIA
(Butterfly)
- NFNANINTITUNA
(Sustainability Matters (Timeless Buff,
Fogey Mountain, Banana Leaf))
GG - NNAvanUdeainuy
q 13/18
(Color scheme) (Express Yourself)
- NgNdAIUBATY (Perfect Freedom)
- NgNANNuea
(Less Is Forever (Brilliant White, Simply
White, Touch of Gray)
- landdueniinia (Coral Gold)
- AULWAALNAULALLATULARN
(Psychedelic)
5 sUuuunwysznau (Illustration) e 16/18
- JuNoIUUINETTY
(Abstract Perspective)
- LauvivesdTan
FURUUNUD (An Enchanting Color Palette
6 o 18/18
(Texture) - gavasdnIUn
(The era of Crypto Colours)
- AumRAlilAa (Find Your Focus)
JULUURIAUTZNOUMIININ - WuanudAguazIuIn (Emphasis and
7 13/18
(Composition) scale)
- ANUNaNNAUiuU (Unity)
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NATURAL MATERIALS

| Openitup,
Short Sentence’

Postmates™ Medium
The best of your city
delivered inminutes &

GRAPHIC STYLE

2VAUS:NBUNIVNISODNIUUSAANYAIASIAUAT

LOGO STYLE
COMPOSITION

o
=
>
0
o)
o
m
=
=
m
n

TEXTURE

PRIEST

TYPOGRAPHY

GRAPHIC DESIGN ELEMENTS

COLOR SCHEME

AN ENCHANTING COLOR PALETTE

SUSTAINABILITY MATTERS PINECONE LESS IS FOREVER

EXPRESS YOURSELF,
SWITCH TO THE NEW CHAPTER

QUIET TIME

31]1'7; 11 agUnauwimsluniseeniuusnanualns1dud
iedeasnndunuulngldndnussadalndmunmdusuutinuay
Figure 11 Summary of Design Approaches for Brand Identity Design to
Communicate Archetypes by Using the Ikigai Philosophy: A Priest Archetypes
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Table 6 Summary of the Analysis of Design Elements and Trends in the Design of Priest Archetypes

AMWAULUULNUIY (Priest Archetypes)
Susuii 29AUSZNOUNIINITDDNUUY wunszuateulunisaanuwuy AN
No Graphic Design Elements Design Trends 2024 Frequency
sULUUMSERNIUY - JEN5IIUYIR
1 16/18
(Graphic Style) (Natural materials)
sUuURT RNyl -TalAuuusnus
2 16/18
(Logo Style) (Wordmarks (or logotypes)
L. oL - MR IMAUIATUL Y
N1TIAINDNYILALNITODNUUUFIONYT
3 (Left Alignment) 17/18
(Typography) y g
- Y9AULUINY (Vertical Text)
- AWIANETR (Quiet Time)
- iy
Sustainability Matters (Timeless
Buff)
- ANUNaNNAuSuaNY Tl auga
(Perfect Harmony)
. - anutiesiuilonianian
1As9d
il Less Is Forever (Brilliant White, 18/18
(Color scheme)
Simply White, Touch of Gray)
- @m1a (Pinecone)
- nudsunedln
(Switch to The New Chapter
(Caraly))
- ngudlanUdayiiny
(Express Yourself)
5 sYuvunnysznau (Illustration) - sUBUULUSEU (Flat) 14/18
JULUURNURR - Lauvivesdian
6 18/18
(Texture) (An Enchanting Color Palette)
JULUUBIAUTENOUNTTININ . .
7 - AUMALNAa (Find Your Focus) 16/18
(Composition)
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UTILITARIAN DESIGN

GRAPHIC STYLE

2VAUS:NDUNIVNISENIIVUDAANURIASIAUAT

WORDMARKS (OR LOGOTYPES)
PROPORTION AND SCALE

CONTRAST

RRNAIVD)

LOGO STYLE
COMPOSITION

mwdunuu 3aln

=
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I
m
=,
o
m
(%}

TEXTURE

SHOKUNIN

Lo )
FLENIBLE

TYPOGRAPHY

GRAPHIC DESIGN ELEMENTS

AN ENCHANTING COLOR PALETTE

VARIABLE FONTS

COLOR SCHEME ILLUSTRATION

THE POWER OF GEOMETRICS

“JFKM /STER

SUSTAINABILITY MATTERS PERFECT HARMONY

EXPRESS YOURSELF QUIET TIME CORAL GOLD PINE CONE TEXTURES

U 12 agUnanumslunsesnuuudndnualnsidudn
edeansnmdusuulagldudnussgdnlndmiunmiuwuutidile
Figure 12 Summary of Design Approaches for Brand Identity Design to
Communicate Archetypes by Using the Ikigai Philosophy: A Shokunin Archetypes

e276940-20



ACAAD. 2025, Vol. 38 No.2, e276940

Srinim and Suwannatat

M13197 7 MIeasURanITIATIgluuUeIdUsEneun N TesnLuuLaskInszuatleslun1seenuuudmIuam

AULUUINGRD

Table 7 Summary of the Analysis of Design Elements and Trends in the Design of Shokunin Archetypes

AMWAULUUANSEID (Shokunin Archetypes)
auaun 29AUSZNOUNIINITDDNUUY wunszuatenlunisaanuwuy AU
No Graphic Design Elements Design Trends 2024 Frequency
- MseonuuuTsUseleyudow
JULuuNITOONLUY (Utilitarian design)
1 L 15/18
(Graphic Style) - ANUETIUNENLAALAY
(Bold minimalism)
sULuURT RNyl -TalAuuusnus
2 14/18
(Logo Style) (Wordmarks (or logotypes)
MsdmsdnusLarnsenuUURISNYT | - LuudnusBuguiiuiuideuls
3 18/18
(Typography) (Variable Fonts)
- iy
Sustainability Matters (Timeless Buff)
- ANUNAUNAUSUANY TN auna
(Perfect Harmony)
- YanUanadinu asnin
1Ased (Express Yourself)
a , ) 15/18
(Color scheme) - PIALNAINUENR AYIUAIU
(Quiet Time)
- @duentnng
(Coral Gold)
- @wna
(Pinecone)
- JURUUAWINLRD
5 sUnuunmusznau (lustration) 14/18
(Textures)
- Lauvivesdian
JUWUUNURD (An Enchanting Color Palette)
6 L Q 18/18
(Texture) - WALNLTUIANIA
(The Power of Geometrics)
- NIASIAUTL
JULUUBIAUTENBUNITININ (Contrast)
7 o 17/18
(Composition) - dedIUkazIUN
(Proportion and Scale)
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UTILITARIAN DESIGN

GRAPHIC STYLE

2VAUSNBUNILANSDANIIUUSASNBIASIFUAT

CONTRAST
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COMPOSITION

nmwdunuu 5aln

.
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>
o
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T
m
4
=
o
m
wv

. Music

Classical

TEXTURE

SHOGUN

TYPOGRAPHY

GRAPHIC DESIGN ELEMENTS

(o)

AN ENCHANTING COLOR PALETTE

THE RETRO-FUTURISM IN TYPE

COLOR SCHEME ILLUSTRATION

u FE

1mes u

ELEVATED CARPENTRY & METAL FINISHES

he Sun
he Earlih

T
sh-
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OREVER
LESS IS FOREVER MATTERS
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id
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U 13 agUnanuamnslunmssenuuusndnuaingidudn
iedeansnmauuuulaglindnusugyidalndmsuamdunuulunu
Figure 13 Summary of Design Approaches for Brand Identity Design to
Communicate Archetypes by Using the lkigai Philosophy: A Shogun Archetypes
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Table 8 Summary of the Analysis of Design Elements and Trends in the Design of Shogun Archetypes

awauwuulanu (Shogun Archetypes)

dUAUN 29AUSLNBUNIINITIDNLUY wuanseuateuluniseanuuu ANUD

No Graphic Design Elements Design Trends 2024 Frequency

- MseRnRUUTNUsE eyt

JULuuNITOONLUY (Utilitarian design)
1 J . 13/18
(Graphic Style) - MU NOUADATLUTUR
(Brand illustrations)
2 sULuUnTdRydanual (Logo Style) | - lalAuuudnus (Wordmarks (or logotypes) 18/18

. . - SNWIRUUTRUYALUIDUIAN
ANTAININDNBIALNITIBALLUU
3 . o The Retro-Futurism in Type (Chopin Type 16/18
A9Nws (Typography)
Family)

- mmﬁaamﬁamanm

Less Is Forever (Brilliant White, Simply
White, Touch of Gray)

. - audsbu

1Ay
4 Sustainability Matters (Timeless Buff) 18/18
(Color scheme) o .
- mwmamauauamyim amga
(Perfect Harmony)

- YanUadaesinu asnn

(Express Yourself)

- ANUEN3S (Realism)

5 sYuuunnysznau (Illustration) ¥ - 15/18
- JULUUA NN (Textures)
- LauvesdTan
g‘ULL‘U‘Uﬁuﬁa (An Enchanting Color Palette)
6 L. 18/18
(Texture) - Paldensziunazaulany
(Elevated Carpentry & Metal Finishes)
JULUUBIAUTENOUM TN - MIn9AuTY (Contrast)
7 ., 3 17/18
(Composition) - AumRAlilAa (Find Your Focus)

6. NM135aNUTINE AU uazdalauaLue
6.1 afUsEKA

ANANIIANBILAZITULARINUNTEUIUNITHAILILLIN NN TORNLU USRS N BN TIAUAIIINIANUSYEY1DA

In wudrdianuduiusAuuuiiuseninasygdalndunmdunuuns 5 sUluy Seasviowruaivan 5 Usenis
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v039aln wagansadunldifunuwimslunseenuuudadnwalnsdudlaegraduszuu l@wdnvesdalnusaz
Usgnisaenndastun i uuuuiiunnsneiy LLazmmmisuLLu’mNmsaaﬂLLUUﬁmmgau%ﬁ' el 1) vamdn
Usgnsusn: maisududn  (Starting small) azvieusimunwsiuiuuenyls (Samurai) agvioufisnnusjaiunazaniy
aviBunlusuaziBenvain1seonuuy ssdUszneuntan1seenwuLfiiesdes laun nslénsfinuuusnususuuss
(Custom type) waznsidenldafinanndu 1wy ngudnimannasuanysal (Perfect Harmony) 2) @ mdnUsznsg
a3 n1sUanUasesies (Releasing yourself) Falnndunuunden (Geisha) WuanudassuayAuennuiiulely
fefals esduszneuneniseanuuiilaniruie nsldaladdanndad (Maximalism) nslddanla wu wadiden
SOULUUATYA (Butterfly) Fetataiuadinnuianiiiindnuasnsuansoonagadudasy 3) lamdnUsznsany:
AMUADAARDILAZE B (Harmony and sustainability) nwduwuutinuaY (Priest) I ARG P HE NI I A
5557 n1seenuuutigdesAegUuuuAGaud1e Msliians ssumd wasdiasy 1wy nauvsauaia (Quiet
Time) wiedofisuwifndunnudifusazanuasnndosiudaninday 4) lmdnusensa: mmqmﬁ’uﬁuéﬂ 9 (The
joy of little things) Usznauludae mmduluu@ile (Shokunin) agvieufsmslimudrdyiuneazidenidn 9
fifirnumune Tneflosduszneunisnisesnuuuiiisados tiwn nmsidudsslewildaes (Utilitarian design) was
AN sudeilaneiu (Bold minimalism) &sthedaaiusndnualnsdudfitfunuriuaznaunin 5) @mdn
Usn1991: n150ejnsail newdl (Being in the here and now) agvfouruawFLUUTYNY (Shogun) ufuNLYS
AnuLdaundauazauuing ssfUsTnaunanIToenuuUTiAsItes ldun nsldauauass (Realism) wagnns
ponuuUTiazvioudanumiinuiiu wu mslidanlifuaslangsedugs Fehoaieanuidniunwuasiingslifuan
duf Mneaifedananvesiidenugeiidonadesuazunnisiulunivesuuimenisesnuuusadnuaingidudi 1)
wnAnRgRURULUUYARNAIM (Archetype) wazdndnvaluusudlagrsansuuamesslimud Ay funm fuuy
(Archetypes) Uszgndldluniseanuuunsidudi 91u3deves 19§ nindasdyde (Subsrisunjai, 2017) sauluis
NUITves 837 833AAY (Akraudom, 2009) namdInsId N uLUULT Dad 19 ndnwalLUTUS Fdenndasiu
qwu%’aé”manﬁ%mwaﬁlﬂimﬂaﬁﬂmwﬁmwuLflum?mﬁaﬁammﬂaLﬂﬁﬁuﬁ]ﬂﬂu’maﬁulﬁugﬂﬁﬁm W 5 Uk
Heulostuamdnuasuugdalnhlitneonuuuthlussandldldietu 2) miatedaesumAaiiausuums
Aduszuuluniseenuuudndnualuusud Insnuideifsrfuamduuuul funAnidadsinewazyadnam da
vanusundalnldndnusvgduuniesuualiunseenuuulull 2024 iledmuauuImanisesniuy 3) 91uide
Y99 WA NaULEU (Hormyam, 2017) @nwinstddusuuyadnainvesguslan wu nauwinsdnyia

(Metrosexual) wazngugiuasidnyia (Ubersexual) tivoanuuuisufiad Faaenndesfiundnnisivgiiidivunnim

AULUUTDINTIAUAIAULANE NN 5 UTEAIT 4) N5 h0awareInlsenaun15oanUULiodsyaus nanwalkusun

o

ATevesfite nadmeunmsliduazesdusznouians 1wy nudiawdeslsiunmdunuuinuiy vietagi
wiinuy avviousuamiuwuulenu Jsiluundnaeandesiunuidesussduszneumanisiadeulmvssuusud
(Motion Branding) U9 31y 551430 (Taranurk, 2015) Afnwigaauifinisindeulmifienienenyaannmues
ATALA drdudeinde uandafuresnuids 1) ngruwnAnildlunmafaundndnualnaud AdeRoty
amsfuuuulFuafamisdrineuazmanandundn wu amsuuuia 15 wuu ieyadnatwwesnguidmine

windnusvey1dalngauneitesiuanuaunavesiinuazynymuneglunsissey lngyaduluiinuameinusssy

WAEAUNIETANTY 2) wwamen1sUszndldnuidedunmdusuuiivuiminisiilvldiaseuaqui sy
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PaNWUULNTU (Socio Style Mapping) N13nan A19a1nUsseydatnyatului amnudenlessenitaniseanwuy

aaudrdududiuniwesnuesnuuudaanwaliuniadenlesSvg1nsldtin uazorammnzauiunsduai

a a 3

Fosnsdoansiosmnudsiu auandedaus viednigyraveusud WlF mnzaufuuusudfiuninisnain
71y 3) Uswandalnudsenidu 5 amdunuummanndnite 5 Ussnns deldsudvdnauazasiiounmaniiuansig
fu sallufamsnszuaunsadrenmiunuusaluimadnuusyosyadnnim wieussdd senaulunisesniuud
dwmasoanurimiglunisideluadeie msaeamiuuutunlmilusuuuunguondniitheonuuuuazyaaavialy

awnsasuiuazidnlalalnedelaglifodinnunasnaidedounninsinuadnsaufuniaeUsnged dnvanisana

U

v

osfdsznavluniseenuuuifunssuaniissliinuitelangldnssuuddniunsitennteu auanusodununin
FunullazesrUsznoulunMsesnuUUmNEaLAULUIMINeenUUUSRdnwalRTAuAManManUS e EAlale

6.2 d3Una

A1SITINUIMUINNNITOONLUUS A NWAIATIEUA M INRANUSTEY1DALNANIT0AEN OUNTNAULUY
5 gUuuunnyls (Samurai) 1n8%1 (Geisha) 1¥nU3% (Priest) ¥19ilile (Shokunin) uaglynu (Shogun) laeesdniay
HuBIdUsEnaunIInITeenLuusiaenndastuwwaliuLuInaniseankuud 2024 Mifuninudsdunagainy
Ny ieunaieimuayadnuusudlineulandgnduazmaudstulunanagatag i

6.3 Yolauaunue

medeluedsilifutnguarasddunisanitade nseeniuudndnualnmaudiiiedeasninduuuulng
Tdwdnusuay1daln WunsideamsulunisdumesdusenauguiuuiuimneainsassAoenuuusndnuain s dud
TnensounAnludunsuszgndliusgnaalndueuidelfianuauysaistu ldiasdufuniseenuuuny
as19assAn mlawau (Advertising Design) n1seontuutsvAadaninuindeu (Environmental Graphic Design)

wazn1seankuuUITaUN1salily UX (User Experience Design) dufinsiaglld Ul (User Interface)
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