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ABSTRACT

The aim of this research is to study the relationship between logo and product
which HUMUNKELS brand was selected as a case study to this research. The 4 aims of this
research are to study factors that reflects to corporate image of the brand, to study
factors that reflects to corporate identity of organization (HUMUNKELS), to study
HUMUNKELS identity and do the comparative study to find out the relation of
HUMUNKELS logo and products.

The research processes started from litterature reviewing about factors that relates
to research or identity analysis area. Then study about product charactors, communication
and perception which suggest the analysis area. The population case study had been
devided into 2 groups consist of HUMUNKELS staff and HUMUNKELS target group.
Researchers will analyse the identity meaning from HUMUNKELS staff perspectives and
compare to target groUp perspectives by using same indexs. The analysis area had devide
into 3 main parts consist of Set the right Goal, Find the right Way and Do the right Thing.
The study and analysis start from organisation (HUMUNKELS) history to product design and

the conclusion will be delivered in corporate manual for organisation (HUMUNKELS).

Keywords: Corporate identity, Corporate image, Meaning Perception
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Ltngﬂﬂ% (Buying Motives)

nsnseyile 9 vesausgendoadivgfiuane U’Nﬂ‘%gﬂl,‘ﬁ’l‘::fﬁ?ﬁ’j’]ﬁ luFenseviuduiy us
viefuslidmuazvenlildiniluTanssh snnsfinuidusaine nui ausmnauia
#ian1s (Need) uazmnuaenld (Want) Tudwing q eglngsssumnaznisgniaiingzdu Loy
fpamsensinthdamiuin fesnsiedesjsin aundnsneverilieugu ey faannsd
agendtlasnsvasmnaue sfesnsligBuseniummanngn munaureinuias Faanslide
pausuendosiviofuduilagnasanar mnudidediarugosnislaiuin a¢liuanseenvied

@ e

WoRANTIULAIMAUITRANABINITUY 9 InesTIUR 9zIRanaINantU (Drive) Alinainnisazay

o o @

WUTUIDIANABINTUY 9 Funseiuliyaratiudeslanmdmaziivaniudesnis vildaues

impnumalalile mgiunreamsnssiiiendt wsegsluy (Motive)

usegelatuiugu uasusegeladudonii (Primary and Selective Motives)

wsagsladuiug i (Primary Motives) Wunssgslafiintuanaudesmslududuazusnig
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dulneass uazifuusegaleiosirlugnsde usegdlefifuussgdafianiu Tnglisniudosende
fnsziuanaeuennseiy ety Weaiia Alinrudenisens wiensemethiiay
Fasmmihiu weifngiRimaiinuiafinnudesnismasisavhudeauareninsusa derausn
nérn$afifinaudesnisiieemigunsaiuisednafieslddmiuiungaataiu duvaiidy
AN sTiRnTueslnense folsdnfuusegdlatuiiugu

usegsladuidonidiu (Selective Motives) Huusagdladusioiiosnnusegsladuitugy oguslaa
LﬁmLL‘snghﬁu’uﬁug’mLLﬁammﬁaamwmﬁﬁim%L%ﬂajuiagqhﬁﬁmﬁanl,ﬂu Ao wenemazidoniy
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LéNgd?i)1/)70@751/;1&63&50907917&7“4&]&/@ (Emotional and Economic Buying Motives)
ngﬂﬂﬁ’]ua'ﬁumﬁﬂmﬁmmﬂmmiﬁﬂmawﬁaLLawﬁaﬂshjLﬁaL’Jaﬂuﬂ’lsﬁﬁmmlm%mam
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vosauagldusegalafuensuaivdomgna wisavlive 2 edesauiiu uAvziimngalaitithun

1NNNINALD

Usstanvesusgslalunisdedudalnenisldarsual (Types of Emotional Buying Motive) uas

ussgalangiamselsizialuniseduar (Conscious and Subconscious Buying Motives)
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gnanwalodAns (corporate identity) Lflum%qﬁa“luﬁmmsmmmgﬂmeﬁwawﬂwmu
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® nstnenenmuAnkazaluemd (deas And Concepts) sanuliulassaiiessidounuuuny
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A9 NaviFuddanual (Visual Form) , (Laing, 1984)
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Uimsuwasanudnaneg suduauludnuazdeiud eueenuuuiiusie viulswan (Gyo ds
W3eY, 2527)

2INAIMUVLBTDINTTDONUUUSRANYEIosAnT asifiudnduntseenuuuiiveutigaud
Aarnannuasiduieidedasnseatumsesnwuuimeafal (visual Communication Design) 7
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Tsivsanan Inenstddesneg 1wy didnws wsemmedydnunl gUnmuasaug siuiu Mmenssuds

< < o L o 1 J A d‘ L2
VBINTVA VU ASAUA MsUuUnnAwW maamﬁ]umﬂuﬂmiﬁ%’wmwmq5] NULATDNED LATBNINTNG



dy a N o [ N A = . gj ' N ) N o N
wnansiiduenarsianubidnsunislynuiionsfnwimtiu lueygsinilulsdsslosuaunisan

lunsallagvsau Snvimuiiludawdasilon wasnesedadaarvesenarsynasaminisinluly



18
2. fidnwugianizia (Uniqueness) msidnwaglawzimlaguuifananiildenuideaiiaiig
wansingluaneutety
= U LYY 1 al a 1 o . .
3. UANUENNUSAUAIUDUS (Relevance) Lazila1uaailiad (Continuity)

4. arwnindede (Credibility)

¥
aa O v

waziilefoaiiniseanuuudadnual TnstawizlaliviaiaioanuionisAninty adieq
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fydnualgaiuing (HUMUNKELS) Wielvaenadasiuingussasdassisaluil

LY

Tnauszasnvaalasanis

A

1. Anwdadenustniwanwaluasesans (Corporate image) As1aUAT HUMUNKELS

2. Fnwiadeiivaisndnuaivesasdng (Corporate identity) as1duA HUMUNKELS
3, Anwiendnuaiuesdual HUMUNKELS
4

AnwuIsuiiguiamanuliouleavad AsIAUAMAUNERA NS HUMUNKELS

a v w L

Im‘mqﬂmzﬁﬁﬁaﬂxlé’ﬁwmﬁLﬂi'}zﬁ%’ayjaLﬁmﬁummwmamamanwm TNINFIRUAINST D

L2 L3

wansfnusiluifovualy 4 ndu wazarumine dsdndnualuensdydnualviensdudn vdmnty
FuvhnFiesgiTeuiisuiuindndnueiva 2 eshafufiandeadediniudiunielsl
Sumeunisideasiduduanmnumussanssieruanseulunissufiuns ndwindues
Bunszuumsinneideyalasnisiianeideyavesyaainsluesdng sauina Uszneulude
yaansluuune1ey 1w drenne dhennsnann dreeenuuy dremuaunisadn Wusu sntuazi
A1saUNIUNTSIUFAINMINMENTdun1sallBadn (indepth  Interview)  ffungusiegis
N2 (Focus group) Leasumufadayaidammuagsa mevdsnniuSesiinisagUnauay

v o

Favinudiionsdns (Corporate Manual)

3.1 ngueghaiaifiudayaniside

ANENITUNTIINNWUTEN Ineisunousinenwalss 31dn (THAI FRAME & ACCESSORIES
CO.LTD) laevuaniznssumsaziimhilumssuilanmsiausuuifovesanzdise vamniduayld
vhnsaeunwiessifudoadusineg samfinshideiaueuuslulssfiuiiioados Temasnssuns
fsnanuszneulufe Munusinuaunse deelui

- HUIMS

- URUANTSUY

- wHunUssduRUS

- UHUNNISRANA

- LHUNANTERNLUY

- WHUNMSHER

- LHUNTATE
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3.2 N1TAATITRYR
AOUNSYINMIEBNKUY AUl IUEs é’mé’ﬂmﬁﬁyug’m audunduluaes
Uit Usstavvesdufiusnuansusninedvandu Classic uag Trendy nisutsUssinvdudanu
é’nwmsma’h’fﬂ’mﬁg\a 4 ﬂEju 1AuA Make me nice, In my room, On my table Wag Go with me
dwsunsimuaumsdumsinsigd auginuldtinsimuesunoulflavagfwieluil
1. Set the Right Goal
Ao Msmmuaivingegugnsiadlinams
2. Find the Right Way
Ao msAmuauuImiidaay wazdianudululfuniaalasfiesanivesiusenoy
Naee AU
3. Do the Right Thing
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Company & Product Background

Company Background & History (U3z18u3%n)

Membership: 1. Thai Leather Good Association
2. Exporter List and Promotion Department of Thailand (DEP)
Member Code 990 00 589
Products: 1. Accessories such as Logo, Buckles, Handle Holder, Zip Puller
Buttons, Frame and Accessories for Leather's products.
2. Gift and Premium
- Decorative gift & premium such as Key Holder, Desktop Item
Bag, special design and customs made with clients' design.
- Product brand "HUMUNKELS"

Production: Capacity 4,000,000 pieces per year
Manpower: 206 (171 Workers and 35 Staffs)

Register Capital: 17,000,000.00 Baht

Philosophy: 1. Good products and competitive product

2. Good services and timing (1ISO 9001)
3. Good design and satisfaction
4. Good safety (staffs & environment 1SO 14001)

Slogan: Service mind - High quality - Delivery on time

New Generation '> Smart > Triéndy > Oynamic > Honesty

bt
i A
P
L

only human

ISO 14001 Thai Frame & Accessories Co., Ltd. has been assessed and registered against the following
standard 1SO 14001(The Environmental Management System)by Moody International Certification. Certificate
number 1503 dated 25 April, 2001

Contacts Person: Ms.Rana Ua-Akarawong, Marketing Director

Ms.Nudcha Kham On, Export Manager

Main Market: Thailand
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. a v a o 1Y 12
Product Details (EUALAZUIANTNIZATINLUTUR)

Product Line (Usginnguduagusnisfiosna¥ranusus)

1. Accessories such as Logo, Buckles, Handle Holder, Zip Puller
Buttons, Frame and Accessories for Leather's products.
2. Gift and Premium
- Decorative gift & premium such as Key Holder, Desktop Item
Bag, special design and customs made with clients' design.

- Product brand "HUMUNKELS"

Product Features (AaudinuauzAudiuazuinig)

@& a v oda ada v
WUdUAUANUNONOU

1.

2. fiuinnssusarzunuunviuarde
& [

3. 1AAMAINAINLUTILTS

4. SPYAMINADY

5. NSANNBUNASIABLEN

6. MsUsN1sUseiula
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Competitors
naugutvesdudn GIFT & PREMIUM & ACCESSORIES annsautsldlfunduluajq dil
® High-end = ngududuususunduduihandsssmaiiinadusivdniy sudodnuiiu wu Hermes,
LUIS, WALT DISNEY uag 3uq tneunfismireiiiasiwiudioss
® Personalized = iniu$udoulu PLAZA Tusing uag SHOP MUYV LOFT, SB FURNITURE,
HABITAT ETC. Tngunnvhuuuniuds wisdndlagagg TREND mmmmmaﬁqné’w’fmms MAdauAndntas

uilmdniuumiuiugunmianuagguuuy
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WIAIneRUTEIAfe Juiaydeen Sfiauiiuszain 2,000 d1uum
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Business Opportunities Finding*** -

Consumer Problems Consumer Insights

Fymvegnénfifdaaevioniniagion) (Awmeenisludiudn)
- Aumseauwaiuly - Aumldlavaiy function
- fiwan gift Lwazawdenlign - ahamwanwallvigilanwiy
- lugnsoasiaunnanvalvesmueald - Aummsesiudnamdamsuedia
Wil I8l mnsusiaes - liweuthAuaudy
- Audriimedhlineulandiledi - Aurflyadannsoazauvisle
- gduuuiiurliuvanivdanedis - nbisuiuiidunauszand vy
- MAANNANAIGD design anad - wanenguthulnsoinmsleaudaing uax
- EENNLETIAE BIAUINY aaaldsuniseensuaInanu
- Fashion siSaluiSaldAuiunisamu - egnbivainvaiguaziaesIe
- aynlvdinaAmdle

Consumer Solution = Business Opportunities

a o & o A & o 1Y [ 9 A4 o v
(@asdu 1 Viiaaﬂlla'Vl']LLa'JQﬂﬂ'] 3'18191 LAZYDLAYNSLUN)

1.

W ® N S R~ DN
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©

11,
12.

wen e linaursiagie udamstasnsuausssysslonlltaesde

RTINS URINNITUSENIAFINNITOONKULI NI AkaEan TN

M3e8nluY Concept Uazmsidenldianussiomlmiy iiendnvalifuvesiies
a15098nLUY Personalization I Wy nseenuuvaslies nsadnde msidengd Dusuy
N1IATNNITOONUUUAUAITTAIININLIY TINNTIAIINTIENIY

mslauinnssuluig egsainausuassioios

sz uasiinrsusnisuainisvieniade

fisiefinannvians Suduiisamsnza LLaxLﬁuﬁuﬁ’ui’a@LLazmsaameﬁLﬁwfu

NI aUBTIAR Y product display, story telling s packaging + social network & media
fifanssuniseatafiuansne wlanlvsl wasmaulandnaugnA wazsiuuauynisnanniy
AusAgsasuay n1suedu set n9vih co-promotion $aufu

U turn Fud Mieduan/uoudlefinsteduddsiely / & order tumg net 14

Wnausduailniqegreseiiosasyiududui Limited Waufusenosuazdosiude
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. Brand Vision Development.

4.2 N58UN15IASI2H Find the right Way

' Business: vision, missiot, model & move -

vikt. entry:

 Marketig :. : Consumer:
positni 1g S Mkt. CO"_“

, Branding:

Partners: Product:
Service! segment,
- o value,
CEM & CRM!: behavior

Actit i beneft s | ' insight

- value
Resource: feature Sales: N

& personality L

Invest : Expense: Cost - I DA Revenue Profi : Margin

Success factors: delegate, communicatin , negotitin , analysis, planning,
operatin , leadership, team, management, tha & trend forecast

A 4.3 nTeuUnTIATIEY Find the right way

Aspirations -

Il

' Target Segmentation

J1L

Brand Strategy Development *+.

AT 4.4 LHUATUARINTIATIZYANTBUGE S Find the right Way
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ompany : HUMUNKELS Management - JUtY/ 1973904 (MD)

Brand : HUMUNKELS Project Manager : a1 (Sale)

Project Name : Branding “HUMUNKELS” Team : %"iwa/qm'ﬁ (Designer)
FASHIONABLE GIFT

Job No.

Tentative Schedule

2 Find the right way

Business: vision, mission, model & move

Mkt entry:

Branding: ::-,Maa'keﬁ’g .

positmi g .- : Mit. Com:

Consumer:
“Product:
Service:

Partners: -

segment,
o , e e value,
. :featu_re_j \ CEM & CRM: behavior
F g personality - &

~ beneft R T insight
L ety T

Resource: value - ghjess

Actitty -

Invest @ Expense: CoSi : ' , Re\fénue : Proft : Margin

' Success factors: delegate, communicatin , negotition , analysis, planning,
operatin , leadership, team, management, tra & trend forecast
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o -A’sp'ira-jc:ibfon"'s |

Business Aspirations (1359U3130UIM145502)

nsfimdfunlugsia gift of fashion wusussziivanaiuvesaule

9

a . d a
- Business Goals (tuuen14§sia) - Business Strategy (NagnaN14gsna)
2/ L% Ly o v & W 1< 124 I3
1. afendnunlvesduaiuasuusun 1 WRUIATUNITOBNLUULASNTATIUUTUA
2. @5139u9ArEuuTUR HUMUNKELS Uag 5 61u 2. USuftamnegsia n1seanann OEM Uy OBM
UM uag 20 arunelu 5 Y 3. auWusiinsnegsiauastomisung
a YV 2 a v TS a o v 1) .
3. Wwnsihidudivgngudmaneg 4. RUMTARATITUUTUALIATUINRS IMC Wil on-line

4. iwnslavanusznduiusgdmune

i

MMTVEIBFIU MARKET SHARE 1Judusiusue

Branding Aspirations (LLN‘U?’WQU’]‘UENmia%’NLLUiuﬁ)

v @ @ a

“@519 HUMUNKELS gnsilludaydnualasviousinu virupiiusuguasdefn diunmsesnuy

ARG
- Branding Goals - Brand Strategy
(Drmaneaansadranusud) (NAENSURINITETIUTUA)

1. L*T\iu brand awareness 989 HUMUNKELS 20%
fol

2. a$unmdnwainisidu Fashionable gift sedu - W Key Visual fivsuandl Lifestyle, Inspiration

wunslawan s 98 (Point of Purchase)

Premium iaviou ideal vwlY
3. dnaueanuuansenguidlidaiau - Ueue Balance of functional & Emotional
4. a$runszudalminnis share lu social media - 14 On-line 1Wudiewan \wu Gadget website, FB &

Blog tJusu
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. Target Segmentation

. t L e ’A‘: P e e ; : ; . ‘/f‘.:‘
1” Target Consumer (nguanattnnune)

Segment:
nguAuingy Office Julval aulllas

Demographic

Sex:

Y8 NEY

Age:

27 - 35

Occupation:
wiinnussRunataty uienlavan widy fals
LaZINBIAANTS
Education:
Vanwdtuly

SES:

B+

Geographic:

Fau @ ms nmudunii

salary : 40,000 U

Psychographics

Buying behavior:

Bondeaumiduil style unnsafinanud uay
gﬂLLUUﬁmau“lﬁ]

Key Decision Factors:

anseenuuusplalng UseAngaiwnslidau uay
Tneau

Lifestyle:

N5 shopping Lﬂuﬁaﬂiiuﬁﬁaaﬁﬂunmﬁau 8l
hang out funguifiay up-date trend oejnasarIa
Belief:

Weluinermand uagaudusisimveuald 4
svuv fifunou $hessuwi

Attitudes:

szuadlanlunuugauaiivasiaies snazdelufies
new Wudi / Uszauanudusa geuvihauiu
TEAM

Insight:
need social acceptance, be difference-

express ideal self (ideal)
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2™ Target Consumer (ngugndnitiwmine)

Segment:
ngutinAnwumAIngrdetulitnuiies

Demographic
Sex:

Y8 MY

Age:

18 - 23
Occupation:
Unfnw
Education:

a a LY

ULNA BNWI

o w =

MaANIUSYEY RS AR

! Ty
favz anUiln

SES:

B+

Geographic:

1.9 593UANERNS LBLUA AFINN

salary : 25,000 UW 31U

33

Psychographics

Buying behavior:

Hendoduddil style uansafinnnuid wasguuuud
Wauly

Key Decision Factors:

gmseenuudiosayn fifedn JTadu uazsani
Wianeay

Lifestyle:

YOULIEIAN up-date trend agnanaLIan $n
Ranssuiladrsrmuaynauy

Belief: WWeoluinenmans uazanuiduaieiining
walet Snessuwf Wudvesiies

Attitudes: asuaslanlunuvgauafiveswales finqe
elusiosnou fidmuneludin $ndase laveu

seuu seileu nen

Insight:
express what | thinking, Liking & feeling-

feeling expression (motivation)
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Humdkels Font:::
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Cooper-Hewitt. Design for Daily Life. 1990
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2542 (1999) UNDP Lecturer
A Training Course for Product Development
Activity in Research and Development
(8 September 1999)
2544 (2001) Asian Productivity Organization (APO) Course Manager
“Workshop on Product Development and
Design for Supporting Industry” 2-12 October
2001 (30 participants from 10 Counties)
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Y 29ANS AL
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U509
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2549 Tnsamsimunguuvuiresiimesidonmis guavnsIuinesiliaes
dmiugusenaunis

2546, 2548 nsudETuN1TEIRen NTENTRWIHYE fiomnaynisoanuuun
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“msoenuiuuniinguel OTOP un 5 nauvuwy
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2536-2539 nAAaUgREIMNTIY Lav111ATY
AuzaalnenssuAans

2539-2544 auzaalnonssurans SOIAUA

2548-1 111.6.2549 | amuzan Unenssueans SOIAIUA

2551-2552 anuwalulagwszaaunaan 5998515V
AMMTANANTEU

2552-Uagdu AnzanUnenssumans AR

MR.TORVONG PUIPANTHAVONG

o
Fo-unuana ()

Name-surname (eng.)

Birth date

Home address

Tel. (office)
Fax.

Mobil
E-Mail
position

Office

Education

Work experiences

weiond Joiusied

15 November 1969

46/1 Moo 8, Tumbon Nongyaplong,
Nongyaplong, Petchburi.

0-2739-2149
0-2739-2148
08-1171-3887

Mr. Torvong Puipanthavong

torvong2@yahoo.com, kptorvon@kmitlac.th, www.facebogk.com/Torvong

Lecturer of Design program

Faculty of Architecture, King Mongkut’s Institute of Technology

Ladkrabang. (KMITL)
1997-1999

O MA. Industrial Design (Thai government scholarship student),

Central Saint Martins College of Art & Design, London, United

Kingdom.
1988-1993

O B.Arch. (Industrial'Design), King Mongkut’s Institute of Technology
Ladkrabang (KMITL), Bangkok, Thailand.

2001- 2005

O Head of Industrial Design Department, Faculty of Architecture, King
Mongkut’s Institute of Technology Ladkrabang (KMITL), Bangkok,

Thailand.




1994 -present
Lecturer
O Industrial Design Program, Faculty of Architecture, King Mongkut’s
Institute of Technology Ladkrabang (KMITL), Bangkok, Thailand.
Guest Lecturer
O Academic Services Department, Silapakorn University.
O Industrial Design Program, Faculty of Architecture and Design,
Walailak University.
O Regional Centre for Manufacturing Systems Engineering, Faculty of
Engineering, Chulalongkorn University.
O Department of Interior Design, School of Fine and Applied Arts,
Bangkok University.
O Faculty of Physical Therapy, Huachiew Chalermprakiet University.
O Department of Industrial Design, Faculty of Architecture, Khon
Khan University.
O Faculty of Architecture, Mahasarakarm University.
O Department of Film and Photography, Faculty of Communication
Arts, Chulalongkorn University, Thailand.
O Department of Export Promotion, Bangkok, Thailand.
O Department of Industrial Design, Chulalongkorn University,
Bangkok, Thailand.
O Art for Kids program, NAVA language school, Phuket, Thailand.
1993-1994
O Furniture & Interior Designer, Hodex Co.,Ltd., Bangkok, Thailand.

Freelance Designer & Consultant

O Stone & Steel, Thailand. /2003-present

O Design headquarter, Thailand. /2007

O THAI MARTIN GROUP, Thailand. /2002

O Vacharakarun Co.,Ltd. Thailand. /2002

O Kowsuppamongkol, Thailand. /2003-2004
research

Other works and O Design Brief for Flooding, TCDC. / 2012

experiences Studying development in creative economy concept. /2011

O
O Re-branding for Humunkels. /2010-2011
O Product design and development of planting teak of Lopburi.

/2002-2003



awards

O Final Shortlist in Furniture Design category, RSA Student Design

Awards 1998/1999, London, UK.

publication

O Faculty Show Project 2011, TIFF, March 2011
“U-explorler”, 7 September 2009
“New BIZ”, prachachart thurakit newspaper, 2-4, Febuary 2004
“Alumni Profiles”, The Mail, British Council, January-April 2004.
“All For One & One For All”, artdd, August 2003
“The Kitchen as the embodiment of cultural identity”, KMITL
Architectural Journal. /2001
O FURNITURE DESIGN FOR EXPORT 2000 exhibition and published in

O O O O O

Ban-Lae-Suan magazine, Bangkok, Thailand. /2000
O Master degree project published on the artdd magazine. Thailand.
/2000
Guest writer for artdd and IDESIGN magazine. Thailand. /2000
Central Saint Martins Degree Show, Longdon, UK. /1999
New Designers Exhibition, London, UK. /1999
Furniture Design, Décor magazine, Bangkok, Thailand. /1993

ID. Close-up student exhibition, Bangkok, Thailand. /1993

0 0O O 0O O O

Furniture and Exhibition Design, Industrial book, Bangkok, Thailand.
/1992
activities participation
O Designers of the year 2011 committee, Silapakomn University.
/2011
O Lecturer and design trainer: Related design training projects, Thai

Furniture Industry Association, ITAB. / 2006-2012

O Judge: Exhibition Design, Money Expo, Bangkok. /2008-2011

O

Hong Kong Design Week, Hong Kong. /2007

O Lecturer and design trainer: Related design training projects,
Department of Industrial Promotion. / 2004-2010

O Design consultant : “Design clinic” of Department of Export
Promotion. /2000-2004

O Judge: Modernform Design Contest. /2003-2005, Living etc. design
contest. /2004-2007, Thainox Design Contest. /2005

O Committee: Home Decorative Fashion development, ministry of

industry. /2003




Committee: Industrial Designers Society (Thailand). /1996-
1997/2000-2001/2004-2006

Committee: Priminister Award (design catecory). /2002/2004
“Siam Cement’s Design workshop an”, Bangkok, Thailand. /1996
“Thai Interfor Designers Association’s workshop with Andrea
Branzi”, Thailand. /1996

“Well-Design”, Bangkok, Thailand. /1995

“Third Wave and Designers”, Bangkok, Thailand. /1995

“benefit of Industrial Design for Thai Industry”, Bangkok, Thailand.
/1995

“Siam Cement’s Design workshop 1“”, Bangkok, Thailand. /1995
“Design from Spain”, Bangkok, Thailand. /1995
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