200 9758753985 nngsal U7 16 aUud] 1 iAauunsIAL - W¥IgY 2565

nsAATIEnsULUUNseRnuUULIiNan1saeasaTduAlaidlag

Analysis of Design Guidelines for Lifestyle Brand Communication

NUATUN LATHIYATS
Kamolchanok Sreshthaputra
MAINAAIERS AMELLBEMEATLAEIANAIANS UNINeEYITII ainYays 20131
Communication Arts, Faculty of Humanities and Social Sciences, Burapha University, Chonburi 20131 Thailand
*Corresponding author E-mail: kamolchanok@go.buu.ac.th
(Received: September 9 2021; Revised: 23 2021; Accepted: December 13 2021)

UNANED

mafeediiifqusrasdifieieseisunuuniseeniuunisdeasnadudlaalnaiiusyaunnudse semside
L%a@mmwmﬂmﬁmﬁwﬁlﬁam Tngnaaunissuanaaualataladlusisuszme lawn Happy Brush, BergHOFF, Philippe
Starck, SMEG, Apple, Porsche Design, Sony waz Kohler "\]’1ﬂﬁ?uﬁ’]ﬂ’]‘iﬁmﬂ’l‘iﬁﬂjLLUUL‘-\]’]zﬁﬂi’]EJ‘l_JﬂﬂaﬁﬂﬂUiz‘U’mﬂV]‘&J Y
12 au Aidusalunsdessnsauiiladalaginedssraunudiatsusddaiayeene

NANITILATIZANUTN ;:{%’UﬁmavmﬁuﬁﬂaﬂﬂméﬁgﬂﬁmLﬁaﬂuﬂum’wﬂssmﬂﬁwmsmumsﬁm%aaaﬂLL‘U‘ULLaz
AanssusunseenuuulumnninfunagnsvesmsuImsssRalusziulasasia luvasisamalnedauailueglunssuiunis
et Tushsszmefinisiinlsiynannsiiedosdnodishesniuus uiusamalnggilsildlianuddnyfunisanedn
theonuuuiunnay dneonuuulumisssmalidiundausidsiureinssriunmstndunansusiiv Inelusundlne
thoonuuuiuRnteulamsnering i nszuiunsHansusiitenautidsytosfianfiannsadenslfdudesivilden
dmSuesdnsanssmeanarlulsana uaynsdeasmnaiaEUYas T uTe s eelatuaveenlaiiuiinnsd
gniunldegendnendaiu

Ardfny : ULUUNTERNILUY, N15deans, nTduAlatldlng

Abstract

The purpose of this research is to analyze design guidelines for successful lifestyle brand communication.
The qualitative content analysis method-was applied to the lesson learned for lifestyle brands in foreign countries
including Happy Brush, BergHOFF; Philippe Starck, Apple, Porsche Design, Sony, and Kohler. The in-depth interviews
were used with 12 Thai representatives;participating in Thai lifestyle brands which are successful for both awards
and sales volume.

The findings indicated that people who are in charge of the selected lifestyle brands in other countries
combine design thinking process.and activity to business administration at the structural level while in Thailand those
strategies are only used atcthe working process. In other countries, the related personnel are trained to think like
designers. On the other hand, in Thailand, the Idea of staff thinking as a designer has not been mainly focused.
Designers in other countries participate at the beginning of new product development process while the designers
in Thailand are'\responsible only at the end of the process. However, the process of minimum variable products
for market testing is difficultly created in both foreign countries and in Thailand. The integrated marketing

communication method via online and offline channels is used in similar way.
Keywords : Design Guidelines, Communication, Lifestyle Brand
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1. wqwﬁéﬁguﬂulmmmﬁaamwu (Design Ladder)
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A19199 3 Yoyadiuynna
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