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# # 6186721835 : MAJOR CREATIVE ARTS

KEYWORD: LAZY ECONOMY, FOOD DELIVERY, USER INTERFACE (Ul), ADVERTISING
PACHARA BUTTAYOTEE : GRAPHIC DESIGN FOR THE LAZY ECONOMY: A CASE STUDY OF THE
FOOD DELIVERY BUSINESS. ADVISOR: ASSOC. PROF. ARAYA SRIKANLAYANABUTH

Lazy economy is a new marketing originated from consumer behavior with the need for convenience in
life and the ability to save energy and time to do other things. It is the driving force that makes businesses to adapt
themselves to meet the changing consumption. The main trend business today is food delivery business, but it still
has a gap in the market that does not cover the behavior of some Thai people who still need more convenience.
This research focuses on graphic design for the lazy economy: a case study of food delivery business.
The objectives are as follows: 1) To find strategies for businesses in the lazy economy: a case study of food
delivery business. 2) To come up with guidelines for designing applications for the lazy economy: a case study of
food delivery business. 3) To find out how to design an advertising for a lazy economy: a case study of food

delivery business.

The research method is by using a qualitative research model of practice-based research in creative
work by using practice as a tool to discover the new knowledge. This research has 2 aspects studied by
the researcher which are 1. Application design 2. Advertising design. The application design research method
consists of 5 steps as follows: 1) collect and review literature. 2) research instrument development for phase 1.
3) collect and analysis data for phase 1 by in-depth interview of 3 experts and collect data from focus group
interview by using method of purposive sampling of 16 people, divided into 2 groups of 8 people each by gender.
4) develop instrument for phase 2. 5) collect and analyst data for phase 2 by the same method with the same
experts and sampling. The finding for the business strategy in term of the key selling point was 1) automatic menu
selection assistance. 2) multiple meals order at one time. 3) user-adjustable delivery services. The result of the
demographic study found that the main target group is people in Y generation who needed a more comfortable

lifestyle and convenience with energy and time-saving services.

A study of graphic design trends found that soft shadows trend was the most appropriate trend
followed by mixing photography with graphics trend and Glassmorphism trend. Males were more preferred with
mixing photography with graphics, while females were more preferred with the Glassmorphism trend. The next
preferred trend is the 3D Graphics trend, while the Brutalism and Geometric trends were not suitable for this target

group and the business.

The results of the study for graphic design guidelines in advertising design found that price or value
appeal is the most appropriate attraction. followed by humor appeal, followed by ego appeal and sensory appeal.
Males were more satisfied with ego appeals, while females were more satisfied with sensory appeals than fear or

anger. Sex appeal are not suitable for the target group and this business.

Field of Study: Creative Arts Student's Signature ..........cccceeieiiinenn.

Academic Year: 2021 Advisor's Signature ..........cccoeeeveiiienene
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1.3 WUIAALASNALNS bUN9AS19ETNA

1.3.1 WUAA Business Model Canvas
Business Model Canvas: BMC (A A3ulAY Alex Osterwalder) fuiatesile
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Fien e lfidnaeagsiia aunsameumandnRyIegsiia 4 Gasie
1) Who: vM&uausesiznngeileg?
2) What: v1azls?
3) How: 1naginals?
4) Money: MNuadANAYTal?
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N7 1 Business Model Canvas: AMANNANATY 1935974
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1) Customer Segments (CS): gnAnAalas?™
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7) Key Activities (KA): Aanssuinduindaugsnanaasls?
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8) Key Partners (KP): aAnAalA3?
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9) Cost Structure (CS): ANldaandnTRIgINamnaasls?
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Faadsrasend1AnyuazmasAniiali Product Ae
- AMATNIBNAUALATLIENNS
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- gUn AR
- T NUTERNAY

. 4 Y
- goanaiinnzanlunigldan

113n13 Customer Service tUsU
FiaageAnnlunnsasnatlase Product Ae
- What problem does your product solve?
Usnspesnuuiilymeylslsine:
- How is your product different from your competitors' offerings?
UINN3UIAIANFANAINTBLALATBIA IR 19?
- How will it benefit your customers?
aziulsslaminagnAtuesnasinals?
- What is the unique value of your product?
AnuAaATiTwenanEaeinsesnuiensls?
- What features does it include?
BnsiitnnauRerlsthe
- What extra services, support, warranties come with the
product?
UINNIALAL, N1FATLALY viansfuLlsziulatihefiswieni

15N157?

2) Price (1faqaisnus1AN)
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- AENTMTRTeIN19NITNTTRY
= [ ai 1 al 1 Yo a ¥ ¥
- WiaedFng o Mazdaeiinamuan liiuaua iusiu
FiaaeneAnnlunnsasnatlass Price Ae
- What are the current market conditions?
annaan uilaqiiuiiluaeingls?
- What are the current economic conditions?
aniAsgiataqiuiuatngle?
- How does your price compare with similar products and
competitors?
= [ a 1 1 ¥ XK o 1
1A TR LINLALILENNIT9AUT AANEARILeL 1 1e?
- Can you offer discounts? Coupons? Credit terms?
AUANNNIDLALAAIUAR lvTali? ALlas? Reuladuime?
3) Place (fladeiAuan11R)
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T89N9ANN Segmentation mﬂﬂgﬂﬁﬁ

- daemeiinfenaiuayugndn (Sale Support)
piaatnaAn N lunnrasatfase Place A

- Where will customers find your product?

v

ANANAZNAUANDIANILAT IL?
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What are the logistics for delivering products to your
customers?

Taaaindlunnsasuavdud liiugniaesnupenyls?

Will you use distributors, or will you sell directly to customers?

Auaz iR unuamineTanniaz e liiugn A Taamse?

4) Promotion (1faqgian1llsiade)
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Affilate Marketing

msavelysludi wu NNIUANALIIAATIAN 113 AZANWFN
N19911 PR 1134 N138519 Campaign N1 #Hashtag ¥38n13474
Influencer
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N1991 Email Marketing

N34/ Event 1w N199@1N Webminar Taa1ug

n13%11 P2P 1138 Peer-to-peer Maaienszuasing Advocate 1y

¥

R

fnagiaAnulun1sas1eilads Promotion Ag

What are your promotion channels?
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web content, social media, advertising, direct mail, email,
mobile marketing, content marketing, sponsorships, other
(special pricing, partners, coupons, etc.).
daanenislisiunaesnnpedamisln?
Hevsy, Tndeaiiie, nslawnn, aananenienss, alua,
n1IRaNALUNeNe, ﬂﬂ?ﬁl@ﬂm‘ﬁﬂﬁﬂ, N1IAULARY, ﬁlu ° (371
Wi, WUFHRAT, ALla “a4)

- What content do you need for each channel?

I N G L A RV BT XYY,

5) People (TadtiduLAAA)
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o A dl % 1 o 1
- nzAnaeanAunmEnzaN liNneg lusumd
FivaeneAnnlunnrasnailade People A
- How will you assign tasks and responsibilities?

ATIATNDLMNIENIULAZANTURATA LA 52

6) Process (tfadeianunszuqunng)
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¥ =K % v a ¥ a F YA o a ¥
L“ll’1ﬂ\‘1LL@Zﬂﬁ‘%ﬁ!ﬂﬁﬂﬁﬂ@iﬂ%?ﬂﬂ?ﬁ‘ﬁ]@?ﬂﬂU@uﬂ’]LL@ZU?ﬂ’]ﬂ@ 92 1UuN 1IN UG UAT



24

nslsTunuususd nasdfagnAn Customer Service uaza¥19 Customer Experience 715
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- What is the pipeline that delivers the product to your
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customers? NTTLAUNINAINALNANAUN LWALGNANTBIADIAS

azle?

7) Physical Evidence (t/aqgisn1n1en1n)
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- N194%19 Customer Experince (CX) N7 Tid1azidugiuuy
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- AnudATyaasing Website Development

- ANAIATYTRN Website Design

- N199ANN Customer Support fnuazisyAnanm

sivatieAntnlunnsasneilass Physical Evidence Ag

- What is the customer experience with your product?
dszaunisnfrasgnAniunanineimesgnuacngls?

- How is your product perceived in the marketplace?
nefufresgnAnieaiuinimesnniensls?

- What can enhance the experience?
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"® TerraBKK LAR AR LN13849U, 2562, Where Y? &adau Gen Y ludlszimalne [aaulal], unasiun
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2) Glassmorphism/Frosted Glass Effect
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3) Real-life pictures
Ealalfa LN
¥ ! a o ¥ d?/ o ] [ 1
nsldnannngass gninanldunnay dnesnuuudiulugidalanin
a (3 ¥ a aa o ¥ a
BUNIUANITIENINNIITN Vector kazninatudmn n1sldn1nass
UANATS 7 1FRgLRI229TI HANNAIUNITRENULLNTIHNAIBIANY

WWaLANFATY LAaza1d1T0UIuanteA21dasela aNasy INNAIN

a

|
A A

Wi@ede uazdearsdndeuilnalaatimsslimnseun doudeng
dld 1 o ¥ . v 1 o o K QI dl

nsznuNAndAUlEe1u Diana Iiyunasdndniuilsauas Fumiley

fun1991agd weald 3D Graphic n13ldgiass < Asdiuualdnazgniin

NALUNA M M UB AN WL

Be smart!

And change your
Basic Colours way for safe life
Comeback

Bring all
your work & —
together ]

a»

NN 4 Ul Design Trends 1: Real-life pictures

un: https://spidyhero.wordpress.com/2021/01/20/9uigraphicdesigntrendsfor2021



32

4) Vivid Colors
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5) Blurred and colorful backgrounds
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6) Aesthetic minimalism
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7) Geometric structure
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Big and sophisticated typography
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9) Brutalism
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2) Shortcomings that add uniqueness
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3) Immersive 3D elements
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4) Soft shadows, layers and floating elements
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5) Mixing photography with graphics
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6) Voice User Interface (VUI)
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7) Abstract data visualization
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8) Fabulous product photos
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Bold fonts in UX/UI design
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10) UX writing and microcopy
N33 UX WAz microcopy

ad o Yy =3 & A ¥ 1
’Jﬁﬂ’]?@@ﬂ’]ﬁ‘V]WIVﬂI‘ﬂﬂQ’]NIMLQULLGﬁW@Lﬂu‘l’]”l\‘]ﬂﬁﬁ‘ MNBUITHNIRTU

]
o o

wikdeansan a9 liaudunewliawlanazuesdnlyl ez
dl d! a o A o o ¥ v < v
e enaneuiEmiinisnavivainduangidandvlofies s
1 v 1
wanzdamnud liinau uazliinaula suiuaslinlasugluuunig
aaanslud e lidnenguivunsuazaenisidausan Aanasld
o v ¥ o Y o dl v [ o
A lidlun1entsdesas uaziunn A g1 i uunaun U
4 4 . e S R -
Weu Nepduiuesusildldanguideuatinduniniiull uay
WANAINUU AUANNBITNAIAIEIRUTEAIANIAA] AINAUAT 1 2

P2

v Yo =R A L2 [ & &
navfulieufdniansunindesnnlliudnglsrasiaoaunsud

Pardon the interruption.

We've seen you here before. Let's make
things official

UX writing and microcopy
nNIsIVeu UX na: microcopy

AW# 20 Ul Design Trends 2: UX writing and microcopy

P https://www.wewebplus.com/blogs/detail?id=gQEcAatl



48

11) Unusual and futuristic color combinations
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2) Visuals that are easy on the eyes
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4) Depth through shadows and layering
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5) Analogue inspiration
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6) Abstract & geometric art
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7) Unexpected angles
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8) Immersion through VR and AR
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Creative data visualization
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wiastanad 4: “Ul Design Trends in 2021” a8l Ul Freebies (2564)
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2) Bauhaus Style
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3) Deep Interface
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4) Frosted Glass Effect
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5) Immersive interface
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6) Interface Layout Magazine
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7) Pseudo-materialized Icons
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8) Use of Circles
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9) New Mimic Interface
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3) Gradients Everywhere
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4) Sophisticated 3D Graphics
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Horizontal Scrolling
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6) Out-of-box Layouts
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Sunny Spring Campaign
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7) Microinteractions
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Extras
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Scroll Snap
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ARK-SHELTER Home Live Work Relax Studio About Sound Contact
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3.2 uurAANTaanLULTHEMY

3.2.1 NAYNENNTRSNATTALKBUN
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2) &walasuansunl (emotional appeals)
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3.2.2 uwaAansaslalagldandulaluaulasun (Advertising Appeals)
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waedanan 1: “NITUNAUBANNARAFI9ETTA LN N NN R RIRNN AN

nouuwseqela” Ine lnednmnl Asinmu@s (2543)
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10) Guilt appeal
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7) Pride and Prestige appeal
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13) Creativeness appeal
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Fear appeal
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10) Parenthood and Family Life appeal
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11) Status and Ego Needs appeal
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12) Respect for Authority appeal

1
[ =

U % zﬂl A [ £
qpaulasunisirnNae nef Um0y

1
= ¥ o %

nsldideaTicy vearRnuinnnadesiuauAn aduyanaiiises
1 falansnasdennAanisindulagesdusinaduetiauin
o . o A 4 4 =~
Wavannaudiulugideasliannauianmuas @ene luyanawmantiu
i n1sldinInenaransaonidensousang undugiuses
a o . 1 g 1 A A Yo a v v !
NaRAusilszinnen denafiepain drdenaWivaudlanndd

psviTayAraia Ll sy



86

13) Dead Celebrities appeal
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1) Acquisitiveness appeal
qnavulaniupanian
2) Aesthetic appeal
andlagupmagu s
3) Appetite appeal
AL 1AAIUAINBL NGNS
4) Affiliation appeal
qaAulasunsldaudan
5) Aspiration appeal
qaaulaguANNNTILaNZ N
6) Attractiveness appeal
qndulasupanagala
7) Avoidance appeal
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8) Cleanliness appeal
qnaulagupNNazaIn

9) Comfort, Convenience appeal
qndulasuANaTAINALNY

10) Economy appeal
AL lasuANANAY

11) Efficiency appeal
qnavlanulss@nsnin

12) Egoism appeal
anduladuanufaniinAnfilrenuies

13) Health appeal
qnavlanugunIw

14) Identification/Hero appeal
anduladupnuilufidurey

15) Luxury appeal
qaalafuAIINNgUI

16) Mental Stimulation appeal
qndulasun1Inseruan’a

17) Patriotism appeal
qnaulasnuANidus Ay

18) Responsibility appeal
qnAvlasuANFURRTa LT

19) Safety and Security appeal
qnavlasuaNilaesiaualaiunisdunses

20) Sensory appeal
qnavlanulszaimdnia

21) Sex appeal
qnaulag A

22) Thriftiness appeal
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23) Excitement appeal
andnlaghupaFiudu g

24) Fear appeal
AU lanUANNNAD

25) Family appeal
qaauladupduaseuAin

26) Guilt appeal
qpaulasuANITANRA

27) Love appeal
qndulasIuANin

28) Nostalgia appeal
qnaulasuNNIMIUITAN

29) Pleasure appeal
qnavlasuaNgLNanela

30) Poignancy appeal
qnaulasuAINLanig

31) Pride appeal
qnaulasnuAgINgila

32) Relief appeal
qnavladumanniasla

33) Sorrow appeal

qnaulagumanailen

unasdayan 5: “useqaslanunisluwnn” Ing wevined dutlnnzaiis (2546)

88

Weilbacher (1979, gnsdalunsvined duilnmzadia. 2546: 132) lhdnszinman

wlasumsua (1a 1-5) wazqndulasuaisund (18 6-13) Tnedautiady 13 szin™

A,Q
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weinel duTmmzatia, 2546, useaslatunislaman, ngamne: driinfinw uuinendasssuAans.
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Feature appeals
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Competitive advantage appeal
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Price appeal
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News appeal
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Product/service popularity appeal
qnavlaniumnNile
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Fear/Anxiety appeal
qnaulafiumNNga/fiaala
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Humor appeal

AR AP WA TN

q

unluwnunldqadulasuansuniduiioaniainensuniduaiuisasin

a a ] o

Tussqingilscasimisnisdeanslanainuana Javsnasasiduas

v % o

naliAnmAuianludsuonsdaluennuardudi aieanisananluan

¥

a v v ! Y a a tzll Yy ¢
Pedufld uazenanaliifinngfnssuniunsdeanislisaeatsund
dugrnisanszfuliiinAuiandu o muNAe T uin 1

vt alaa o = ¥ o o Vs A
ﬂqqﬂgﬁﬂﬂﬂqmmqq @Hﬂ@uqu Nﬂ"J’]N@ﬂl Lflumu WWIMWQWNEQﬂVIQﬂ

v 1
o A

neeruiumanTeNiUnAWA



8)

9)

91

Sex appeal
qaaulan A
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Warmth appeal
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10) Ego appeal
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11) Music appeal
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12) Sensory appeal
qaavlanulszaimdnia
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13) Star appeal
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3.2.3 TR99d919209929AN a0 (structure of a copy)
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3) TBANILNEIINEAZIDEIA (amplification of story)
4) ﬂajjfaﬁ@ﬁufﬁﬂﬁiwﬁ’m (proof of claim)
5) dapanuiidaantslsingsin (action to take)
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1. WIAEILLLA9 (news headline)
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2. W’]mﬁ/QLL‘LI‘LIL%”]m?NmI(emotional headlines)
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6. wiaruuuldA2dty aa1n vaalaln (slogan,label, or logo headlines)
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10. WanaLuLLENdaA1u (split headlines)
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wualdunisaanuuy
User Interface (Ul)

" e =
HUANTBHAN

1 WOVIE WAAT (2563)

2 Wewebplus Co.,ltd. (2564)

3 99designs Team (2563)

4 Ul Freebies (2564)

5 Jouan Marcel (2563)

G EREN

'3D lllustrator

?Immersive 3D elements

° Neumorphism

“Deep Interface

“ Pseudo-materialized Icons

° Sophisticated 3D Graphics

" Brutalism
2 Shortcomings that add uniqueness

& . q 0
Analogue inspiration

' Geometric structure
° Abstract & geometric art

“Bauhaus Style

1 Glassmorphism/Frosted Glass Effect®
"Blurred and colorful backgrounds*
" Frosted Glass Effect

°Frosted Glass Effect

' Real-life pictures

2 Mixing photography with graphics
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QT_
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3 1 0 g
User Interface (Ul) d 8 3 g 5
€ @ o @ o
é = g 0 ©
= 8 k) D =
=) ) N o (e
= 8| 3| | 2|8
= = » D - I3
~ AN (9p) < (o) <
*Immersive interface*
? Soft shadows, layers and floating
elements
\ / / / 3
Depth through shadows and layering
*Immersive interface*
A Few Gradients
; / / 2
Gradients Everywhere
? Abstract data visualization
/ / 2
° Creative data visualization
' Aesthetic minimalism
, / / 2
Visuals that are easy on the eyes
1 Big and sophisticated typography
/ / 2
?Bold fonts in UX/UI design
?Dark Mode
. / / 2
Dark Mode
®Fabulous product photos
/ / 2
* Immersion through VR and AR
"Vivid Colors / / 2
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User Interface (Ul)

WHAITBYAT

P

a

\AIA3 (2563)

o WENAT

1 new

2 Wewebplus Co.,Itd. (2564)

3 99designs Team (2563)

4 Ul Freebies (2564)

5 Jouan Marcel (2563)

NAaTIN

2 .
Unusual and futuristic color

combinations

° Engaging swiping experiences

*Horizontal Scrolling

" Interface Layout Magazine

5 . . .
Microinteractions

®New Mimic Interface

® Out-of-box Layouts

> Scroll Snap

’ Unexpected angles

“Use of Circles

? UX writing and microcopy

*Voice User Interface (VUI)
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A19797 7 nhsaanziAndnAtyaesiualifuniseanuuy User Interface (Ul)

wudliNn1saanuwuL User Interface (Ul) ANEATY

3D lllustrator
Immersive 3D elements
Neumorphism

3D Graphics
Deep Interface

Pseudo-materialized Icons

Sophisticated 3D Graphics

Brutalism
Shortcomings that add uniqueness Brutalism

Analogue inspiration

Geometric structure
Abstract & geometric art Geometric

Bauhaus Style

Glassmorphism/Frosted Glass Effect
Blurred and colorful backgrounds

Glassmorphism
Frosted Glass Effect

Frosted Glass Effect

Real-life pictures
Mixing photography with graphics
Mixing photography with graphics
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wurlunnsaanuuy User Interface (UI) ANRNAL

Immersive interface

Soft shadows, layers and floating elements
Depth through shadows and layering Soft shadows

Immersive interface*

v o
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Geometric 1 unuatdun laimunzaniungudinuiauazgsnall wazuualdy Soft

shadows, Mixing photography with graphics, Glassmorphism ik a £ 3D Graphics v W

o

wsltinnmsnzaniungu uNneuazgsnatl unnuAnIIaAaNALSINAINWANGNY AT

v
o

F1979% 9 HanaifiudayaAnauLeINguaete AN 1

TnaFesanauANTaLasuud It dauNngaluduALn 1 D9 Taudaanga iy

guiud 6 wazannwNizanTunsi U d e uiunquih N suazgsiadnsdeaing

NANAIRENN 1 (\WATNE) NANAIBLNNN 2 (VWANELY)

TOLI Y ANLUNIZAN TOLI LY ANHNLANIEEN

Mixing photography
1 (NVENIOPAREN Soft shadows (SVENRMAAEN
with graphics

2 Glassmorphism NNZAN 3D Graphics WHNZAN

Mixing photography
3 Soft shadows NV ENIPAREN (NVENIMAREN
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4 3D Graphics ANNZAN Glassmorphism WMNNZAN
5 Brutalism Talwnnzaw Brutalism Tawnnzaw
6 Geometric TNz an Geometric Tadmnnzan
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