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I’'m a Thai designer from Buriram,
specialising in branding and graphic
design. My passion lies in culture,
where I explore identity, storytell-
ing, and the role of design in
connecting people across traditions
and generations.

Technical Skills

Adobe Creative Suite, Figma, Canva,
Chat GPT, Midjourney, Gemini, Capcut

Languages

Thai Native Language
English Fluent

Interests

Arts& Craft, Cooking, Fashion, Food
Styling

Education
BA Graphic Branding & Identity

University of the Arts London - London
College of Communication
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Project: SAAN

Problems: Thailand’s cultural richness
is often reduced to cliché, leaving
limited space for meaningful engage-
ment with its contemporary creative
scene and deep-rooted traditions.

Target Audiences: Culturally curious
locals in the UK, including expats,
creatives, and global-minded visitors
eager to explore Thailand beyond tour-
ism.

Solutions: A Cultural hub that weaves
Thai heritage with modern creativity.
Through exhibitions, dining experienc-
es, and collaborative programming. It
will redefines how Thai culture 1is
presented and shared for the sensory,
social, and story-driven.




Experimenting traditional
Thai-woven style

A handwoven A-Z typeface
inspired by Thai weaving
traditions, created to explore
how cultural craft can inform
experimental typography in
SAAN.
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A cultural centre that unites
people by preserving tradi-
tions, honoring legacies, and
weaving stories into a shared
cultural heritage that
inspires across generations.






Artpiece
made 1in
response
to the
idea of
tradi-
tion and
contempo-
rary of
Thai pop
culture
weav-
ing into
the word
MSAANM



Project: PROJECT NOBIS

Problems: Limited Sustainable Options
in the Jewellery Industry

Target Audiences: Late Gen X and Gen
Z individuals are eager to explore
new concepts and challenge tradition-
al norms. They are open to trying out
innovative ideas and are conscious of
their environmental impact, seeking
sustainable alternatives in their
consumption habits.

Solutions: Transforming E-Waste into
Futuristic Jewellery with Project:
Nobis
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Derived from the Latin word
“nobis”, meaning “for us”, the
name reflects a future built on
collective responsibility and
shared sustainability. Project
Nobis is a conceptual jewelry
brand set in the year 3000, re-
imagining discarded electronic
waste into wearable artifacts

Inspired by the Rorschach test,
this logo explores how one
world can hold many interpre-
tations. Its symmetrical form
merges organic and mechanical
shapes—evoking both a crown and
a spine to symbolise the fusion
of humanity and technology,
reality and perception.
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Project: Capera

Problems: Rising melanoma rates and
overlooked UV protection needs for men
with thinning or bald scalps.

Target Audiences: Men aged 30-50 1in
the UK, living active lifestyles and
experiencing hair loss, seeking
functional, everyday protection with-
out compromising confidence.

Solutions: Create a sun protection
brand designed for real life starting
with a UV-protective hat inspired by a
father who never let baldness hold him
back.




Capera’s Brandmark is in a
shape of a Cap but can

also be seen as a mountain,
symbolising exploration,
resilience, and the adventur-
ous spirit of the brand.

MADE TO EXPLORE



The website design embodies Capera’s
adventurous and bold identity through
angular imagery and a clean layout,
showcasing functionality and aligning
with the brand’s essence of “Fits Your
Day.”



Patches are designed to
represent Capera’s spirit of
exploration and individuality.



The packaging reflects Capera’s blend of
functionality and style with a reusable
drawstring bag that offers practicality
and a rugged aesthetic.



Project: Kwahn Herb Club

Problems: Thai herbal knowledge is
disappearing from everyday life,
especially among younger generations.
Most learning tools are too formal,
outdated, or not engaging enough for
children.

Target Audiences: Thai Children (9-14
years old) Curious and imaginative
students growing up in both urban and
rural areas across Thailand.

Solutions: Kwahn Herb Club is an
educational brand that reintroduces
Thai herbs to children through charac-
ters, elemental stories, and interac-
tive tools making traditional knowl-
edge fun, personal, and memorable.






Din Din Yarin

Kwahn Herb Club is an educational brand that
teaches Thai children about herbs and tradi-
tional medicine through storytelling, sensory
play, and design. The word “Kwahn” (a3u) refers
to the Thai concept of spiritual essence.

Guiding the club are four elemental spirit
characters: Din Din (Earth), Yarin (Water),

Wa Wa (Wind), and Aki (Fire) each representing
a playful connection to nature, healing, and
Thai cultural beliefs.

Aki



Herb Identifying Cards for
kids to learn all about herbs









