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Bachelor of Faculty of Arts (GPA 3.70)

Major Asian Studies and Vietnamese
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Lets INTRODUGE

e Business-driven marketing professional with hands-on experience in FMCG expansion, brand activation, and
cross-border sales operations. Skilled in bridging strategy and execution - from developing sales and
marketing plans in Modern Trade channels to leading full-scale event production and on-ground brand
experiences.

e Experienced in managing end-to-end event and activation processes, including concept alignment, vendor
coordination, structural setup, timeline control, and on-site execution to ensure seamless delivery and brand
consistency.

e Strong in client management, stakeholder alignment, and operational control, with the ability to transiate
business objectives into measurable commercial outcomes. Passionate about building brands through
integrated online and offline touchpoints while driving sustainable market growth.



WORK EXPERIENCE

August 2019 - April 2020 June 2020 - September 2023 September 2023 - Now
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Drove FMCG market expansion
in Vietnam by leading sales
development, MT channel

strategy, and integrated brand
marketing initiatives, while

managing client relationships,
commercial agreements, and

cross-border export operations.
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TAF

AEC Project

Offline Marketing Online Marketing on IG Online Marketing on Facebook
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DYSON official launch DYSON event Coanda 2X
Supersonic Edenl CTW

DYSON Event Beacon3 CTW
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Led end-to-end event
Management, serving as
the key client liaison while
overseeing strategy
alignment, budgeting,
vendor coordination, and
on-site execution -
delivering seamless brand
experiences that drive
measurable business
impact.
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Schwarzkopf @ Bangkok Schwarzkopf Professional
Marriott Hotel The Thailand Authority in Blonde
Surawongse @Park Hyatt Bangkok

TIFFANY & CO. @ Siam Paragon
TIFFANY & CO. Provate dinner
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Led end-to-end event
management, serving as
the key client liaison while
overseeing strategy
alignment, budgeting,
vendor coordination, and
on-site execution -
delivering seamless brand
experiences that drive
measurable business
Impact.




Dyson event Robot @ CDS Line Business X The ELLE Fever Fashion Week
Chidlom Standard at ICON SIAM
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Led end-to-end event
management, serving as
the key client liaison while
overseeing strategy
alignment, budgeting,
vendor coordination, and
on-site execution -
delivering seamless brand
experiences that drive
measurable business
impact.




Lineman Foodie GYM Lineman event @ Vietjet Sky fun event
@ Emsphere Emglass Emsphere @ Emsphere
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Led end-to-end event
Management, serving as
, P the key client liaison while
) & () A ]- % overseeing strategy
ff”l'!i._-‘f‘lé--'ii“‘_!j W alignment, budgeting,
| vendor coordination, and
on-site execution -
delivering seamless brand
experiences that drive
measurable business
impact.




The Secret Sauce Summit Economic Forum @ GCNT event @ True
2025 @ Emsphere Paragon Hall digital Park

fE5 )

E - Foe "=Z..-. el =
EC " MOMIC -. kg
FORUM '
II
. Sy .
' E I

Led end-to-end event
Mmanagement, serving as
the key client liaison while
overseeing strategy
alignment, budgeting,
vendor coordination, and
on-site execution -
delivering seamless brand
experiences that drive
measurable business
impact.

THAILAND’S NEXT _ERGMTIE |

Y

£ AN




BAIW exhibition @ House AP event Sailom Corruption Disruptors
Samyan Sangdad Homey Studio Forum @ True digital Park
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Led end-to-end event
management, serving as
the key client liaison while
overseeing strategy
alignment, budgeting,
vendor coordination, and
on-site execution -
delivering seamless brand
experiences that drive
measurable business
Impact.




Momoko @ The circle Makavelic Store @

ratchapluk One Bangkok Garmin shop @ CTW

—————— -

Optimized retail experience
through layout planning,
visual merchandising
coordination, and
promotional execution.
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Skechers KIDS @ Skechers @ The Mall MLAB at Future Park
The Mall Bangkapi Bangkapi Rangsit

Optimized retail experience
through layout planning,
visual merchandising
coordination, and
promotional execution.
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Dyson BA Allcat RBS Dyson BA CDS Dyson @ Central
Ayutthaya Eastville Relocation Park Dusit

Pop Up

Created high-impact
POP-Up experiences
that generate buzz,
increase foot traffic,
and amplify brand

visibility.




Garmin MBS Sport for Garmin @ Central
life Phattanakarn 38 Park Dusit

Garmin BA CDS Pinklao

Pop Up

Created high-impact
POP-Up experiences
that generate buzz,
increase foot traffic,
and amplify brand

visibility.




HOKA Pop Up @ CTW CROCS @ CDS Ladprao CROCS @ Siam Paragon

Pop Up

Created high-impact
POP-Up experiences
that generate buzz,
increase foot traffic,
and amplify brand

visibility.




MATCHAZUKI THAILAND
COFFEE FESTIVAL 2025
at Impact

DYSON Baby & Kids
Best Buy at Impact

RATI booth @ QNSCC

Designed strategic booth
experience to attract target
audiences and convert
engagement into qualified
business opportunities.
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Display PARADE Zone @ Garmin TH Run X The Live - Ultimate Live
One Bangkok Landmark Commerce Survival

+

Managed display and
RN - studio set production from
s AL RINEY AN conceptual alignment to

FROM ZERO TO HER structural execution -
coordinating design,
fabrication, and on-site
installation to ensure visual
consistency, functional flow,
and brand impact.




Sikharinya Srisuwan

Master Degree
Project

Chulalongkorn University
Master of Communication’Arts
ICM: Integrated Communication Management




STRATEGIC BRAND COMMUNICATION VITAMILK

In the Strategic Brand Communication course, this project analyzed Vitamilk’s brand communication and proposed a strategic shift toward a younger audience segment while
maintaining its strong music marketing identity. The plan repositioned the brand from a traditional blue-collar focus to a more youth-driven approach by introducing a new presenter,
Nont Tanont, and activating multi-channel communication including OOH, caravans, influencer collaborations, and under-cap prize campaigns. Modern tactics such as guerrilla PR,
KOL-led recipe challenges, social sharing activities, and online purchase promotions were designed to enhance engagement, refresh brand perception, and strengthen relevance
among younger consumers.
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STRATEGIC BRAND COMMUNICATION 114 DAL

This project uses data visualization to turn complex earthquake information in Bangkok into clear and easy-to-understand communication. The key insight found that people are
not mainly afraid of buildings collapsing, but are uncertain about whether structures are truly safe if an earthquake happens. The campaign follows 3 stages - Awareness, Educate,

and Engagement - using simple visual storytelling to make information easier to process, improve public understanding, and encourage participation through the call-to-action
“Share Your Safe Spot.”
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STRATEGIC BRAND MANAGEMENT

BUN & Co. is positioned as more than just a burger shop - it is a premium burger experience and community hub. “BUN" represents high-quality, handcrafted burgers made from top-
tier ingredients, while “Co.” reflects a space where people connect and share meaningful moments. Targeting urban professionals who value both taste and atmosphere, the brand

combines premium ingredients with a trendy, photogenic environment - differentiating itself from generic fast-food chains through guality and community-driven experiences.
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BRAND EVALUATION OPPO

This Brand Evaluation project examined OPPO’s position in the market beyond its strong technology and celebrity endorsements. Although brand awareness is high, in-depth
interviews showed that many consumers lack direct product experience, which limits stronger brand connection and attachment. The key strategic recommendation was to refine
OPPO'’s brand communication by leveraging experiential marketing strategies. Through festival sponsorships, campus pop-up stores, sports collaborations, and creative contests,
the brand can shift from passive awareness to immersive product experience - ultimately strengthening brand identity and emotional connection among young consumers.
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REPUTATION MANAGEMENT - REBRAND: SHEIN

Trendy Looks, Thoughtful Choices repositions the brand as fashion that is both instant and intentional - delivering trend-driven styles while embracing environmental responsibility.
Through “SHEIN - Less but Better” a 100% natural fiber biodegradable collection, and “RE. SHEIN - Wear the Change” promoting reduce, reuse, and recycle practices, the brand
evolves toward fashion that not only keeps up with trends, but also cares for the planet and society.
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DATA STUDIES FOR JOURNALISM AND INFORMATION

In the Data Studies for Journalism and Information course, this project used Mandala Al to analyze social media insights surrounding the controversy over expensive concert tickets
in Thailand. The study explored what “value” truly means for Thai consumers by comparing major concerts in terms of pricing, on-site experience, benefits, and social voice. Findings
revealed that perceived value goes beyond the artist’s image - it includes organizer credibility, operational transparency, and overall event experience. When audiences feel that
organizers are attentive, fair, and deliver high-quality experiences, willingness to pay increases. The key takeaway: “Value is not in the price, but in the experience.”
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