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ABSTRACT

Independent Study aiins were 1) to study D.LY. cultural phenomena 2) to study the

marketing strategy and branding of D.LY. business in Thailand. 3) to synthesize brand strategy

business of D.1.Y, format.

By the way the study is consistent with the educational process and analyze data (Research
and Analysis). The process of design development (Design Development) by bringing the concept

of semiotic. Incorporating the concept of susta inable development {Sustainable Development)

attributed to design corporate identity, marketing plan and multimedia products.

A study has found that. Art invention in the form of DIY and handmade is used as a

marketing tool rather than as a tool to support capitalism, anti-capitalist, as in the past, People

interested in bringing Trading under various brands under the identity of one of the DIY However,

it also has an interest in the process of making a shared life sustaining or Reuse Reduce Recycle.



Works of art made in the form of relatively high-cost DIY. If an item is not used or
acquired for free Surplus and such work is a time-consuming steps in the process. While males were
exploring and observing the behavior of those who took part in DIY, I found that there are two
types of DIY and process-oriented applications. And Products But the overall goal and the result
from the work of the DIY. Is to protect the environment Reduce the global warming phenomenon.
DIY and integrate work into activities at different times of life. I am interested in Which are both of
interest and then make your own. Who are already interested in buying the product. Including those
that are interested in doing their own use and buy used. To see how living with a life-style that is
eclectic objects. Household objects Or a way of life, DIY is not just the middle class. But whether

they can do and be,

Study design, corporate identity in response to a group of people in the target group
Generation Y with an analysis of the strengths, weaknesses, advantages and disadvantages.
Discovered that people Generation Y is the right audience as possible, because a group of people
who like to enjoy life in a new art form of Slow Life. Therefore, the relationship with the living.
The product has been designed and the very identity. Shows that the pattern of life the concept of
sustainable development or Eco Life today is a passive marketing tool. Through a variety of
activities in the society. In response to the use of all forms of life. Influence the purchasing
decisions of consumers very seriously. You can also look for production costs by around them. DIY
thus took part in the lives of more people. Both in terms of life and a strong commitment to market

products that are environmentally friendly. And be able to create a collection of people.

Community-created



