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Case studies




Thailand

Modern Thailand



MONTH

WEEK

RESEARCH

SETTING OBJECTIVES

MESSAGING / BRAND /
COMMUNICATIONS

CREATIVE PRODUCTION

I1st set of ads

2nd set of ads

TVC

Short film

Website

May June
13+ 20 ‘ : 10 17 24

Ribsink o PM'’s office to agree Audience profiles

ontract sierne

R R on research agenda document

Final report

Draft report delivered :
delivered

|
|
|

Internal |
workshop |

Internal workshop design

Performance
evaluation

Proposed set of goals |

Media strategy for 1st Overall narrative
round of advertising document

Present T'hai Design
produets & benchmarks

1st set of ads: 1st set of ads: 1st set of ads: art-worked &
concepts concept revision delivered to media outlets

TVC concept proposal: TVC coneept proposal:
60, 30 & 15 second spots 60, 30 & 15 second spots

Initial concept: Concept:
10 min film for website 10 min film for website

WHUNITALUULANLL

August

12 19

Kinal
document:
workshop
outeomes,
agreed
objectives,
KPIs

2nd set of ads:
concepts

TVC production:
60, 30 & 15 second spots

Produetion: 10 min
film for website

New website design delivered




MONTH September October November December January

WEEK : ¢ 16 2 : ~ 2 28 ¢ 11 ) 26 > ¢ ) 2 9 ) 13 20

RESEARCIT

SETTING OBJECTIVES

MESSAGING / BRAND/
COMMUNICATIONS

Review existing Proposed cross
brands and comms cavernment logo

CREATIVE PRODUCTION , .
Social media
strategy delivered

1st set of ads Ist set of ads go live

2nd set of ads: artsworked &

2nd set of ads ; :
nd set of ads delivered to media outlets

(T TVC produetion:
LY 60, 30 & 15 second spots

Production: 10 min

Short film film for website

2nd set of ads
& TVC go live

Website New website design delivered

WHUNITALUULANLL



— BRAND GUIDELINES

THE LOCK-UPS

CONSTRUCTION & EXCLUSION ZONE 16

Whaen constructing a lock-up, consisting
of the logotype and an icon, please
ansure you adhera to the following

The height of the icon is to be the same
as the cap-haight of the logotype,
shown by valus ‘&' Inthe diagram.

Both the icon and logotype should be
centred to each other, with & gap equal
to value 'x* from the top of the cap
height to the base of the icon

A minimum exclusion zone of value 'x

Is given to sach edge of the lack-up. | .
No other matter should encroach on ”
this ares

The Brand Guideline
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Strategic Approach
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Strategic Approach
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SAILING @ ;

With more than 1,000 miles of

paradise is an ho
Bangkok, Phuket*

sail for some
istand- (or jungle-) hopping
in modern Thailand

Visit Modern-Thalland.com
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Strategic Approach
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tamous. But now, a series of n -w
initiatives, including the launches

B ofthe International Convantion
and Exhibition Centre and TCOG
~ Horihin Chiang Mal, [s attracting
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a global mix pmmmna /
< makers to evants, exposand
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tmlnﬂ,l but with state-of-the.
art hospitality, thero's ro botter
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DRIVING
THE FUTURE

The elephant isn’t Thailand’s
only low-emission form of
transport - in fact, we've
become cone of the world’s top
producers of eco-cars since,
recognising a powerful
opportunity, the government
launched a determined policy to
encourage investment. Now,
drawn by our skilled workforce,
engineering expertise and
business friendly incentives, big
names like Mitsubishi, Suzuki
and Honda are making their
next-generation, sustainable
cars here that will steer the
global automotive future.

Visit Modern-Thailand.com



®

Thailand

FIRST PORT

OF CALL

At Laem Chabang, one of the
world’s busiest seaports, it’s
easy to see why Thailand is such
a dynamic trading hub within the
region and across the seas.
Entrepreneurial by nature and
boasting a multi-skilled work-
force, we're busy making sure
that vital goods get to market on
time, every time. With the
third-lowest unemployment rate
in the world, it’s our hands-on
approach that’s made us the
globe’s fifth-largest container-
shipping nation.

TRADE




Thailand

HOSPITALITY

BUSINESS
CLASS @

R R T

Thailand’s hospitality extends
far beyond unwinding at
luxurious spas and pristine
beaches. This year alone,
792,000 international business
travellers are expected to touch
down here for meetings or
events, hosted at some of the
region’s largest and most
modern facilities by our
famously welcoming people.

So from cosy conferences to
colossal conventions, our
world-class infrastructure,
convenient geographic location
and commitment to service
make Thailand the ideal place
to do business.

Visit Modern-Thailand.com
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RECIPE FOR
SUCCESS

Thailand’s famous hospitality is
ingrained in our culture, from the
warmest of welcomes to our
culinary skill. That’s why
hospitality businesses like the
world’s best cooking school, Le
Cordon Bleu, which opened its
only Southeast Asian school in
Bangkok, come to Thailand to
sample our unique mix of
exquisite cuisine, from French to
Halal, and transcendent service.

— -

Visit Modern-Thailand.com




@ AUTUMN 2013 SPOTLIGHTS
Friendship bridges,
Chiang Mai's cultural
and business wins and
top-gear automotives

PROFILES

MODERN THAILAND ==

restaurateur

Q&As
The minister of
transport’s grand
A BIANNUAL ON THAILAND'S PEOPLE, BUSINESSES, PLACES, BRANDS AND PLANS ambitions and the chefs
firing up Thal culsine

MODERN MARVELS
Thal architecture
takes a bow
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Cosmetics
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) Coffee booth
Food from Thailand
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THAILAND SURVEY
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THE MONOCLE
THAILAND SURVEY
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Economy, transport, retail, tourism, food & drink, technology, design, fashion and architecture:
a national survey of the people and businesses behind Thailand’s success
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optimistic 6 per cent this year, At the same time

the prime minister has been shuttling to the capi-

tals of key economic partners (Seoul and Tokyo)

to reassure the biggest investors in the nation.

It appears Thailand’s economy may be recover- Rice exporis
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Suvarnabivumi Avwport, Bangkoh

Suvarnabhumi Airporr in Bangkok is only
g1x years old but already it's ting at the
seams. Every year, it handles around 47 mil-
lion passengers — two million « capacity
Though there's a plan for expansion of the
reeminal and an addition: way in the next
years, an interir lution is needed. Using
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