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Shrimp, lemongrass, kaffir lime leaf, mushrooms, chili and lime juice
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IN ORDER TO MAINTAIN
COMPETITIVENESS

IN THE GLOBAL MARKET,
THAILAND CAN NO LONGER
EXPECT TO COMPETE WITH
OTHER COUNTRIES
MERELY IN TERMS OF
LOWER LABOUR COSTS. 2005
THAILAND NEEDS TO
CAPITALIZE ON ITS
CREATIVITY IN DESIGNING
PRODUCTS AND SERVICES

TO BETTER MEET MARKET
REQUIREMENTS.
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THAI GOVERNMENT ORGANIZATION

WITH SPECIFIC PL JRPOSE ON
“DESIG x}qND SREATIVITY”

TO ENHANCE THAILAND S COMPETITIVENESS
BY “DESIGN”



WHAT

WHY TCDC ?

GENIUS LOCI (Genius of the Place)
VALUE CREATION
CREATIVE ECONOMY
CREATIVITY / DESIGN
BUSINESS / INNOVATION



The Symbol Khanom is the name given to countless sweet or savory Thai "dumplings” imaginatively " invented" and

made for generations by hand, from locally found ingredients. Khanom come in hundreds of shape, style and flavors,
and are made from a myriad of ingredients.

TCDC has adopted the Khanom as its symbol because it succinctly expresses the creative attitude of the
organization; that is, "To develop and promote human imagination and creativity, creating new products of usefulness,
beauty and value, based on inherent skills, local resources and cultural advantage*



HOW TCDC DO?

DIRECT* (POLICY)
PROMOTE (DESIGN VALUE)
EDUCATE (PEOPLE)

WHAT SUPPORT (BUSINESS)
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CREATIVE ECONOMY |
VALUE CREATION i

BUSINESS / INNOVATION =
CREATIVITY / DESIGN

GENIUS LOCI




PROMOTE<(VALUE OF DESIGN)
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EDUCATE (PEOPLE)
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EDUCATE (PEOPLE)
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SUPPORT(SMALL BUSI ESS)
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WHAT TCDC (DO)?

@ CREATIVE “....... ”
QUALITY OF LIFE

HOW CREATIVE BUSINESS

WHAT
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Creative Thailand

Building Thailand’s Economy with Creativity

TCDC & CREATIVE ECONOMY
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QUALITY OF LIFE



DESIGN FOR SOCIAL INNOVATION

DESIGN FOR FLOOD; FLOATING TOILET

| CREATIVE
{ENERGY
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VVHAT IS
SERVICE DESIGN?

SERVICE DESIGN IS A CROSS-DISCIPLINARY PRACTICE
THAT COMVIBINES NUIVIERDUS SKILLS IN DESIG
MANAGEMENT_ ANLC
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The Entrance

Imagine that you are a
wheelchair user. How hard
could it be to traveling alone !
without any assistance. Only -
the steep ramp can be a

huge obstacle.
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PROJECT-BASED

TCDC-LIVEWORK: HIGH SPEED TRAIN & SERVICE DESIGN
CO-CREATION AND CONSULTING PROGRAM

http://liveworkstudio.com/client-cases/thai-government/

First the service, then the train

Service design helped the Ministry of Transport in Thailand create a
vision for the future high-speed train.



HUALUM-
PHONG
STATION

Service Design |
Developing basics service ; |
for Hualumphong Station.
by TCDC
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TO ENHANCE THAILAND’S COMPETITIVENESS
BY “DESIGN”
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SIGN AND DEVEL OP
GN ENTREPRENEUR”







2. STRATEGIC BRAND DESIGN
FOR
“BUSINESS TRANSFORMATION”



3. “CREATIVE BUSINESS”
DESIGN AND MANAGEMENT



A.) HOW MIGHT WE TCDC NURTURE INNOVATIVENESS?

|
?

| A ‘.L .'_'..h | ;,“U
WE TRY TO INTEGRATE “DESIGN” INTO THE
ORGANIZATIONS / PEOPLE ..... AND WISH THEY
WILL BE INNOVATIVE



B.)
PAIN POINTS AND
L ESSONS LEARNED
FROM THE

BUILD AND SUPPORT
“CREATIVE BUSINESS”
PROGRAM



WHAT KIND OF “CREATIVE BUSINESS”
PROGRAM AND PROJECTS

LECUTRE
SEMINAR

WORKSHOP

PROJECT-BASED



1. VISION / MISSION / POLICY

2. ORGANIZATIONAL STRUCTURE

3. PROGRAMS / PROCESS/ RESOURCES/ TARGET

PARTNERS
TC DC\ “CREATIVITY + DESIGN CAPABILITY” GROUP
4. ACCESSIBILITY AUDIENCES

5. INDIVIDUAL ENGAGEMENT

6. COMMITMENT AND
LIFE AFTER THE “PROGRAM”




1. VISION / MISSION / POLICY

 BIG GAP BETWEEN THINKING AND ACTION
 “PRIORITY”

 INSPIRE TO IMPLEMENT

2. ORGANIZATIONAL STRUCTURE / RESOURCES / BUDGET
ALLOCATION OF BUDGET

RESOURCES OF “PRACTICAL KNOWLEDGE”
INTERNAL RESOURCE: PEOPLE
TIME



3. PROGRAMS /PROCESS/ RESOURCES / PARTNERS

«  WHAT KIND OF PROGRAM AND PROJECTS
« MATCH WITH THEIR NEEDS!
« EXTERNAL RESOURCES + PARTNERS

PROCESS

« BUREAUCRATIC PROCESS OF MAKING PROGRAM & PROJECTS
« HOW TO RUN THE PROGRAM AND PROJECTS
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Dl QCO\(ai EE\(EL or l}EU\/E{S Corporate-based

S Corporate Brand Development
Z : Corporate Identity

Corporate Product Structure
Corporate Design Strategy

Core System of Design Strategy

Design

Research

Product-based
Integrated Product Policy

Positioning of Product Life Circle
Strategy of Product Development

Integration of Product Identity -0 Systemn of Design Management
- T =
/Prc-ja-:t Mansgement
Design Organjzation Management
| Design Resoupce Management
Design Evalugtion System
,Ieam Man}@ ement

—

https://www.pinterest.com



4. ACCESSIBILITY

* INFORMATION AND COMMUNICATION OF THE PROGRAM

« WHO RECOGNIZE TCDC AND/ OR “DESIGN”?

« TCDC REACHES THOSE TARGET GROUP OR AUDIENCES ?
* QUALITY OR QUANTITY OF ACCESSIBILITY

« ONLINE/ ONSITE TRAINING PROGRAM



5. INDIVIDUAL ENGAGEMENT

« TARGET GROUP VS. AUDIENCES

* BUSINESS ENTREPRENEUR

 DESIGNER
DESIGNPRENEUR

« STUDENTS

* INNOVATOR ?777

* DURING & AFTER THE PROGRAM

* LEARN FOR JUST KNOW IT
 LEARN TO APPLY AND PRACTICE IN REAL SITUATION



6. COMMITMENT & LIFE AFTER THE “PROGRAM”

« DO THEY REALLY UNDERSTAND WHAT THEY LEARN?

« DO THEY APPLY THE CREATIVE/ DESIGN APPROACHES IN
THEIR JOB BY THEMSELVES?

« CANTHEY BE IN THEIR ORGANIZATION?

« HOW TCDC FOLLOW UP AND MEASURE THE SUCCESS?

?
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“DESIGN” IS A SYSTEMATIC PROCESS
TO CREATE (NEW) VALUE FOR PEOPLE AND
THE WORLD




“TRAIN THE TRAINER” PROGRAM
ON SITE EDUCATION & ON LINE EDUCATION

TAILORED-MADE PROGRAM TO SPECIFIC
INDUSTRIES/ COMPANY’S CONTEXT

DIRECT ACCESS TO COMPANY/ BUILD THE
SUCCESS CASES/

EVALUATION/ FOLLOW UP & MEASUREMENT
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