NMsANYINSSUSIRanYIkeaAnsLTaLRINIINISBONUUY
ANTULIAADUNIYTU: NSTRRNYI ANFTSWEUNIAFIWANTED
AN19UNNA WHIAUASSITFU
Perceived Corporate Identity and Its Interior Design Application:
Case Study of Klang Plaza Department Store, Adsadang Branch,

Nakhonratchasima

Shiann FTus* Wossmit Wun™ uas Lonwa assioiun<
Thitisuda Cheepo, Piyarat Nanta and Ekapol Sirachainan

UNANED
nsasasadnuaiosdnslutiagiudusiiuedrsbadmiugshoieasswaudiifnsudstugedu
Snvanseenuuvanmsdonniglufifueiesdontdunsfomssndnuniosinsluduilnalnenisadng
arusituladersasanaud maifeisfnwnsadesadnualosdnaiodusumsmsesnuuuanm
windeunelu ngliisassnduiadmandn awduged Savdiauasssdun unsdlfinu Timguszasd
dle 1.) a¥dndnualivassmauilngendunisuaunanumguinsyuiunmsaiadndnuel (dentity Process
Theory) iU35M5319yAdN (Personality Projection) uag 2.) Wiguiiguanuuwansslunmssuisnansal
padnTazmheuimsesdnsiuduilng laglfnadaidouuunan namsfnudlfiiud fuimsuasuilon
U3

° '

druuanenany netadumaitusenaunis 1.) Anulaney MuuAuEeudiy dee1ann Jendnwal

<

o

PaNwalardNwUENIINIEANUBIRsassnauA Tl TuLuILREINY MnIndinsSeeaduaIu

v a

viesdu uaziuadiy 2) mnwsiaiiles msdausseinaiduiues uazeugy Bnviaviuaiie g/l 1NN
fddalananadles 3) anumagilalusues Aimsdausseimamelulianeugula msseniuuiiGeuie
wamadannaduvieaduidues 4.) anadesilueuannsovesmues mdnnsduiuazidumedaasi
ansaAuiliine Tedudlfasmnuazsind lufunsadesndnvalosdnslngnemeyadniiiuims
wazguslaauansliiiulvlumadetulasaseanvevgulalunisdiunldusnismuyadnnimaes
vhaasswau filanuasdlunsan anmeseulou uazeusy futy “Fassnaudvasnusiesiu”

*  dnfnw nangasandnenssumansumdudin augaolnenssumans aondumalulagnszaeundndinumms
GUREAIN
E-mail: Thitisuda33@gmail.com

= 919136Usdn Angandnenssumans andumalulagnszsundidinunmsainnseds



MSANWIMSSUSONanuniovANSIToIuomMMSsooNIvuaMWIoNGoUMEIU: NSCUAN AVASSWAUMAZDWANS @rNOUMLA SondnUASSISAN
sram Blws, Wersnd Uun: a: 1onwa asB3alur

ABSTRACT

Corporate identity is essential in today’s competitive department store business. Accordingly,
the design of interior environment is an important tool to promote the store identity while creating
a lasting impression for the customers. The aim of the study is twofold. First is to analyze corporate
identity of the Klang Plaza department store, Adsadang branch, Nakhonratchasima with two frameworks
namely 1) Breakwell’s Identity Process theory, and 2) Personality projection. Secondly, the investigation
seeks to compare perceived corporate identity between the department store management and the
target consumers. The data was gathered from the corporate executive and the consumers by using
combined approaches. Base on the Identity Process theory, the results indicated that both the store
management and the consumers have relatively similar impression four aspects of the store physical
design of the store, but with different prioritization. These aspects include 1) the distinctiveness of
the department store layout and display design, 2) continuity of the informal and pleasant atmosphere
of the adjacent business area, 3) the physical design of the store promoted self-esteem of the users
through the design that embraced the familiar atmosphere, and 4) confidence to navigate in the store
efficiently through an easy wayfinding. In term of Personality projection, both the store management
and the consumers agreed that the store personified a polite and friendly character and can be

perceived as ‘the department store of the locals.’
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