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This year, the policy of using innovation to

drive the economy, society, and infrastructure
necessary for national development has been
clearly discussed and defined to lead the nation
into global competition once again. In this drive,
NIA is one of the agencies that play a significant
role as a policy maker, facilitating an innovation-
friendly environment for enhanced work
potential, business value creation, and fostering
innovation among entrepreneurs, startups, and
the public sector. In addition, it has a key goal
of accelerating Thailand's progression towards
becoming one of the top 30 leading innovation
countries in the world by 2030.

To elevate the direction of driving innovation in
Thailand in line with the global context, NIA has
adjusted its new strategy to focus on “Create
the Dot - Connect the Dot - Value Creation”
through the mechanisms of “Groom, Grant,
Growth” and the guidelines of “2 Reduce,
3 Increase”. These involve reducing inequality
by focusing on open innovation and welcoming

new ideas from startups and SMEs to address
societal and economic weak points more
effectively. It also aims to diminish barriers
to access and utilization of innovation for all
stakeholders, amending regulations that may
be obstacles to growth, and Increasing access
to funding from both the public and private
sectors. The initiative further intends to increase
the number of innovators and innovation-based
entrepreneurs (IBEs), thereby fostering job
creation, boosting GDP, and establishing the
image of an “innovative nation.” This includes
enhancing the capabilities of innovation-based
entrepreneurs (IBEs) for market expansion and
the establishment of Thai innovation brands
capable of competing on the global stage.

NIA has also outlined its operational framework
until the year 2027 by shifting its role from a
“system integrator” to a “focal conductor”.
This newly defined role will operate under
7 strategies, including:
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1. Build and elevate the capabilities of
innovation-based entrepreneurs (IBEs) in target
industries, in collaboration with supporting
networks throughout the supply chain, to
develop and expand the results of important
projects within 5 industry clusters: Food Tech
& Ag Tech, Travel Tech, Med Tech, Climate Tech,
and Soft Power.

2. Promote open innovation and broaden
Thailand's innovation system by emphasizing
open funding and connecting with various
funding sources. Facilitate industrial-specific
funding that aligns with regional needs,
enhance the capability for grant applications
and in preparing project proposals with
innovation networks.

3.Enhance access to and utilization of
infrastructure by partnering with universities
and regional science parks. Develop innovation
zones, innovation cities, and regional innovation
corridors, and also establish innovation

14

committees in close collaboration with regional
science parks and governors in each province.

4.Serve as a central hub for creating an
ecosystem promoting the utilization of
innovation. This will involve supporting
Innovation-Based Entrepreneurs (IBEs) in both
financial and other dimensions, with a focus
on using innovation to create economic and
social impact. NIA will also create networks
to promote the use of research outcomes.

5. Promote both domestic and international
innovation marketing for products and
services of Innovation-Based Entrepreneurs
(IBEs) in the form of a Business Brotherhood.
Encourage large companies to support IBEs'
business expansion.

6. Raise awareness and recognizing of the
importance of innovation in all sectors
through various projects to foster collaboration
in driving the Innovation Thailand project.



7. Develop the organization into an entity that
is ready for change, and which grows sustainably.
Emphasize elimination of complicated work
processes, supporting job rotation, promoting
initiation and creativity, using project-based
management, and setting clear and consistent
Objectives and Key Results (OKRs) across
the organization. NIA will also implement a
systematic, transparent, and fair human resource
management system. It will emphasize teamwork
to achieve the organization's mission, while
integrating Sufficiency Economy Philosophy
and ESG into operations.

NIA aims to promote the progress of Thai
innovation both in terms of value and brand
image, whether it is to push the draft of the
Startup Promotion Act successfully or to create
a space to support startups based on the French
Republic's Station F model. This space will be
a hub where startups and investors gather and
are equipped with facilities, consulting firms,
offices of global technology companies, and
promotion programs from both the public and
private sectors. NIA will also create networks
to promote the use of research outcomes with
agencies under the Ministry of Higher Education,
Science, Research and Innovation (MHESI).
It will also develop policy recommendations
and promote legislation to strengthen the Thai
innovation system, such as financial and tax
policies that support innovative businesses,
i.e., IP Tax Redeem, or policies to support
targeted industries, and expanding privileges
in innovation districts in collaboration with the
Board of Investment (BOI). Linking innovation
databases and creating platforms for Innovation
Thailand are also in the plan to come.
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Establishing the image
of an “innovative
nation.” and the
establishment of Thai
innovation brands
capable of competing
on the global stage.
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In addition to developing national innovation
systems, the mission of the National Innovation
Agency (Public Organization) (NIA) is to raise
awareness and foster the understanding of
innovation culture at the organizational,
industrial, and public levels. The mission of
transforming Thailand into an “Innovative
Nation” is crucial. In the past, articles about
innovations in Thailand were not only scarce,
but the stories of “Innovators” were often
told from the point of view of academics,
researchers, inventors, or scientists, using
content and language that was difficult to
understand.

The concept of the book is to present the stories
of Thai entrepreneurs who use innovation to
inspire change in the world as “The Founder”.
It is a collection of the innovations used by 25
successful entrepreneurial founders.

The Founder has become a special book

since its debut, as it was produced during the
transition between traditional and new media
era. Therefore, Thai and English versions of the
articles have been prepared and distributed
to public libraries, educational institutions,
government agencies, and embassies. In addition,
we have incorporated new communication
channels through eBooks to increase the
visibility of the innovation stories.

If The Founder 1 was the basis for a story about
an entrepreneur who innovates and becomes
an innovator, then The Founder 2 was more
connected to the world’s situation. Specifically,
the book includes stories of enduring the
COVID crisis through innovation, bridging to The
Founder 3, which is now available in the hands
of all readers.
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The Founder 3 continues to reflect on the
changes occurring in the world alongside Thai
entrepreneurs who value the “GEEC” model
of innovation to overcome business obstacles
during uncertain times and achieve admirable
success. According to business characteristics,
the entrepreneurial groups are divided into four
subgroups as follows:

G-Growth Hacking : A business group that thinks
outside the box, always looking for ways to
improve, learn new skills, try new strategies, or
change the way they work from the experiences
that they encounter.

E-Enabling Technology : A business group
that uses technology as a tool to create new
possibilities or the potential to solve problems
for consumers on the spot, including process
improvement or efficiency within and outside
the organization.

20

E-Eco-Innovation : A business group that develops
new products, services, or processes that are
environmentally friendly and sustainably contribute
to the conservation of natural resources.

C-Creative Powerhouse : A business group whose
products or services create innovations that
stand out with creativity and are the force of
growth and business success.

The Founder 3 is even more inclusive by delving
deeper into the way of thinking, pursuing
opportunities in the new economy, acquiring
survival skills for changing times, and expanding
businesses into uncharted waters of each group
of entrepreneurs. Through an eye-catching
hardcover folio, the book combines artistic
photography with language that makes the
reader feel as if innovation is closer to them.
The Founder 3 is considered a novelty in the
academic circle.



This goal of this project is to generate business
model case studies and a thought process
that can be used for future educational
development. The book is also a collection of
success stories told by generations of corporate
leaders in Thailand’s business innovation
industry, ranging from founders of successive
businesses to young people who are launching
startups or innovating to make a difference in
various business industries.

| expect that The Founder 3 will satisfy the
needs of readers in different dimensions. The
first is to recognize each of “The Founders”
portrayed in this book. The second is to present
evolving content and key messages for easier
business application by readers. Moreover, The
Founder 3 is already starting to send a signal
about how quickly the world is changinsg.

Therefore, “Innovation” will be the key for
business people who can find inspiration through
25 entrepreneurs stories. This will result in future
connections among innovators that will expand
the community further.

For international readers, | expect that, in
addition to presenting a positive image of
innovation for Thailand, this will also reflect
that Thai innovators are full of potential. The
Founder 3 will play a diplomatic role that
facilitates investment and venture capital
connections. Ultimately, it will serve as a
bridge between overseas businessmen and Thai
entrepreneurs in the future.

And for the general public, especially the
younger generation, | hope that The Founder 3
will inspire everyone to question, seek identity,
and challenge themselves by constructing
a prestigious business empire that future
generations can be proud.
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“Innovation” will be
the key for business
people who can find
inspiration through
25 entrepreneurs
stories.
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whether it is new skills, new strategies, changing the way
they work, or all that leads to new opportunities to grow.
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@® From a contract manufacturing factory for
computer equipment to an international
home appliances brand.

@ Creativity isn't just about design, but also
a way of thinking, a production process,
an attitude and a different way of working.

@ A successful strategy in product development
based on 3 pillars: design, warranty and
variety.

As a young person who had the opportunity to
gain experience with a start-up in France, looking
back at Thailand, a question rose in his mind:
“Why are there no electronic devices in the
market that are of good quality, inexpensive
and produced for Thais to use?”

This question later became the beginning of
the home appliances and electronics brand
“Anitech”.

Anitech was founded by Pitchyen (Thomas)
Hongpakdee, CEO of Smart ID Group Co., Ltd.
a company that develops and distributes
innovative home appliances and electronic
devices. The company first started as a
contract manufacturer for various brands in the
international IT products group.

Pitchyen said his parents were university
lecturers, so he had no background in business.
However, after completing his Bachelor’s in
Business Administraiton (BBA) from Assumption
University (ABAC), he went to Paris with a
French friend, who is a programmer, to work in
the electronics industry.

While in Paris, Pitchyen saw opportunities in the
growing electronics industry. Upon returning to
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Thailand, he established the Smart ID Group Co.,
Ltd., and began manufacturing IT products for
different international brands under contract.

He later came up with the idea of creating
a brand himself because he saw growth
opportunities in many products that could
be further developed with relatively strong
production technology from his own factory.

“The first product was a computer mouse, which
received very good response from the market.
Subsequently, the company added keyboards
and other products. This is because in order to
grow until there is a greater market share, the
company will have to create products that meet
every stage of the consumer’s life from the time
they wake up until they go to bed,” he said.

The heart of Anitech comprises three main
factors: Design, Warranty and Variety. The
company uses design to get people interested
in the product first. This includes creating a
selling point by using good-quality material
that are flame retardant and have a TIS safety
certification.

“In business, quality comes first. But people
don’t decide to buy because of quality alone.
Therefore, Anitech has design, product warranty
and a variety of products,” he said.

Anitech is the first brand in Thailand to offer a
maximum warranty of 500,000 baht for high-risk
products like power plugs, and is also the first
brand to develop loT (Internet of Things) power
plugs. Pitchyen argues that the design of the loT
power plug is commercially viable, even though
not everybody uses computers.



p

anitech «

i -

“If we want to expand our customer base, we
have to find a product that everybody uses,
which is the power plug. The strength of the
IoT power plug is that it is innovative. Originally,
Anitech developed power outlets that were
colorful, with eye-catching designs to grab the
attention of consumers.

PEANUIS

GROWTH HACKING @

But when we began making IoT plugs, the
market accepted it more, realizing that we
are not just product manufacturers but also a
technology developer.”

Anitech focuses mainly on “lifestyle” products.
Now the question is, which direction is the
consumers’ lifestyle headed? Anitech aims to
intercept and wait to meet people’s needs
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at that point. This is because we believe that
technology can help accelerate growth for the
brand, Pitchyen said.

The idea of making IoT plugs was inspired by
consumer behavior. Even though consumers
may not need these products now, their need
will arise in the next two or three years, then
Anitech will not have to start over, he explained.
As for featuring Peanuts cartoons, especially
Snoopy in its products, Pitchyen says Anitech
does not just sell electronic products, but home
appliances that are fashionable and can be used
as decorations.

“When we think about innovations, we look
around. The most important thing is that
innovations must match people’s lifestyles.
It is asking the consumer what they want, and
then asking ourselves, what we can do to meet
that need,” he said.

Anitech's strength is applying creativity to drive
business growth. Pitchyen said the focus is not
just on design, but also the way of thinking,
production processes, attitudes and the way
people work.

“We think like a startup, act like an SME, and
have a public working system, where creativity
is within a framework that is right for us. We
don’t let traditional ways of thinking dictate
our work.”

Currently, Anitech produces more than
2 million pieces of products per year. There
are 5 main groups of products in the market,
namely computer equipment, electronic
equipment, home electrical appliances, game
equipment, and personal items. The company
has over 1,200 products and approximately
2,000 production line suppliers, both in Thailand
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and overseas, like China, India and Vietnam.
Anitech is a growing organization with over 120
employees.

For its short-term business goal, Pitchyen
plans to have the company listed either in
the LiVEx or the mai Index, before entering
the Stock Exchange of Thailand. Though its
long-term goal is to become a regional brand, it
is already marketing internationally in the CLMV
(Cambodia, Laos, Myanmar, Vietnam) region.

“We are looking at a market of 600 million
people in Southeast Asia, and want to go as far
as the Philippines and Indonesia. The challenge
is how to make the Anitech brand enter the
markets of these countries, develop further and
become even better.”
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Innovations must

match people’s

lifestyles. It is asking
the consumer what
they want, and then
asking ourselves,
what we can do

to meet that need
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THE SOLUTION BRA FOR ALL
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® The 3™ generation successor of Jintana,
the lingerie brand that has been with
Thai people for over 65 years.

@ Sincerity is the core of the organization.

@ Clear communication is the starting point
for growth.

Throughout her life, Sawitree Thanalongkorn
has lived among her family's lingerie sewing
machines for over 21 years. As Jintana's 3'd
generation successor, she was requested to
continue the family business. After graduating
in business administration from King's College
London, England, she began her role as a to-be
business owner by overseeing the customer
relationship management system and product
development to get to know more about Jintana
business.

“When I was a child, my parents would always
ask me to sit in on their meetings during school
holidays. | learned how to sew lingerie from
my mother from a young age. This experience
helped me to get to know Jintana faster
and leveraged me in taking on my full-time
work after | graduated. However, | had many
questions about the company's operations.
Jintana was originally a family business, so
there was no executive team to discuss the
direction of the brand. Even the problem of
brand saturation was overlooked, so no one
could answer my questions.”

The family business is often characterized by a
deferential work environment where no one is
willing to speak up about problems. In addition,
being surrounded with product and customer
information gave Sawitree the insight that
Jintana had not been structured solidly from
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the start. Every decision had to be approved
by the previous generation of executives. This
made it too slow to move the brand forward,
so Sawitree decided to start her own brand,
“Raphaela Magica,” while continuing to learn
about Jintana.

But the obligation of Jintana's 3'd generation heir
was urging, causing Sawitree to shelve Raphaela
Magica to focus on her family's business. She
found that though Jintana brand had been
long trusted by customers, its emphasis had
been neglected for over 20 years because
executives saw that the brand did not require
much investmentnor marketing efforts for it to
generate profits for the company (Cash Cow).

Then came the pandemic of COVID-19 indicating
the necessity for “Change” because the lingerie
market showed no sign of any growth and many
players disappeared. Although Jintana had the
third largest market share, there’s a large gap
behind the second. Sawitree wanted to gain
an additional 5-6% share within that year and
increase the revenue portion from Jintana
brand to top the contract production (Original
Equipment Manufacturer: OEM) portion.

“This time, | wanted to make the biggest change
in 65 years. If we didn't take action instantly, the
Jintana market would not expand any further.
| expected that the existing customer base will
return to buying and cause growth of no more
than 15%. If we want to grow more than ever,
we need to create something that meets the
needs of customers even more.” It was clear
that the old selling points could only attract
the same old customers, so Sawitree had to
prepare a plan to adjust the brand image and
create a positioning for new customer segments
to see more clearly.



In the meantime, the OEM business proportion
had grown rapidly, leaving little room for Jintana
to produce its own products. This had led to
a decrease in sales opportunities. An outsider
might see this as a good sign, as it meant that
Jintana was a well-respected manufacturer of
high-quality lingerie. However, no matter how
much revenue OEM generates, the company's
strength must still be its own brand. In order
to grow effectively and firmly, Jintana must first
have a strong brand foundation.

Developing a strong Jintana brand according to
the Sawitree’s vision was simply by solving the
problem of internal communication. She did
this by gathering input from small teams and
working together to create clear goals for each
team. Having crystal clear goals would help to
clarify the direction of the brand.She did not
expect that the organizational culture would
change in a short time, so she was patient and
did not blame anyone because a system that
had been around for a long time might not be

GROWTH HACKING @

conducive to work because no one dared to
say what the problem was.

“My father worked by using documents, while
my mother worked by talking to the workers.
This taught me that no matter what position
anyone held, every action of everyone was
an important part of making the organization
grow strong.”

As mentioned, Jintana's factory had high-quality
lingerie production standards. This was a
reflection of the fact that the brand's selling
point had always been functionality, as women
do not have the same lifestyle everyday.
Traditional lingerie does not meet the needs
of every moment in life. This led Sawitree to
decide that the direction of Jintana was to be
a “Solution Bra” for customers, developing
products that are suitable by listening to the
voices of consumers. Because Sawitree thought
that “there is no point in forcing consumers
to accept unnecessary things in a product.”
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Sawitree's courage to think and act led Jintana

to break away from the framework that her
parents had created. She had built on the
brand's quality production and strong customer
base, and had updated the brand's image to
be more modern. However, she had also kept
the brand's core values of “honesty.” Jintana
was committed to providing women with the
confidence and support they need, regardless
of their body type or desires.

The production innovation from father to
daughter has also been developed. Because
underwear still requires human skill in sewing
small parts that machines cannot do. Sawitree
has therefore introduced technology into the
fabric preparation process before it enters
the manual sewing process. This saves time,
increases accuracy and efficiency in work, and
also reduces the amount of waste.

“In the early days, there were about 7 redundant
work processes. Therefore, | overhauled the
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system and clarified the responsibilities of
everyone involved, from the machines to the
people to the sewing process. However, the
most important innovation of Jintana is that
The most important innovation of Jintana is
that we never stops learning and developing
ourselves. We don't believe that there were
the best lingerie pattern. We have been
developing our products to meet the needs of
our customers. Changing to the new logo that
looks more modern is one of the ways to adapt
to the current market.”

While you may think that all lingerie brands are
the same, the feeling of wearing them can be
quite different. Jintana's next challenge was how
to communicate so that customers could feel
the difference from the first sight. The company
wanted to build trust between the brand and
customers, no matter what their age or lifestyle.
For example, Jintana's Fresh line of lingerie
was designed for teenagers, who were not the
brand's main target market. However, Jintana
still maintained the quality of its products by
focusing on functionality and design. This has
made Jintana a “Solution Bra” for all ages.

Be the high-quality fabrics, excellent accessories,
good padding, functionalities, or even marketing
communication, Jintana expresses its sincerity
policy through them all. The story of 65 years
of Jintana remains the same. Just change the
appearance from “Aunt Jintana” to “Pee
Jintana” by Sawitree's hand. A lingerie brand
that is willing to give advice and is ready to stand
with women of all ages. Although the story of
Jintana has remained the same for 65 years,
the brand has simply changed its image from
“Auntie Jintana” to “Sister Jintana” under the
leadership of Sawitree. Jintana is a lingerie brand
that is willing to provide advice and support to
women of all ages.
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The most important
innovation of Jintana

is that we never stops
learning and developing
ourselves. We have &
been developing our | |
products to meet the
needs of our customers.
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1959 1989 2021 2023
Established “Jintana Bra Established Jintana Apparel Sawitree Notable rebranding
Store” by Adul-Jintana Co., Ltd. and opened a lingerie Thanalongkorn of Jintana in
Thanalongkorn, the founder factory in Phutthamonthon, appointed as CEO of 65 years
of Jintana brand. Nakhon Pathom Province Jintana.
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@® From a family-owned diamond shop in
Saphan Lek, to the first diamond trading
company on the Stock Exchange of Thailand.

@ A billion-baht diamond retailer who set
a new standard for the industry in terms of
product development and business
credibility building.

@® New marketing concept that makes
diamond jewelry widely accessible and
wearable every day.

The diamond trade in Thailand traditionally
used to be concentrated in the Bang Mo and
Saphan Lek areas. Later, Mr. Viroj Pornprakit, the
third-generation heir of the jewelry store named
“Sui Hua” in Saphan Lek, pioneered a new sales
channel by expanding branches into department
stores. This was due to theemerging trend
of urban expansion and consumer shopping
behavior, as they wanted more convenience,
especially in terms of transportation and parking.

Jubilee Enterprise Co., Ltd. was established in
1993 and opened the first diamond branch at
Yaohan Department Store the following year. To
sell diamonds under the brand “Jubilee”, later
passed on the business to his daughter “Unyarat
Pornprakit”, the 4th generation heir who took
over the company and led it to growth.

Unyarat graduated with a bachelor's degree
in accounting from ABAC. She worked as an
assistant auditor at Pricewaterhouse Coopers
Consulting (Thailand) Co., Ltd. (PwC) for a
period of time. She then joined Jubilee as
a cost officer, where she was responsible
for diamond pricing and datarecording. After
7 years, she was promoted to assistant
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purchasing manager and later was appointed
chief financial officer (CFO) after the company
was listed on the Stock Exchange of Thailand,
making it the first diamond trading company on
the Stock Exchange of Thailand.

Unyarat continued her education to a master's
degree at Thammasat University. During that
time, she also studied gemology and discovered
that she was passionate about diamonds. Later,
her father appointed her as chief financial officer
(CFO) and then chief executive officer (CEO)
respectively.

Today, Jubilee Enterprise Public Company
Limited (JUBILEE) is a retail business that
distributes 2 diamond jewelry brands: “Jubilee
Diamond”, the company's original brand, and
“FOREVERMARK” of De Beers Group, which
Jubilee is the exclusive distributor and mainly
focuses on overseas markets.

The company has 131 branches nationwide,

with different distribution formats:

e Jubilee of Siam: The flagship store has two
branches in Silom and ICONSIAM.

¢ Jubilee Outlet: Two branches in Saphan Lek
and Siam.

e Shop outlets in department stores

e Counteroutlets in department stores.

¢ Online stores, such as the company's website
and online marketplaces such as Lazada
and Shopee.

The COVID-19 pandemic forced the closure
of all our department store branches, so we
launched online stores to sell diamonds. At the
time, we didn't think we could do anything, but
we thought about what can be done during that
time. Our online stores ended up generating
our highest profit record, even though all our
branches were closed due to COVID-19.



What makes Jubilee different from other
diamond businesses is its way of thinking and
willingness to do new things. Innovation is part
of the company's DNA, and it is not always
necessary to be the first in the world to do
something new, but it must be new for the
organization or industry.

“So we never stand still and every year we think
about doing something different. For example,
we were the first company to open diamond
stores in department stores in Thailand. This
created a new career path called “Diamond
Advisor”, who provides customer service and
information about diamonds. In the past, only
the direct descendants of diamond merchants
could become diamond advisors, but now there
are thousands of diamond advisors in Thailand.”

GROWTH HACKING @

Jubilee Diamond was the first company in
Thailand to sell diamonds with certificates. This
was done to set a standard for diamond trading
in Thailand, similar to the standards used in
the global diamond market. In the past, Thai
people would buy diamonds based on trust in
the store owner. Jubilee Diamond wanted to
educate consumers that buying diamonds with
certificates is important, as the quality of the
diamond is already specified in the certificate.
This gives consumers confidence in the quality
of the product without having to rely on the
trust of the store owner.

“Educating consumers on these matters for
over 20 years, it has become the standard
in today's diamond trading. We also keep
providing knowledge about the middle price,
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which is the trading price according to the
world market standards. Jubilee Diamond
is committed to transparency and providing
accurate information to its customers. We want
to create a standardized system which is a key
factor for the company's continuing growth.”

On product development, Unyarat also made a
significant impact on the diamond industry by
importing D-color diamonds, which are clear,
colorless, and considered the most beautiful
diamonds. In the past, consumers believed
that D-color diamonds did not exist, as the
most beautiful diamonds were only available
in grades of 97-98. And if there is, it must be
too expensive.

“We created a new perception of diamonds by
bringing the raw materials of D-color, 0.3-carat
diamond with perfect cutto createa collection
called The Excellence, a set that has been on
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the market for more than 10 years. And this
collection is still the best-selling until now.”

Developing new products is essential to
customer satisfaction. Jubilee has products that
suit all target groups. One of Jubilee's visions
is to create value in wearing diamond jewelry
for each group of people and make diamonds,
which are luxury goods, more accessible.

Jubilee's marketing strategy is focused on
creating anattitude that wearing diamond
jewelry is something that you can do every
day. The designs are tailored to meet the
needs of consumers during various festivals,
and sometimes even incorporate superstitious
beliefs to create charm for the product.

“We pay attention to every detail and give
the same service regardless of the customer's
spending level. The customer's needs are the
heart of the company’'s strategy. Today, people
are more casual, so Jubilee Diamond needs to
know how to wear diamond jewelry in a way
that is appropriate for the modern lifestyle.
Jubilee Diamond has designed jewelry that
can be worn for both formal and everyday
occasions.”

Unyarat is committed to creating aworking
system of global standards. The company has
adopted artificial intelligence (Al) technology to
collect and process data from daily operations.
The data is then used to improve products
and services, and to create a more satisfying
experience for customers.

Jubilee Diamond currently has a customer base
of more than 200,000 people. In 2023, the
company expects to generate sales of 1,800
million baht, which could be another year of
record-breaking profit for the company.
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Transparency and
accurate information
are key factors for
the company's
continuing growth.
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@ The Second Child of the Ruckariyapong
Family

@ Leads the Company's Journey to the stock
Market with Robust Financial Acumen.

@ Aspires to Attain the Pinnacle as Thailand’s
Foremost Authority on Health and Beauty
Drinks.

50 years back, Thailand did not have a lot of
choices when it came to packaged snacks.
The Ruckariyapong, an entrepreneur family,
therefore started packing fried peanuts and
Krongkraeng in small plastic bags and sold
them in their humble grocery using the second
daughter’s name, Piyajit, as the brand name.
From their corner shop, the products later
gained traction and expanded to stores and
shops nationwide.

The munchies became increasingly popular, but
since they were seasonal snacks, they only sold
wellin the winter. Moreover, in 1997 rolled in with
modern retail and convenience store concepts
that did not agree with the family’s snacks that
had a very short shelf life. The family agreed to
shift to beverages that sold any time of year,
especially in the summer, and consequently
generated solid year-round income.

Mogu Mogu, fruit juice mixed with coconut
jelly, was launched in 2001 from the idea of
the family’s first-born son who had just finished
his education in Japan and came back home to
take over from his parents.

Mogu Mogu revolutionized the Thai beverage
market as the first beverage that included
coconut jelly chunks for consumers to munch
on while enjoying the drink. The portfolio
expanded to include SAPPE Aloe Vera with big
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aloe cubes and SAPPE Beauti Drink in 2010. The
new products increased the company’s share in
the functional beauty drinks market in Thailand
and generated several billionbaht worth of sales

in no time.

Another major turning point occurred when
the company’s founder had to register the
firm in the stock market. This prompted
Piyajit Ruckariyapong, CEO of Sappe Public
Company Limited, the family’s second child,
to take charge and use her expertise from her
Business Study degree in marketing finance
from University of Sheffield, UK, and 16 years
in finance and foreign investment banks such as
Deutsche Bank, Barclays PLC and BNP Paribas,
to successfully complete this mission.

Leaving an executive position in a major foreign
investment firm to assume responsibility in the
family business that had a completely different
organization culture was a big challenge. But



after a year under Piyajit’s helm, Sappe became
a listed company and has its name on the stock
market’s board.

“There was a lot to be done at that time,
especially in accounting system, risk
management, sustainable growth strategy
and succession plan. All of this was part of the
attempt to lay a solid foundation for further
expansion of the company.”

GROWTH HACKING

The expansion would later include new
products created from the core DNA of health
benefits. Sappe continues to create sensation
in the consumer market and is currently on its
way to become the leader in health and beauty
drink in Thailand.

“Every new product of Sappe is created to be
an option for better health and more benefits

with less sugar and calories, while at the
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same time offering refreshment and satiety to
consumers. The key is to unlock hidden needs
of consumers and turn them into products that
target these specific needs and something no
one has done before in the market.”

One example is SAPPE Beauti Drink. The product
successfully decoded every woman'’s, as well
as man'’s, innate desire to be good looking and
healthy, and expanded into an extensive series
that caters to specific needs and behaviors of
each target group.

SAPPE Beauti Drink then gave birth to many new
product ideas from low calorie ready-to-drink
jelly that can replace a meal to concentrated
drinks in convenient ready-to-drink pouches that
became the first of its kind in Thailand.

Sappe’s in-house innovation model consolidated

ideas from executives and internal parties to
develop series of products for the market. At the
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same time, Piyajit looked for partnerships with
medium to large corporations to create even
more innovation to feed the market.

The firm later dropped Maxtive, banana energy
jelly for athletes, marathon runners and fitness
enthusiasts that can now opt for high-energy jelly
made from chemical-free, natural ingredients.
There are also All Coco, bottled Nam Hom
coconut water, and B’lue, fruit-flavored vitamin
drink, that became pioneering products in their
own categories in the Thai waterplus market.

Sappe also collaborated with Huachiew
Chalermprakiet University to develop the
first modern Chinese medicine products in
Thailand. Chinese herbs that usually need
to be painstakingly boiled into potion are
now in convenient, ready-to-take capsules,
making hemostasis maintenance according to
traditional Chinese medicine practice much
more convenient.

Another mission of Piyajit is to showcase Thai
innovation to the world, especially Mogu Mogu,
the family’s debut product that is now available
in 98 countries around the world.

“Sappe’s principle, since our establishment,
is to take pride in Thai people’s abilities and
believe that we are second to none in the
world. Our innovative drinks, which are also the
market’s first, inspire us to take our brand global
and add value to the Thai farmers’ produce.”
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Every new product

from Sappe is fashioned 7‘%’-

to offer a choice for | ?
improved health and

added advantages.
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@ An engineer graduate turned entrepreneur
and founder of Tofusan.

@ From a food cart drink to a supermarket
brand, Tofusan’s soymilk is a product of
innovation.

@® An unworthy business challenge proven
wrong with a success story.

The craving for freshly made, food cart style
soymilk gave birth to an array of soymilk
products under the brand Tofusan, a 12-year-old
firm that is currently on its way to becoming a
listed company.

Tofusan was founded by Suranam Parnichakarn
with an initial investment of 500,000 baht to
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shake up the market with pasteurized soymilk
with tofu skin and no oil or milk powder added
from just 35 baht. Tofusan was first available at
Villa Market, and later in Foodland Supermarket
and Max Value.

Tofusan, however, is not the first product Suraman
developed. After earning an engineering degree
from School of Manufacturing Systems and
Mechanical Engineering, Sirindhorn International
Institute of Technology of Thammasat University,
Suranam was granted a scholarship from ALA
(Australian Leadership Award) with a condition
to develop something in his home country after
completion.

Upon his return from Australia, Suranam chose
traditional Thai desserts to be his endeavor.
He gave local sweets from different parts of
Thailand attractive, modern packages and
branding. Sweets such as dried lotus seeds
from Pichit, Sommanas from Petchaburi and
others were sourced from local producers and
marketed in shopping malls. After 2 years, this
venture yielded 2 million baht in sales each
month.

Soon customers started to concern about
obesity and prefer “low sugar” sweets, which
is usual for traditional Thai recipes that were
often rich, creamy and sweet. It was then that
Suranam foresaw the rise of health-conscious
trends among modern consumers.

His firm then expanded to develop a new
product: soymilk, which was christened Tofusan
that means tofu in both Chinese and Japanese.
The name also means mountain, and a neutral
pronoun for both male and female.



GROWTH HACKING @

Why soymilk? It all came from Suranam’s daily
challenge when he had to got to the market
to buy soymilk from food cart for his father
while working on the Thai dessert project. He
sometimes got there too late, thanks to the
heavy morning traffic, when the last batch had
already sold out. Moreover, his father did not
like packaged soymilk, with oil and milk powder
added, at the time as it tasted different from
the fresh soymilk from food cart. Suranam then
started looking for ways to develop easy-to-buy
food cart style soymilk with the help of some
extensive research.

The process of making soymilk differs from one
country to another, from the soaking process
to the ways the beans are milled. To achieve
the authentic, much-loved food cart tastes, he
spent almost one year in a lab before the first
packaged soymilk that would later become the
market’s game-changer could be developed.

“We add tofu skin to satisfy the Thai palate
that prefers some condiments in their soymilk.
Tofu skin is also hard to find. The feedback was
great as the consumers could detect significant
differences. The product also won first prize
in Design Innovation Contest 2011 from the
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National Innovation Agency (NIA), which is
an accolade that helps widen our business
opportunities.”

Tofusan fully maximizes the use of information
in its continual stride forward and showcases
extensive and ongoing learning of technology.

Suranam had to move his manufacturing plant
several times during the first 5 years due to
insufficient production capacity that could not
keep up with the increasing demand. Now he has
his own factory on 15 rai of land. The “smart”
factory applies technology in every production
process while conventional limitations were
turned into new tools such as boiling pot and
pasteurization. Biotechnology is thoroughly used
to determine protein level and proper soaking
time to create the best quality product.

Not only technology is crucial in the production

process, but it also benefits marketing strategies.
Suranam believes that without technology, his
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venture would not be able to compete with
big corporations or multinational companies.
Throughout 12 years, Suranam deploys
technology in every process, from production
to product development to increase other
competitive edges besides price.

“We chose the challenging path by using
innovation in production and in product
development, as we believe that this will give
us advantages and better growth in the market
gap. We’re late comer and we need innovation
to do things others think too difficult or not
worth the investment, but it is all worthwhile
for a business our size.”

Suranam invested in a machine with a
400-horsepower motor worth of 10 million
baht to mill the soybeans to yield particles that
are smaller than PM 2.5. Small particles of soy
can then be blended with fruit fibers to provide
much more health benefits in one serving.

Back-office data collection is also crucial for the
operation. Information from each market has
been logged in everyday for the past five years
to predict the market trends, discern consumers’
needs and generate growth in the long term.

Tofusan has seen exponential growth throughout
the 12 years. From 3 million bath sales in the first
year to 627 million baht in 2022 with anticipation
of 65% growth, or approximately 850 million
baht, for 2023, and immediate plan to be listed
in the Stock Exchange of Thailand.

“Our next challenge is to expand to international
markets after becoming a listed company. The
local market hasn’t expanded much so we
have to look for new territories to compensate.
Right now, Tofusan has a strong presence in
China, Vietham and the US.”
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We opted for the
challenging route,
utilizing innovation in
production and product
development. Our belief
is that this will give us

an edge and promote
growth in the market gap.
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The founders who leverage technology as a vital tool
to create new potentials or solutions for customer,
by applying their deep-tech knowledge to creatively
innovate products that uniquely stand out and propel
the organization with innovation.
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@ Former Champion of Thailand's NECTEC
Programming Competition.

@ Behind the Success of Driving Digital
Transformation for over 100 Companies.

® The Only Thai Consulting Firm Specializing
in End-to-End Digital Transformation.

It has been over 10 years since the phase
“digital transformation” initially entered the
awareness of the Thai polulation. During this
same decade, Bluebik played a pivotal role as
the driving force behind organizations' digital
and technological advancement, evolving
into a prominent Thai digital transformation
consultancy firm. It swiftly registered on the
Stock Exchange of Thailand, anchoring its global
business presence in India, Vietnam, England,
and the United States.

This remarkable journey is attributed to
Mr.Pochara Arayakarnkul, the dedicated CEO
of Bluebik Group Public Company Limited.
His unwavering commitment to turning the
company into a global player has been evident
since its inception. This enduring dedication has
been nurtured by his life experiences from an
early age.

Ever since he got his hands on a computer, it
became his breath of fresh air. Even though
computers weren't common place at that time,
he was fortunate that his family had a home
business with a computer, which allowed him to
use it as his experimental lab for programming
from as early as grade 5. As he progressed to high
school, his teachers noticed his computer skills
and encouraged him to participate in various
competitions, ranging from building robots
and creating websites to programming. This
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eventually led him to become the champion of
Thailand in a competition organized by NECTEC.

Commencing his undergraduate journey, Pochara
deliberalely pursued a major in Computer
Engineering at Chulalongkorn University. Upon
his graduation, he made the choice to join PwC,
taking on a role in IT consulting. His motivation
behind this move was his aspiration to blend
his IT expertise with business growth, providing
guidance to CEOs and high-level executives. This
experience sparked his interest in the business
world, leading him to consider higher education.
Without any second thoughts, he left his job and
embarked on a journey to attain a Master of
Business Administration (MBA) degree at Kellogg
School of Management in the United States.

There, he had the opportunity to attend lectures
by Professor Philip Kotler and get to know friends
who shared his interests. His career trajectory
shifted once again from being an IT consultant
to becoming a strategy consultant at Boston
Consulting Group (BCG), where he handled
clients ranked on the Fortune 500 list.

“Around 10 years ago, BCG started taking on
many new projects in digital transformation
which was becoming increasingly prominent. It
was quite surprising to see technology blending
into the realm of strategic consulting. The
reason behind this shift was that every company
was starting to feel the impact of technology
and was adapting to technology that could
enhance their performance. This sparked my
interest in this type of project.”

At that time, individuals with profiles
encompassing both IT knowledge and technical
skills combined with an MBA were uncommon.
This rarity positioned Pochara as one of the
first to be entrusted with overseeing projects
for clients involving digital transformation.



Over time, he became an expert in this field.

Concurrently, the digital revolution was
sweeping across Thailand. This prompted him
to contemplate returning home and starting
a company with his friends in Thailand. After
thorough consideration, this idea evolved into
a digital transformation consultancy business,
which was established in 2013.

This emerged “Bluebik”, a combination of two
words: “Blue Ocean,” signifying the creation of
new horizons for customers, and “Rubik,” the
Rubik's Cube symbolizing swift problem-solving
through minimal rotations, achieving uniform
colors on all six sides in the fewest possible
moves.

“We aimed to utilize the digital concept to
overcome business challenges in the smartest
and most efficient manner, providing world-class
service quality to our clients.”

The initial service offered by Bluebik, with a team
of only 4-5 members at its founding, involved
developing software platforms for a group of
telecommunications companies. Later, the
focus shifted to crafting their own technologies
to drive clients' organizations forward in various
dimensions. This encompassed streamlining
complex processes, reducing operational errors,
enhancing employee capabilities through
technology, expanding target demographics,
and guiding clients into new and unexplored
markets.
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“Bluebik's workflow revolves around 3 key
aspects. It all begins with gaining an understanding
of the client's business for analyses of its
financial health, income sources, expenses,
strengths, weaknesses, business models, and
management approaches. The next process
involves identifying market opportunities.
The last perspective entails investigating
competitors. With a comprehension of all three
aspects, we start strategy development. This
includes pinpointing areas where the company
excels and identifying a market niche where
competitors are yet to make a significant
impact. This forms the foundation for planning
IT-related projects, digital initiatives, personnel,
and workflow processes.”

Bluebik is currently the sole Thai firm that
offers comprehensive end-to-end digital
transformation consultancy and services,
spanning from inception to completion. It holds
its ground on a par with globally recognized
digital transformation consulting firms. This
involves strategic management consultation,
brand-building and marketing strategy,
organizational leadership development, as well
as IT management consultation. These services
incorporate cutting-edge technologies such
as artificial intelligence, large-scale database
systems, self-learning computer systems, and
cybersecurity, as well as temporary IT staff
augmentation services by skilled IT professionals.

In addition to creating new horizons for clients,
Pochara also carves out new pathways for
himself, utilizing artificial intelligence technology
to enhance his business capabilities. One
noteworthy development is the Generative
Al software, an evolution of the ChatGPT
technology. This innovation includes systems
like Marketing Intelligence (MI) and Knowledge
Management (KM), which are practically
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applicable in the business world and adaptable
to various industries.

“We're constantly innovating new technologies
and refining our work methods, honing them
into the best practices we follow. This translates
to real benefits for our clients, giving Bluebik a
unique advantage that differentiates us from
international competitors. It's not just about
factors like pricing or overall work quality; it's
about the kind of work that only Bluebik can
deliver in the market. For example, our expertise
in software development not only increases
quantity but also ensures stability. Another one
is our strategy for designing experiences that
sustain and retain our customer base.”

Going forward, Pochara ventured into the
platform business. This includes ones related
to human resources and readily deployable
business solutions, known as White Label
Platforms. All of these were aligned with the
concept of APIs First (Application Programming
Interfaces), designed for seamless integration
between different systems, paving the way
for new collaborations with partners. This
collaborative approach aimed to create
joint growth opportunities across various
perspectives. It even led to the establishment of
subsidiary companies within the United States,
catering to the rising trend of IT Qutsourcing,
where expertise in IT is continuously in demand.
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@ Developing Difficult-to-Imitate
User-Centric Features.

@ Expanding from EdTech to HRTech to
PeopleTech.

® Aiming to develop technology to empower
individuals who propel the economy
and society.

Two individeds - Nakorn “Poon”,
Phuekphiphatmet, CEO & Co-Founder, and
Anapat “Din”, Anapat Vimolprapaporn,
CTO & Co-Founder of Conicle Co., Ltd., shared
the dream of creating technology that could
transform the world.

Although they initially crossed paths as
colleagues at a digital agency and spent only
two years working there, their shared thoughts
and dreams resulted in an unstoppable
exchange of ideas. These ideas turned into a
blazing fire that was strong enough to encourage
them to quit their jobs.

Anapat, who graduated in computer engineering
from Mahidol University, had expertise as
software engineer, while Nakorn, alumni
of Chulalongkorn University’s Faculty of
Commerce and Accountancy, had marketing
skills. These skills became the starting point of
a startup called Conicle in 2014.

Prior to evolving into the premier Thailand-based
Series A-level PeopleTech startup, boasting over
100 corporate clients and a user base exceeding
a million, corporate clients and over a million
users, the founders of Conicle experienced a lot
of trial and error. Significantly, it did not start off
as a learning platform in the first place.
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Anapat and Nakorn began by making applications
for on-demand delivery of products and services,
like ride-sharing services, social commerce,
until their dream finally crystallized into an
educational platform. Their inspiration? They
did not want education to be boring.

“I' sat and thought why do students have to
travel far to study at tutoring institutes? And
what if they were children from other provinces?
We should be able to use technology to design
video learning from home,” Nakorn said

Conicle entered EdTech as a the first online
tutoring platform for middle-school students.
To launch the platform, find users and invite
tutors to help make the content, the duo
began knocking on doors of well-known
tutoring institutes. However, not many people
bought the idea. Apart from not considering it a
necessity, many tutors were afraid their teaching
methods would be leaked or stolen. They did
not get a good response from students either
while handing out flyers.

For the first two years, progress remained elusive.
Tutors exhibited disinterest, and students were
reluctant to engage in the learning process
study. Nakorn and Anapat then tried to sell their
business model to potential investors, and met
“Moo OokBee” Natavudh Pungcharoenpong,
CEO and founder of Ookbee.

Natavudh was the light at the end of the tunnel,
because he introduced them to a client who
would change the world of Conicle forever.

“That customer was a training consultant
for corporate clients, who believed that the
tutoring platform could also be used for them.
This turning point showed that education did
not just mean tutoring for school or university



entrance exams, but could also be used in the
human development market,” Nakorn said.

From that day, Conicle entered HRTech by
becoming a learning platform that helps
HR departments boost knowledge in the
organization through the use of user-centric
features. Conicle partnered with specialists
in content creation and designing a back-end
system for large organizations like service
businesses and manufacturing plants to
support large groups of users and give them
uninterrupted access to the system.

ENABLING

“When we think of the user first, it allows us
to unlock ourselves. We spend time sitting with
customers to observe their behavior and learn
about their needs, problems, and then come
back and develop the product. This back and
forth results in a product that is real, easy to
use, accessible and fun. This is reflected in
us being No 1 in creating the most interactive
learning platform,” Anapat said.

These tricks create features that are tough to

imitate. Now, Conicle has gone one step further
by not only being a learning platform, but
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creating a learning experience and developing

a workforce with lifelong potential. This change
can be considered the creation of a new
business stream from HRTech to PeopleTech.

“HRTech alone is not enough because we look
at ‘people’ as a whole, which encompasses
learning, career-path planning, well-being,
benefits, satisfaction and employees’ loyalty,”
Anapat Explained.

These principles have helped Conicle go further
than its competitors as not only is it the first Thai
innovator of products and services in the form
of integrated solutions in the market, it offers
companies more than 1,000 courses to choose
from based on requirements.

Students, too, have the autonomy to opt for
a course much like choosing a film on Netflix.
The courses span for enduring, comprehensive
lessons to brief, succinct modules spanning
2 to 10 minutes. These can be fed into the
system and consumed like Instagram or TikTok
reels to support the young generation entering
the labor market.

The concept of data-driven operations and

artificial intelligence technology has been
formulated into personalized lessons that are
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accessible in both online and offline mode,
based on the goals and needs of the learners.
Furthermore, the lessons are quantifiable
in terms of their impact. The system has a
classroom management feature that helps
with schedules and activities within the
organization, and also acts as a human resource
assistant in managing personnel development,
improving work efficiency, displaying reports
to departments and executives, so they can
visualize, understand and use the results for
decision-making and management. It also
enhances purposeful learning by measuring
competitiveness and evaluating the potential
of employees who can meet the organization's
needs.

“Conicle wants to make people in the
organization more capable because learning
makes people smarter. If people are smarter,
the organization will grow. Of course, the more
rapidly the world changes, the more new
knowledge sets need to be consumed. Learning
can never end, and employee learning can go
hand in hand with the business,” Nakorn said.
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“_We-o'bserve customer be-ha_vior
and then develop our platform
which is easily accessible and

easy to use. When we think of the
user first, it allows us to unlock

ourselves.
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2016

Discovered the Learning

Platform Business Model.
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Received Funding as a
Series A Startup.
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PeopleTech.
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AGTECH LEADER
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® Born to a Farmer.
@ Pioneering Thai Engineer in Silicon Valley.

@ Striving to Make a Positive Impact on
Society.

Raised in a family of farmers, Mr.Aukrit
Unahalekhaka, CEO and co-founder of Ricult
(Thailand) Co., Ltd., gained insights into the
obstacles confronting the agricultural sector
and nurtured a desire to revolutionize the
industry one day.

However, this childhood dream had to be put
on hold for a few years. As a young scientist who
liked solving math problems, loved programming
and everything related to technology, there was
no other option for Aukrit but to do a degree in
Computer Engineering at the University of Illinois
in the United States.

It was around that time that startups and the
Silicon Valley had started to bloom, and most
alumni and students of this university had set
up technology companies. Many had started
their journey to success from their garages, and
this inspired Aukrit to start planning.

After graduating, Aukrit began working as
software engineer at Cisco. Though he is one of
the first few Thais to work in Silicon Valley, he
is actually a sci-fi student who prefers meeting
people rather than sitting in front of a computer.
Later, instead of taking up the job of an IT and
digital transformation consultant at Accenture
in Boston, Aukrit decided to stay on at Cisco
and take on giant clients like Walmart, Target
and AT&T.
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After working for 3 years, he began weighing
his options between making companies richer
or choosing to change society. So, he decided
to give up his well-paying job and luxurious
lifestyle to complete two masters’ degrees
simultaneously at the Massachusetts Institute of
Technology and Cornell University. The dreams
that he had put on hold were now ready to
manifest in the form of an agriculture-based
business.

In his application for graduate studies to
MIT, Aukrit said he wanted to study there
because he wanted to build knowledge to
solve farmers’ problems. Since his family had
rubber plantations and fruit orchards, he had
seen first-hand the problem of growing and
selling harvests. Thailand is also the world’s
breadbasket, with nearly half of the country’s
population being farmers. Aukrit said if he was
accepted at MIT, he would be able to create
enormous opportunities for Thailand.

Aukrit returned home immediately after
graduating to establish a startup under the
name Ricult, derived from the word ag(ricult)
ure, because he wanted technology to be the
driving factor of the agricultural sector.

He initially wanted to build a business that could
earn as all as solve problems at the same time.
His aim was to give farmers a better income,
especially since the agricultural industry cannot
survive if farmers do not flourish.

So, he began looking at the problem from the
angle of agronomy covering the 20 million
farmers in the system. The first step was creating
an application to give farmers access to weather
data. This app used artificial intelligence to



provide fairly accurate forecasts of up to 9
months in advance. With such technology,
farmers were able to efficiently plan the

cultivation of each crop based on rain forecasts.
This way they could sow seeds, fertilize crops
and check problems the fields must be having
during cultivation, which helped farmers boost
their income by more than 50%.

ENABLING TECHNOLOGY @

Acknowledging that AgriTech is more challenging
than other startups because the main users are
farmers who do not have access to technology,
Aukrit took more than 2 years to introduce the
application to farmers and teach them about its
benefits, how it can be applied and encouraged
them to spread the word.
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In the first 3 years, there were fewer than
10,000 users. Now there are more than 1 million
farmers hooked on to the system. Ricult is
now a Series A startup with famous investors
like the Bill & Melinda Gates Foundation, the
Obama Foundation and the Impact Investor
from Switzerland.

Continuous development of the application saw
features like crop price notifications, expert chat
and answering service being added.

Aukrit went on to build a network linking
together important agencies like financial
institutions, insurance companies, processing
plants, power plants, fertilizer shops, markets
and supermarkets. This is because providing
farming information is not enough to boost the
potential of farmers.

Higher productivity and better quality can boost
revenue and profit, only if it is coupled with
cost reduction and investment in machinery,
fertilizers and creating market opportunities.

“Ricult uses technology and information to
help farmers reduce risks, as well as make
the transactions with banks and insurance
companies faster and easier. It also allows the
factory to estimate the volume of products
several months in advance. When farmers start
harvesting, Ricult can boost their sales by linking
them with markets, shops and supermarkets,”
Aukrit explained.

“The platform also helps farmers buy fertilizers
at wholesale prices, thereby helping reduce
costs. They can also earn extra income by
selling the crop residue to power plants to
produce clean energy.”
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After developing this agronomy-based
application, Aukrit expanded it to cover
horticulture and rubber, and began offering
services to common people who have land
but cannot take care of it themselves. The app
now allows searches for machinery, agricultural
equipment and an option to hire local farmers to
cultivate and take care of plantations to support
urbanites who own land in the provinces.

This technology has not just been solving
problems for farmers in Thailand but has also
been taken to Pakistan by one of Ricult’s
co-founders. Over the past year, it has also
expanded to Vietnam and should start helping
farmers in Brazil and Argentina by the end of
the year.

“Agricultural problems are faced in all
developing countries, compared to 3 times
the productivity of developed countries.
Ricult is only aiming for farmers to boost their
productivity by just 50%, because even this
will help millions of people, reduce inequality
in society and create a mechanism to drive
the country’s economy to the value of tens of
billions of baht.”
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Ricult employs technolo
and information to help
farmers in mitigating rls
wh|Ie also expedltlng

companles.
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MASTER OF AUTOMATION
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and Chief Product Officer of TAO BIN
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® A new business model built on old
business’s shortcomings.

® Technology expertise that created
a robotic barista system with 300-plus
drink menus.

® Using new menus and local marketing
communication to appeal to target
customers.

An average Thai drinks 300 cups of coffee
every year, which is still a low number when
compared to a Japanese that drinks 400 cups
and a European at 600 cups annually. This
indicates that the coffee market in Thailand has
lots of room to grow, and that more business
opportunities can be seized from the rising
popularity of coffee.
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TAO BIN is one brand that seized that opportunity
and built a new business model of smart vending
machine, the first of its kind in Thailand, with
more than 300 beverage menus ranging from
coffee, tea, cocoa, soda, and others.

Good tastes, affordable prices, accessibility
and convenience soon made TAO BIN an
online sensation and quickly became a famous
business.

The success story started with Watanya
Amatanon, CEO of Forth Vending and Chief
Product Officer of TAO BIN, who is the eldest
daughter of Pongchai Amatanon of the Forth
empire that produces technology products such
and top-up and smart pay machines under Boon
Term trademark.

Watanya has a bachelor’s degree in engineering
from Imperial College and a master’s degree in
business management degree from University
College London. She has worked with one of
the world’s largest software companies such as
Microsoft as well as tech startups in the US. And
when the COVID-19 pandemic started, Watanya
decided to come back home and started her
venture with robotic barista TAO BIN.

“Prior to this, my family did Boon Term top-up
service that we had to import the machines from
overseas. At the time, beverage vending machine
could offer around 10 menus of coffee, tea
and cocoa. The profit was good but the mixing
bowl system was underwhelming in terms of
quality. This is because the machines were not
designed for the warm climate of Thailand where
ingredients could go bad very quickly. There was
also the problem with high humidity that made
powder ingredients clump up.”



The pain points of imported machines inspired
her to develop TAO BIN automatic vending
machines with technological advantages from
Forth. The name, which translates flying turtle in
Thai, comes from the old ways of mixing drinks
that were painfully slow.

“Instead of the old mixing bowl system, we
created mechanical legs that carry ingredients
needed for each menu straight to the cup to
be mixed. This process ensures cleanliness and
allows us to offer more drink varieties. The
menu selection also came from the consumers’
preferences.”

ENABLING TECHNOLOGY @

Another challenge was the blending blade that
has been modified several times to find the
best model that can effectively shred ice. TAO
BIN now uses sharp blades that last longer and
can efficiently make blended drinks. TAO BIN’s
key to success includes good tastes, reasonable
prices and access to a large variety of menus.

“A TAO BIN machine resembles a small café
booth, which helps increase the demand from
consumers. We can place a TAO BIN machine
where a regular café boot cannot fit, and it
gives consumers much more convenience.
Our prices are also reasonable as we don’t
have decoration or staff costs and use that
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difference to source better quality ingredients
and technology that can produce varieties of
delicious drinks at lower prices.”

There are more than 6,000 TAO BIN machines
all over Thailand. The firm is planning to expand
to 7,500 machines by year-end, and 20,000
machines in 5 years.

TAO BIN uses technologies that are designed for
TAQO BIN’s menus specifically, and the machines
are constructed with 3D printing technology
that saves a lot of time and reduces cost from
about a million baht per machine to just a few
thousand, allowing the firm to expand rapidly.

TAO BIN’s vision is to become “everyone’s
daily cup” with focus on health, sustainability
and affordable prices that start from 15 baht, a
very low price point that the company insists to
keep even though it affects the cost.
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TAO BIN also values environmental sustainability.
All the plastic cups can be recycled, while the
carbon emission of each TAO BIN’s drink is
lower than that from regular cafes. Machine
learning technology is used with restocking of
ingredients. Health-wise, TAO BIN uses only
high-quality ingredients and 100% fresh milk
with no preservatives and no non-dairy creamer.
Customers can choose their preferred sweetness
level and learn about each drink’s nutrition
facts. In the future, TAO BIN will offer milk
alternatives for lactose intolerant consumers
at affordable prices, as well as 0% sugar drinks.

TAO BIN also offers loyalty program where
customers can collect points in the form of
turtle shells, to redeem free beverages, and
receive complimentary drinks for New Year
and on their birthdays. Soon customers will be
able to enjoy a fun pet-tending game similar to
Tamagochi during the 30-second waiting time.

TAQO BIN will expand its service to cover quick
meals in the future with the launch of TAO BIN
Café, which is bigger than the regular 1X1 TAO
BIN vending machine. TAO BIN Café will accept
advance online orders and keep the orders
inside the machine until the scheduled pickup
time, which saves customers waiting time. With
TAO BIN Café, customers can add toppings
such as boba, whipped cream, milk froth and
others, as well as opt for fresh tea leaves for
a better taste.

“Essentially, we are a technology company,
and we must keep up with customer behavior
trends, what and how they drink, and how to
design drinks that appeal to them. Every new
menu added to TAO BIN menu has to come
from the actual needs of our customers,”
Watanya said.
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TAO BIN is a tech
company, so we must
keep up with customer
behavior trends,
to design drinks that ' "
appeal to them.
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Installation of 5,000
machines throughout
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® From a Computer Design Agency to an
Influencer Marketing Platform.

® The platform reduces time and money
spent on marketing

@ Success comes from patience and
welcoming changes.

Marketing businesses have started to signal a
big shift towards the world of social media. As a
result, “Suvita Charanwong”, who ran an agency
specializing in web designand creating mobile
applicationsfor design and online banking,
decided to seize this opportunitybytransforming
into a startup specializing in a business from new
S-curve industry.

After graduating in computer design at Mahidol
University, Suvita went on to pursue a master's
degree in Computer Art in New York, which
gave her the tools to work in both art and
computer science. Suvita began her career as
a screen design programmer as well as creating
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user experience with a web design company,
before she quit to open Redlab with her senior
colleagues.

Redlab had several customers from the financial
industry who bought the mobile application
experience design services. Subsequently, the
company expanded its approach to business
by transforming into a fully integrated digital
marketing system, resulting in a leap in revenue
growth. This gave Suvita an insight into the
fact that content marketing has great growth
prospects and will play a key role in online
marketing.

Therefore, she created a platform to survey
the popularity of well-known bloggers and
content creators as well as collect information
on measuring engagement from viewers or
followers on social media by using precise
measurement tools. This was a selling point that
attracted customers’ attention and became a
model for investing in the new industry. This
was the starting point for Tellscore, which at
that time was just a service offered by Redlab.

When the marketing tool developed a good
pattern and began growing faster than the
original business, Suvita decided to close Redlab
and turn Tellscore into a new organization under
the concept of a technology-based startup.
This was to cope with the volatility of trends,
especially in marketing communication.

“The industry, especially the marketing
business, has started shifting to the social
media. Now, there are new marketing tools
coming in. If we continue doing the same thing,
and even if there is a theory supporting it, we
can’t convince people. Though shutting down
Redlab was a tough decision and we considered
it a challenge ourselves, it is easier for startups
to start from scratch.”



Creating a platform based on influencer
marketing also resulted in many interesting
turning points. For instance, expanding the
market to Indonesia offered other startups a

good growth opportunity. Indonesia has qualities

that startups are very interested in, as it has
more than 20,000 influencers.

The COVID-19 crisis was also a turning point for
Tellscore, because it resulted in an expanding
market for SMEs. As more and more SMEs
became interested in influencer platforms,
Tellscore began developing small packages for
SMEs with limited budgets.

“Tellscore has more than 100 SME customers,
accounting for approximately 10% of total
revenue. Even though this is a small proportion,
it is unusual for Tellscore, as customers have
to be brave in joining and learning to use the
platform,” Suvita said.

Tellscore is designed to help with digital
marketing by linking up marketers, brands and
influencers on social media. Customers can
create their own influencer marketing plans
using the management feature built into the
platform, which allows more efficiency and
better management of marketing costs.




The platform offers 2 types of services: Linking

influencers to media and providing influencer
services to clients, who can devise their own
marketing plans. Clients can choose from a
network of more than 80,000 influencers from
across the country. Their specialties are divided
into 12 main categories like health, tourism,
technology, etc., giving brands a chance to
choose influencers according to their needs.

Using a local influencer marketing platform to
reach customers has 2 key benefits:

Time Reduction: The platform can reduce the
time spent on marketing by up to 30-40% but
allow greater accuracy and efficiency in closing
deals.

Creating Jobs for Thais: Tellscore is the first
media platform that pays locally, unlike other
platforms, where money is sent to the country
of origin of the platform first before it returns
as payment.
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However, even though Tellscore is in a good
position, it still needs to build momentum to
push forward. Here are the key elements that
helped Tellscore become successful:

Endurance of Gen X: Though patience is not
a new virtue, it is an important foundation that
allows teams to work together, cope with tough
jobs and manage emotions.

Change as a Favorite Snack: Looking at change
as something delicious makes it easier for people
to adapt to unpredictable incidents in time.

Enjoying Technology: Innovations and new
things are disruptive, but technology also helps
solve problems and provides the best, quickest
solutions.

“As the internet changes daily, something
new happens every day. There are many new
platforms emerging. Change, therefore, is still
the biggest challenge in doing business.”

Suvita’s long-term goal is not to make Tellscore
No. 1in Thailand, but to use it to make a positive
contribution to society, particularly by creating
jobs, reducing social inequality and making the
cyberworld safer.
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The founders who lead with a green heart, creating
innovation by integrating sustainability principles into
product and service design, and driving business with
a dual focus on minimizing environmental impact and
business growth.
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The third-generation heir who redefines
the meaning of “Habitat”.

Showecasing the neighborhood's charm
through collaborative efforts with
the community.

Crafting environmentally friendly
experiences for sustainable growth.

“Asai”, This Thai word literally means “living,
staying, or habitat.” However, in the context
of the new subsidiary hotel under the Dusit
Thani Group, “Asai” holds a more profound
significance. Siradej Donavanik, the Managing
Director of Asai Holdings Co.,Ltd. who manages
the “Asai” brand, envisions a broader concept
of this word. He is a third-generation successor
of the Dusit Thani Hotel, the eldest son of
Chanin-Vipada Donavanik and the grandson
of Thanpuying Chanut Piyaoui. He interprets
“Asai” as “sustainable coexistence,” signifying
a business approach that does not pursue
growth in isolation, but rather fosters mutual
development alongside the surrounding

community.
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Looking back at Dusit Thani's business, a diverse
range of hotels exists within the group, ranging
from luxurious 5-star hotels to budget-friendly
mid-tier options, including Dusit Thani, Dusit
Devarana, dusitD2, and Dusit Princess. All of
these are full-service hotels. Upon achieving a
First Class Honors bachelor's degree in Economic
and Political Development from the University
of Exeter, United Kingdom, and gaining work
experience in the financial sector for a period
of time, Siradej had the opportunity to return
to work in his family's hotel business for nearly
10 years. Then he saw the opportunity to tap
into the new generation of customers, such as
millennials, who are growing up to be the largest
consumer group. This group wants distinctive
products and services, and searches for exciting
experiences and new things for life, along with
the expectation of good quality. So he decided
to launch a lifestyle-oriented hotel brand that
breaks away from the traditional hotels, which
have been his family business's mainstay.

Being a traveler himself, he utilized his
experiences from international tourism to create
a new hotel brand. The concept of “Asai”
revolves around being a lifestyle hotel that
connects with millennials or GenY travelers, who
are willing to pay for different experiences. This
notion seamlessly melds the indigenous way
of life within each community, delivering cozy
and hassle-free accommodations supported by
cutting-edge technologies.

“When I travel, | thoroughly enjoy the culinary
aspect, but when it comes to relaxation, |
opt for simple accommodations - a compact
room with facilities, a good bathroom, and a
comfortable bed. This led me to think about
developing a hotel brand that caters to the
needs of the new generation.”



ASAIl is designed as a lifestyle-oriented hotel
offering friendly-priced for travelers while
engaging with the community. Siradej explains
that ASAl places importance on the surrounding
community because he believes that hotels
must rely on the community, while also being
a source of support for the community. By
fostering a complete ecosystem of mutual
support within the hotel's location, both the
hotel and the community can grow together.

ECO-INNOVATION

At the launch, ASAI collected data on famous
restaurants located near the hotel to see which
restaurants could potentially collaborate. The
hotel then approached the restaurants and
asked them to create special drinks or menus
for the hotel. Customers could then purchase
discount coupons from the hotel to use at the
restaurants. This aligned with the concept of
being a Neighborhood Hotel, which helped to
grow the surrounding businesses and create a
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point of attraction for visitors to explore and
stay at the hotel.

This also includes organizing Local Days,
orientation events where employees learn
about the brand's concepts and understand
the “Live Local” slogan through guided tours
to become familiar with local restaurants, key
tourist spots, historical and cultural aspects of
the area. This enables staff to offer valuable
insights, highlight key points, recommend
eateries, and tourist spots to guests during their
stay. Such knowledge serves as a crucial asset,
fostering employee confidence in providing
service and establishing meaningful guest-staff
relationships.

“My erandmother always said that she
didn't believe we could grow alone. Pushing
those around us to grow together through
collaborative efforts is vital for shared success.
She also believed that experience isn't
confined to the hotel alone. Even if the hotel
is beautiful and provides excellent service,
if the surroundings are filled with trash and
unpleasant odors, it affects the experience of
travelers staying there. Making the community
and neighbors around us better is a really
meaningful way to create value.”
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Similar to his grandmother's era, where
importance was placed on building relationships
and caring for people within the organization
because she believed that people are crucial for
an organization's growth. However, at present,
they are expanding towards interacting with
people around the hotel and the surrounding
community. This reflects the Human Business
concept of building relationships and connecting
with people to create positive interactions.
While more people are choosing to stay at
hotels with sustainable concepts, the main
factors in choosing a hotel are still price,
location, and preferences. Therefore, ASAI
combines experience with sustainability to
create an impressive guest impression during
their stay.

Travelers may not yet use sustainability as a
factor in deciding where to stay at a hotel, but
when they find out that a hotel is doing these
things, it can create customer loyalty and a
good experience for guests. For example, serving
all-organic food and providing water bottles that
guests can refill for free are ways to create a
“Feel Good Moment” for customers.

In the future, ASAI aims to expand both
nationally and internationally. This year marks
its first international branch in Tokyo, Japan.
Further expansion is planned in ASEAN and the
Asia-Pacific region, including countries like the
Philippines, Indonesia, and Malaysia.



66

Encouraging those
around us to grow
collectively through

collaborative efforts
is vital for shared
success.
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THE CAT SAND INNOVATOR
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100% Cassava Cat Litter.
Environmentally Friendly Cat-Safe Product.

Progressing Toward Health-Monitoring
Cat Litter.

The science knowledge acquired from
Chulalongkorn University served as the inspiration
for Apinan Mahasaksawad and Dr. Lunjakorn
Amornkitbamrung, who were lab partners at
the time and are now devoted friends with a
shared love for cats. This inspiration led them
to dedicate their free time, despite holding
full-time jobs, to the development of cat
litter. The main reason was that both found
health-related issues and risks that came
from widely used, imported cat litter made
ofbentonite clay that contains silica.

“My friends and | got to talking about why we
don’t make cat litter from local produce. It
can certainly be a business opportunity, and
with a logistical advantage because it will be
manufactured domestically. Also, | wanted
to prove if any of the many research can be
transformed into commercial products, instead

of being filed and forgotten in cabinets.”

Hide & Seek is Thailand’s first, and so far only,
100% cassava cat litter that is friendly to the
feline, their humans and the environment.

Nearly every weekend, when Apinan found
respite from his duties as a commercial pilot,
he would pay a visit to Dr.Lunjakorn's residence,
which also served as a laboratory for the two
to develop cat litter that has superior quality
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capable of rivaling China's mass-produced
counterparts, despite the latter's exceptionally
low production costs.

“When we first started, we didn’t have a lot
of production capacity. The high production
cost increased our price to almost double
that of our competitors. Innovation helped us
get the best recipe for the product that we’re

marketing now.”

The said recipe was the work of Dr.Lunjakron, a
head researcher with Ph.D.in chemistry from the
Faculty of Science, Chulalongkorn University.
While his studies normally involve agricultural
waste, his previous experience as a researcherin a
private company also gave him extensive insights
into materials such as bagasse and cassava.

“First, we had to decode what qualities cat
litter is supposed to have, such as clumping
and absorbing abilities, then experimented
with each material. Technically, bagasse didn’t
deliver what we needed, and we ended up with

cassava which had more viscosity.”

For cassava to be able to clump up,
Dr.Lunjakorn treated it with exact heat and
pressure to create pregelatization process that
added viscosity to the starch. The result was
fine-grain cat litter that efficiently absorbed
liquid and pungent ammonia in cat urine.

The first year went by painstakingly slowly,
as the team spent a lot of time developing a
litter-making machine and the best recipe. The
two did not have any marketing plans in mind,
and registering their business was not even
discussed.



When COVID-19 paralyzed traveling worldwide,
Apinan had zero income as a pilot but ample
free time to fine tune the product. The crisis was
averted as the cat litter product was reaching

a new high in its development. “COVID gave
me time to fully focus on this business. We
had the cassava recipe already then, so the
business went forward quickly in full swing.
| did everything myself from registering our
company, applying for patent, and taking care

of accounting.”

ECO-INNOVATION

Together, the founding team always went out
to introduce their product to pet stores where

most store asked, “How is Hide & Seek better

than other brands?” The answer was, until that
point, there had been no cat litter brand in the
market that was safe enough for consumption.
Hide &Seek is made from 100% cassava with no
harmful chemicals, which makes it safe for both
pets and their owners. It also dissolves quickly
in water and is fully biodegradable, making
it the only cat litter brand in Thailand that is
flushable in toilets.
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But dust became a big problem during market
testing. Dr.Lunjakorn admits that dust from
cassava was hard to eliminate. And because

there was no machine specifically for dust
suction at the time, they improvised with
agricultural machinery to produce dust-free
cat litter.

Then came the problem of the natural cassava
scent which put off some pet owners. Apinan
used his online marketing knowledge to find a

solution for this issue. “Consumers like options,
and when we started offering scented litter,
made with food-grade scents for cat safety,
our sales increased and we expanded faster
in the market. We also changed the packaging
from large sacks that were prone to humidity
and weevils to smaller bags with convenient

handles.”

Constant improvement based on consumer
feedback generated 100-200% growth for Hide
& Seek. The product has been exported to Asia
and the Middle East. Recently, Thonglor Pet
Hospital and independent investors from Thai
Union Group PCL joined force as co-investors
to enhance the production process, increase
production capacity, reduce cost, and expand
the distribution channels.

The firm is also in the process of developing
health-monitoring cat litter that detects
early signs of diabetes, kidney failure, kidney
stones and urinary tract infection in cats for
timely treatment. The new cat litter will help
reduce health issues, prevent escalation of
health conditions and prolong pets’ lives,
accommodating the “pet humanization” trend
where pet owners treat companion animals like
their own children or family members. Hide &
Seek is among the first cat litter brands in the
world to develop this type of cat litter.

“Hide & Seek is proud to help add value to
local agricultural goods and offer pet owners
domestically produced cat litter. Also, we’re
happy to showcase Thai innovation to the
world.”
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SUSTAINABLE SANITARY PAD
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Thailand’s first manufacturer of sanitary
napkins that are chemical-free and
eco-friendly.

Turning a Monthly Problem into an
Opportunity.

Making the Word “Menstruation” Common
Place to reduce “Period Poverty” in Society.

“Sanitary napkins usually take 500-800 years to
decompose, far longer than a human lifetime.
Yet, at the same time, there are many women
who do not have access to sanitary napkins.”
Warangthip Sajjathipawan began noticing the
connection between environmental problems
and social inequality faced by women and
decided tackle both these problems by creating
Ira Concept — a sanitary napkin brand that is
good for both women and the world.

Warangthip did not start this business from
scratch. Her academic backeround in biology
and marketing, coupled with her personal
experience of menstrual abnormalities and
challenges of finding suitable sanitary products
all played a part in the creation of Ira Concept.

After completing her master’s degree in the
UK, she flew back to Thailand with the hope of
contributing to her country. So, the first step was
working with a public organization that would
support her innovative business ventures.

However, after 6 years in England, Warangthip
found it difficult to adapt to the working culture
in Thailand, and after learning about countless
small and large innovations, she decided to take
a chance on herself.
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“You don’t need to work with a big organization
to make changes to society,” she told herself.
So, she decided to say goodbye to the life of an
employee and found her own path. Back when
she had been studying in the UK, Warangthip had
the chance to work on a project that saw her
distributing sanitary napkins among the homeless.
This is when she learned about “period poverty”
- the obstacles that many women face when
it comes to accessing sanitary napkins. Upon
returning to Thailand, she learned that this
problem had not been solved here either.

In Thai society, menstruation is still considered
a matter that is left to women to deal with
quietly all their lives. Then comes the fact
that up to 99% of a sanitary napkin is plastic,
and therefore harmful to the environment.
Essentially, one disposable napkin is equal to
4 plastic bags and it takes between 500 and
800 years to decompose. Then there was the
problem of many women lacking access to
menstrual products.

These 2 problems led Warangthip to the idea
of developing an eco-friendly, biodegradable
sanitary napkin brand that would also contribute
to reducing period poverty.

The first step was finding out if the market
was ready for a biodegradable version. So,
Warangthip invested her own savings to conduct
a surveyand found that more than 90% of Thai
women still use disposable sanitary napkins,
while only 10% use washable sanitary pads.

“There are quite a few brands of sanitary
napkins available in the Thai market. Some
brands contain irritants, while some have
materials that cut the skin. They are also not
very biodegradable, yet not many Thai women
are open to using washable sanitary napkins.
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This means there is even more plastic waste,”
Warangthip said, referring to problems that some
sanitary napkin manufacturers might overlook.
She explored using natural fibers like bamboo
and corn, focusing on sustainability and avoiding
harmful chemicals.

However, her aim was to keep Ira Concept
neutral and not stop women from using sanitary
napkins that were widely available. All she
wanted was to give women more choices, as
“true human rights means having a choice”.

At the same time, she wanted her brand to take
a clear position - to stand by women who love
themselves, love the planet and want to shift
the gender balance more evenly. She has also
donated close to 500,000 sanitary napkins to
the less fortunate so far, making women in this
case, default customers of Ira Concept.
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“In the future, there will be more options, and
of course, there will be many brands of sanitary
napkins to choose from. But the problem is
making customers stay with the brand for a long
time. In order to do that, we must do something
that builds sentimental value.”

The actual origin of Ira Concept was Warangthip's
menstrual abnormality.

“My first period ever saw me bleeding non-stop
for 3 months. At that time, | did not realize that
this was a physical disorder. Plus, | suffered
skin irritation with the sanitary napkins | was
using. But | grew up in a society that views the
monthly period as a shameful thing. Each time
you buy sanitary products, you need to hide
them under other things. So, | wondered why
nobody ever talked about menstruation when
it happens to all women. And why has nobody
come up with an innovation?”
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Though considered a small problem in most
people’s eyes, for Warangthip and many
other women, they were big problems. So, to
overcome this, she decided to brush up on her
knowledge of biology and marketing and began
designing a sanitary pad that alleviates women’s
problems with components that are friendly to
both private parts and the environment. The
next step was designing a package that was not
too flashy like other brands, but only provided
basic information about what is inside. This
way, women could pick it off the shelf and pay
without feeling any shame or wanting to hide
the product.

To make Ira Concept what it is today, Warangthip
invested all her savings and time researching
and developing a unique sanitary napkin
product. She explored natural fibers that have
properties similar to existing products in the
market.

“Initially, materials had to be found to replace
the components of traditional sanitary pads.
The first layer uses bamboo and corn fiber, the
second layer is wood pulp, and the last layer
is bioplastic. The toughest job was finding the
right material for the middle layer. Usually, in
a traditional sanitary pad, the middle layer
contains a substance that absorbs water to
form a gel [Super Absorbent Polymers — SAP],
making the wearer feel less sticky. However,
that is one of the reasons why people think
they do need to change their pads several times
a day. But in reality, sanitary pads need to be
changed every two or three hours, otherwise
there is a risk of bacterial infection.”

Since the middle layer is wood pulp, it’s not
surprising that the Ira Concept sanitary pads
fill up faster. This is because wood pulp has
less absorption capacity than the SAP gel
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other sanitary napkin brands use. When the
SAP combines with blood, it forms a gel that is
difficult to decompose.

However, Warangthip was still worried that
customers would view sanitary napkins being
filled quickly as a disadvantage. So, she
began working towards “slowly adjusting the
behavior of customers towards focusing
on good feminine hygiene that is also
environmentally friendly”.

Warangthip chose to cut her marketing budget
and take a more holistic approach, by not
only offering an eco-friendly alternative but
also promoting positive perceptions about
menstruation. The aim was to empower women
to make informed choices, while reducing the
stigma around periods. By emphasizing comfort
and environmental responsibility, Ira Concept
has created a strong market position that
resonates with its customers.

Most women who had started buying Ira
Concept sanitary napkins said in the same voice
that they are “light and comfortable like a
cloud”. This was also cited as the reason for
them to continue buying. Another concept Ira
introduced was a subscription model for sanitary
pads, making it convenient for customers to
receive their products regularly. This model
does not just ensure a steady customer base
but also supports the brand’s goal of reducing
single-use plastic waste.

Over the 3 years of Ira Concept, it has become
a driving force for Warangthip to develop herself
and continue reinforcing the brand’s goal - to
“destroy period poverty” and to remind
women that they do not have to trade comfort
for saving the planet.
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Another service

Ira Concept offer is

a subscription model,
making it convenient
for customers to receive
their pr8ducts
regularly.
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TATTER MATTERS
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Chief Executive Officer and Co-founder moreloop Co., Ltd.
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Growing business based on the circular
economy concept.

Increasing the value of excess fabric in
the textile industry as raw materials that
are beneficial to small businesses in the
production ecosystem.

Using digital technology to solve funding
constraints.

The world has utilized the concept of production
in a Linear Economy for many decades, resulting
in the extreme extraction of natural resources.
When the rate of economic growth, including
an increase in population, reached a certain
threshold, limited natural resources began
to deplete. The escalation in waste quantity
contributes to changes in global temperature.
Therefore, the Circular Economy has become a
concept to which all roads must lead to adjust
the balance between humans and resources,in
order to reduce the impact on the environment,
as well as to create new business opportunities.

Moreloop was founded by 2 promising young
entrepreneurs: Thamonwan Virodchaiyan, the
second-generation heir of Apparel Creation Co.,
Ltd., an export garment factory, and Amornpol
Huvanandara, a former financial analyst at
a bank. Using funds from the Sectoral Social
Innovation Program of Thailand’s National
Innovation Agency (Public Organization) or NIA,
they set out to launch their business.

Two distinct perspectives on the concept of

“Pain and Passion” served as the impetus
for the 2 founders to establish their business.
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Amornpol’s passion stemmed from his desire to
use the potential of digital technology to create
an eco-friendly business, particularly to address
the issue of waste management.

As for the pain points, they were derived from
Thamonwan’s personal experiences as the
heir to an export garment factory. She foresaw
that in every customer production order, the
factory would need to order 3-5% of additional
fabric in case of an emergency, resulting in an
excess of fabric in Thailand’s textile industry
of approximately 3.5 hundred thousand tons
per year. This enormous quantity of fabric can
produce up to 700 million shirts annually.

“After speaking with several garment
manufacturers, we discovered that they
encountered a similar challenge related to an
excess fabric just as we did. Therefore, it
became evident that establishing a commercial
venture utilizing the leftover fabric would
be a promising opportunity. Currently, our
system encompasses a network of 70 garment
manufacturers with a total of over 3,000
stock-keeping units (SKUs) or over 1 million
yards of fabric. It is important to note that this
data represents a fraction of less than 1% of
the surplus fabric resources available across
the country. The greater the amount of data
that Moreloop can gather on these fabrics
and input into the system, the greater the
potential for generating opportunities through
their conversion into raw materials for other
enterprises prior to their degradation.”

The utilization of digital technology was
employed as a solution to address the
challenges associated with investment capital,



which necessitates a significant warehouse space

and extensive financial resources. This approach
aimed to handle excess fabrics systematically
and conveniently, enabling the application
and presentation of relevant information to
customers.

Moreloop establishes its brand identity by
harnessing positive energy rooted in the
principles of the Circular Economy. Rather
than addressing the issue of textile industry
waste directly, Moreloop prioritizes problem-
solving for individual customers as a means
to address this concern. The difficulty in our
scientific communication approach was found

in the beginning stage. Therefore, we strived
to furnish consumers with comprehensive
and substantiated data regarding the extent
of interest expressed by other organizations in
partnering with Moreloop for the purpose of
mitigating their environmental impact.

By collaborating with scientists to determine the
positive impact of Moerloop’s business, we are
able to calculate the amount of regenerative
carbon reduction that occurs after producing
or selling excess fabric to customers, as well as
the equivalent driving distance. This enables
consumers to take in information that is typically
difficult for the public to understand.
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“When matching fabrics with corporate clients
or providing fabrics to designers, there is a strict
protocol to follow due to the limited availability
of excess fabrics in terms of quantity and color
options. If you intend to produce clothing for
your customers, you must first ensure that they
approve your method of work. Creativity can
be combined to provide a product overview
and quantity based on consumer satisfaction.
However, if the design process has been
discussed and it still does not work, we must be
honest with our customers and tell them that it
would be preferable to collaborate next time.”

If the excess fabric matching can successfully
produce pieces of work from the collaboration,
it will make our customers proud as an
organization that participates in resource
circulation and can communicate these stories
to outsiders about how the uniform was
obtained through a compromise with Moreloop.

“We seeked communication strengths, such
as Moreloop’s promise to use only old fabrics.
Because our textiles are restricted in quantity,
your apparel is, therefore, one-of-a-kind. We
tried to overcome a limitation by providing value
to these superfluous materials, nicknamed
“The lonely fabric”. Furthermore, we hope to
influence people’s perceptions toward excess
fabrics by using animation as a medium of
communication to show that materials viewed
as leftovers are as precious as they have been
since they were manufactured. As a result, our
brand’s growth is organic and driven by word
of mouth.”

The timing is another crucial factor in making
Moreloop’s name recognizable and assisting
consumers in understanding the message that
the brand wants to communicate. Amornpol
explains that Moreloop arrived just in time.
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People began to learn and appreciate the
environmental impact of production, particularly

among modern consumers, and the term
“Circular Economy” came about to define
the concept of the brand as an early player.
Following that, when the government promotes
the circular economy, Moreloop was also
involved in the interest flow.

Working with organizations to make garments
or selling fabrics to designers relies heavily
on the power of word of mouth. We must do
our best to spread the awareness, as well as
to implement practices like as paying a fair
minimum wage, not using child labor, and
ensuring efficient product sewing.

Moreloop’s future direction focuses on reducing
fabrics in the textile industry as much as possible
and expanding the business to other raw
materials, such as buttons, zippers, and so on.

“We want to operate our business as an
example for future generations that eco-friendly
businesses can grow and become successful in
terms of revenue as well as positive impact on
society and the environment.”
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We want to operate our
business as an example

for future generations that
eco-friendly businesses
can grow and become

successful.
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2018
Launched an online
platform that
transferred leftover
fabrics from the textile
industry to retail
buyers, creating

a circular economy.
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2019
Obtained SCG as the
first significant corporate
customer, and since then,
numerous commercial
organizations have started

acquiring the service.
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2020
Expanded business
model to B2B by selling
social distancing T-shirts
with water-reflective
cotton masks and
offering other Moreloop-
branded items, such as
PPE kits for the public

sector.
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2021
Participated in the
SEED Awards with a
project to encourage
local organizations that
incorporate sustainable
development,
and innovation.
Moreloop won the SEED
Low Carbon Awards
2021.
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Founding a Thai Electric Car Service
Platform.

Aiming to give people better travel
options.

Aiming to solve urban structure problems,
including the scourge of air pollution.

More than 5.5 million Bangkokians spend at
least two hours commuting daily, many of
whom need to take connecting buses or rely on
motorcycle taxis to get to work or home. This
means, there is a large cluster of vehicles and
long passenger queues from morning to evening.
Though this form of travel may be common
place for most middle-class people, it reflects
the problem of traffic congestion caused
by bad urban planning and social disparity.
These issues and Bangkok’s ongoing struggles
with air pollution gave birth to MuvMi - an
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environmentally friendly, easier mobility service
platform designed to make Bangkok more future
ready.

“We devised a name that describes exactly
what it is — a vehicle service that ‘moves’
people from one place to the next anywhere
and at any time. The MuvMi app offers to
transport for short distances of no more than
8 kilometers.”

MuvMiwas founded by “Supapong Kitiwattanasak”
and three partners who were also engineers.
Supapong, a graduate in Architecture and
Business Administraiton, brought his experience
in business to the team’s innovative transportation
solutions. The goal was to create a sustainable
business model that would revolutionize urban
travel.

The existing public transportation options offer
variety, but lack the ability to efficiently connect
people to their destinations. MuvMi’s challenge
was to create a comprehensive transportation
solution that would suit all users’ needs.
Recognizing the need a wider service coverage,
MuvMi embraced the electric vehicle trend to
provide safe, eco-friendly options that do not
contribute to traffic congestion or air pollution.

The project was initially funded by the founders’
own savings, but almost all of it was spent on
trials, until the National Innovation Agency
(NIA) stepped in to fund the first model called
“Tuk-Tuk Hop”. The electric tuk-tuk was seen
as a first step toward solving traffic problems in
Bangkok. The service was initially launched in the
capital’s historic area, the Rattanakosin Island.

“In a classic travel business model, there
are two parts: software [the system] and
hardware [the vehicle]. The hardware should



be designed to match the situation on the road
and Bangkok’s city plan. Hence, small electric
tuk-tuks were designed to deal with Bangkok’s
many small alleyways that cannot be tackled
with larger cars.”

Eventually, the service evolved from 3-wheel
tuk-tuks to four-wheel electric vehicles to multi-
passenger vans. The platform changed from
Tuk-Tuk Hop to MuvMi. The company has also
continuously conducted passenger satisfaction

ECO-INNOVATION

surveys, so every day can be considered a
day of “experimentation” for MuvMi, say the
founders.

Supapong believes MuvMi’s true strength is
covering “all dimensions of a customer’s life”
and offering an experience that goes beyond
traditional ride-hailing platforms. The service
connects with customers on various levels,
providing comfort and convenience that is often
lacking in public transportation. MuvMi gained
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traction among various demographics, including
students, young professionals, the elderly and
even travelers with pets or those who do not
know the language.

When it was launched, MuvMi first began catching
the eye of young people in Bangkok’s Sam Yan
area. These people were new graduates who
had just started working. Most had to rely on
public transport and did not earn enough to hail
a cab every day. Soon after, MuvMi discovered
new groups of users, including the elderly and
foreigners, who have trouble communicating
with local taxi drivers.

Another positive aspect of MuvMi is its
affordability, achieved through a ride-sharing
concept. This system keeps travel expenses
low by distributing them among users in specific
service districts. MuvMi calculates the population
density per vehicle to ensure efficient coverage
and accessibility within these areas.
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Over time, MuvMi has become an integral part
of people’s lives and the service’s presence has
also started influencing real-estate marketing.
For instance, real-estate advertisements in the
Aree area previously specified how many meters
away the property was from the closest BTS
station. Now, however, it highlights how “near
the MuvMi pick up and drop off area” the
property is. This integration benefits businesses
by providing improved transportation access.

Another important factor is saving “energy
costs”, which keeps service charges and
prices low. MuvMi’s primary goal has been
to continue improving existing services,
introducing new features and expanding
its fleet of electric vehicles. By reducing air
pollution and delivering a better environment
to future generations, MuvMi aims to have a
positive impact on the city.

The journey of MuvMi highlights the importance
of community feedback and adapting to
changing trends and needs. The MuvMi
story also reflects the power of innovation,
adaptation and sustainability in transforming
the future of urban transportation.
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Another positive aspect of
MuvMi is its affordability,
achieved through a
ride-sharing concept.

2560 2560 2563 2566
frieduits 4 sty Igsunsatiuayuain NIA siogan Tuk Tuk Hop Futhvneiasoy
WowaIusYUU 9 Tuk Tuk Hop U3M3 u MuvMi Suneaadly Fndnluiudu 1,000 fu
udaguveding fndnlviiufiordndioni e
2017 2017 2020 2023
The 4 founders initiated Received Support from NIA Expanded from Set a goal to Increase
moves to future to Launch Tuk-Tuk Hop, an Tuk-Tuk Hop to MuvMi  the Number of Electric Tuk-
develop the Thai mass Electric Tuk-Tuk Service for and began trials in the Tuks to 1,000 Cars.
transit system. Exploring Old Bangkok Sam Yan area
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FOOD DELIVERY
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Transforming small aspirations into
a business with significant future growth
potential.

A food ordering platform that allows users
to access low-cost meals while also
reducing food waste.

Using technology to replace the traditional
method of handling leftover food, helping
restaurants reduce costs.

Today, there are many applications for ordering
food available for users to choose from, but
what good would it be if a food ordering app
could help users buy quality food at a lower
price, while restaurants could reduce the cost
of food waste generated in the business and
contribute to minimizing global warming as well?

Oho! is a green food ordering application
founded by Varitthorn Mungkornthongsakul,
CEO and Co-founder Oho Tech Co.,Ltd., who
openly admitted that he didn’t know much
about sustainability to begin with. While
studying in England, a senior university friend
demonstrated how simple it is to help the
environment by keeping plastic bottles separate
and disposing of them in the proper location.
That was a small step toward Varitthorn caring
more about the environment.

He had the opportunity to work in the restaurant

business after graduation by running a cloud
kitchen for a premium Japanese food brand.
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One of the problems he was dealing with at
the time was food waste. This was because
the fresh items ordered into the store had a
maximum shelf life of about 7 days, so it was
necessary to anticipate customer demand and
manage the stock well in advance. A kilogram
of food waste generated can be worth up to
3,000 baht on average.

Even though he attempted to manage the
food stock by offering discounted products
through the store’s channels, the potential
impact was on the price structure and brand
image. After encountering such a problem, the
idea of business development was born with
the concept of a 3-Win Solution, which is that
stores can reduce the cost of food waste and
consumers have access to high-quality food at
a more than 25% lower price. More importantly,
a large amount of food waste, which is a major
source of greenhouse gases that contribute to
global warming each year, can be reduced.

“In the past, businesses that carried out
environmental issues often came with a higher
price and more complicated processes, but
Oho!’s business model was simpler because
everyone who used the application to order
food could help solve the problem of food
waste, which accounts for 10% of the sources
of greenhouse gas emissions and is affecting
global warming more and more as it is today.”

The food business consists of 3 supply chains:
producers, distributors, and consumers. Ohol
introduces innovations for a discount food
ordering platform that connects distributors,



stores, and consumers. The use of the random
box concept to help solve problems for
customers on the store side so that it can be
managed more easily is the innovation on
the dealer side. Previously, merchants had to
count how many products they had left, but
Ohol! solved this problem by implementing the
concept of random boxes to set up sales for
users, making the process easier.

People are already looking for value for money
in today’s market. Oho! makes it easier for them
to get the food they want at a lower price by
matching them with products that stores must
sell quickly before they expire and become
food waste. Ohol is also the first discount food

ECO-INNOVATION

ordering app, allowing users to follow their
favorite restaurants and be the first to know
when the restaurant offers discounts on various
menu items.

“For example, suppose a restaurant has
thousands of followers on our platform. A
notification will be sent to users in a variety
of ways when the restaurant has 10 sets of
products that they want to sell out quickly
within an hour. We believe that once notified,
all ten product sets will be sold out in a matter
of minutes.”

Although there is a clear idea of becoming
an intermediary to help restaurants solve the
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problem of food waste and deliver quality
food at a lower price to users, there were
difficulties in communicating the concept with
merchants at the start of the business. Because
there are few solutions to the problem of
food waste in Thailand, it takes explanation
and experimentation to create a platform for
merchants to understand how to utilize it.
The store discovered that Oho! was created
to solve problems that merchants had already
solved offline but made more convenient
through an online system after taking the time
to understand the business concept.

“At first, merchant customers may be confused
by the concept. This made getting the first group
of customers difficult, but once there were 1-10
stores, we could access other stores more easily
and quickly because merchants don’t have to
go through a complicated process. To make it
more affordable, only about 25% of the GP fee
is invested in food delivery costs.”

Another problem that Oho! observed was
that the restaurant locations on the app are
dispersed. Because the app does not yet cover
all of the areas for users, those who live far from
the stores must pay expensive delivery fees. As
a result, we solved the problem by running a
promotion in which we gave away free shipping
codes. Simultaneously, the long-term solution
is to try to get as many restaurants as possible
into the system so that the distance per order
is gradually reduced.

There are currently 1,300 food stores on
the system, with 40% being bakery, dessert,
and snack shops and 60% being Thai, Italian,
Japanese, Korean, and other types of restaurants.
Oho! plans on expanding into supermarkets in
the future because it believes it has a high
potential by using Application Programming
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Interface (API) technology to connect with each

supermarket’s back-end systems to see the
stock in real time. When a supermarket needs to
clear something, it will instantly cut onto Oho!’s
system, adding it as another feature tailored to
supermarkets. On the user side, Oho! is working
on a system that will allow users to order items
from multiple supermarkets nearby with a single
click and will be available in early 2024.

“In the future, Al systems will be used to predict
production and order food upstream to reduce
food waste from the start, but if there are any
leftovers, the system will automatically cut off
sales in Ohol, allowing merchants to have Oho!
as a ‘Food Waste Manager’, to help solve the
problem at the source”.
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In the future,

Al systems will be
used to predict
production and

order food upstream
to reduce food waste
from the start.
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A toy company that has pledged from
the start not to harm society or the
environment.

Developing new business opportunities
with a core value centered on societal
and environmental improvement.

Adopting cutting-edge innovations to make
the manufacturing process environmentally
friendly.

“Toys” and “Sustainability” are 2 terms that
are unlikely to be associated, but PlanToys has
been doing something seemingly unrelated for
more than 40 years. We started a business when
the term “Sustainable” was not as well-known
as it is today. PlanToys manufactures toys out of
rubber wood grown in Southern Thailand with
the hopes that the products will help children
grow up well and drive a positive change.

PlanToys was founded on the idea of one of
its founders, Vitoon Virapornsawan, who was
committed to a singular corporate philosophy:
never disrupt society or the environment. He
first set out to establish an architect firm called
“Plan Architect” with a group of graduates
from Chulalongkorn University’s Faculty of
Architecture. Following that, Plan Group
expanded its business to other fields, such as the
Rak Luk Kindergarten, which is taught using the
concept of “Play-Based Learning” in the belief
that children today will grow up to be people
who can change the world, and their mindset
should be cultivated from an early age. From
the kindergarten business, the group built on
its educational knowledge to offer appropriate
teaching materials and help develop children
effectively, such as toys under the “PlanToys”
label.
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When founder Vitoon retired from the
company, his nephew Kosin Virapornsawan,
the current Managing Director of Plan Creations
Co., Ltd., took over as the company's second-
generation heir. Kosin pursued a Master’s Degree
in Integrated Marketing Communication at
Queenland University of Technology in Australia
after graduating from Thammasat University with
a Bachelor of Economics. When he returned
to Thailand, Kosin worked for a leading private
company before joining the family business and
significantly helped strengthening the PlanToys
brand.

“In order to strengthen our brand, we hired a
professional consultant to assist us in discovering
our true identity. After conducting marketing
research, we found that the brand identity in
terms of being a good corporate citizen is
extremely clear: we do not harm society or the
environment. We call the day-to-day execution
process “Sustainable Execution”, and it covers
3 dimensions: Profit, People, and Planet.”

Each of the 3 components have been combined
into a three-part operating policy: 1) Sustainable
Play is a profitable way to do business in order to
care for people, society, and the environment;
2) Sustainable Way is a sustainable business
process; and 3) Sustainable World is a way to
share and care for society and the environment.

PlanToys’ image as a company that has been
designing and manufacturing wooden toys for
over 40 years is apparent. The company had
expanded into new territory by changing its
business model from that of a manufacturer
to a play designer, but it was still positioned
in the same core business of making toys and
creating play experiences to fulfill the needs
of social and environmental friendliness. This is
PlanToys’ current business growth tendency.
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Toys are considered an element as the play
itself is more intriguing. In addition to having the
opportunity to design a play exhibition for Chula
Architecture, it appeared that the feedback
had been extremely positive, thus the concept
of play was used to construct the “Forest of
Play”, a play area in PlanToys’ factory in Trang
Province. The company also started a new
business, “Play Space”, a design service for play
areas for various projects, including shopping

malls or property developers that require this
type of space.

The transition from toy designer and manufacturer
to play experience designer as a service provider
allows PlanToys to produce toys that are not
only suitable for children but also for elderly
people who are at risk of developing amnesia.
Kosin recognized another possible target group
known as the “Sandwich Generations”, which
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refers to those who are responsible for their
children while also caring for their parents.
PlanToys has differentiated itself from the
market by targeting audiences that desire toys
for individuals of all ages and the ability to play
together.

Another goal of business expansion for next
year is to create a new generation of toys called
“Better Aging”, which currently comprises
7-8 product lines. The company intends to
participate in the Aging Fair in Germany, a market
where players are scarce.

Even while the company is expanding and
growing in new directions, it is still not meeting
the high degree of sustainability that was
expected. PlanToys’ current strategy is to
focus on reducing its carbon footprint, as
both customers and partners are beginning to
pay more attention to the issue, particularly
core customers such as bio-parents, who are
concerned not only with the safety of each toy
but also with environmental responsibility and
people’s equality.

As a result, PlanToys is devoted to developing
environmentally friendly production techniques
with more intensive technologies. The original
recycled rubber wood used to make toys
was replaced by new innovations that solve
problems and improve production processes,
such as not injecting chemicals into rubber
wood, a type of wood with a high starch content,
to keep insects like moths and molds at bay, and
switching to temperature and humidity control
to keep insects from eating rubber wood.

Furthermore, the company obtained funding
from the National Innovation Agency (a
public organization) to help extend the wood
treatment process. PlanToys’ wooden toys are
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chemical-free thanks to the use of microwave
waves, which have been demonstrated in
studies to kill the eggs of wood-eating insects.

PlanToys also employs the circular economy
concept to add value to waste from the
manufacturing process. By mixing sawdust with
organic paints and adhesives that do not contain
formaldehyde, “Planwood” was invented
as a new material that reduces waste in the
production process and can also be used to
make toys that play in water. This had made
possible to open the door of commerce to a
large number of new clients.

PlanToys began its toy rental business with
an objective of shifting from selling toys to
toy rental services in order to reduce carbon
emissions from toy production, which are
increasing year after year.

PlanToys’sustainable goal is to be a carbon-
neutral toy company by 2025. Despite the
challenges, PlanToys has drawn out a step by
step approach to the manufacturing process
and is looking for innovative carbon-reduction
technologies to meet these targets.
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Passion for wine and chemistry background
gave birth to a drinking water system

that addresses both business and
environmental needs.

A water purifying service that follows the
principles of “Don’t Recycle, Refill”.

A brand that helps people get the most
out of water.

Anusorn Lohaphantakit, the creator of RYNN
— Mineral Preserved Drinking Water System,
has been surrounded by chemicals for most
of his life. He chose to study chemistry at King
Mongkut’s Institute of Technology Ladkrabang
and later developed chemical catalysts for
the plastic and polymer industry. Afte that,
he veered into the water-treatment industry,
where water was de-ionized to remove minerals
to prevent reactions while being used in
industrial applications.

However, his relationship with water and
chemicals was not the only thing driving
Anusorn. His passion for wine, especially Italian
wine developed during his many study trips to
ltaly, drove him to start importing Italian wines
and European food products. This gave birth
to “Texica Wine”, which helped him lay the
foundation for building relationships with hotels
and restaurants, and this eventually led to the
creation of RYNN.

When COVID-19 arrived, it became a crisis

for many businesses, but for Anusorn it was
an opportunity to apply his water-treatment

168

knowledge to solve the problem of drinking
water quality in hotels and restaurants. He
identified issues related to stored tap water
losing its chlorine disinfection over time, making
it a breeding ground for germs.

“The water filtration system of hotels in
Thailand is the same as in the West. However,
each country’s water quality is different. Our
water is chlorinated to control the growth of
germs, but it is still not drinkable. In the West,
though, their water can be used to cook and
drink. The water filtration systems that are used
with our water are incompatible. However much
the water is filtered, residues follow.”

Anusorn’s expertise in chemistry and water
treatment inspired him to invent a water
filtration system that eliminates germs using a
nano-sized filter. This system retains beneficial
minerals while ensuring that the water is safe to
drink, in contrast to the conventional microfilter
systems that do not address water hardness.
If the water is too hard, it can create heath
problems. Therefore, it can be said that RYNN’s
strength is the “Nano Filter Initiative”.

In addition to developing a water filtration
system that is suitable for Thai tap water,
Anusorn also hopes RYNN’s system will help
reduce waste and minimize environmental
impact in several ways, especially in the form
of plastic and glass bottles used in the hotel
and restaurant business.

“When looking around in restaurants at the
end of the day, | realized that a lot of waste
is generated in the form of plastic and glass
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bottles on a daily basis. The same applies to
hotels,” Anusorn said.

“RYNN’s goal is to achieve Zero Transportation,
Zero Waste and Zero Virus/Bacteria. Normally,
mineral water is imported from overseas, which
has a higher shipping cost than the water cost.
This also creates an enormous amount of air
pollution. The next is Zero Waste. With the RYNN

water filtration system, you will no longer need
to buy plastic and glass bottles. Finally, Zero
Virus/Bacteria can be achieved with RYNN’s
nanoscale resolution that can filter out all
viruses and bacteria.”

The first customer to use RYNN was a resort

in Bang Krachao, a community that suffers
from salt water flowing into the water supply
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system. Anusorn, in response, developed a
water filtration system that is versatile and
adaptable to different water sources, whether
it is groundwater, rivers or reservoirs. Another
thing that makes RYNN’s water purifying system
special is that it offers several options for drinking
water, including cold, room temperature and
sparkling water, which also has practical benefits
for food pairing and taste enhancement. This
is the reason why most luxury restaurants sell
sparkling water.

RYNN has also become the first Thai brand
to invent a water filter with a carbon dioxide
carbonation system in collaboration with Cellj,
a manufacturer of beverage coolers.

“During the COVID-19 pandemic, we learned
that the properties of copper help kill germs
and maintain water temperature very well.
Therefore, all internal pipes are made of
copper. When the water is at a constantly low
temperature, carbon dioxide can be gradually
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added. The lower the temperature, the finer
the bubbles. In comparison, normal soda
water has larger bubbles. As hot air causes
carbon dioxide to rise until it accumulates
at the bottle’s mouth and it is pushed back
down again when the bottle is closed. With
this constant movement, the water does not
get cold enough and the soda is less fizzy.”

RYNN’s success has also led to plans for
expansion, including water purifiers for offices
and homes. It is currently working on smaller
water purifiers that can be installed in offices,
while retaining the ability to produce various
types of sparkling water. The company is also
eyeing options for water filtration systems that
can be installed at home.

In line with its “Don’t Recycle, Refill” concept,
RYNN has also collaborated with Ocean Glass
to produce bottles that use minimal plastic
and have wider mouths for easy cleaning.
So far, there are 60 such specially-designed
water containers.

Anusorn’s journey with RYNN showcases
the potential for innovation that arises from
expertise and passion. His approach not only
approves water quality and its accessibility, but
also contributes to environmental sustainability
by reducing waste and energy consumption in
the water purification process.
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Our intention is
to develop water
filtration system
that matches
the needs of the
business sector
and has a
sustainable

impact.
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Envision the energy transition as a business
opportunity.

Make a statement with the most stable
and user-friendly application.

Be Thailand’s first electric vehicle charging
provider, with intentions to expand into
regional markets.

New business opportunities can emerge as a
result of shifts in the energy sector, but only
for those that recognize them early, are willing
to take risks, and act swiftly.

Peerapatr Sirichantaropart, Managing Director
of SHARGE Management Co., Ltd., also known
as SHARGE, is one of the people who have
capitalized on these possibilities. He initiated
the business of electric vehicle charging stations,
and in just a few short years, it has established
itself as one of the industry leaders in the
equipment and installation for charging electric
vehicles, despite that it is not a company under
significant capital firms.

Peerapatr had no prior experience in the
automotive industry; rather, he commenced his
investment career at the well-known advisory
firm, the Quant Group, after graduating from
Bentley University in Boston, Massachusetts,
with a bachelor's degree in economics and
finance.

In the United States, he saw the changes in the

automotive industry that had occurred from
his days as a university student until he began
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working at a corporation. His attention had been
sparked by the debut, marketing, response, and
growth of Tesla’s first electric car brand, which
catapulted the reputation of electric vehicle
around the world.

Furthermore, coupled with social trends toward
global warming, it urged all sectors to cut
carbon emissions into the environment. Many
governments have begun to advocate for joint
regulations to reduce the effects of rising global
temperatures. To attain carbon neutrality,
governments in each country must eventually
move from combustion to electric vehicles.
Peerapatr then headed back to Thailand to
begin his business related to the transition
process.

SHARGE was founded in 2018, when Thailand
only had a few first-generation Tesla owners
driving cars imported by independent importers.
Most of the eco-cars on the road were plug-in
hybrids from Western automakers. This made
it evident that the future of automobiles must
be 100% electric.

However, because it was difficult to estimate
how long the shift to electrification would take,
SHARGE sold its buy-to-sell EV chargers at the
early stage of business.

Automakers were gradually unveiling new
electric vehicles as the market suggested greater
clarity. It was an excellent time to expand
the electric car charging station business, thus
Peerapatr devised a business model based on
the Night, Day, and On-the-Go strategies to
accommodate consumers’ usage behavior :



Night : Charge the vehicle at home at the
night time.

Day : Charge the vehicle at a destination
during the day, e.g., a shopping mall,
an office building, or a hotel.

On-the-Go : Charge the vehicle while traveling

Or Crossing provinces.

The plan for developing charging point
infrastructure began at residential homes and
progressed to sites that people visit on a daily

ECO-INNOVATION

basis, such as office buildings and retail malls.
Then there were the locations on the road as
people traveled through provinces.

Installing charging stations is a lucrative
business that requires substantial investments.
Peerapatr used his financial experience to find
investment partners. Bangkok Cable, Sansiri,
and Bangchak were among the first groups of
partners, providing an advantage in establishing
home charging stations in all types of residential
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complexes, petrol stations, shopping malls, and
office buildings. SHARGE was able to extend a
number of charging stations and was considered
to have secured the ideal locations before
anyone else.

“Installing charging stations in various locations
is a game similar to the competition for
location in the real estate sector. To generate
an advantage, SHARGE chose to engage with
partners who are already outstanding in terms
of location.”

To differentiate itself from the expanding number
of EV charging station market players, SHARGE
has opted to install the largest and quickest
charging stations with super-fast charging and
high-power charging options with a minimum
charge time of only 10 minutes, the fastest in
Thailand. A joint venture with the Provincial
Electricity Authority (PEA) was formed to seek
the next round of collaborations to develop
transmission lines and station infrastructure.
The company secured partnerships with energy
brands to install the charging spots, as well as
cooperating with Chinese and European electric
vehicle manufacturers to build a customer base.

Aside from its location and charging time,
which should take the least amount of time,
the charging station business also needs
an application to connect with customers.
Peerapatr wasn’t afraid to take things a step
further by making his platform the most stable
and user-friendly on the market.

“SHARGE has developed the application far
ahead of its competitors because it is easier to
use by simply tapping into the 3-step activation
system. In the case of customers using BYD,
Porsche, and Mercedes-Benz vehicles, the
application has direct access to the vehicle
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system, knowing who owns it and what credit
card it is tied to.Because customers can connect
to the charger and start charging right away,
it is easier than entering commands through
the app.”

The platform is recognized as a cross-border
integration application thanks to SHARGE’s
international EV charging application
development standards and services. With
the ability to connect SHARGE’s application
to a Porsche vehicle in Malaysia and perform
high-power charging (HPC) at a Shell petrol
station. As a result, SHARGE became Thailand’s
first EV charging provider to offer regional EV
charging services.

“Now that SHARGE has a clear income basis
from installing electric vehicle charging stations
and managing systems for customers who
charge the EV cars at night and during the day,
we are focusing on expanding our charging
business across provinces to cover every 200
kilometers to meet the needs of sustainable
lifestyles and help reduce environmental
pollution.”
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We aim to expand
our charging services
across provinces,
ensuring coverage
every 200 kilometers,
aligning with
eco-conscious
lifestyles and
mitigating
environmental
pollution.
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@ A visionary Economics graduate, turning
traditional simple mats into creative design
masterpieces with remarkable value

® Overcoming challenges through strong
partnerships.

® Embracing diversity and fostering mutual
learning across generations through open
communication and attentive listening.

Throughout history, mats have been cherished
commodities in many households, serving a
multitude of purposes. From providing comfort
during relaxation, rest, and meals in ancient
times, to their essential roles in temples and
markets, they have been known by familiar
names like 'temple mats,' 'market mats,' or
'Som Tam mats'.

As times have evolved, the use of these mats
in Thai society may have diminished somewhat,
but the legacy lives on in the hands of Nontikan
Asarasakorn, the visionary behind Agora Design
Mat and Laluek Mat Wreath. As the third-
generation heir to Mallavi Plastic Weaving Factory
Co.,Ltd., the oldest weaving factory in Thailand,
Nontikan aspires to reimagine the potential of
woven fabrics beyond the conventional notions
that many people are accustomed to.

"Our family has been making plastic mats for
over 50 years in a plastic weaving factory. Back
then, we didn't have a clear brand name, just
simple labels like 'Kwang,' 'Chang,' or 'Nok/,
(‘Dear’, ‘Elephant’, or ‘Bird’) for easy reference.
We used to sell our products wholesale to
convenience stores and even neighboring
countries.
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Recently, we've observed a drop in the demand
for our classic woven fabrics. On top of that,
there's rising awareness about environmental
issues, and everyone is taking this matter
seriously.As a plastic product manufacturer,
we're facing a significant challenge: How can we
sustain our business while tackling these two
significant concerns?

This challenge has sparked Nontikan's belief
that as a plastic product manufacturer, there's
so much more that can be done with the
existing materials beyond just making mats.
In 2015, she embarked on designing a fresh
lineup under the brand “Agora Design Mat.”
Her creative journey kicked off with everyday
essentials like wallets, notebook bags, tote bags,
and flip-flops, eventually branching out into
home decor products.

Transforming old products into new, distinctive
ones not only rejuvenates our family's traditional
business but also plays a role in revitalizing
and preserving the environment. This creative
approach generates positive impacts, fostering
business growth while addressing both
environmental and societal challenges.

Currently, Agora Design Mat products are
crafted using 100% recycled plastic. The
quality of materials has been upgraded to
the same PP grade used for rice bags, cement
bags, straws, and opaque bottles. The use of
recycled materials helps reduce plastic waste by
approximately 5-6 tons annually. Additionally,
the weaving process has evolved from single-
layer to double-layer weaving, resulting in softer
and more comfortable mats that are more
durable for use.

Moreover, there has been a shift in design to
better align with contemporary aesthetics. Both



patterns and colors used in the designs have
transitioned from traditional motifs commonly
seen in the market, such as swans and dragons,
to graphic patterns. The color palette has also
transformed from primary colors like green,
blue, yellow, and red to pastel shades and
more harmonious tones to cater to customer
preferences. This evolution has paved the
way for 'made-to-order' products, allowing
customers to customize items to align with
their own brands.

CREATIVE POWERHOUSE @

Although Agora Design Mat has experienced
significant growth in recent times, Nontikan
still envisions expanding the business in areas
of particular interest to her, which revolve
around societal and environmental dimensions.
Recognizing the deep-rooted connection
between her family's original woven plastic mat
products and temples, she sees an opportunity
to develop a new product line that aligns with
this theme.
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In 2019, under a new brand “Laluek,” the
lady with a great vision established a line of
eco-friendly plastic wreaths. This initiative idea
was sparked from her observation of traditional
wreaths, though beautiful, which often become
waste after use, contrasting with the potential
utility of wreaths that usually lack attractive
appearances. Nontikan aiming to transform this
practicetook advantage of this gap to create a
business opportunity and provide a purposeful
alternative.

By transforming existing recycled plastic mats
into recycled plastic wreaths, this initiative meets
the requirements of beauty, environmental
preservation, and practical usability. Each wreath
consists of three components: a recycled plastic
mat measuring 1x2 meters, a 50-centimeter-size
niche on the back of the wreath, and decorative
flowers. These flower decorations encompass
various types, including artificial flowers, funeral
sandalwood flowers, and fabric flowers. All three
components can be repurposed for further use.
The response to the products that have been
extended from the legacy business of both
Agora Design Mat and Laluek Mat Wreath has
been quite positive in recent times. However,
Nontikan acknowledges that there have been
challenges along the way, serving as tests of
capabilities, primarily due to the development
of new product lines that differ from what was
previously done. Therefore, a key factor that has
allowed overcoming these obstacles is having
a robust network of partners.

"At first, | took cues from social media and
tried to mimic what others were doing when
working on the new products. But when things
got trickier, | didn't hesitate to seek advice
from the pros — teachers, experts, you name
it. I even teamed up with suppliers who had
more expertise than me. Amazingly, it not only
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improved our production process but also
gave us new ways of looking at our products.
Sometimes, we felt like we could overcome
hurdles because we had this awesome network
of partners who were there to help us find
answers."

As a third-generation heir, when asked about
the secret to working harmoniously with the
first and second generations of management,
Nontikan believes that collaborating across
generational gaps requires patience and a
genuine effort to understand the differences
in perspectives due to age. This understanding
allows for mutual comprehension, overcoming
conflicts, and progressing the business in a
sustainable manner.

“Certainly, clashes between different
generations working together are pretty common
in any business. In the past, we used to have
our fair share of disagreements. Thankfully, the
first and second-generation executives were
open-minded and rational. They were always
up for a rational conversation, listening to
different perspectives, and keeping emotions
in check. | think part of their approach might
have been influenced by the fact that in their
time, there were certain risks that made them
more cautious when making decisions.Times
have changed. Faster communication methods
and tech advancements now facilitate more
efficient connections and conversations. It's
easier to find common ground, which has
significantly smoothed out our collaborative
efforts and made the whole workflow much
more seamless.”
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Introduction of woven
recycled plastic products
under the brand “Agora

Design Mat”, starting
with everyday items and

expanding to home décor.
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We used to have our fair
share of disagreements.
Thankfully, the first
and second-generation

executives were
“open-minded and rational.
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Founding of the
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@ A student from Silpakorn University's
Faculty of Arts becoming Asia's Best
Female Chef (2013).

@ The aspiration of becoming a chef has
given rise to Bo.lan, a Michelin Star Thai
restaurant.

@ Operating on the Zero Food Waste concept,
the restaurant strives to minimize its
impact on the environment.

From childhood enjoyment of cooking and
assisting parents in the kitchen, a young girl's
aspiration to become a chef and establish a
restaurant was sparked. This evolved into the
inception of the Thai restaurant “Bo.Lan”, driven
by the commitment to elevate the wisdom of
Thai cuisine, using locally sourced, seasonal,
and chemical-free ingredients. The restaurant
operates while recognizing the significance of
sustainable organic farming.

Bo.lan was founded by “Duangporn Songvisava”
or Chef Bo together with her husband, Dylan
Jones, an Australian chef who loves Thai food.
The name “Bo.Lan” is a combination of their
names, Bo and Dylan.

Chef Bo was born and raised in Bangkok. She
completed her nutrition studies in Australia.
Before furthering her education abroad, she
initially pursued studies in the Faculty of Arts
at Silpakorn University but realized that her
passion for culinary arts exceeded her interest
in literature critique. Despite her mother's
disapproval due to the perceived hardship and
tiredness of cooking, Chef Bo shifted her focus to
restaurant management studies, which closely
aligned with her deep love for cooking.
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Subsequently, Chef Bo pursued a Master's
degree in Gastronomy, a field that delves
into the art of dining. This field encompasses
sociology, economics, politics, culture, and
local wisdom, all of which contribute to the
understanding of general eating habits. Chef Bo
skillfully applied these concepts to her culinary
creations at Bo.Lan.

After completing her master's degree, Chef
Bo began her passionate culinary career. She
started with an internship as a chef's assistant
at a five-star hotel in Thailand before going to
work as a senior chef (Senior Chef de Partie) at
a renowned restaurant in the United Kingdom.

“I love to cook because | want everyone to
be happy from the food | make. Food can
make people happy. When you cook delicious
food, others will be happy. | absorbed cooking
from my parents who loved to cook. Both of
them were not chefs but enjoyed being in the
kitchen. They were happy to see their children
return from school to a table filled with food
everyday.”

Chef Bo revealed that she didn't grow up
exclusively with Thai cuisine due to her
Taiwanese father and Teochew Chinese
mother. The meals her parents cooked were
predominantly Chinese, often featuring soup as
the main component. However, her exposure to
Thai cuisine expanded while studying abroad.
When it came time to work on her thesis related
to Thai food, extensive research was necessary.
Through this process, Chef Bo realized her lack
of knowledge about Thai cuisine. This realization
prompted her to value the importance of
preserving Thai culinary wisdom.

After completing her thesis, Chef Bo received
advice to work with David Thompson,



a Michelin-starred Thai chef in London,
England. David Thompson is a chef who
possesses genuine knowledge of Thai cuisine

and its authentic ingredients due to his
proficiency in the Thai language, which enables
him to read Thai cookbooks.

“Working in London opened my eyes to the
fact that there is a depth to Thai cuisine that
I wasn't aware of, but there are others, even
non-Thais, who are knowledgeable about it.
When working with David, he often emphasized
the importance of relying on skills rather than
relying heavily on equipment. For instance,
when making fried shallots, everyone had to
help slice them with a knife. Whenever David
opened a package of ingredients ordered from
Thailand, he would ask about each item's
identity. However, | couldn't always provide
answers, which ignited a desire to know our
own ingredients better. This realization became
a significant reason for my aspiration to return
to Thailand and open a Thai restaurant.”

CREATIVE POWERHOUSE @

Bo.lan's essence lies in presenting and preserving
the authentic taste of Thai cuisine. Collaborating
with local farmers, it upholds Thai culinary
heritage by utilizing organic, seasonal ingredients.
The restaurant emphasizes using ingredients that
can be made in-house, such as freshly squeezed
coconut milk, house-made curry paste, and
Sriracha sauce. For items that can't be produced
in-house, like coconut sugar, shrimp paste, and
fish sauce, it sources from local products deeply
rooted in the community's way of life. This
approach reflects Thai eating culture and forms
the core of our culinary creations at Bo.lan.

Bo.lan's culinary philosophy is a guiding
principle rooted in belief and attitude toward
cooking, emphasizing the use of ingredients
and seasonings indigenous to Thailand. It
prioritizes supporting natural, agricultural, and
food resources that showcase biological and
genetic diversity.

“We try to take care of the biodiversity of plants
and animals we utilize, particularly focusing
on heirloom varieties. For example, dishes like
vegetables served with Thai chili sauce feature
ingredients like long beans, baby corn, young
watermelon, and bottle gourds. While these
may not be unusual, they are often overlooked
in modern restaurants. Others might use
foreign flowers, but we use Thai flowers, such
as Sesbania and Cowslip Creeper flowers, as
ingredients.”

Within 4 years of opening Bo.lan, Chef Bo
received recognition, being nominated for the
Veuve Clicquot Asia's Best Female Chef Award
in 2013 by Restaurant magazine. Bo.lan also
ranked among the top 50 best restaurants in Asia
according to The World’s 50 Best Restaurants
Academy rankings.
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Expanding her culinary ventures, Chef Bo
introduced “Err” (Err Urban Rustic Thai) which
reflects the fun image of the graffiti-style
decoration of the restaurant. The highlight is
bringing Thai street food to the table using
organic ingredients and not flavored with MSG.
The restaurant also offers self-processed food
such as fermented pork, northern sausage, rice
sausage, etc., all made from natural ingredients.

“If Bo.lan is like a tidy aunt, Erris a playful and
cheeky kid. For example, the fried chicken skin
menu is called “Chicken Movie”. Even though
looking playful like a child. It uses materials
of the same level as Bo.lan.
challenging to come up with Bo.lan's food
program because we have to look at what's

But it's more

in that season, what ingredients are needed,
what are the components, etc. So it's much
more difficult.”

Bo.lan also emphasizes Zero Waste to Landfill
campaigns as a model for a food business that
is fully environmentally conscious from sourcing
to disposal. This commitment aligns with the
goal of establishing a robust Circular Economy,
an endeavor that has been present since the
inception of their culinary ventures.

Eating and cooking are activities that impact the
environment, so Bo.lan strives to minimize its
ecological footprint in every culinary endeavor.
The aim is to create minimal environmental
impact through all aspects of their food-related
activities, establishing Bo.lan as a restaurant with
minimal greenhouse gas emissions and the least
waste production.

Bo.lan's operational process includes waste
separation, sorting paper, plastic, glass bottles,
and organic waste. Organic waste is then
repurposed before being used for composting
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to make bio-fertilizers. They've implemented
a closed-loop water system by collecting
rainwater and water used to wash vegetables,
and storing it in an underground tank to be used
for watering plants and toilet flushing.

Dried shrimp shells are ground and provided to
farmers as animal feed. Leftover cooking oil is
filtered and repurposed to create soap, which
is offered as a gift to customers at Bo.lan. Citrus
peels, including oranges, lemons, tangerines,
and pomelos, are blended to produce Citrus
Pectin and scented cleaning solutions.

Bo.lan also engages in various initiatives such as
workshops (Bo.lan Educational) and ingredient
delivery services (Bo.lan Grocer). Additionally,
they've opened a branch on Sukhumvit 53
that serves as a learning center for sustainable
culture (Permaculture).

Today's challenge for Bo.lan lies in creating
a market strategy that helps Thai people
understand that Bo.lan does not produce
industrial-tasting food. Many Thais still don't fully
grasp what Bo.lan is about. Initially, Bo.lan created
a marketing plan targeting Thai customers, but
now, the majority of their clientele consists of
foreigners who gladly pay the price for the flavors
and ingredients they offer.

Chef Bo remains enthusiastic about rediscovering
forgotten Thai recipes and continues to
enjoy experimenting with the flavors of local
vegetables. This allows her to develop new
dishes and interpret Thai cuisine in her unique
way.
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We try to take care of
the biodiversity of plants
and animals we utilize,
particularly focusing on
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Lﬂw\lmﬁﬁﬁaﬁqﬂuwﬁﬂ (Err Urban Rustic Thai)
Tnefingans Restaurant Tughuvinfeu
2009 2013 2016 2022
Establishing Bo.lan Veuve Clicquot Award for Opening a second Moving Err to
restaurant with Asia's Best Female Chef by restaurant brand Sukhumvit 55
Chef Dylan Jones. Restaurant Magazine. “Err” (Err Urban Rustic Thai) (Soi Thonglor).

in Tha Tien area.
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THE UNIQUELY CRAFTED
ICE-CREAM
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Rarin Tumwattana
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Co-founder, Guss Damn Good Co.,Ltd.
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Natee Charussuriyong

WSOUnoAL USUN Aad naud [a $1Aa
Co-founder, Guss Damn Good Co.,Ltd.
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® Craft Ice-Cream Inspired by Daily Stories
under The Concept “Story To Flavor”.

@ Turning Personal Preference into the
Catalyst for an Innovative Business Venture.

® From Best Friends to Business Partners
: Embracing the New-gen Mindset and
Innovative Working Approach.

A duo of best friends was inspired by their shared
unwavering love for ice-cream to take a venture
into an unconventional ice-cream business
based on the think out of the box approach.
Their distinctive ice-cream shop proves to be a
magnet for the younger generation, captivating
them with its unique charm and innovative vibe.

Guss Damn Good presents a Boston-style craft
ice-cream concept, co-founded by “Rarin
Tumwattana” and “Natee Charussuriyong”.
Their innovative spark ignited during their pursuit
of master's degrees at Babson College in Boston,
USA, by infusing Boston's ice-cream culture into
an unconventional Thai ice-cream haven.

Rarin and Natee graduated with their bachelor’s
degrees from Chulalongkorn University; the
former from the Faculty of Commerce and
Accountancy and the latter from the Faculty
of Engineering. They crossed paths and forged
a close friendship while pursuing their master’s
degrees at Babson College in Boston. This
city, renowned for its abundance of ice-cream
parlors, is a place where locals delight in sharing
their joyful moments. Even amidst the snowy
winters, people eagerly queue up in front of the
ice-cream shops to savor their favorite treats.

“Bostonians relish ice-cream to relive the joyous
vibes of summer holidays. For us, ice-cream

202

isn't merely a delectable dessert; it embodies
a sentiment we aspire to infuse into our crafted
creations. We aspired to set up an artisanal
ice-cream parlor, unlike any in Thailand.”

The distinctive feature of Boston-style ice-cream
is its minimal embellishments or decorations.
Each shop churns and sells its own uniquely
crafted ice-cream, characterized by a light,
smooth, and creamy texture. It occupies a space
between the richness of American-style heavy
cream ice-cream and the denser consistency
of gelato.

Being a crafted ice-cream brand, Guss Damn
Good has also established a unique selling point
by infusing storytelling into its ice cream. This is
achieved through a creative process, “Story to
Flavor,” where narratives are transformed into
taste experiences, each with intriguing names
like Don’t Give Up#18, Another Ride, and
This Must be the Place.

“Every ice-cream flavor conveys a positive story
through its name, a process starting from turning
narratives into emotions and then into flavors.
No reverse calculation happens from taste
to story. Each flavor undergoes a meticulous
blending of emotion-derived ingredients. These
elements are carefully combined with various
types of ingredients, achieving a uniquely
unparalleled taste.”

The brand essences, including product lines,
the craft of ice-cream making, brand evolution,
and the shop's core concept, remain remarkably
consistent. The sole change lies in its business
growth: expanding from 2 shops with under 10
employees to a network of 14 shops employing
over 100 staff. This progression has driven an
enhanced management system and even more
lucid rules and regulations.



“What has brought significant change to the
business landscape is the impact of COVID-19,
which has accelerated the shift of people's
behavior towards online platforms. Guss Damn
Good had to adapt by establishing an online
presence and offering home delivery services.
Online sales have thus surged, accounting for
nearly 50% of total sales. This shift has also
prompted the integration of technology into
the business operations, such as QR payment
methods, reducing errors and enhancing
convenience.”

Rarin and Natee's marketing approach places a
strong emphasis on collaboration with various
brands. Guss Damn Good currently boasts an
array of over 130 ice-cream flavors, with more
than 50% arising from collaborative design
concepts with different brands.

CREATIVE POWERHOUSE @

Natee also shares his favorite ice-cream flavor,
Bonfire. It's a taste he cherishes because it
reflects his personal experiences. The flavor
features a hint of burnt caramel, reminiscent
of campfire moments spent snowboarding with
friends amidst chilly air, the scent of smoke, and
the aroma of marshmallows.

As for Rarin's special favorites, they are Mr.Right
and This Must be the Place. These flavors are
designed for couples. Mr.Right evokes the
enchantment of two people finding each other,
offering a simple yet warm sensation. The
ice-cream takes the form of malt chocolate
pop candy.

“This Must be the Place” takes its name from
a favorite song of a certain couple. It's about

their love story, spending time together in
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a natural, unadorned private setting. The
ice-cream embodies this with its taste of
blueberry lemon sorbet, delivering the true
essence of an unadulterated blueberry aroma
without any added flavors.

“Don't give up #18” is the first flavor of
Guss Damn Good. It originated from Rarin and
Natee's relentless efforts to find the perfect
blend for their fresh milk ice-cream, leading
to the 18th recipe that closely resembled the
taste they experienced in Boston. They named
it “Don't give up #18” as a reminder of their
perseverance, creating a flavor that marked Guss
Damn Good's initial journey.

Guss Damn Good follows a startup approach
in shaping its business growth, defining itself as
a “Damn Good Feeling Provider Business”.
Their aim is to infuse a profound sense of
“Damn Good” throughout every facet of their
operations. While ice-cream stands as their
inaugural creation today, they envision a future
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where various ventures evoke similarly positive
emotions. They're committed to continually
framing their business within the context of
making people feel “Damn Good”.

The 3-5 years goal is to strategize the company's
growth, including the expansion of additional
branches to cover target demographics within
Bangkok and the main city. This year, there's also
a plan to extend the business into Taiwanese
tea beverages, with a focus on unique tea
leaves sourced directly from Taiwanese farms.
Just like Guss Damn Good ice-cream, the aim
is to create easily accessible and delightfully
enjoyable beverages.

In their work, Rarin and Natee have distinct roles
due to their differing skill sets. Natee handles
tasks that require decisive decision-making,
such as calculating various ingredient ratios and
financial management. He also oversees matters
related to investment and branch expansion.
On the other hand, Rarin focuses on creative
thinking aspects, such as designing ice-cream
flavors, marketing activities, and online social
media marketing communications.

Despite occasional different viewpoints, they
both recognize their business partnership as
a strong fit, aligning up to 70% due to mutual
trust and respect.

Guss Damn Good embodies the “Story to Flavor”
idea. They see it not merely as ice-cream, but
as a part of customers' daily lives, evoking their
own positive memories through different flavors
of such treats.

The triumph of Guss Damn Good is embodied
in a place filled with positivity: Guss for fun and
Damn Good for an incredibly good feeling.
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2014
Brand Inception —
Guss Damn Good -
in the Fall Season of
Boston, USA.

2558
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‘17{ Flea Market
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Delivery

2015
Launch of Ice-cream
Sales at Flea Markets

and the Start of

Delivery Services.
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The triumph of

Guss Damn Good is
embodied in a place
filled with positivity:

Guss for fun and Damn
Good for an incredibly
good feeling.

%
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Collaboration A¥ausnify
WUSUA wet n wild wazlali
USMsanvusniicanung

2016
Pioneering Collaborative
Marketing with wet n wild,
along with the Opening of
the Debut Branch in Soi. 1,

Sala Daeng.
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2023

Accomplishment of over
130 Flavors and Expansion

to more than 14 Branches.
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@ Started a business with an investment
capital of 6,000 baht and currently has
a business cash flow of over 100 million
baht.

® From a salaryman who enjoys cycling
to a bicycle business owner who markets
his own brand.

® Developed a marketing strategy based on
a racing team to demonstrate the
performance of riders and bicycles.

Cycling as a weekend pleasure has become
an opportunity for a salaried person to find
an avenue to create extra income from what
he is passionate about. This leads to the
development of a serious business, as well as
the improvement of cycling skills, from cycling
to work to cycling as a hobby and a competitive
sport, all of which are linked to the business of
selling bicycles and bicycle equipment under
the brand “Nich Cycling”.

Nich Cycling, often known as the “Nich” brand
among cyclists, is a manufacturer of high-quality
carbon fiber bicycles. Founded by Chinatip
Boonchokhirunmeta, Thailand’s pioneer of
high-quality road bikes and competitive bicycles,
the company is also one of Southeast Asia’s first
and leading regional manufacturers to produce
custom carbon wheels and frames for bicycles,
which have been widely regarded in the cycling
industry for over a decade.

Chinatip received his bachelor’s degree in
photography and media production from
Silpakorn University. For several years, he
worked for a tourism magazine. Cycling to
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work every day was one of his daily routines,
and he also went cycling as a weekend hobby
with a group of friends on new routes. Chinatip
believed he had a passion for cycling since he
was a child because he remembered going to
a bicycle repair shop to hang out during school
holidays. He began cycling to school when
he was in high school and continued to cycle
regularly during his working years.

It felt more enjoyable to ride a bike as a hobby.
Chinatip began looking into selling bicycle-
related products and equipment as a way
to supplement his income from his full-time
job. Cycling clothing was a rare commodity in
Thailand at the time, and the market options
were still quite limited because bicycle products
from overseas were only sold online. When
he successfully sold the products he bought,
Chinatip used the proceeds to purchase more
items for sale and expand his market.

“I purchased cycling apparel on eBay and
sold it on a website, beginning with two sets of
clothing and gradually increasing the amount.
People became more interested when they
saw rare cycling gear. | was occasionally able
to purchase second-hand cycling clothing from
professional cycling teams to sell. When there
were a lot of products, | began using photo
editing software to compile them into a catalog
and sell it on cycling groups’ online forums.
Later, | began ordering the items directly from
factories that manufacture and sell them all
over the world to be sold in Thailand.”

There was more capital after about a year of
selling cycling clothes. Chinatip began looking
for new business channels and started selling
bicycles. He was introduced to a bicycle
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manufacturing factory in China and Taiwan by
a friend. Bicycle accessories, such as wheels,
frames, and other equipment, had to be

purchased primarily from overseas countries

such as Singapore or Hong Kong at the time.
There were only a few imported brands in the
Thai market, and the prices were quite high.

“So, I did some research and started ordering
carbon wheels for around 20,000 baht per pair.
| chose to market the wheels first because
I knew cyclists had to replace their wheels
based on their service life. As a result, | assumed
they would be easier to market, as they would
be produced in response to customer orders
based on budget and design preferences.”

After about 2 years in the carbon wheel
market, Chinatip has expanded into bicycle
frames and other accessories under the brand
“Nich Cycling,” a homonym for the English
words “Niche Market”. In comparison to
other prominent brands, Nich Cycling’s target
audience is indeed very niche. The company’s
goal is to provide Thai cyclists with high-quality
bicycles that can be used for competition,
similar to those of a good international
brand, at a reasonable price. Chinatip began
by researching the market, designing, and
developing products until a perfect prototype
was achieved before traveling abroad to select
a high-quality production plant that allows for
small-volume manufacturing.



After a year of marketing cycling clothing,
followed by 2 years of wheel marketing, the
company started producing bicycle frames
and, later, whole carbon fiber bikes. Chinatip
traveled to Taiwan to attend the world’s largest
bicycle expo and to select a manufacturing
plant because at the time, China and Taiwan
accounted for 90-95% of global bicycle
production. He decided to quit his full-time
job to pursue his full-time business as it grew.

Mountain bikes, road bikes, folding bikes, and
other types of bicycles are popular among Thai
cyclists. Nich Cycling specializes in high-speed
road bikes that are ideal for ferocious riders or
professional athletes. The drivetrain is made up
of components from reputable international
brands, with prices starting at 40,000 baht.

Nich became well-known among cyclists through
word-of-mouth in the early stages of marketing.
However, because it was a local brand, people
questioned the quality and were unwilling to
trust or accept it. As a result, Chinatip formed
his own racing cycling team to demonstrate the
efficiency of riders and bicycles. Nich’s cycling
team is now a professional team in Asia. Niche’s
target audience consists of people who are not
attached to ordinary brands, people who have
a strong sense of individuality and are willing
to try a new brand that is not a global brand.

“It’s all about marketing when it comes to
putting together a racing team. When we won
the race, we established a reputation for safety,
quality, and speed, demonstrating that our
products are the best. That’s why we entered
our team as if it were in an F1 racing event.”

In 2022, Nich Cycling formed a joint venture

with Summit Auto Body Industry Co., Ltd., a Thai
automotive industry leader, to form Summit
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Nich Co., Ltd. The new company can meet the
needs of domestic customers comprehensively
by combining strengths and expertise in bicycle
manufacturing. It is prepared to expand the
business internationally as well as organize
bicycle competitions, running events, triathlons,
and tourism cycling activities under the Nich
Cycling brand.

Cycling is also viewed as a sport, a lifestyle
activity, and a form of tourism by Chinatip.
Cycling has become more fashionable in recent
years because the younger generation enjoys
both exercise and fashion. The bicycle fashion
market has also grown in popularity, including
clothing, shoes, and other accessories. As a
result, the design of the bicycles must be both
sporty and reflect a fashionable lifestyle.

“Creativity is essential, especially when it comes
to designing, which must follow a global trend.
Aside from functionality, product development
should prioritize aesthetics and be guided by
fashion trends. We need to look at trends in
other products, such as running shoes, global
brands, and highly creative brands, to see how
designers approach their work.”

Nich Cycling is now in its 13t year of operation
and is growing steadily. From a small initial
investment of 6,000 baht, the cash flow system
now has more than 100 million baht in working
capital. Following this, the business strategy will
focus on expanding the market to more foreign
countries, particularly through the e-commerce
channel, which must be a challenge in order for
Nich, a Thai brand, to become a luxury brand
in the global market.

“Our next big goal is to go global,” that is the
challenge for Nich Cycling.
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® The fundamental concept of establishing
a business is to diminish inequality within
the community.

® Adding value to agricultural products and
developing them into products and scent
design services that cater to the global
market's demands.

@ Use creativity and imagination combined
with science to craft novel and boundless
fragrances.

The problem of inequality in society has had a
direct impact on the structure of Thai families
for a long time. Despite efforts to address the
problem from many sectors, it is undeniable
that today, people in remote provinces are still
moving to cities to find work, leaving the elderly
and children behind.

Rujira Trakulyingcharoen and Ratchapol
Tantiprapakul, managing directors of SCENT
AND SENSE, both former classmates from
the Faculty of Science at Mahidol University,
identified a common issue. After completing
their studies, Rujira pursued a research role
focusing on epidemic diseases in the northern
region of the country. Simultaneously, Ratchapol
also engaged in northern area sales as a
pharmaceutical representative. Coming across
each other again, they encountered the shared
problem of social degradation. This led them to
envision building a business venture that could
become a small effort to fix this problem.

Upon their field experiences, both encountered

interconnected problems. Traditional farming
methods yielded insufficient income to motivate
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the younger generation to continue the
agricultural legacy. Thus, Rujira and Ratchapol
conceived a fragrance business, grounded in the
aspiration to support agriculture, create jobs,
and enhance the value of agricultural products.
Their vision expanded into designing distinctive
fragrances, elevating the value of agricultural
goods into sought-after aromatic oils, and
aligning with the demand of the global market.
Their brand, “SCENT AND SENSE,” combines
science and artistry to craft captivating scents.

Scent and Sense is a fragrance expert that
focuses on creating successful products and
services for customers by transmitting brand
identity through fragrance. Scent and Sense
has designed more than 3,000 fragrances for
customers in various industries.

The distinctive edge of SCENT AND SENSE lies
in utilizing specialized fragrance data to design
products and services tailored to each target
customer group. The scent designer team of
the company is therefore highly experienced
and come from various professions such
as biologists, botanists, chemists, and even
therapists. Their collective knowledge is
harnessed to craft fragrances that can solve
every customer's problems.

The main service of SCENT AND SENSE is unique
scent design service to reflect the identity or
concept for business customers in 3 different
forms including:
» Custom-made fragrances for perfumes,
skincare products, and aromatic products.
« Aromatherapy diffuser systems for
buildings, restaurants, spas, hotels,
hospitals, museums, and events.



« Perfume concentrates for industrial
manufacturers aiming to enhance
distinctive aromas while optimizing
production costs effectively.

Rooted in a scientific foundation of scent design,
Rujira initially crafted products that embodied
abstract concepts and enabled consumers
to experience them through retail outlets.
She established temporary pop-up stores
strategically positioned in high-traffic areas
during the early stages. The positive response
from customers during the first 1-2 years allowed
her to expand sales points to a remarkable 40
branches.

CREATIVE POWERHOUSE @

Entering the third year, corporate clients such
as hotels and spas began to take notice of
SCENT AND SENSE's modernistic fragrance
design strength. Some wanted to start building
their own brands by commissioning SCENT AND
SENSE to craft their own scents. This transition
bolstered growth in a B2B model. A pivotal
point was reached as larger organizations sought
SCENT AND SENSE's expertise, leading to more
intricate fragrance designs with heightened
attention to detail.

“In the 5th year of business, as we began to

attract larger corporate clients, contracts became
more detailed than before. Conversations with
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these clients revealed their concern about us
having our own brand, as fragrance designs
could be slightly modified to produce scents
under their own label. Then we had to choose
whether to retain high-potential clients or
preserve our own brand. Despite the tough
decision, we ultimately chose to move forward,
embracing a new business model for growth,
focusing on BZB ventures.”

When the business model was adjusted, the
workflow also changed. SCENT AND SENSE
adjusted the sales team from retail customer
care, focusing on customer satisfaction, to
project management. The sales team, therefore,
needed a deeper understanding of the products
in order to act as a consultant to customers.

In terms of working with a creative approach,
Rujira explains that creativity is integrated into
every process at SCENT AND SENSE. When
designing fragrances, in-depth data is utilized
to deeply understand the customers' identity.
Then, experiences and innovative ideas are
employed to create novel possibilities in design,
resulting in scents that truly reflect their unique
essence.

Smell is the fifth sense that permeates every
product range. Therefore, creativity must be
used to frame solutions to customer problems.
Whether it's the original one that's already on
the market. Or new things that customers want
but have never been mentioned. For example,
designing the smell of KFC fried chicken on
incense, designing the scent of space, or a smell
of a corpse, etc.

The direction of SCENT AND SENSE from
now on is to reduce all risks for customers.
Because customers are ideological partners in
creating sustainability and distributing income
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to the community. That creates a stronger
sustainability-oriented network.

“Today, we are able to help 4 communities in
a year by enhancing the value of locally grown
resources through extraction into aromatic oils
to meet our customers’ scent preferences.
These community initiatives have spread across
various provinces like Chonburi, Rayong, Chiang
Mai, and Chiang Rai. However, our ultimate goal
is to expand the network, focusing not just on
the number of communities, but also on the
revenue generated within these communities.
This ensures sustained growth for both us and
the communities.”

In the past, SCENT AND SENSE have generated
income for communities ranging from tens of
thousands to now reaching millions of Baht. The
company also plans to help its clients' brands
to compete in the international market. This will
help Thai raw materials to reach the global level,
become a major driving force for the growth of
the fragrance design industry in Thailand, and
increase the value of Thai agricultural products
and the income of farmers.
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@ A Former programmer and marathon runner
to the owner of Thailand's first brand of
running shoes.

® Belief in “one-shot” to get customers’ love
at first sight.

® Turning every problem into a business
opportunity.

When read aloud, the word “Ving” sounds
like the Thai word for “run” and this word
describes Watee Wichiennit’s race towards
self-improvement, which led to the idea of
creating sandals that can conquer marathons.

Watee did not start out with the running
sandals business right away. He was originally a
programmer from Khon Kaen who loved running,
but was also interested in learning about
business and always looked for opportunities
to make money on the side. With an ambition
to come up with a business that is unique and
has no competitors, he decided to solve the
problems runners have with running shoes.

At that time, there were only a handful of
companies producing running sandals, and
Watee never thought that sandals can be worn
for running until he suffered the problem of
running shoes squeezing his feet to the point
of swelling at a marathon. He was in so much
pain that he stopped to buy rubber sandals
on the side of the road so he could get to
the finish line. This is when he realized that
“sandals are actually good enough to run in”.
So, he decided to start producing sandals that
have the same properties as running shoes and
began contacting shoe manufacturers to discuss
materials required for their production.
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Normally, EVA foam is used to produce sandals
as it is soft and lightweight. However, it is not
bouncy enough for running. So, Watee began
consulting with manufacturers to look for ways
to adjust the material of the sandals to match
running shoes. Finding the right material came
at a high cost. “/ only had about 100,000 baht
in savings, and knew | would have to make
many adjustments before | could get a pair of
shoes that work. Even though the product was
not as good as | had hoped for, it was good
enough when compared to the quality and
price of what is in the market.”

Production cost at the trial level was already
very high, and going into full-scale production
required many more times that amount.
So, Watee decided to start raising funds by
launching a Virtual Run, which takes several
months for runners to complete, but when the
finishing line is reached a reward is given. Watee
thought that if 1,000 people applied for the
“Virtual Run by Ving”, he would have enough
funds to order shirts, medals and distribute
running sandals.

It was as Watee thought. Some 1,000 runners
from across Thailand applied for Ving’s first
virtual run, and after adding and subtracting
costs, he was left with about 700,000 to 800,000
baht. This way, he was able to borrow a bit more
to meet the 1 million baht required to officially
set up his company. As this was the first time,
things did not come out quite as he expected,
but he was still able to build a small customer
base. More people began getting interested
in trying Ving’s running sandals, and as a new
business owner, Watee began feeling relieved.
After all, he had successfully climbed the first
rung of the ladder of consumer recognition,
which meant the next rung would not be too
difficult.
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“We call it ‘one-shot’. Sometimes, you only
get one chance to talk to customers. | had
to think about how to get customers to buy
immediately. If | ordered shoes that | did not
know how to market, then the business may
not have grown this fast.”

Watee’s next step was to push Ving beyond just
being a sports shoebrand, but also a fashion
brand that everybody wants to buy. It is at this
point that Watee hired a designer to create
sandals that look fashionable, are comfortable
and go with nearly every outfit. Plus, they come
in a variety of eye-catching colors. Ving, the
company, was also open to feedback.

“Personally I like flip-flops, but some customers
want slip-ons, while others want something that
can be worn while hiking. With these never-ending
demands, Ving began designing a wider range
of products, so if a family walked into the store
each member could have a Ving shoe in their
hand. Such factors have allowed us to build a
customer base of all genders and ages.”

With its first customer base being runners, it can
be said that Ving’s story was sparked by the
word “marathon” - a goal that most runners
hope to achieve at least once in a lifetime. This
may be a distance of just one unit, or as long as
hundreds of kilometers. Watee’s first intention
was to design a pair of sandals that could be
worn to run ultramarathons.

Since Ving’s running sandals are lightweight and
do not squeeze the feet, they have received
great feedback not just from runners, but also
those who want to become runners. Many users
have said that Ving sandals make running fun,
giving them healthier body and mind. These
stories have helped Ving earn a name for itself
and expand from a niche market tomass market.
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Innovation, no matter how well thought out it
is, its value will not increase if it is not further

developed. Ving’s method of adding value
is focused on belief. “What makes a brand
valuable is its beliefs. It’s not just properties
or research, but it’s communicating those
beliefs to people to make them understand
the concept of running sandals. When the
standpoint is clear, ideas can be communicated
powerfully and ultimately people start sharing
the same beliefs.”

Ving’s goal now is to not just be a brand of
running shoes, but to become a fashionable
sports brand that does not have to only be
worn for running. Ving running sandals do not
just encourage people to exercise, but they are
easy to use, easy to care for and easy to buy.
Even if you’ve never run before, you can wear
Ving and start running today. As Watee says:
“Come in, Ving will take you for a run.”



What gives value to a brand

is belief. When the standpoint
is clear, ideas can be powerfully
communicated.
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In addition to the business strategies and innovation mindsets of the 25
Founders, another invaluable aspect is the “Lessons Learned” from each
individual. These lessons aren't found in textbooks, but rather stem from
experiences of trial and errors, hands-on involvement, and personal discovery.
Shaping the organization's exponential growth and facilitating its triumph over
diverse crises, these lessons have been truly instrumental.

These lessons in the form of quotes from these 25 Founders will definitely serve
as a guiding light for the readers to take as concepts or apply them according
to their own experience and contexts. They will also ignite inspiration and
willpower within them.
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“When we think about innovations, we survey
our surrondings. The most important thing is that
innovations must match people's lifestyles. It is
asking the consumer what they want, and then asking
ourselves, what we can do to meet that need.”
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“Many lingerie brands in the market may appear
to share similar values. This presented a challenge
that has led Jintana to look back to create a unique
brand positioning so that the consumers could see
the difference and the superiority of this brand.”
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“We pay attention to every detail, regardless of the
customer's spending level. We hold the conviction
that the customer is at the core of all we do, and
their needs form the essence of our strategy. Today,
people are more casual, so we need to know how
to design diamond jewelry that is appropriate for the
modern lifestyle. We have designed jewelry that can
be worn for both formal and everyday occasions.”
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Self-awareness is key to self-improvement. At the
same time, you must admit that there are many things
that you are not keen on. Don’t push yourself and
let others handle those tasks. Let your team shine
and everyone will enjoy work more, and that builds

a strong organization.”
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“Tofusan uses technology in every aspect of its
operation as we believe that value-added products
can give us more competitive edges than just price.
We chose the challenging path by using innovation
in production and in product development to build
better growths than our counterparts.”
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“I' was once the kind of individual who sought
solutions that had proven effective for others who
attained success. But | soon realized that there's no
universal solution that fits every situation perfectly.
Lessons that worked for one person might not be a
perfect fit for another. So | learned that it's important
to analyze and identify strengths in order to develop

our own unique approach.”

unsai wanudwweudius

Nakorn Phuekphiphatmet
“anulvafanainlonanazaumion Seagrmds
ansammuaedld Mensinseuilinieusgnaen
nan dulenaesiiiundlelnslay dsiiswilddosany
wastaoudivinludsfiisneainld vildffgauasuiy
woillomatuszidun Sefudusiosiinuaudie
aflomatiule”

“Luck comes from opportunities and readiness — the
latter can be customized by always being prepared.
As for when the opportunity will come, no one knows.
Our sole course of action is to exercise patience and
diligently equip ourselves to perform to the best of
our capabilities, for a sustained duration, until the
moment of opportunity dawns. If we are prepared,
we will be qualified to seize that opportunity.”
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“When we are about to reach our goal, there is
always something that bothers us. But if we have
a clear aim, we will continue reaching for our goal

without giving up.”
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“Don’t follow the set guidelines of doing business
or stick to a plan that you think is perfect, because
some things will always be out of your control.
Everyone should invariably keep a contingency plan
close at hand.”
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“Listen to what the customers want and develop
a technology and a menu that cater to that need
as quickly as possible. Make them appreciate your
attention to details and the genuine service of
TAO BIN.”
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“What keeps Tellscore going is patience. Though
patience is not a new virtue, it is an important
basis for work. We are ready to create concepts
for people in the organization who like change and
enjoy technology, love to innovate and create new
things. When a problem or obstacle arises, technology

usually helps find solutions.”
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No matter what industry you are in, people are the
key. In the service industry, selecting employees
requires ensuring that they can contribute to mutual
growth with the organization. Crucially, organizations
must establish a strong culture to ensure everyone
shares a clear collective vision.”
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“Fresh businesses emerge continuously. Find your
moment and seize it. Always learn and gain expertise
in what you intend to do. Keep up with the world

and your instinct will tell you when it’s your time.”
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“Business insight is very crucial at the beginning,
as it serves as a framework for your operation and
product development. Other competitive factors are

cost and selling price.”
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“Ultimately, no matter how well planned everything
is, not all things can be controlled. Therefore, what
can be done is to be prepared to deal with problems
and not put too much pressure on yourself.”
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“We must maintain our branding mindset. If the
excess fabric cannot truly meet the needs of the
customers, we must advise them to collaborate the
next time. If the match is successful, the customer
will contribute to the circulation of resources, which

they can use for further communication.”
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“If everyone completely separates a pile of waste,
the quantity is huge enough to create a good raw
material market. We simply need to put in place a
marketplace system to ensure that extra industrial
fabrics do not become a burden. In exchange, they
become a resource that may be developed into a
business.”
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“In the end, the most effective learning comes from
the collective wisdom of the community. No matter
how carefully planned everything is, it will never
happen 100% as expected. Listening to feedback
will help you move, which is better than sitting and
thinking on your own.”
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“The Ohol! platform has altered the traditional
process by which stores lower the price of food that
must be sold quickly in front of the store. By using
technology, food stores can easily manage leftovers
while users get good food at cheap prices. More
importantly, we are assisting in the reduction of food
waste, which is a source of greenhouse gases that

cause global warming.”
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“As a business, the focus is not only on profit, but
also on the use of safe materials and environmentally
friendly processes, even if this comes at a higher
cost.”

auas lak:wusfio
Anusorn Lohaphantakit

“a599 uwdnimnssusinsosntuismiulg s el
widfiluslfensiaunsyuunsesilfiminzau iy
Auavasing magate wardwmadseduandon
atedsin”

“In fact, the innovative nano-filter that we used is
not new. What’s new is the development of a water-
filtration system that is suitable for the water quality
of Thailand, matches the needs of the business sector
and has a sustainable effect on the environment.”
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“Don’t think that you are superior to others; everyone
can be successful in their own way. Keep an open
mind and persevere. You will progress quickly if you

have unwavering determination.”
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“One of the components of successfully adding
value to products is emphasizing quality. Changing
the design and using recyclable materials to enhance
the value of new products has made them adaptable
to contemporary needs, addressing both functionality
and environmental concerns.”
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"Bo.lan's essence lies in its authentic Thai flavors,
presenting and extending Thai culinary wisdom by
collaborating with local farmers. We use organic
ingredients available according to the seasons and
emphasize using elements that can be crafted
in-house. We source ingredients from local products
deeply rooted in the community's way of life,
reflecting the Thai eating culture. These principles
form the core of Bo.lan's culinary approach.”
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“Every ice-cream flavor conveys a positive story
through its name, a process starting from turning
narratives into emotions and then into flavors.
No reverse calculation happens from taste to story.
Each flavor undergoes a meticulous blending of
emotion-derived ingredients. These elements are
carefully combined with various types of ingredients,
achieving a uniquely unparalleled taste.”
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“Aside from functionality, product development
should prioritize aesthetics and be guided by fashion
trends. We need to look at trends in other products,
such as running shoes, global brands, and highly
creative brands, to see how designers approach
their work.”
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“We advocate for a proactive stance over a reactive one.
If we wait for changes to occur, it will not be timely.
If we take the lead and experiment with different
things first, we gain insight into what is right or wrong.

Then we will be alert and ready for change.”
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“Achieving success does not just depend on
innovation but also on the right timing. If the decision
had been made just a few months later, numerous
competitors would have entered the market, and it

would probably not have grown this much.”
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