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Thailand>

OECD
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(O[gamsatlon for Economic Co-operation and Development: OECD)
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Thailand’s accession to the Organisation for Economic Co-operation and Development (OECD) marks
a significant milestone in the nation’s efforts to elevate its economic, social, and governance standards
to international benchmarks. This process will bolster global confidence in Thailand and enhance
its long-term competitiveness.

Previous implementations have shown 'that communication regarding Thailand’s' OECD 'accession Y
has remained largely fragmented and agency-based, lacking a shared identity framework or unified '-\
messaging that can 'be applied systematically across sectors.

Consequently, this identity and communication development initiative was established to create

a national-level framework to pass on the significance of OECD accession to a broader audience.'
These Identity Guidelines consolidate the conceptual foundations, design principles, and practical A
applications hecessary to ensure a unified and coherent message. They serve asla comprehensiveﬂ;‘ %
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INTRODUCTION -

Avlua:anudAsy

Us:zinAlnglddnousoubiadu OECD wiagvdatdoy wa:ldidngns:usunsiiluauidn (Accession Process)
ag1vtdunivonis Gofiatdu “ns:usunistlasuriuGoulaulg” (Transformative Process) AGLUKUIelU
Asgns:auuIasgIuUDvUS:INAlURaNeDa

ag0lsAnIU 91nMIsANIToyaWugIULa:N1SILASI:HanIuNIsaAiAUNISdpals wu31 nisdoaistAgdnu
OECD wovUs:inAlNgguidnuyauzNs:=01gad Lazliun1ISS1Ig0IUAIMAURINIULGVADASSY UINAIINISASTIO
AMULIRIULBoulgungdoalsistu:

vru:ldeanu guliusinndadanuninaiv (Unified Identity) Aauisatdidutnsavialumsdoanssounutus:au
~ Us:inA dowatimssuguavus:sisuna:madiucho a golilduluiuAanioldeddiu

g_ioJ‘u msweudaanunila:nMwanuaivavnagnsmsdoanso:gigatiuayuisoonistiinbuaudn OECD dold
B e MR VLG ERITIDNERLIT]

-~ Waulwoulounagmssusuavus:sisu

e gnssaumwanuaidszinAlnetudiaina

BACKGROUND & RATIONALE

Thailand has maintained long-standing cooperation with the OECD and has formally entered the Accession
Process—a transformative policy journey aimed at elevating national standards across multiple dimensions.

P However, the research and communication analysis reveal that Thailand's communication remains fragmented.
//:. g Current communications tend to focus on reporting administrative progress and specific activities rather
/..f than fostering a deeper public understanding of the policy significance behind accession.

Furthermore, the absence of a unified national identity has led to inconsistent perceptions among the
public and key stakeholders.

Establishing a cohesive identity and communication strategy will support Thailand’'s OECD accession by:
 Building a shared public understanding of the benefits and goals of the process.

+ Bridging the gap between technical policy and public perception.

« Elevating Thailand's image and credibility on the international stage.
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INTRODUCTION -

SaauUs:ava

mssardndnuaila:niwanuaivavnagnsmsdoansiumsidnuauidn OECD vavUs:inAlng
O3anUszavAavl

1. Waweuundadanuaimsdaaistus:duus:ina ATAIUBAIU daandavAuniasgiuaina ta:awnsailuls

(doghouonmw

Wiaasionnudtonazmssudiagodunisignduauidn OECD vavUs:inaAlnaludon31o AoluniAsy

MANBU La:MAUS:3IBU

_ wialdilulnzaviintunisdaansidouloutg Aausaldaulevs:HI1W “NS:UdUMSS:AUUSINA" AU "MSSUS
[IDPENLITE

4. Wiatasuasumwanuaivavus:inAlngtugiu:us:inARLYduIasgIuana ta:danuwsautumsiiudiukio

ypvs:UULASUZADlan

N

w

Develop a clear and unified national communication identity that aligns with international standards
for consistent application across all sectors.

Enhance public understanding and awareness of Thailand's OECD accession among government
agencies, the private sector, and the general public.

Serve as a policy communication tool that fills the gap between the national accession process
and public understanding.

Strengthen Thailand's image as a country committed to international standards and ready to
become part of the global economic system.
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THAILAND TO OECD DNA

BRAND DNA : OECD

o

OPPORTUNITY
Toma

a-noudivnistialomatruvovus:inAlng

tuNISLINGS=UULASUZADLAADIUSIUDD
: s:duana ENGAGEMENT

—ll u o
Reflects Thailand’s new opportunities nmsuddousdOuy

to become part of the global economic
and cooperation system.

tuns=usUAISWCUUN

Reflects the participation of
all sectors—government,
private sector, and the public—
in the national development process.

dtdulouavuusud (Brand DNA) K32 Brand Essence Ao doRivdnagluuusud tdundiuyodu
tuadutudiauoouusud wazAadvniiAtuAINIvdatduAngultiruIe Mikuusud dadwlaatdu Wucd
vpv@iov TtHbaulAs wa:dudonaghaunusuduuagivgnduiu

Brand DNA (Brand Essence) represents the core soul and fundamental commitment
of the brand. It is the brand’'s "purpose for being" and the emotional value delivered to our target
audiences. This DNA makes the brand unique, authentic, and irreplaceable —acting as a timeless
constant that remains at the heart of the brand throughout its journey.
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CREDIBII_.ITY
A WUNLBaND D

a:naufivmsens:auuiasguLa: DEVELOPMENT

A WlUsolawoaasivauLEoUuU

tus:=AuUUG & SUSTAINABILITY
Reflects the elevation of standards, n“sﬁmu“atj‘]\)ﬁoﬁu

transparency, and trustworthiness in order to
build international confidence. a=NpufivNsWeuuNUS:LNATUS:E:81)
NOADIUAUOANVANULASUIND JuAU La:aoUd0aal

Reflects Thailand’s long-term development
in a balanced manner across economic,
social, and environmental dimensions.
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BRAND DNA
wanisaaaisnmiswiduauidn OECD

9INMIS3LAS AT LaznanisUs:gusSUWoAUAALUWUI msdaaisiAganunisidiuaundn OECD oo
Us:ztinAlne $1dudavd "nsaunisdaanssou” Aawisatdaulovs:H3wuloueAaunissususvansisauzldagno
Wus:uu

Based on the analysis and workshop feedback. it is evident that communication on
Thailand’s OECD accession requires a shared communication framework that could systematically
linking policy with public understanding.

dudu Brand DNA Sognthuiwauuidu “nsaumisdaansidonagns” Tasbunuindod
The Brand DNA has therefore been developed into a strategic communication framework with the
following roles:

1. G10uununavudY Key Message
(As the foundation of the key message)

WalRnAKUEvUaUNSadaansiUluRANVLGEIAU
To ensure all agencies communicate in the same
direction.

2. thiunuonivlumsoonuuudo

(As a guide for media and design development)
WalKAaAIUaDaAFDVUDYSAANLAIIUNNYDINIY
To ensure visual and thematic consistency
across all communication channels.

3. tiduadoviislumsudaulovisgmsioans
(As a tool for translating policy into public
communication)

WiatRUs:s1suauisatdntoais:aAnuldviedu

to make complex policy matters easier for

the public to understand. Communication

Framework

AsouLUdAQNISTOATS
(Communication Framework)

OECD = [UlduA “ovAnss:K31vUs:1nA"
udAd “1nSovilogns:=auus:tnAa”

ALV N exoeeQREQo@@nd

URL https://esaraban.vru.ac.th/archive/identity Tags



THAILAND TO OECD
BRAND POSITION
AAnivuavuusua THAILAND TO OECD

“Us:inAnA1avn1dd
yrasgiuainaagivdnaniv”

(Thailand Advancing Toward Global Standards)

. u
e -

Mwanuaindavnisdo (Desired Image)
« Us:inARDAIUWSaLTUMSWaUUN
A country has prepared for progress
« UszinARDAWIUSvlaua:unigodia
A country that is transparent and credible
. UszinARLdoulevAus:uutAsygnolan
A country that connected to the global economy
« UszinARWCULUNRE0EvEU
A country committed to sustainable development

yolunmsdaanstitiusn
Us:tnAlngagluns:zudsuniswouun
wa:mavens:auuiasgiuiunnia
WalkanandouAunsauupY OECD

To emphasise that

Thailand is currently in transition,
undertaking reforms and raising
standards across multiple dimensions
in alignment with the OECD framework.
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LOGO
SIGNATURE

LOGO USAGE

N1SIDAIUKLAY
udvasr danuanl

asdyanuaiuovldsumsoanuuulRtducunuuav “mSll'jaUIEJ\)Us:lnnInsJEjs:Uuu‘msg'lua'ma"
logwauwaiuavAUs:nauvavAUbulngduLudAQBoainangvauqa

Concept: "Connecting Thailand to International Standards”

The logo is designed to represent the seamless integration of Thai identity with

global concepts in a balanced way.

avAUs=NdUdANNUDVasSITIANUAT

1. Wordmark (Thailand + OECD)
a=nounisdoaaistus:auus:inA
ua:tgouleviiuusunaina

2. Flow Line (1dulAvduav)
dodivnistlaguniu NNSWaJU
ua:AdudoLlovuovulaune

. Key Components of the Logo
3. Forward Arrow (anfsq)

JodomisidlUTvHUN Nsens:au

o0 Wordmark (Thailand + OECD)
ua=nmsyvgourna

Reflects communication at a national level

; R _ and connects it with the international context.
4. Thai Pattern Integration (a’>aaiefAau:lng)

adoaeRunsntugnAs unswanu Soft Power

o % _ Flow Line (Red Curve)
vovlnglgnAumsaoaisidoulyuny

Symbolises transition, development,
and the continuity of policy.

Forward Arrow (Double Arrow)
Represents stepping forward,

upgrading standards, and aiming toward
the future.

Thai Pattern Integration
(Traditional Thai Motifs)

The pattern embedded within the arrow i 1’
blends Thailand’'s Soft Power with \ )
strategic policy communication. \

f .J.' L MNYRUTINN exoeeQlEQosmnd JECD Brand Identity Mahluél

/| URL https://esaraban.vru.ac.th/archive/identityTags Identity Graphyic Elements

Jn'. i d y i IIV



MAIN CONCEPT

uusdAaudvasiduanual

iland >
OECD

uudAaQHan

daanunida:nou,
*Us:inAalnsnardaondludiort”
logtdoulev Local Identity AU Global Standard
AstaEovnwus:inAtuddulouigdo Narrative

Main Concept

This identity reflects

"Thailand moving forward"

linking Local Identity with Global Standards. !

Core Concept: Presenting the country's image
through a Narrative Policy dimension.

e N8LaTeN9De ox0eeQlxEQorRne
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LOGO PROPORTIONS
dadduvovasrdananual

mskuadadiuvavasiduanuadifliulumudadruRmsualy d:davidoruaiudadiudiuaiodinindu
WA UAYALa:DNANURTUDVLUSUG (Consistency and Identity) wa:UsvAunisdatdou tWalkutiosn
as drudnuaiv:gnuacunasgvgndavaiuAtnaanLUUAYRTS I319:gnga vene Kéausulasuuuiauu
dacihv a Av:ldnsdia Ha HERASUNSY

To maintain brand consistency and identity, the logo must be used strictly according to the specified
proportions. This ensures accurate respresentation as intended by the designer—preventing
any distortion, stretching, or warping, across all media.

Thaflandy
i ak OECD

AUNYLAVDND oxoeeQleEQorzne JECD Brand Identity Manual
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LOGO CLEAR SPACE
WuRfudivaivovasidruanuai

WUnHTUa)anSaUGS']afuaﬂUfulUuwunIUS\)Ianflﬂﬂ']HUOUulWDFluWUnIOEJSDUUDOCISWEITUE\ﬂUfU
Wialutas drudnuaidu a ASUNDUDINANMWIDQIDUNIYUDN RliWoUs:avA Foo1odnans: nucioAtuA
AUdATYUDVasIFtUaNUnd lagWuRdunadCusuwanfHuUal3medd

Clear Space is a defined boundary area surrounding the logo, established to protect it from

other elements. This area ensures the logo’s integrity and visual impact are not compromised
by surrounding graphics or text. These specifications are fixed and must be strictly followed to maintain

the brand's value and prominence.

MNELAVEB ox0eeQlxEQorRne
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LOGO SIZING CONTROL
A1SAdUAUTUIQUDVASIdNANUAT

fia UarhruaKZaBanINEUATUNISAZUAL "uUNa” uavlalAtwalinsthiuldviuludaciua guAvAILAIBIU
A2WBAdU wa:nwanunivovuusudnlinatweau

Logo sizing control refers to the specifications or set of rules controlling logo dimensions to
ensure aesthetic appeal, clarity, and brand integrity across all media platform.

Tha{and» scm.

OECD

uinaldnhgavavasideudnuainanunsarlada 3 wu.
ua:wunswlagsaud:CipvdulUmuuiasgiunmrualy

The minimum allowable size for the logo is 3 cm.
In all applications, the surrounding clear space
must strictly adhere to the established standards.

FULL COLOUR LOGO
asrduanuaistiadGu

Thollang

Primary Usage

as dryanuaisiadlGu KSalunividvnqunlsenda Full Colour Logo Ao sUuuuuaomswsTfua“ﬂurﬂFiiG
FasumumuAtnoanuuUfiKualdtu Cl (Corporate Identity) GApas druanuniludassuuIasIIUALAQD
onanuaivavuusudlddnga lasdmsidaddunsuddu Waasun1soadta:AIuaI80 Va0

The Full Colour Logo is the brand’s primary visual representation. It incorporates the complete
colour palette as intended by the designer to ensure the full brand recognition and visual impact.
This version is the first priority on white or light-coloured backgrounds, and across
all media that support full-colour reproduction.

AUNYLAVDND oxoeeQleEQorzne JECD Brand Identity Manual
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Primary Colour

COLOUR PALETTES
watana

NATION RED
CMYK

WISDOM BLUE
CMYK
RGB

17 100 91 7
192 32 46
#c0202e

RGB

97900 0
42 64 154

#2a409a

Secondary Colour

BLACKS50
#939598

SAPPHIRE
#1d2654

A1sfRuadldudondAuAgalus:uudaanual
ws1:d0usvAUs:ABULSN @ ARUSIAADATILA:
wWoulsoAuLusud Ludamsasonssusiia:AnuDash
(WodDansuUAaNNIWLAzADIUHUIEURVLUSUG Las
2191AYITDVAUSA3NYNE duda:d0A2UKLIEA
wanchwAu msfruaddodulrdaviistunisdaans
ATUAN ta:Us:NNSSARIUGaNALUIKLNE Bons:ny
ASAUAUAIIULLUEUDVE AovdmsfHuaAan
tuuiasgiuaina tu CMYK (81HSUDIUWUW)
RGB/Hex Code LWolRE&AWUWH3DUIQUWAUUDD
asvAunnds lURaLWeU

ALV N exoeeQREQo@@nd
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Colour is the most critical element of a brand
identity system, as it is often the first feature
that consumers recognise and associate with a brand.
Beyond creating immediate recognition, colour also
communicates a brand's personality and values
through colour psychology. To ensure Colour
Accuracy across all platforms, standardised colour
codes must be strictly followed. This includes
CMYK for print, RGB/HEX for digital media, and
Pantone (PMS) for high-precision industrial
production, ensuring the brand’s visual identity
remains consistent across all media.

)ECD Brand Identity Manual
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SINGLE COLOUR LOGO
asrduanuaisdadded

as1drudnuaisliodided Ao SULUUAUSUAONDUSIEa:l58001Nas1IEuanuniRan IWaldtunseiRddadina
AUuNISWUWHEDLINATAMSWAQ BusoudivnisiduiuRdavnIsA2IWALBAdY (High-Contrast) 16U vIUWUW
u19-d1 A1sadn (Engraving) H3on1sUn (Embroidery) lagasidrudnuniossudiGeddogoaliuutald
Jduusudgvavinnuloaldunazasasiusanldgaou wid:lldtdgadranuovuusudnaiu

The Monochrome Logo is a simplified version of the brand identity designed for use when colour
reproduction is limited or technical constraints apply. This includes high-contrast usage
such as black-and-white printing, engraving, or embroidery. The single-colour version ensures
the logo remains distinct and legible, maintaining its visual impact even in the absence of
the primary colour palette.

MNELAVEB ox0eeQlxEQorRne
- URL https://esaraban.vru.ac.th/archive/identity Tags




Tha{land»

OECD

LUUSUNLIU
Royal Blue

Thaﬁand;ﬁk

OECD

Luuauav
Nation Red

Tha{land>

OECD

Luudan
Black

Tha{land>

OECD

LuUuUau1d
White

*  TAldrawa:@nnanualAinadu
Use only the specified colours.

NV NN exoeeQleEQorme JECD Brand Identity Manual
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LOGO BRAND
COLOUR BACKGROUND

asrduanualuuWwuRavasaanual

as1dryanuaiuuWURAVESaanUAT Ad NsrKUQ
sULuUNSSa s Idruanual avuuwuraonRtdu
ShanHSadsavuavlusud mMuRs:UBIuATadaanund
lagd3anUs:avAkaniwasnuyindiulaatduua:
ADWBaLDUUYASIdNANUIIRAVDEaUDLHRIUTA
DgUUWUREVFUI1D n1stduiuludnunu:dund
mMsUsUUasUSuavas IErUaNUnIRLOUEAGOAUWUHED
1gu N1stBas1duanuaiduld UUWURAVELIWY
UDVIUSUA HEDNSIBASIEIANURIFITUUUWURED
dsouvavuusud LWalovAululRovAUs:noU
UDVOSIFUANUAINAUTUAUWURED Foo:ddendUAU
awanuaivavuusudifdndiutlulanniwua:
quiutivondwiunnaniwmsidou IW3o:1duuvuds
FoWwuWHEndoadNa

Placing the logo on brand-coloured backgrounds
5 involves to the standardised positioning of the logo
on the primary or secondary brand colours specified
within this manual. The primary objective is to
maintain visual contrast and legibility when a
white background is not available. Typically,
this requires applying the logo colour to
contrast with the background—such as using
a Reverse (White) Logo on dark brand colours or
a dark logo on light brand colours. This prevents
the logo from blending into the background,
ensuring a consistent, unified, and professional
brand image across all print and digital media.

- WNBIED1939 oxooeQleEQordmd filil
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ThaQand»

OECD
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LOGO ON OTHER
BACKGROUND COLOUR

asidnuanualuuWwuKavasua

ranmMshaAtUAga Ao msriRasiduanuailaaldu
DPNUNIDINWUHAY lindurelu AdsFhdviivAcudatou
tunisuovliu HIAWURVLOUFITU asdeudanunld
2:dpvgnldsutuddu a AfKual3lugisuusud
WoHaNLdgvanRinalAsvnu FutslalAnoatnalAey
AUAWUHGOLIALAUTU twsizaeritRAIAWdvEd
(Low Contrast) d@owatRlalaluauisasuoonla

Applying the logo on brand-coloured backgrounds
is a standardised practice designed to eusure
full visual contrast and legibility. When the
logo is placed on primary or secondary brand colours
rather than white, specific colour variations—such
as the Reverse (white) Monochrome versions
must be applied. This ensures the logo remains
prominent and distinct, preventing any loss of
detail while maintaining a consistent and
professional brand image across all branded
environments.

MNELAVEB ox0eeQlxEQorRne
URL https://esaraban.vru.ac.th/archive/identity Tags



dradwaWukdvilAANUduEgY
High-Intensity Background Samples

Tha@ > Tha'kla.nd»

OECD OECD

Thland» Thlan(EiC>|;

drg10dWurdvnA1ANUIGUEG
Low-Intensity Background Samples

Tha{land

OECD

fins\lanc Ee e

RSawrzasrduanuaisiadudua:Fiudsuimkualfiiidu
Use only the specified white and blue logo versions

AUNYLAVDND oxoeeQleEQoccnd JECD Brand Identity Manual
URL https://esaraban.vru.ac.th/archive/identity Tags Identity Graphic Elements -



INCORRECT
LOGO USAGES

misldasidrydnuniiligndov

-
T“ak?@%£ OEeD

~
~
~
- S ~

Thagand® Thailand?¥
akoEc's Thalangs?

Rwusuldsudadirunaovaus:novluasidrudnuai
Do not alter the logo’s proportions or elements

Thakanda/ Tha@nd//

OECD OECD

Thottangy  Thaiiandy

~ ~
Lz \4' ~

Rwusuddsudvavasidrudnuai
Do not change the logo’s colours

- MNELAVEB ox0eeQlxEQorRne
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RusvuuWukavimliasidyanuaiou

Avoid placing the logo on backgrounds that compromise its visibility

NV NN exoeeQleEQorme JECD Brand Identity Manual
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GRAPHIC PATTERNS
arxaajrgus:ndu
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GRAPHIC PATTERNS
arxaargus:ndu

a’aaeUs:nau (Graphic Pattern) [dSUNISWaUUNZUDINDVAUS:NBUUBVASIANNANURIHAN lagnisnaasy
nsvuavanAs (Arrow Element) ua:a’aaltgAad:InsAunsnagnisluuius:gnditusduuunsiwn
RarursathlUidtuviudaansidagivdiokegu asaatedonaidikiifbu “avAUs:AausadnURIaTUaUU"
Buanusathlutunuasidruanuaiiuviousun laggoavdaansivanuldulenmMwuavlusudia:LUdAHANUDY
Tasomisldagvnsuniou

The Graphic Pattern is developed from the core elements of the primary logo. By deconstructing
the arrow element and the intricate Thai motifs, these shapes have been distilled into a flexible
graphic system for diverse communication applications. This pattern serves as a
"Supporting Identity Element,” which may be used as an alternative to the logo in specific contexts
—maintaining brand unity while subtly conveying the core brand narrative.

uudAQua:AIUHKUIY (CONCEPT & MEANING)

adaagUs:Aaula:sunudAauaw "mstdoulgvta:nsdulndau’ lagbovAus:naudAty dod

+ sUNsvanAs (Arrow Form): dafiomsAaludnorth mswauun wa:AAMouavUs:inAlnelunsLoguasgiuaina

+ adaangAad:lng (Thai Pattern): d:NMausanuyinNIvICUUSSSY uazAuBulngAurvEIUNS:UIUNSWAULA

« MSYQEEVE (Repetition & Rhythm): dafivAdiudailisouavuloungmswauuagoldus:uu ua:mstulndau
tus=ez610

The Graphic Pattern reflects the concepts of "Connection and Momentum," articulated through

three key elements:

» The Arrow Form: Symbolises forward motion, continuous development, and Thailand’s strategic direction
toward international standards.

» Thai Art Motifs: Reflect a deep-rooted cultural identity and the unique "Thainess" integral
to the nation’s development.

« Repetition & Rhythm: Conveys the continuity of policy, systematic growth, and long-term
sustainable momentum.
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PATTERN USAGE
nistdaraargus:nduU

a’0anedoud0uiAyUUNAUEY awsaldlanouuudiGu ua:Aulusouas 50 %
udawnsalRislaua 1 uHoluKun artwork tridu

The pattern must be positioned exclusively in the top-right corner. Both the full-colour version
and 50% transparency versions are permitted. However, usage is strictly limited to only one placement
per page.
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EXAMPLES OF USING THE LOGO
WITH GRAPHIC ELEMENTS
dradgrvnisidasrduanual
ua:adxaargus:nausounu

Thaand

THE OECD (ORGANISATION FOR ECONOMIC CO-OPERATION AND
DEVELOPMENT) IS A FORUM AND KNOWLEDGE HUB FOR DATA,
ANALYSIS AND BEST PRACTICES IN PUBLIC POLICY. WE WORK
WITH OVER 100 COUNTRIES ACROSS THE WORLD TO BUILD
STRONGER, FAIRER AND CLEANER SOCIETIES - HELPING TO
SHAPE BETTER POLICIES FOR BETTER LIVES.

LOREM IPSUM

NIBH EU
TINCIDUNT UT
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adonusaaanual

ddnusAliudndnual Ao ndudrdnusAdunuindrAtyua:okINAYI8IEaSUaSIVYUAGANIWYDILUSUG
tAJAMUIAUBaua:Olnanuad Boldaniduuudnusiaaod

Brand Typography plays a vital role in reinforcing the brand's personality, ensuring distinctiveness
and a unique visual identity. The authorised typefaces have been selected as follows:

axanus KANIT

waud Kanit 3131 "a=-0a" (HE2 mda) Wumuwilneruiede "aciamans” dolduas:nasnusineuuulitHo
Anuavsua:eaaley aanuuulag Cadson Demak DYQLAUNAUIESEUYIY NUaUy Ualglduuuu mistHuI:

dHSULIUDDNIUURINDD 15Ulyd ta:FoWUWNADVANSAIILTALDU

Kanit (Thai for "Mathematics") is a contemporary loopless typeface created by Cadson Demak. Characterised
by its clean lines and flat terminals, this font offers a sleek and modern feel. It is optimised for full
clarity across both digital platforms and printed materials, ensuring a professional and accessible brand voice.

KANIT

Kanit : MEDIUM

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

1234567890

NUUAAYvYvvYaAlddaInNNAaynaauaaansuvu

UNWWWAUYSAadIAUdHWDD
OVAGELWGEO

axadnus Kanit (oDnNUs Kanit
Type : Bold Type : Light
dnus Kanit chdnus Kanit
Type : Medium Type : Italic
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dAdnaviuamwaumsiasugadua:doauuriosé
962 auUNSVLNLY LudvIalauda walsuusuAaswig nsotnwy 10100
InsAwN: 0-2280-4085 (40 fAae)
Insans: 0-2281-3938
Email Wheaisusseunalv : saraban@nesdc.go.th
W18 OECD : th2oecd@nesdc.go.th

Office of the National Economic and Social Development Council
962 Krung Kasem Road, Pomprab, Bangkok 10100
Tel : 02-2804085 (40 Lines)
Fax : 0-2281-3938
Email : saraban@nesdc.go.th
th2oecd@nesdc.go.th
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