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Seafood Business Center is the place that very useful and helpful for people
with their lifestyle and the visitors, the center have combine all the things; culture,
tradition, identities, etc. The knowledge of researches will confirm more about the
quality of being the center. There are a lot of informations and the places that also
combine all of things in Prachuap Kiri Khan province in the center. That make people
have opportunities to learn more about the things, culture, identities from every city in
Prachuap Kiri Khan Province. Also combine the identities of the Southern Thailand to
be representing in the center. Moreover, this center will be the connecting ground for
the seafood business.

The information of Seafood Business Center are not even for people who are
just pass to other city or those who that interested but also , will help other people
such as farmers, seller, and etc. to have a better chance to joining the center. The
center will be the place for people to meeting and exchanges the knowledge and

idea.
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Chapter 1: Thesis Introduction

1.1 Project Background

Nowadays, architecture become a part of people lifestyle. Many Buildings in
Thailand have its story and background history of itself by concern about Thai culture
and demand from surrounding but many building started from no where or without
story and inspiration, had to close down and left without nothing but shamed on i,
some of them come up with the interesting story and history, or using very nice
concept and design for the building, that should make it to be better and continue to
make those building valuable again. Moreover, with problems of the unstable
economic in Thailand, it caused the business stop and cannot make their business
building or property better and even surely that easy to get old without renovation for

using.

From the building that used to be another type of project but has been
closed down for a long time, and the building itself got old and deserted. The building
had taken over and renovated and remake it to be more useful, to become the hotel

to serve visitors and people from other area.

This center is the place where provided the facilities for serving people with
the interesting objects and some knowledge of that area or the surrounded area, that
showing the identities to presenting to the visitors. Also, where individuals and
groups gather to promote and share common interested. Centers typically offer
sufficient a space to accommodate as thousand of attendees, and this should be

suitable for some maijor trade shows, sometimes known as the exhibition centers.



1.2 Studied Defined

1.2.7 Objeciive of Study

- To understand more about traditions, cultures, identities of

surrounding area
- To understand more about cultures of people or community around

- To create the new facilities that may serve visitors with the right

direction and functions

- To apply the main character of that in to the center

1.3 Thesis Statement

This information of Seafood Business Center will give people and
visitors to understand more about traditions, cultures, and identities. And this is the
great experience for people who interested in the culture. Moregver, it is useful way
and a chance to promoting out the seafood from fishery of Prachuap Kiri Khan
Province. Moreover, in the seafood center, will be the place that combines the

identities and all seafood products.

1.4 Research Scope

- To study center function and facilities of exhibition and distribution
- To study center zoning and circulation

- To study trends of center design

- To study the target of users and their specific requirement

- To study building, environment, and context

- To study cultural and identities of people and the community

- To study cultural of site surrounding



1.5 Design Scope

Reception and Lobby Area
Reception and Waiting area
Information area
Knowledge area
Restaurant
- Buffet restaurant
- Fine dining restaurant
Market area
- Fresh market
- Dry market
- Gourmet markry

Business area
Business center
Business Lounge
Seminar Room
Meeting Room

Office area

Back of House

1.6 Definition of term

Prachuap Kiri Khan Seafood Center is the one interesting place for
people who want to know about history or the place that combine all the very
interesting of Prachuap Kiri Khan. Location is suitable for all visitors to
shopping and businessman. Seafood and fishery can represent about culture
and identities of that community combined with new innovation, design for
visitors or even, foreigners who interest about culture, identities. Moreover,
visitors may get the new experiences and special things from the culture of

that community.



Chapter 2: Project Type Researches
2.1Literature Searches
2.3 Case Study

2.4 Existing Building Studies

2.5 Site Studies



Chapter 2: Project Type Researches
2.1 Literature Searches

Center

The definition of distribution center is the place where people knew that the
facility that is usually smaller than a firm's main warehouse or market, and is used for
receipt, temporary storage, and redistribution of goods, according to the customer’s
orders as they received. Also called, “branch warehouse” or “distribution”. It can be a
meeting point of people who travel to another destination and stop by to get
something or spend their time to look for the combination of the identities or special
things from that city. Also the customers will feel more convenient to get things that
they want in one place, and environment of the center will make them feel like they
are in the real place.

Nowadays, customers become more professional and wanted to get things or
food from the real local place. So, they want the place to contact directly. This will be
a choice that customers can stop to contact their business and take time with the
distribution center for more facilities, not even for distribution.

The fishing industry is evolving for most fishermen, knowing how to catch is
no longer enough. New regulations, growing demand from consumers to know,
where their food comes from, rising fuel prices, and increasing globalization have
changed the business dynamic of fishing. °

At the same time, with many fisheries in decline, fishermen must develop new
ways to fish without depleting the resource on which they debend. They must
innovate to survive. To be successful, they need to focus on developing their

businesses as well as fishing.

“ Monica Jain, “Fish 2.0: Connecting fishermen and investorshitps”://www.virgin.com/virgin-
unite/leadership-and-advocacy/fish-20-connecting-fishermen-and-investors



Defining the Exposition Industry.

- Many companies using the exhibition or center to represent and selling the
project and products in this process more than using business to business
advertising, direct mail, or public relations.

- Exhibition and center are more effective than advertising, direct mail, and
use other marketing process to components in general to introduce the new
products.

- Exhibition and center is the most percentage that 91 percent of business
decision makers report about “extremely useful” sources.

- Exhibition and center is the marketing tools that can show the activities,
measure, quantify products, and the outcome is more successful than other.

- Exhibition and center can help the business or companies to reach their
goal and also the customers are easy to contact with the company directly.

- The companies or business that integrates the marketing into the exhibition
and center that will be better to both way is visitors attraction and lead conversation

efficiency.

Expositions and Trade show

The business of expositions was not considered an industry unto itself: rather
expositions were regarded as functions of those industries they served to promote or
as an adjunct to other industries with which it is inextricably linked — travel,
hotel/lodging, and food service. The expositions or trade show, field is emerging as a
viable and separate business category that not only facilities commence in all areas
of the economy but also opens new marketplaces at all level from manufacturer to
wholesale and retail to customers

Global 's marketplace, people communicate more than ever through
impersonal means, using high-tech electronic systems. Though convenient and

effective, these systems lack one important component: human contact. It is human



nature to interact for business and to exchange an idea or talk thing over. That is the
forming of human relationships that make trade shows work now and in the
foreseeable future call it the “ fiddle factdr ” that people still like to touch, see, hear,
smell, and taste. Expositions continue to be one of the most effective marketing

strategies mix simply.

Types of Meetings and Events

The difference between a seminar and a workshop and the difference
between trades show an exhibition that have a lot of types with all the different
meeting terms it can get quite confusing.’

- Annual General Meetings:
An Annual General Meeting (AGM), or a shareholders meeting, is a large gathering
held by publicly traded companies. These meetings are held in order to let
shareholders ask the board of directors questions about a company’s health, as well
as to elect new members to the board.

- Board Meetings:
While the term “Board Meeting” technically means a gathering of a company or
organization’s board of directors, to us a board meeting really is a gathering of
decision makers. At this gathering, important facts are presented and decisions are

made as to the best course of action to take in the coming months.

- Breakout Session:
At a convention or conference, breakout sessions are meetings (workshops,
seminars, or presentations) intended for small groups. These meetings can be held
in smaller meeting rooms within a convention center or hotel as well as off-site

meeting and boardrooms.

- Business Dinners and Banquets:
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These are generally formal celebrations organized by a company or organization to
celebrate achievements within the organization and to boost employee and member
morale. Depending on the size of the organization, these dinners may be a small
gathering at a local restaurant or conducted in a large hotel banquet hall or unique

event space like an art gallery or museum.

- Conference:
Although “conventions” and “conferences” are terms that are used interchangeably,
the meeting industry standard definition of a conference is of a meeting of a shorter
duration than a convention and designed to meet a specific objective. See:

Convention.

- Colloguium:;
A colloquium can be best described as an “academic networking event.” Participants
are often experts in a given field and they meet to informally present and exchange
new ideas. Some academic programs require participation in a colloquium in order to
complete the program.

- Conclave:
Conclaves are meetings conducted in secret. In general, conclaves are used to
describe “closed door” meetings between individuals who have a certain level of
power or influence. One of the most famous conclaves is the Papal conclave, where
cardinals meet to elect a new pope.

- Congress:
While most Americans generally associate the word “Congress” with the legislative
branch of government, a congress can also a large group of individuals who meet on
a regularly scheduled basis, often to make decisions through a debate and voting
process.

- Consumer Shows:

A consumer or gate show is a trade show that's open to the general public. These
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shows generally have an entrance fee. People interested in learning about the latest
products (electronics, automobiles, etc) often go to consumer shows.

- Conventions:
A convention is an a large gathering of people with a shared interest (usually
professional or fandom related). These events are often recurring, and are usually
scheduled at a specific time each year. Conventions usually have keynote speakers,
as well as presentations that familiarize attendees with advancements or trends
within a their particular field of interest. See: Conference.

- Exhibitions:
An exhibition is a trade show that focuses on B2B businesses.

- Expo or Expositions:
An expo is a large scale exhibition or trade show often conducted on an international
level. One of the most common examples of an expo is The World's Fair.

- Fairs:
A fair is a trade show or expo organized for the purpose of exhibiting arts and crafts,
industrial products and agricultural products, but more local and on a smaller scale.
Unlike most trade shows, entertainment and fair food (think fried twinkies and french
fry studded corn dogs!) are often a major draw.

- Functions:
A social gathering or party, sometimes of a ceremonial nature. A function is usually
one or one of several gatherings that contribute to a larger event.

- Fundraisers:
A fundraiser can be a party, dance, dinner organized for the express purpose of
raising money for a cause or organization.

- Galas:
A gala is a large scale dinner gathering or party that often includes entertainment
and/or awards ceremonies following dinner.

- "Green" Meetings:
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"Green” meetings are events produced with sustainability in mind. When planning an
event considerations are made conceming the use of water, electricity, fuel as well
as the consumption of renewable products as opposed to disposable products.

- International Events:
According to the meeting industry standard definition, an international event is any
event where 15% or more of the participants come from out of the the event’s host
country.

- Meetups:
A meetup is an informal meeting or get-together organized for people with similar
interests. These interests can be anything: dating, networking, board games,
romance novels, meditation, hiking, wine tasting—just to name a few. Most meetups
are associated with meetup.com, a website that provides listing services for
meetups.

- Networking Events:
Organizing or sponsoring a networking event can be a great way to raise a company
or individual's profile within a certain community. Networking events can run from
informal schmooze and booze affairs at a local bar to fully fledged galas complete
with an open bar.

- Party:
A generic term for any social gathering.

- Plenary or General Sessions:
A large meeting open to all people attending an event. These sessions often kick off
a large conference or convention before it begins.?

- Political Events:
Political events are organized to raise awareness or funds for a particular candidate
or cause. Democratic and Republican national conventions, the largest palitical

events in the U.S. are organized to energize the base and bring in delegates from

3 http:/lwww.evenues.com/event-planning-guide/types-of-meetings-and-events
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each of the 50 states.

- Press Conferences:
Press conferences are often organized by newsmakers (most often in politics but
also in business and in sports) to make an announcement or to field questions by
press who happen to be invited to the conference.

- Product Launch Events:
Product Launches are often large scale events whose organizers invite journalists,
bloggers and social media influencers to witness the very first unveiling of a
company’s product. A successful product launch will often include a venue that is
unique to the product being used.

- Receptions:
In the meetings industry, receptions refer to a social function where light
refreshments are served, usually buffet style. Receptions are often informal, and
attendees will usually stand up and socialize rather than sit down at a table. For
weddings and other social events, receptions are informal celebrations or gatherings
that follow a more formal ceremony.

- Retreats and Team Building Events:
Retreats can be anything from go-cart races to ski trips to ropes courses. Essentially
the purpose of the retreat is to get team members to know each other better and thus
be more efficient as a team.

- Seminars:
In business, seminars are meetings organized to inform a group of people about a
specific topic, or to teach a specific skill. Expert speakers and teachers are usualily
invited to speak on topics like personal finance, investing, real estate, web marketing,
and many others. See Workshop.*

- Shareholder’'s Meetings:

See Annual General Meeting.

4 http://www. evenues.com/event-planning-guide/types-of-meetings-and-events
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- Social Events:
A large gathering organized to celebrate major life events and religious ceremonies.
Common social events include: anniversaries, weddings, birthdays, and bar/bat
mitzvahs.

- Symposiums:
Symposiums are meetings organized so that experts in a given field can meet,
present papers, and discuss issues and trends or make recommendations for a
certain course of action.

- Trade Shows:
Trade Shows are an opportunity for companies to exhibit some of their latest
products, as well as yet to be released prototypes to journalists as well as others in
the industry. See also: Exhibition, Consumer and Gate Shows, Expo.

- Workshops:
The terms “workshop” and “seminar” are used interchangeably. While both are
education focused events, workshops generally have more hands-on and group
activities. Workshops are better for teaching skills that require interactivity and

individual participation to learn. °

Market

Types of market that determines to the strategy that need in the business. It
is different strategies in the market between consumer market and industrial market.
Also, for the industrial market is dealing with bulk product selling. Costing and
marketing is a critical function for both types of markets. Moreovef, the globalization
of the company is rise with their marketing strategies. There are various factors that
use the normal business strategies to going global.

- Consumer Markets

The consumer market is involves marketing of consumer. As awareness and

5 http://iwww.evenues.com/event-planning-guide/types-of-meetings-and-events
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knowledge of consumers rises, marketing of consumer goods gets tougher. Today a
lot of focus has shifted to consumer goods marketing because a consumer has a lot
of choices. The brand loyalty is at its lowest and the worst fear a brand can face now
is a high rate of brand defection.

- Business Markets
The business market is similar to consumer market also organizational buyer has
numerous options but just the only of number of software and hardware that provide
in the market. The characteristics of business market are dealing by taken time and
involve selling the products.

- Global Markets
The giobal markets are the cost of the transportation, government policies for all of
this is for expansion to the globalization. Moreover, the global markets are different
from each market but the core idea is the same. Most global marketing companies
work on one fundamental.

- Government or Nonprofit Market
The government market is mostly involves the government offices, factories, army,
and other government departments. The non profits on the other hand may involve
groups based on different beliefs some of which really have an excellent brand name
and are recognised by several companies. Both of these entities have a limited
purchasing budget and hence the price of products is important. Accordingly the

purchase process is organized.®

® Hitesh Bhasin.” Types of Market “Accessed November 29, 2016, http://www.marketing91.com/types-
of-market/
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Traffic Flow

The traffic or circulation, the number of visitors viewing an exhibition or
desirable to show the exhibitors but if the floor plan of exhibition or center is the
organize will causing traffic tie-ups and every visitors will loses.
Booth Types

Booth types are 3 primary categories.
- Anchor booths is large and well lit set up by the companies that similar in the
industry. It also has a feature entertainment, music, and food.
- In — line booths, the majority of booth is using in — line that will set up in row and not
on the corner or the end. This will use in smaller exhibition.
- Corner booth is 2 side booths on row “comer” the designers can charge it to be

double for corner booth because it has 2 sides exposed to traffic.

Booth Design
The display sizes and designs are very impact to the look of the show
the same with the traffic flow. There are 6 common exhibit design elements.

- Standard booth is the one or more standard units in straight line. The maximum hei

QISPLAY FIXTURES OVER & (122M)
HIGH MUST BE CONFINED TO

1S AT LEAST & (1.5205

FROM THE AISUE UNE

Figure 2.1 Standard Booth



16

- Perimeter wall booth is a standard wall booth that local on the out of

outer perimeter wall of exhibit floor. The maximum height is 3.6 meters.

I

12" (366M)
9 MAX MT
r;;;\ ,
¢
A
i
- i
¥ | !
H '
(1 2204y .
MAX WT. o
!
',y 2
OISPLAY
HIGH MUST BE CONFINED TO
LAY AREA OF THE BOUTH Thai
IS AT LEAST 5 (1.52M)

FROM THE AISLE UNE

Figure 2.2 Perimeter Booth

- Peninsula booth is one or more display level in four or more standard

units back with an aisle on three sides. The maximum height is 4.8 meters.
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- Island booth is exhibit with one or more display levels in four or more

standard units with aisle on four sides. The maximum height is 4.8 meters.

Figure 2.4 Island booth

- Demonstration area is the space that set up for interaction of exhibit
personnel and audience through presentations, product demonstrations, or sampling.

The table must be minimum of 0.60 meter from the aisle line.
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- Towers are freestanding exhibit components separate from the main

exhibit and used for identification and display purposes only. The maximum height is

4.8 meters.’

-1
o‘cﬂgﬁ "

1§ |4 286
‘ Max Ml

= (152
\ NEIGHBCRING EXHIBITS

Figure 2.6 Towers

7 Deborah Robbe, Expositions and Trade Shows. New York,2000, 69-74.
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2.2 Design Theory and Principles

Seafood market is a marketplace used for marketing seafood products. It can
be dedicated to wholesale trade between fishermen and fish merchants, or to the
sale of seafood to individual consumers, or to both. Retail fish markets, a type of wet
market, often sell street food as well.

Seafood markets range in size from small fish stalls, such as the one in the
photo at the right, to the great Tsukiji fish market in Tokyo, tuming over about
660,000 tonnes a year.

The art of seafood case display

- Look at the seafood case from the customer’s viewpoint. Shingle or lie steaks and
fillets to show off the best side, facing, or edge towards the customer. An example is
when salmon steaks are shingled with the skin edge towards the customer and the
red meat side facing the clerk behind the case. It should be the other way around.

Show the red meat to the customer.

- Use colors intermittently to make individual displays stand out and to create a
pleasing pallet of colors to the eye. It is contrast that helps something stand out to
the human eye. Three white fillets next to each other are bland. White cod and tilapia
fillets with orange salmon fillets in between make all three items jump out at the
customer due to the color contrast. This is done in the produce department too. Two
carrot displays with green onions in between make all three products jump out to the

customer's eye.

- Use textures and direction to break up the display and create eye-catching patterns.
This is effective when you just don’t have that many colors to work with. An example
is ta have cod fillets displayed in a long vertical rows toward the customer. Then

display tilapia fillets horizontally next to the cod, then run the next long white fillet
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next to the tilapia. The contrasts in texture helps all three products stand out better.

- Use high and lows in the case to make producis jump out to cusiomers. The
seafood case is three dimensional, so use all the dimensions available to highlight
product and catch customer’s attention. Again, contrast helps products stand out. A
small mountain of shrimp between two lower-height displays is a good example of

this.

- Create sharp, well-defined edges. Whether the display is straight or curved, the
edges of the display shouid be clean and crisp. These clear, defined lines between
displays help the contrast jJump out to the customer. Tip: Most fillets have a very
straight edge on the top or dorsal side of the fish fillet. The belly side of the fillet is
usually more jagged or unruly. Use the top straight side on the edges of the display

to create sharp, defined lines.

- Use what you have in the cooler. Don’t make the same boring display with same
products in the same spot every day. Otherwise, you should let the corporate
merchandiser planogram the case based on scan data and category-management
principals. Set large, deep and focal displays based on large inventory in the cooler,
or based on a hot ad price, or based on high gross profit for the item. Have a reason
for each large or focal point display. Have a reason for the placement of every item.
The seafood case shouid reflect the cooler inventory in the store and the seafood
manager’s objectives for the day. That is why it can't be done as well from a

corporate office.

- Use the right lighting in the right places to bring out the best colors in seafood

and to enhance the attractiveness of the overall display. Seafood comes in many
colors, so a natural white-color spectrum bulb helps the wide variety of colors stand
out. Many meat cases use light bulbs with more infrared or ultraviolet to bring out the

red in the meat.
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- Keep the fish case fresh throughout the day. Do not pile it high in the morning and
let it dry out all day. Some seafood managers will display one or two deep at set up,
and add more product for the lunch and after work rush hours. Bringing out fresh
product to augment displays throughout the day helps keep a fresher look and
customers will buy more if they see it coming out of the back cooler. | liken it to the

bakery baking chocolate chip cookies or rolling out hot Italian bread at 5 p.m.?

Thailand’s seafood industry

Thailand is one of the world’s leading seafood exporters, with half of its
production comprising crustaceans, mostly internationally traded shrimp. The
industry has grown significantly since the 1970s, with production doubling from 20
kilograms per capita in 1990 to 40 kilograms per capita in 2008 (FAO, undated,;
Laowapong, 2010) After a record-high production of 1.4 million tonnes in 2009,
Thailand saw its production fall to 1.3 million tonnes in 2010 and then — mainly
because of widespread flood damage in 2011 and the dive in shrimp yield as a
consequence of Early Mortality Syndrome, or EMS (FAO, 2014a) — to 1.2 million
tonnes in 2011 and 2012. The total value of Thailand’s seafood exports in 2011

amounted to US$7.3 billion (EJF, 2014).°

Since the middle of the last decade, total seafood production in Thailand has
been in decline, with major increases in aquaculture production partly mitigating
significant drops in marine capture productivity. Another important new feature is that
Thailand has increasingly taken to importing raw materials for its processing industry.
In, chilled, and frozen tuna, with imports of 700,000-80C,000 tons annually (FAQ,

2009). This country is also one of the world’s largest exporters of shrimp, canned

® Chuck Anderson.” The art of seafood case display” Accessed June 18, 2013,
http:/mwww.seafoodsource.com/blogs/behind-the-fish-counterithe-art-of -seafood-case-display
8 http://iwww.ilo.orgiwemsp5/groups/public/---asia/~-ro-
bangkok/documents/publication/wcms_474896.pdf
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tuna, squid, and cuttlefish. Shrimp products and canned tuna, respectively, contribute

36 per cent and 27 per cent of the total value of Thailand’s fish exports (FAQO, 2009).
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2.3 Case study
To design a center that combines the market and distribution in to one place
to serve the facilities and convenient to the customers and travelers.
Factors that need to be studied are:
1.To study the arranging and planning of market center
2.The facilities and space requirement for center
3.To study case studies by context, supporting facilities, and transportation
4.To find guideline and recommendation for idea of designing center
5.To find the advantage and disadvantage of each case
Lists of Case Study
Primary Case Study
1. Taipei Flower Wholesale Market, Taiwan Intemational Flower Trade Center
2.San Francisco Flower Mart
3.Food Villa
4.Shinsen Fish Market
Secondary Case Study
1.Gourmet Market at Siam Paragon
2.Sydney Fish Market
3.Fish market in Bergen

4. Asean fishery and aquaculture expo 2016
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PRIMARY CASE STUDY

1. Taipei Flower Wholesale Market, Taiwan International Flower Trade Center

Name : Taipei Flower Wholesale Market, Taiwan International Flower Trade
Center
Site location : Taipei City, Taiwan
Area 129,700 sq.m
Project year :2012

In 2001, the Taipei City Government chose to relocate the Taipei Flower
Wholesale Market and transform it into an International Flower Trade Center.
Contrary to the market’s previous temporal location, the new site is located within an
industrial urban context allowing convenient transportation. Subsequently, the new

location merges logistical distribution and includes program for exhibition, education,

10

"% “Taipei Flower Wholesale Market, Taiwan International Flower Trade Center Large site for cut flowers
market. / H.P. Chueh Architects & Planners” Accessed 10 March, 2014.
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Figure 2.8 1% floor plan

http:/www.archdaily.com/484063/taipei-flower-wholesale-market-taiwan-international-flower-trade-

center-large-site-tor-cut-flowers-market-h-p-chueh-architects-and-planners
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Figure 2.9 2™ floor plan
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The total site area is a generous 28,764 sqm. West of Ming Shan Street is a
larger site for cut flowers while the East site is reserved for the sale of plants. A
bridge connects the two sites allowing commercial opportunities and diversifying the
commuter experience. This new flower market aims to unite logistic industry, retail,

tourism, and education as a new hub within the city.

Figure 2.10 lamp into the building

And surrounded by logistical industries such as supermarkets and shipping
companies. In comparison, the Flower Market requires Jarge semi-open spaces such
as loading areas, circulation for different kinds of vehicles, and large multi-use
spaces. The design strategy is to lift an urban roof containing required programs to

cover ine semi-open spaces. 1his gesiure serves io separaie pedesirians irom

vehicles while allowing different activities to happen simultaneously.
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Landscape plays an important role in the design strategy creating separations
and connections. The landscape “ramp” along pedestrian circulation defines the main
flower logistic area boundary and provides green spaces for the public. In addition, a
fiteen meter set back from the South site boundary, provides a plaza towards the
main entrance and leads people to a second floor public space through landscape-

integrated stairs.

o v“}'“”“”'

™

PUI—————E

Figure 2.12 exterior of Taipei flower market
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Since visual identity is a main concern of the project, the building transfers
floral color sequences to the facade’s louver system. Spanning the length of the site,
colorful panels on the facade aim to distinguish the program from its industrial

context.

Figure 2.13 facade and roof

This larger site is mainly for cut flower auctions and distribution. The urban
roof provides lifted spaces and the opportunity for future expansion. The loading
area, auction room, and distribution area are located on the first floor of the North
end while the South end houses 163 retail shops. Customers can be brought to the
second floor through interior retail areas or exterior landscape access. The second
floor provides more public space for flower utility shops, restaurants, and outdoor

parking and the main volume on the North end contains all administrative affiliates.
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2.San Francisco Flower Mart

Name : SF Flower Mart

Site location : San Francisco Flower Mart LLC , 640 Brannan Street, San
Francisco, CA

Time : Mondays, Wednesdays, Fridays Open 2 a.m.

Project year :2018

DIRECTORY
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Figure 2.15 planning of SF Fiower market

Facing ongoing push-back from tenants of the SF Flower Mart, Kilroy Realty
has designed an altemnative design for the proposal re-development of the SF Flower
Mart site which would ditch their plan for a high-technology underground market and

keep the New Flower Mart above ground."?

Based on their expertise and knowledge of the flower business and its
operations, the CFM Board of Directors, which included several tenants of the Flower
Mart, concluded that a below-grade wholesale flower market and an adjacent below-
grade parking area would be the best design for a new flower market (“New Flower
Mart”), as it would create a smooth flow of goods between the warehouse and
parking areas. After KR Flower Mart, LLC purchased the Property and SFFM took
over operations of the aggregate Flower Mart, the developer presented the original

below-grade plan for the Project.

"' “Developer Might Ditch Plans For An Underground S.F. Flower Mart” Accessed May 12, 2015,
http:/iwww socketsite.com/archives/2015/05/kilroy-might-ditch-plans-for-an-underground-s-f-flower-
mart.htmi
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Figure 2.16 layout of of SF Flower market

Some existing Flower Mart tenants expressed concems that a below-grade
wholesale flower market may not be the best design for the New Flower Mart, due to
lack of visibility and accessibility from street level. During a series of meetings with
the tenants, the governing board of SFFM and representatives of the developer
responded that the new, below-grade wholesale flower market would have prominent
signage and access from street level. Some tenants aiso expressed concems that a
below-ground warehouse may be too dark and have poor air circulation, and that a
parking area immediately adjacent to the warehouse could produce vehicle exhaust
fumes that are potentially harmful to the flowers. SFFM Board members and
representatives of the developer explained that the parking area would be sealed off
from the warehouse and that skylights would bring natural light into the warehouse.
Examples with photos of successful underground markets from around the world,

including flower markets, were also provided.?

= “Developer Might Ditch Plans For An Underground S.F. Flower Mart* Accessed May 12, 2015,
http:/imww.socketsite.com/archives/2015/05/kilroy-might-ditch-plans-for-an-underground-s-f-flower-

I -Tod e H
mai l.htl (A1



33

One difference is the parking and loading areas for the above-ground market.
The parking area for the New Flower Mart remains below ground, creating the need
for additional elevators, ramps and/or escalators to connect to the warehouse, while
the loading area for the flower market is located above-grade, adjacent to the
warehouse. The above-grade flower market also results in a multi-level plaza, with

the portion above the warehouse elevated above street level."

BUILDING 3
(BEYOND)

RO 558
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LE 61y
L4488
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Bl 4L < R RrEs

Figure 2.17 section of SF Flower market

13 “Developer Might Ditch Plans For An Underground S.F. Flower Mart” Accessed May 12, 2015,
http:/AMww socketsite.com/archives/2015/05/kilroy-might-ditch-plans-for-an-underground-s-f-flower-
mart.html
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Figure 2.18 section of SF Flower market

This difters from the below-ground Flower Mart proposal, in which all plazas
would be at grade. The skylights that existed in the original version have been moved
to the elevated plaza to bring natural light down into the warehouse. As the flow of
goods between the warehouse and parking areas is less efficient with an above-
grade flower market, some tenants still prefer the original version of the Project. A
majority of tenants, however, have expressed support for continuing to explore the

above-grade version.'*

14 . :
“Developer Might Ditch Plans For An Undorground S.F. Flowor Mart” Accessed May 12, 2015,
[ad 9 -] z 3

http:/mww.socketsite.com/archives/2015/05/kilroy-might-ditch-plans-for-an-underground-s-f-flower-
mart.htm|
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3.Food villa

Figure 2.19 Food Villa Building and Front view

Name : Food villa market

Site location :49/38 Soi Ratchaphruek, Khwaeng Nong Khaem, Khet Nong Khaem,

Bangkok
Time 106.00am — 10.00pm everyday
Area 14,000 sq.m

Project year :2013

Site approach

Food Villa approach is by car or any transportation on Ratchaphruek
road and the site is next to the circle ratchaphruek community mall and villa de bear.
The surrounding is in the outside of the city that can get more activity for city people

to spent time in food villa.
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Figure 2.20 Food Vill

This Project is divided into 4 areas, which are

seafood, prepared food and food court.

2. Retail Shop Building — which has several shops, restaurants, fashion shops, book

store, pharmacy, etc.
3. Starbucks Drive thru Building

4, Plants and Pet shops
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Main Market Building has been designed in 2013 and officially launched in
2015. The building represented a “food production farm”, developed from

farmhouses pattern merging each unit together in an order.

Figure 2.23 Food Villa translucent fagade and ventilation gap

The building facade is desi
go through and glow inside out at night .The ventilation gap is set in two layers, at the
top of gable roof itself and between the split levels of each roof as appears in the
ion. Disordse R e s it bl ar ramialtie "

~am el - oo =
DUIUUICU HEODO aniu Dt il aital |BUIIIUIIL IIGVU UUGII ICIIICIIIIGU Uy a

architect to represent the ambience of local Thai market.
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Figure 2.24 Food Villa gap and wind diagram

| this villa project, there many type of facilities and main of this one this food
villa that they take this space to be the market and food villa market is a local open-
air market open daily features outstanding standard of fresh market, offering a variety

of high-quality food. life stvle shops and many more at a reasonable price.

Figure 2.25 Food Villa 3D Plan
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Interior Design

The interior design in market zone is separate by each type of food and very

difference to other fresh market that people used to it before because this project
want to create the new space to serve people in the name of quality market and use

the materials that very unique and new for market also the function of it will concern

more about people lifestyle that is open air, good ventilation, and natural lighting.

Figure 2.26 Food Villa interior and structure

In this market they provide the seafood zone for customers who want the
fresh seafood that have the aqua area and freeze in front of the shop for the choice

of choosing and customers can choose whatever they wanted.

Figure 2.27 Seafood zone in Food Villa
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List of Materials

i. Roof: Steei roofing (Mietai sheet)

2. Facade: Steel wall cladding (Metal sheet siding)
3. Flake ventilation: Artificial wood on Stee! structure

4. Flooring: Polished concrete surfaces

N

. Stall: Black files top counter and artificial wood at side stall on Steel structure
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4. SHINSEN FISH MARKET

w¥a
‘\*74 ?\5"

‘Q} ;
SHINSEN

FISH MARKET

Figure 2.28 logo and in front of Shinsen fish market

Name : Shinsen Fish Market
Location +163/6 Soi Sukhumvit 39 Klongton-Nua Wattana, Bangkok, Thailand
Time +11.00 am. — 11.00 pm. everyday

4 Thonglor o i

Figure 2.29 logo and in front of Shinsen fish market

Shinsen’s Philosophy

Shinsen’s Philosophy explains thier identity by telling The philosophy is
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simple core values that we want to keep working on everyday to be at our best. And

that is what we want you to experience the Shinsen Fish Market.

Alivestyle Market

Diverse culture and modem lifestyle is a part of Shinsen Fish Market
philosophy.Shinsen desire to be much more than a place selling food and have
expressed it via the design of venue that allows people to enjoy our 10 services that
operates from morning to midnight. The market is capable of satisfying needs of
diverse urban population such as for a breakfast quick-stop before signing in for
work, for a lunch with client in afteroon, or for learning to cook in free time. It is
diversity that creates unique experience, making Shinsen Fish Market alivestyle

market.
Concept

Shinsen fish market using the concept of AAD (Addiction Aquatic
Development) from Taipei and this is the first and only alivestyle fish market in

Bangkok that serve the freshness from all over the world everyday in all 10 zones.

1.Live aquamarine 6.Shubu and Sukiyaki
Z2.Sushi bar 7.Supermakel

3.Raw ans steam bar 8.Beverage bar
A4.Grill bar 9.Flora

5.Cafe 10.Cooking school
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Figure 2.30 Shinsen fish market map and zone

The zoning inside SHinsen fish market got the inspiration from Taiwan and
some Japanese culture to represent about the food and fish market and also provide

the alive aquamarine for the freshness of seafood.

Shinsen fish market facilities

Shinsen fish market is the place that will serve people about the seafood and
Japanese food also Shinsen fish market have the alive aquamarines to show to
customers and buy it and they,will provide the open kitchen area, supermarket, food

area, take home area with the atmosphere of aquatic.

Figure 2.31 Alive aguamarines Shinsen fish market
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At Shinsen fish market, they provide live, fresh and raw products with
excellent quality and reasonable price. Customers may select to start their freshness

here or bring it back home for your family.

Figure 2.32 fresh seafood zone in Shinsen fish market

Shinsen Fish market in the supermarket zone provides the varieties of fresh
and quality-controlled products that the customers can buy with satisfaction such as
imported and local fresh seafood products, fruits, vegetables, and can high quality

meat.
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SECONDARY CASE STUDY

1.Gourmat Market At Paragon

FIGURE 2.33 Siam Paragon PLAN (ground floor)

Nam : Gourmet at Siam Paragot

Location : 991 Rama 1 Road, Pathumwan Bangkok 10330, Thailand

Opening hours : 10.00 am - 10.00 pm. evervday

Siam Paragon is a popular shopping mall housing a host of international high-
end fashion brands, Southeast Asia’s largest aquarium, a 16-screen Cineplex, and a
comprehensive selection of world cuisine. Located prominently in front of Siam BTS
Sky train station - the interchange of the two BTS lines - it is considered by many to

be the center of Bangkok.

Considering the mall contains over 250 shops, the layout is logical and fairly

compact, certainly when compared to the sprawling Central World mall nearby.



48

However, this mall provides mainly luxury items for well-heeled Thais and
international visitors with cash to splurge. If you are looking for something extra-

special then Siam Paragon is definitely the place to find it.

For the ground floar, Siam paragon use this floor to be the space that for
foods and restaurant area, fresh market, take home area, supermarket, and etc.
Moreover, this one will concern more detail in the Gourmet market that provides

nd inininat ‘ruii'n nf mara than 29NN Linda bk
U JUIVICOL U Ul 1IUIC uidili &UV Aiiuo W

and international welcome you everyday at Gourmet Market.
Seafood

Inside of gourmet market have provided the fresh and a lot of seafood for the
customers to buy-and take it home. There are many seafood and choices in the

seafond zone that will chow in front of the zone to show how frechness is a
searoea zone YIat wiil shov N OLAE ZONS 10 SHOWIOW (TeSesSs '€ 2

) . w sra o wEase H

Figure 2.34 Seafood area

Gourmmet market is not only provide the grocery store for customers but
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food with professional chef and also can buy that ingredients to cook at home.
Therefore, for the open kitchen will show the food and alive to make more fresh and
decision for customers, this may use less space to do the open kitchen, the function
that also have are kitchen, cooking area, storage area, counter dining area, alive

aqua area, order area. The kitchen is in the square space with the high ceiling and

using the pendant light to decoration and use the color and tone in black color.

Figure 2.35 The Dock Kitchen at Gourmet market, siam paragon

The Dock’s design

The dock by thammachart Seafood, is the famous importer for top quality
fresh seafood from around the world, proudly to presents the dock, it is a unique
seafood bar serving top with quality live and fresh seafood at Siam Paragon. So,
people can sit and enjoy the fresh seafood cooked to perfection by the experienced
chefs at a reasonable price. For the freshness, the dock is the only one in Bangkok
that has live tanks in every branch to nourish and present famous live oysters from

around the world. And using the concept with “ Casual, Affordable and Above all fun”
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2.Sydney Fish Market

_SYDNEY FISH MARKET

/

Figure 2.36 in front of Sydney Fish Market

Name : Sydney Fish Market
Location : Bank Street, Pyrmont, Sydney
Daily :open from 7am until 4pm every day, except Christmas Day.

Sydney Fish Market is the largest market of its kind in the Southern
Hemisphere and the third largest seafood market in terms of variety in the world and
the tsukiji Fish Market is the biggest wholesale fish and seafood market in the world
and for the second largest is La Nueva Viga Market, Mexico City, Mexico. A working
fish market, Sydney Fish Market sources product both nationally and internationally
and trades over 13,500 tonnes of seafood annually - with up to one hundred
sustainable seafood species traded every day and approximately 500 species traded
annually. Sydney Fish Market employs approximately 65 staff to organise the
weekday wholesale auction, promote Sydney Fish Market as the center of seafood
excellence and operate the Sydney Seafood School. Now ,Sydney Fish Market had
launched the new innovative new online-based seafood trading system and provides
traders with advanced facilities for direct online seafood sales including wild

harvest,aquaculture and frozen products, taking fish trading to a new level.
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Figure 2.37 Sydney Fish Market Map
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Sydney Fish Market’s Retail

Sydney Fish Market's six wet fish retailers offer Australia’s biggest variety of
fresh seafood. Sydney Fish Market also features numerous restaurants and cafes,
hakery, butcher, gourmet deli, greengrocer, bottle shop, fishing supplies store and

gift shop.

Figure 2.38 shop and inside Sydney Fish Market

Tour at Sydney Figh Market

Tour at Sydney Fish Market is one of activity that visitors or businessman
can see all the methods and working life there, also have variety of seafood is
sourced from individual fishermen, co-ops, fishing businesses and aquaculture farms
in Australia, New Zealand and the Asia-Pacific Region with over 100 species
available to buyers daily. Moreover, the staff will take visitors to see behind the
scenes to explore all facets of the market and learn about the history of Sydney Fish
Market , explanation of how the Dutch auction and buying system works, viewing
over 100 species, find out about sashimi, live product and our specialist seafood

retailers this will take about 1 1/2 - 2 hours.
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Figure 2.39 visitors tour at Sydney Fish Market
Interior Design

The interior of fish market is very normal because this market got and do for
freshness of seafood and used the fluorescent, for the counter that show seafood is
the level that easy to see and touch the products. Moreover, the clean area is behide

the counter so make visitors can see the methods.

Figure 2.40 interior and cleaning space
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3. Fish market in Bergen

Figure 2.41 in front of Fish Market

Name : Fish-market in Bergen
Location : Strandkaien 3, 5013 Bergen, Norway
Area 1 4260.0 sgm

The fish-market has a long history in Bergen, and is an important tourist
attraction. This fish market in need of upgrading to offer comfort and hygiene all year
round for both vendors and visitors. This necessitated a building on the open square.
Our project tries to offer the necessary facilities while reflecting both the urban
situation and the long history of the place. The moderate height of the building allows
for a view of the historical structures behind, and the transparent facade of the open
ground floor allows the market to flow underneath and gives a clear view of
the harbor. Also, The historic warehouse property lines are traced in the paving, and
the historic harbourside architecture is reflected in the materials and colors of the

new facade.
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Fiaure 2.42 Ground floor nlan of Fish Market in Beraen

Fiaure 2.44 Section of Fish Market in Bergen
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Figure 2.45 overall building of Fish market in Bergen

The hall tells the story of the market. In addition to the public section, a
service area with a number of technical rooms is spread over three stories. The roof
of the market hall forms the “Norwegian Seafood Center” and tourist information
office with panorama windows overlooking the historical city center, The choice of
colors and materials for the building is likewise oriented on the historical architecture:
On the facade wooden slats in the typical Bergen colors ocher yellow, dark red and
white alternate in arrangement and density, becoming denser at the rear of the

building.

Figure 2.46 Fish Market in Bergen
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The transparency of the market also makes the market activity seem like part
of a staged scene. The market life of preparing and selling fish is clearly visible,

unlike in traditional market halls where market life tends to be hidden.

The wooden panels reflect colors typical for Bergen - ocher, dark red and
white, changing in rhythm and density. And the fagade lively can see from the front of
the building, the glass fagade stands for accessibility. Accessibility and closeness,

alternating with each other, contribute to a “modern marketplace”.

The function in the market, there is a service entity of 3 floors. It houses
storage space, cold storage and freezer, production of ice, wardrobe and restrooms

as well other technical units.



4. Asean Fishery and Aquaculture Expo 2016
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Figure 2.47 Asean Fishery and Aquaculture Expo Plan

— Exposition Area 7,550 m2 with 330 booths (3%x3 m)
— More than 10,000 visitors are expected

- Targeting exhibitors from domestic and international
— List of Exhibitors

Food

- Grocery - Halal Food

Seafood
- Chilled Seafood - Dried Seafood - Fresh Seafood
- Frozen Seafood - Processed Seafood - Ready-to-eat Seafood

Frozen Food

- Chilled & Frozen Meat Products -Frozen Food - Frozen Fish

[ | Booth Prime Area

996 Sqm. 56 Booth



Food Service
Aquaculture Producers

Consultancy and Service
Hospitality Services
Information and Billing Systems
Rinsing, Cleaning and Disposal Technology
Catering Operators
Distribution Systems
Manufacturing
Processors
Traders
Chilling, Freezing Technology
Furnishing and Decoration
Importer and Exporter

Retail and Franchise

Wholesaling
Food Technology
- Cooling and Refrigeration - Food Processing Technology
Technology
Others
- Associations - Government - Institutions - Media

— Meeting with ASEAN local producers and SMEs
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- Food Packaging



2.4 Existing Building Studies

2.4.1 Existing Building System

- Building Plan and Area
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Figure 2.48 Building Plan and Area

Building area total = 4,565.6 sq.m

1% floor = 1,549.6 sq.m
2" floor = 754 sq.m
3" floor = 754 sq.m
4" floor = 754 sq.m

5™ floor = 754 sq.m

(<)
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- Building Plan and Existing Zoning

4TH FLOOR PLAN

ol

2ND FLOOR PLAN

1ST FLOOR PLAN
RECEPTION AND OFFICE SOUVENIR SHOP
LOBBY AND WAITING AREA SPA
MEETING ROOMS GUEST ROOM
RESTAURANT LIFT
COFFEE SHOP TOWET

Figure 2.49 Existing zoning



- Building Accessibilities and Circulation
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Figure 2.50 Accessibilities and Circulation
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- Architecture and Construction
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- Building Interior and Construction
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Figure 2.52 Entrance
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Figure 2.53 Front corridor
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Figure 2.54 Restaurant

Figure 2.55 Meeting room
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15T FLOOR PLAN

Figure 2.56 Hallway to reception
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Figure 2.57 Reception area
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Figure 2.58 Waiting Area
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Figure 2.60 Guest rooms (2™ — 5" floor)
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Figure 2.61 Main Stair
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2.4.2 Existing Problems and Solutions
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Problems

Solutions

1. This building using one entrance for
many functions and users even for

housekeeper.

1. Should provide the entrance for staff

and housekeeper in back of house.

2. The buildin
ventilation from outside that is not

good for market.

]
-~

laard tn N
AAVA VAV R RS BV

ventilation, using most natural.

3. The fagade is very old and not

suitable to be the seafood center.

3. Need to renovate fagcade with the
new materials and should concern

about the structure.
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2.5 Site Studies

Prachuap Sam Ao Hotel

Figure 2.62 Prachuap Sam Ac Hotel

Prachuap Sam Ao Hotel is locate in the city and near to the Phet-ka-sem

Raad That ic thea main road o
e2C, ! tiginemainreac o

L PIvAL I ei e LI

building of hospital and renovated to be the Hotel in nowadays. So, people will stop

here for take a rest in short stay. It is not the destination of people.

2.5.1 General information and History of building

Name : Parachuao Sam Ao Hotel

Prachuap Khiri Khan, Prachuap Kiri Khan, Thailand 77000
Year 12554 BC
Building area :4,565.6 sq.m
Structure : Column and beam

History : This building was built about 16 years ago for the hospital and after
that the hospital had close their business and leave the building for
nothing. Until 5 years ago this building had renovated for the hotel to

nowadays.



2.5.2 Site Location

- Macro scale

Figure 2.64 Site Location in Macro:scale

ocation in Macro scale
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- Intermediate scale
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Figure 2,64 Site Location In Intermediate scale

- Micro scale

X o
Figure 2.68 Site Location in Micro scaie



2.5.3 Site Context

- Existing uses
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Figure 2.69 The Existing around the site




- Sun and Wind Direction

\2

North North

West East} West

SAéu/th South

Figure 2.71 Sun and Wind direction diagram
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2.5.4 Site and Zoning

- Boundaries and Site Area

Figure 2.72 Boundaries and site area

- Site Coverage and Building Height

ma anl R i

Height : 19.75 m.

Figure 2.73 Site coverage and building height
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2.5.5 Sensory and Natural Physical Features

- View from the site

Figure 2.74 East view

Figure 2.75 West view



2.5.6 Circulation and Access

- Site Accessibility

B Site Location

Main Access

Figure 2.76 Access way from Phet-ka-sem Road.
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Chapter 3: Data Collections

3.1 Target User Studies
3.2 The Proposed User
Behavior

3.3 Human Factor

3.4 Function and Facility
Studies

3.5 Aesthetic and Form
Studies

3.6 Project Specific



Chapter 3: Data Collections

3.1 Target User Studies

3.1.1 Target Users

Target users of seafood center are come from questionnaire of 70 people
who are officer ages that including seafood lover, wholesaler, retailers, fisherman

who are relate to seafood.

Table3.2 Pie chart Age, Nationality

Age
20 — 30 years old 52 74%
31- 40 years oid 8 2% & 2030
40 — 50 years old 9 13% Foer
W 37 -40
50 - 60 years ald 1 1%
M 40 -50
Above 60 years old 0 0%
M 50 -60
Nationality
4%
Thai 87  08% AT
Non — Thai 3 4% ® Non - Thai

From the questionnaire, the percentage of age of 20 — 30 years oid is the

highest percentage. Also, the nationality is mostly from Thai.
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Table 3.3 Pie Chart show result of people who like seafood

Do you like seafood?
7%

mYes

® No

From the result of pie chart, people who like seafood is 93% and 7% for

people who do not like seafood.

Table 3.4 Pie Chart show result of how often people eat seafood

Once a month 27 39% How often do you eat fresh or
o frozen fish or seafood (exciuding
Once for 2 weeks 16¢2R206% othiP Azhery produeg]
Oiice a week 5 13%
B once a month
Twice a week 7 10%
3-6 times in a week 6 9% M once for 2
......
everyday 5 7% i

W3- 6timesin
aweek

From the result of pie chart the most frequency of people who eat seafood is
39% for once a month and 23% for once for 2 weeks. That is how often people eat

seafood.
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Table 3.5 Bar Graph show the number of the place of purchase seafood

Which places do you prefer to purchase fish and seafood
{choase maore than 1)
other
fishing activities |
fisherman
delivery
fish landing
fish market
market
supermaket J’
0 20 40 60 80
Supermarket 31 44.2%
Market 53 75.7%
Fish market 13 18.55
Fish landing 18 25.7%
Delivery 7 10%
Fisherman 5 7.1%
Fishing Activities 2 2.85%
Other 1 1.4%

The Bar Graph shows that the place of purchase seafood of people is market about
75.7% the highest one and next is supermarket about 44.2%. for the third place is fish landing
about 25.7%.

Table 3.6 Bar Graph Shows the reason why people prefer to purchase seafood at that place

The reason why do you prefer to purchase seafood in that
place

facilities and service
more choice
various kind of seafood

cleanness

convenience

80




84

Convenience 50 71.4%
Cleanness 30 42.8%
Various kind of seafood 32 45.7%
More choice 20 28.5%
Facilities and service 16 22.8%

The Bar Graph shows the reason of people that prefer to purchase seafood in

that place. The fist reason is convenience and the second is variocus Kind of seafood.
And the last reason is cleanness.
Tauig 3.7 Bai Grapii Siiows the reason wihy peopie not piefer 1o purchase seafood at that piace
The reason why de you not prefer to purchase seafood
in other piace
stained
unsuitable prices
unacceptabie with Kiil seafood | { |
uisuicdarl PldLC ‘
i 1 ;
v 1U 20 30 44 50 6V
Unclean place 24 34.2%
Unacceptable with kill seafood 10 14.2%
Unsuitable prices 33 47%
Stained 35 50%

The bar Graph shows the reason why people don't like to go to that place for
purchase seafood. First is stained and the second is unsuitable prices for seafood

while the third reason is unclean place.



Table 3.8 Bar Graph Shows the reason of purchase seafood at that place

-
nthor !
ULl

cleanness

nutrition

more accessible —

the reasons for purchase of fish or seafood from preferred

nlaces

Frmchrmnco nfonnfrnd

Al LoD Vi oLalvuu
: |

suitable prices

0 20 40 60 80
Suitable prices 38 54.2%
Freshness of seafood 47 67.1%
iore Accessibie iz 7%
Nutrition 8 11.4%
Cleanness 26 37%
Other 0 0%

The bar graph shows the reason of people to choose to buy seafood at that place

because freshness of seafood and next is suitable prices. Moreover, people think about

Table 3.9 Pie chart shows about people prefer seafood from local or imports

cleanness.
Local 63 94%
imports 4 6%

6%

Do you prefer fish or
seafood from local or
imporis

M Jocal
N imports
94%

Thie pie chart shows thal peopie piefer seaiuud iiuin jucai inoie than impoits.
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Table 3.10 bar graph shows about what people want to have in the seafood center.

What do you want to have in the seafood center? (choose at least 3
area)

seminar room
meeting room
knowiedge center

coffee shop

business center

restaurant
alive agua A
shop(market) ‘
supermaket "
0 i Al 30 40 50 60 70
Supermarket 23 32.8%
Shop{market) 48 §5.7%
Alive aqua 33 47%
Restaurant 45 64.2%
Business center 23 32.8%
Coffee shop 12 17%
Knowledge center 13 18.5%
Meeting room 3 4.2%
Seminar room 2 2.8%

From the bar graph, people are want to have shop(market) in the seafood center in

65.7% and want to have restaurant for 64.2%. the last is alive aqua is 47%.



Yes
No

center.

61

From pie chart, shows that most of people of agreement to be the business

[ PSS PRI WU ¥ 1
rigc vilalt d1UwWs Ui

87%
13%

o= -1

U D Y DU i oy J— .
B DT LT DUDHITCODD Lelilet,

Do you think,Is seafood center should be
the business center that deal betweem
fishery, retailer,wholesaler and
businessman

mYes
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3.2 The Proposed User Behavior
Target user study and result of the questionnaire can be categorized the

users of seafood market into 5 main types.

1. Visitor : they might come with a group or individual and both
are from local area and travelers.

2. Businessman : people who interesting about seafood and want to
deal with the retailers or wholesalers.

3. Retailer / wholesaler :fisherman or owner of fishery.

4. Officer : Manager, staff

5. Staff / housekeeper : staff, house keeper, M&E staff, chef. They should

come early to provide their duties.
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3.2.1 User / Function with activities

AREA FUNCTION ACTIVITIES

information area | - Reception .
- Information counter o 2 = H
- Waiting area !] |’

Information  Waiting Meeting

e

- ReceFtion

_ e
® o * ®

- Alive aqua i i N | g

- Shop area ' i G.| E

- Seafood Booth .

- Eatjng and Segﬁng Reception Alive agua Shopping  Order

ol o) =
EL]

- Souvenir shop
Eating Paying  Souvenir shop

Shop (market)
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Coffee shop

Knowlédge - Reception
center - Learning area
- Gallery

Information  Learning Exploring Gallery

Busine‘s’s, center

- Seminar area

- Food and Beverage E A‘Q

Seminar Room

- Woikiing aiea
- Meeting room
- Files storage

- Pantry
_ Clock in Working Break time Meeting Clock
wW.C. Slo

Loading area - Loading area

- Checking area I a\’ = @

- Storage

L Loading Checking  Storage
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3.2.3 User Behaviors and Activities

I VISITORS

LEARNING

o ——

BUSINESS DEAL
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SHOPPING

- o

EATING
(FOOD MARKET)

R

EXPLORING

o g
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ENTER
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3.3 Human Factor

3.3.1 User Psychological Needs and Physical Needs

User Psychological Needs

Visitors - Cleanness

- Welcoming

- Comfortable

- Aesthetic

- Facilities & service
- Safety

Physical needs

T

{ "{?«

§ 1
! |
! !
. $

Businessman - Cleanness

- Welcoming
- Comfortable

- Aesthetic
- Facilities & service
- Safety
Physical needs
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Retailers / wholesaler
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- Safety
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3.4.2. Seafood Center

A Seafood center organization chart is very useful and important to
understanding more about the different in each department in the seafood center.
Also, it is the way that can see all of department link and work together. Everyone
are work in their part and that depend on the activities of each one. Moreover,
research and study of seafood center and activities in each section will make it
become more management.

The employment and staff are different to each other and many factors are
decided by the organization of the center. Mostly, the factors will based on the
following :

- Center’s classification
- Center's type
- Center's product type

For Seafood Center, employment and staff will come from the local area or
nearby community. The facilities and services will focused on customers that react to
seafood center. The market area will have the space for retailers and wholesalers in
their area to serve seafood to customers. And every employment and staff should
have the knowledge and skill in seafoaod to make them more professional to
customers and businessman.

Seafood Center Administration can be divided into following
1. Center Manager
Center manage is the one wha is responsible to overall organization
of the center. Also, the center manage will take care and controls all employment in
the center.

2. Reception / Front office

- Receptionists : the one who welcomes customers and take care and
can give all the information about the center to customers and suggest for facilities

and services to the customers.
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- Security : A person who take care and secure all of people in the
center.

3. Official Department

- Human Resource : there are several duties of Human Resource that
all the information of center and employees will carries by them. And controls about
the systems of work in each section.

- Accounting : reports all the finance information about the import and
export seafood and product. Moreover, to reports finance information about the
business deal in each company.

- Sale and marketing : the one who set up the way to help financial
department to the goals and bring the business to their aims.

- Customer service : A person who dealing with customers directly for
the services after, or helping customers for any problems to make the customer feels
happy and trust in the facilities and services.

4. Food and Beverage
- Chief : A person who have the duty to provides all food to customers
- Waiter : the one who taking care of customer’s order to order chief

about the foods and serve foods and drinks to customers.

5. House keeping
- Cleaner : their duty is about cleaning to all area in the center
6. Maintenance
- A person who taking care and maintain about the electronic control,

water supply, aqua tanks and pump and HVAC system.



3.4.3.Functional Department

102

TYPE OF USER
AREA FUNCTION T e P S
] LoBBY * * * *
R&C:; g ION RECEPTION / FRONT DESK * * * *
WAITING AREA WAITING AREA * * *
FRONT OFFICE *
BACK OFFICE *

TYPE OF USER
AREA FUNCTION  y— B EBE Serre wﬁg{‘é‘iﬁ@ p— HOUSTAFF,'p R}
RECEPTION * o %* *
INFORMATION AREA Wards AREA * * *
INFORMATION COUNTER * ] * *
MEETING AREA * * %* *
SOUVENIR SHOP * %* * *

[CF B

-

4
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TYPE OF USER

ARLA FUNCTION VISITOR BUSINESSMAN wﬁ%{?&%ﬁR OFFICER Housg TEAEE/ peR

RECEPTION * %* *— * *
RESTAURANT WAITING ARER * * * *
DINING AREA %* %* %* *

CASHIER * * * * %*

KITCHEN *

STORAGE *

GARBAGE ROOM *

we. * * * %* *

TYPE OF USER
AREA pINCTION VISITOR BUSINESSMAN wﬁg{gﬁ‘é’? OFFICER Hoy;?gﬁ_
RECEPTION %* % * *
MARKET (SHOP) v Yy N = -
ALIVE AQUA Y * * *
SEADFOOD SHOP * %* %*
MARKET AREA * * *
EATING AND SEATING * * * %k *
STORAGE ' B *
we. * * *




TYPE OF USER
AREA FUNCTION VISITOR BUSINESSMAN WH‘ ig{‘;&w a OFFICER HOU.:_&FZEEL

RECEPTION * * * %* *

COFFEE SHOP TG AREA * * * *
DINING AREA * * * *
KITCHEN *
STORAGE *
GARBAGE ROOM *
wCe * * * * *

TYPE OF USER
AREA FUMGHON VISITOR BUSINESSMAN Wﬁg’;ﬁi’_‘é,‘ OFFICER Hoégﬁéggs_
RECEPTION * * * *
KNOWLEDGE CENTER AN AR * * * *
KNOWLEDGE AREA * * * *
GALLERY * * *

SCreen height for & 2 DRORIE (F4th Betertiet

I there 15 3 Toli persun W oot ot Yo you Wit
URudty 1080 KD the S8 8N The DRFIOR I rOWS up
W Be tne ohe WETRING vouw view

Mote: Ceing neight et Sma Bpact 1 4
xmsl rnom
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TYPE OF USER
AREA FUNCTION RETAILER STARE ]
VISITOR BUSINESSMAN | \o/'ccnen OFFICER
BUSINESS CENTER RECERTION * * * *
u WAITING AREA * * * *
MEETING ROOM * * * %* %*
we * * * * *
Flaty comatonee: ~ha womssn sy ::ﬁ Rt
Pase bt osand
TYPE OF USER
AREA FUNCTION RETAILER) STAFFI
VISITOR BUSINESSMAN | i penen OFFICER me
SEMINAR ROOM i = g * ol
- FOQD AND BEVERAGE BAR L3 * * * *
SEATING * * * *
PODIUM 3 * * *
o 14 it & " um we smne
45¢m e BN il = :
1 -
S W8 BE = :
55cm ® "
T Seewie Vit B Py
e sopioed
TYPE OF USER
AREA FUNCTION CETURTT VITamans
VISITOR BUSINESSMAN | RE;TAE};AE?ER oFFicer | ou_a,sggéeﬁg_
MEETING ROOM HEETG * * *
FOOD AND BEVERAGE BAR * * * *
MEETING TABLE * * *
PODIUM * * *

(RO ']
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TYPE OF USER
F
AREA UNCTION TR BUSINESSMAN wm’ OFFICER / STAFF | HOUSE KEEPER
WORKING *
OFFICE
MEETING *
PANTRY *
FILES STORAGE *
WC. * *

VRIARMS COMIRATIRNS | .
A L[[ e

§
~,

AN o
CE3UIg oy e,
S A T = S |

PPy

e i, I T
f L L St *
5w
A
TYPE OF USER
AREA FUNCTION RETALER WOUSE KEEPER
VISITOR BusNesSMAN | yreeie | OFkicER s
CLOCK IN - OUT *
STAFF ROOM
LOCKER
PANTRY
CHANGING ROOM
W.C.

‘ AT T
e i L <3
TYPE OF USER
AREA FUNCTION RE TAILERY HOUSE KEEPER/
VISITOR BuUsINESSMAN | e e OFFICER STAFE
LOADING * *
LOADING AREA
STORAGE *
CHECKING AREA * *
Faee man . LR S
S il
' ; N
' N
N
. ¥




3.5 Aesthetic and Form Studies
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what would you call the stle of
these picture

M chic

¥ pure

M stylish

what would you call the stle of these

picture modern

® oriental /
aslan
w traditional

W classic

® contemporary

reception / waiting
information area

supermarket
alive aqua
business center
restaurant

coffee shop
knowledge center
seminar

meeting room

what would you prefer these picture to be inarea

market

of

(=
(=
o
N
[}
w
[e=t]
-
&

The area that people prefer for this picture is reception about 37% and the

color scheme is natural. For the style that people think is modern 50%.
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what would you call the stle of

these picture
6%
B natural
® chic
W pure
W stylish

what would you call the stle of these
picture

B modern

® orientai /
asian

w traditional

® classic

® contemporary

reception / waiting
information area
market
supermarket
aliveaqua
business center
restaurant

coffee shop
knowledge center
seminar

meeting room

what would you prefer these picture to be in area
of
|
|
0 10 20 30 40

The area that people prefer for this picture1 and picture2 is reception and

waiting area about 37% for picture1 and 33% for picture2 also the color scheme is

natural are the highest percentage for both. For the style that people think both

picture is modern style.



109

what would you call the stle of
these picture

rors
w70

6%

S pure

M styiish

what would you call the stle of these

picture ® modern

m oriental /

aosiai

¥ traditional
M classic

# contemporarv

reception / waiting
information area
market
supermarket
alive aqua
business center
restaurant

coffee shop
knowledge center
seminar

meeting room

what would you prefer these picture to be in area

of

(=]

(®3 ]
-
D
s
c1
(30
D
»)
(43 |
(73]
(=}

The area that people prefer for this picture is coffee shop about 38% for and

also the color scheme is natural 62%. For the style that people think is Oriental /

Asian 31%.
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what would you call the stle of ofwould you call the stle of these
these picture picture eadarn
® oriental /
M natural asian
W traditinnal
o chic
Alacci~
wiaooiw
¥ pure

W stylish 10% ¥ contemporary

whatwouldyen prefer these picture to be ip $fea

of

reception / waiting

infarmation araa
mIormanenarea

market
supermarket
alive aqua
business center

restaurant

coffee chop

knowledge center
seminar

meeting room

The area that people prefer for this picture in the seminar and meeting room
in percentage of 24 and also the color scheme is pure 48%. For the style that people

think this picture is modern style 39%.



42%

from no.1-4 groups of pictures, which one you prefer or the
most iiked

Enol
Hno.2
¥ no.3
Hno.4
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From picture 1- 4, people are prefer picture number 4 the most in percentage
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3.6 Project Specific

1.Addition function
- Alive aqua : ltis a tank that alive seafood be in there to show the customers and
make it more fresh than die one. Moreover, customers can select seafood by
themselves in the tanks. This tank will build with concrete and controls the water by
system.

Seawater supply : The seawater should be clean, clear and relatively free
from silt. The water quality should be good with minimal fluctuation in salinity all year
round. An added advantage of having a site on rocky shores is that good quality
seawater is relatively near the shoreline. This reduces the cost of piping installation
and pumping.

Pond size : depends on the larval requirement which is based on the number
of seafood. But the pond floor should be well concreted to a thickness between 7.5
cm - 10 cm. Wall should be plastered to a thickness of 5 cm. Water tap should be
well connected to allow free flow in and out of water. This particular type has the

advantage of you monitoring the hygiene of seafood.

CROSS SECTION
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2. Renovation
- Building Fagade Renovation

The building fagade provides the separation between the inside and the
outside environments but is also required to provide acceptabie light levels and a
visual connection with the outside in the form of views out of the building. The fagade
may also be required to provide the building user with operable windows for
ventilation.

The separating functions include:
- Weather tighthess including elimination of water ingress and control of air
permeability and resistance to wind actions;

Building cladding systems are required to sustain wind actions and transfer
them to the main building structure. Systems are usually mounted on a building floor
by floor so at each floor level the building frame supports the weight of one storey
height of the envelope. The envelope may either be bottom-supported or suspended
from the floor above. Wind actions are transferred by the cladding system to the
building floors which act as a linear support. Building cladding systems formed of
large panels are usually one-way spanning. Each floor level therefore supports one
level of wind load on a building.

Curtain walling panels are usually two-way spanning, supported on four sides
by the transoms and mullions which frame them. Transoms span side to side,
supported by the mullions which span from floor to floor. Loads are transferred by
brackets, usually fixed at the edge of the floor slab. The mullions are usually provided
with sleeved joints to achieve transfer of shear forces at the joints. Mullions are
usually top-hung so that they act in bending and tension.

Rain screen cladding, masonry and insulated render are fixed to supporting systems

which are usually designed to span from floor to floor
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Figure 3.4 Curtain wall framing

- Insulation (both thermal and acoustic)
The building facade is required to perform a thermal insulating function which
is becoming increasingly onerous under the pressure to reduce energy consumption

and CO; emissions. Insulating material is incorporated into the opaque parts of the

as. Minimum

fagade and insulating glazed units (igus) are used in the transparent ar
U-values are given in the Building Regulations, equal to 0.35 W/m?K for walls and 2.2

W/m?K for windows and curtain walling. Better insulation (lower U-values) averaged
over the building envelope can be achieve
and reducing the areas of windows.

The building envelope also provides acoustic separation between the external
and iniernai environmenis. in generai, a buiiding enveiope consirucied oi more

massive elements (e.g. masonry or pre-cast concrete) provides better acoustic

separation.

- Control of solar gain and ultraviolet radiation and the management of views into the
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building.

Large areas of glazing which extend from floor to ceiling in many office
developments provide excellent views out of the space and good levels of natural
light. Levels of natural light diminish with distance from the fagade and 18m is the
plan depth (facade to fagade or fagade to atrium) above which natural light is
considered to be too low.

The penetration of direct sunlight into a building causes solar gain and giare,
both of which increase with a greater expanse of glazing. These effects vary with the
time of day and with the seasons and both need to be allowed for in the design of the
fagade. South elevations receive stronger sunlight from a higher angle and can be
shaded using horizontal louvres or brises soleil. Glare from low-angle sunlight can be
a particular problem in the early moming and late evening for east- and west-facing
elevations. Shading can be provided with vertical fins or with user-operated blinds.
Solar gain can be reduced by specifying a selective solar control coating on one of
the surfaces of the glass (usually in the cavity of an igu). The coating is called
selective because solar radiation of different wavelengths is selectively allowed to
pass through the coating: visible wavelengths of light are allowed to pass more freely
than infrared wavelengths.

For spaces for exhibitions or displays of materials susceptible to ultraviolet
(uv) degradation, a uv-inhibiting film can be applied to the surface of glazing or
laminated glass can be specified with sufficient interlayers between the glass

laminates to absorb uv radiation.
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Figure 3.5 Double-glazed unit with laminated glass

Solar gain must be allowed for in the design of the building services. The
benefits of full-height glazing have been questioned as a result of pressure to reduce
energy costs because there is little advantage to natural light levels in having glazing
below desk level but full-height glazing increases the heating and cooling demand
and increases energy costs. The Target Zero Programme considers these issues in
the context of different building types. Schools, hospitals and residential buildings
frequently have larger areas of solid wall and smaller windows as a proportion of the
fagade area and so these issues are less significant.

Types of facade systems

A wide variety of fagade systems may be used in modern multi-storey
buildings, which are:
- Brickwork and stonework (masonry)
- Curtain walling
- Precast concrete panels with various types of finishes
- Insulated render
- Metallic cladding
- Tiles and stone veneer panels

- Large boards consisting of an aesthetic and weather tight veneer
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- Glass and steel fagade systems

The choice of facade system is dependent on the scale and use of the multi-
storey building, and on its local environment and neighbors. A variety of steel
components may be used in modern facade systems, such as:
- Steel profiled sheets and composite (sandwich) panels
- Flat and rigidised cassette panels with folded edges
- Light steel infill walls using C sections
- Hollow steel sections (often circular) for facades and roofs, particularly used for
visual effect in atria and in entrance areas
- Stainless steel glazing support system
- Metallic elements in unitised curtain walling

Light steel.infill walls have largely replaced the block-work inner leaf in both
steel and conerete framed buildings. A variety of facade systems may be attached to

the infill walls.

Figure 3.6 Large colour coated steel cassette panels supported on vertical rails

Benefits of steel fagade systems
The benefits of steel facade systems may be presented in terms of their
functional and aesthetic requirements, as follows:

- A variety of colours and surface textures is possible
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- Light steel infill walls using C sections can be used to support a wide range of
cladding systems

- Facades can be highly pre-fabricated for speed of installation

- Steel glazing systems can be used for visual effect in tall entrance areas and atria
- Steel is non-combustible and robust to damage in facade panels

- A high level of thermal and acoustic insulation can be provided.

Solutions using light steel infill walls

Light steel walls may be of two types:

- Light steel infill walls that span between the floors or between the floor and edge
beam

- Panelised systems that are placed outside the slab edge and are attached at
discrete locations.

Light steel infill walls are more widely used because of the simplicity of the
installation process and the ability to deliver cut-to-length C sections for the particular
as-built dimensions of the project. The development of light steel infill walls has been
one of the major innovations in the last 10 years. Light steel infill walls consists of C
sections that span 2.4 to 5m between floors, and are designed to resist the wind
pressures applied to the building facade and also to support the weight of the
particular type of cladding system that is attached to them.

Benefits of light steel infill walls

The benefits of light steel infill walls are:
- Rapid construction system with an installation rate of over 50m?; per day
- Less materials handling on site than for brick and block-work
- Tall walls up to 5m and high wind pressures up to 2kN/m?
- Ability to create large windows without wind posts
- Minimum material use (less than 5kg/m?; of steel in the fagade)
- No on-site waste when C sections are delivered cut to length

- Light weight, which reduces the loads on the supporting structure
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- Can be used for a wide range of cladding systems

- Can be dismantled in building extensions etc. and re-used

Figure 3.7 Typical light steel infill walls in a steel framed building

Steel and glass facades

Steel and glass are synergistic materials and are often used in facades and
roofs of multisstorey buildings. The glass panels are generally supported by separate
vertical steel elements ta the main structural frame of the building that may be
internal or external to the building. Stainless steel and hollow steel sections are often
used in combination with glass.
Bullding performancé

The glazed walling system is designed to provide the necessary functions of
weather-tightness, natural lighting and shading, and thermal insulation. The silicone
joinis beiween ihe giacing paneis are ihereiore very imporiani io ihese funciions.
The main issue in the design of glazing systems is the avoidance of high solar gain,
particularly on south facing facades, and also the heat loss due to the relatively high
U-value of double or even triple glazing systems that adds to heat loss. A modern
argon filled double glazing system (combined with low emssivity glass) has a U-value
of 1.6 to 1.8 W/m?K, and this can reduce to 0.8 to 0.9 W/m?K for high quality triple

glazing systems.
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Large glazing panels are usually supported by vertical mullions or in some
cases, glass fins. The glass is designed to accommodate the movement of its
support system due to the wind and other forces acting on it. Typical deflection limits
under the design wind loads are defined by the Institution of Structural Engineers®™

The glass elements may also be combined with louvres and bonded
photovoltaic panels.

Double-skin fagade systems

Double-skin facades originated in northern Europe and are formed of two
glass walls separated by a cavity on south-facing elevations and are used to reduce
the energy consumption of a building. Shading devices are usually mounted in the
cavity and, depending on its width, walkways for access and cleaning. This type of
fagade has many variations in arrangement.

The variations relate to:

- Width of cavity;

- Type of glazing (single/insulating) for the inner or outer skins;
- Division of the cavity horizontally and vertically;

- Natural or mechanical ventilation of the cavity;

- Integration of the cavity ventilation with the building services;
- use of opening windows into the cavity.

The two skins form a thermal buffer zone and passive solar gains in the cavity
reduce heat losses in winter. If the cavity ventilation is integrated with the building
services, air heated by the sun can be introduced into the building, providing good
natural ventilation and reducing the heating load. In summer, the heated air in the
cavity is ventilated to the outside, conducting heat away from the building and
reducing the cooling load. The design of the double skin fagade must be integrated

with the design of the building services to be most effective.
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Chapter 4: Data Synthesis and Programming

4.1 Case Studies area
requirement and percentage (or
standard data)

4.2 Estimated project area
requirement

4.3 Adjacency Studies
(Adjacency Matrix and Bubble
Diagram)

4 4 Functional Diagram and

Proposed Zoning



123

Chapter 4: Data Synthesis and Programming

4.1 Case Studies area requirement and percentage (or standard data)

4 .1.1Function and Area requirement : Case study 1 Food Villa

Function and Area requirement : Case study 1 Food Villa

Function Area (sqm.) | Area (%)
Supermarket 150 4.97
Retail area 937.5 3141
Market area 1,500 49.77
Kiosk area 125 4.14
Office 20 0.66
W.C. 16 0.53
Garhage 15 0.49
Drive - thru 250 8.29

Total 3,013.5 100

% Supermarket ® Retail area ™ Marketarea ™ Shop area

® Office ®W.C. Garbage ® Drive - thru

Table 4.1 Function and Area requirement : Case study 1 Food Villa
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4.1.2 Function and Area requirement : Case study 2 Asean Fishery and Aquaculture

Business
Mal:hng Area

% 3x6 m,

I
\
|

Business 3 M - | Business
Ma:r:::; Arey; - - Matching Area
m. . B EREECCISNENEIEN a el ) T T )
@“
Lo 3
orop 250 Sqm. . Seafood 2,269 Sqm. Other 1,723 Sqm. Government & [7"] Booth Prime Area
l’ Booth 133 Booth 100 Booth Co-partners 996 Sqm. 56 Booth

364 Sqm. 26 Booth

Function and Area requirement : Case study 2 Asean Fishery and
Aquaculture Expo
Function Area (sq.m.) | Area (%)

OTOP booth 250 £40” (SHINC R s T & s
area
Seafood booth 2,269 39.98
area
Goveinimeit & 364 0.41
co - partners
Booth Prime 996 17.865
Area
Business 72 1.26
Matching area
Other booth 1723 30.36

Total 5,674 100

Table 4.2 Function and Area requirement : Case study 2 Asean Fishery and Aquaculture Expo
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4.1.3 Function and Area requirement : Case study 3 Fish market in Bergen

Function and Area requirement : Case study 3 Fish market in Bergen

Function Area Area
(sq.m.) (%)

W Markar hal WThotsurist information M Mnowledoo cxhibition BOfficc BW.C
warwel nan JTactourist infonaatien M Inowic GET Cxaisition COliice Wl

Market hall 750 39.16

The tourist 300 15.66
information

Knowledge 100 5.22

exhibition

Office 750 38.16

W.C. 15 0.78
Total 1,915 100

Table 4.3 Function and Area requirement : Case study 3 Fish market in Bergen
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4.1.4 Compared case Studies area requirement (%) and Project area

requirement

Case study | Cage study | Case study | Project’s Project's
1: Food 2 : Asean 3:Fish average average
Villa (Area Fishery market in area area
in %) and Bergen allowance | allowanc
. Agquaculitur ] (Area in %) | e (Area in
Function e Expo (Area in %) sq.m)
(Area in %)
Sell area 89.98 - 39.16 43.03 1965
Exhibition - 98.7 - 32.9 1503
area
Office 0.66 - 39.16 13.27 606
Business - 1.26 - 0.42 19.2
matching
area
Knowledge - - 5.22 1.74 79.44
area
Information - - 15.66 5.22 238.32
area
Drive - thru 8.29 - - 2,76 126.01
W.C. 0.63 - 0.78 0.43 19.63
Garbage 0.49 - - 0.16 7.3
Total 100 100 100 100
Percentage
Reference : 3,013.5 5,674 1,915 - 4,565.6
Project
square
meter

Table 4.4 Compared case Studies area requirement (%) and Project area requirement
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Project’s average area allowance

b

FUNCTION AREA (SQ.M.) AREA (%)
Lobby area 139 3.19
Information area 44.85 1.03
Market area 1,072 24.65
Business center & lounge 1516.15 34.87
Knowledge center 412.39 2.48
Seminar room 150.8 3.46
Meeting room 69.96 1.60
Restaurant 248.46 5.71
Kitchen & storage 105.69 243
Office 369.36 8.49
Back of house 219.23 5.04
TOTAL 4,347.89 100

~J



H Lobby

® Office

W Meeting room

® [nformation area
® Business center & lounge ® Knowledge center

# Restaurant

® Market area
#® Seminar room

% Kitchen & storage

@ Back of house
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Seafood exports in percentage (Fresh, Frozen, Dried)

Products | Exports Exports & PhéehFrozen
(ton) (%)
® Seafood canned

Fresh, 25,642 31.17 M Scafood processing
Frozen
Seafood 46,008 55.93
canncd
[ Ppe s | ENaWalaYel 4An ON
Kealvuu 1V, UV0 1£.00
processing

Total 82,257 100

Tabie 4.5 Seafood expoits in percentage (Fresh, Frozen, Dried)



4.2 Estimated project area requirement
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Table 4.6 Area requirement of Lobby and information area

FURNITURE NO. OF AREA TYPICAL AREA
AREA & user | unir | O UREMENT | £URNITURE LAYOUT
EQUIPMENT (SQ.M.)
LOBBY
Reception area | - Reception 2 1 27 SQM. I SU———
counter ; — I :
- Chair ; P - N :
- Computer (SR
-Telephone V| e e
Waiting area - Sofa set 10 2 13.8X2
=27 SQ.M.
- Armchair 10 5 216 X5 e
. = 10.8 SQM. pa—
- Coffee table T O e}
s “’,_,,L
Restroom - Sink g
" ] 1 4213 S0 M. L C*J o
- Water closet Z-—
I i O
TOTAL FURNITURE AREA 106.93 SQM.
SUGGESTED CIRCULATION FOR AREA 30% 32.07 sQM.
TOTAL AREA REQUIREMENT 139 SQ.M.
INFORMATION AREA
Information - Information 1 1 22.5 SQ.M. f j S— ¥ I
\, . H |
couner | :] I
- Chair ; |
[ o4
- Computer
- Brochure 1 12 SQM. e
counter }
TOTAL FURNITURE AREA 34.58QM,
SUGGESTED CIRCULATION FOR AREA 30% 10.35 SQ.M.
TOTAL AREA REQUIREMENT 44 85 SQ.M.




Table 4.7 Area requirement of Market area
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FURNITURE

NO. OF

AREA

TYPICAL AREA
AREA & USER | UNIT REQUIREMENT FURNITURE LAYOUT
EQUIPMENT {sQ.M.)
MARKET AREA
Recaption area | - Reception 1 1 27 SOM !__E—:___-:j_—]' ‘ T
counter | ] l
- Telephone : ﬁ — «I :
S
prmTETems e ¥
Sell area - Seafood 6 36X86 ! j
display =216 SQ.M. [:'”
Coe
- Alive agua 3 50X 3
= 150 SQ.M.
| I
§
I
g
- Booth 20 15X 20 S
= 300 SQ.M. i
Dining area I - 4 person 12 3 99Xx3 e
dining table =28.7 SQ.M (aYS
P
- 2 person L @ S L inin —J;
dining table 0 E CAl T
=60 SQM.
r— 1
FEmny
L1
;
Restroom - Sink 8 1 42.13 SQ.M. *
- Water close 1= '
B3
TOTAL FURNITURE AREA 82483 SQ.M.
SUGGESTED CIRCULATION FCR AREA 30% | 24744 8QM

TOTAL AREA REQUIREMENT

1,072.27 SQ.M.




FURNITURE NO. OF AREA TYPICAL AREA
AREA & usER | UNIT REQUIREMENT FURNITURE LAYOUT
EQUIPMENT (SQ.M.)
BUSINESS CENTER & LOUNGE
Reception - Reception 1 1 27 SQ.M. ,r T:*‘:::M}
counter ] :I !
- Telephone : ;.@m;, :
| R
Shop - Seafood 2 36 X2 ‘ e
display =728Q.M. i I;J [
- Alive aqua S 50X5
= 250 SQ.M.
-4
- Booth 40 15 X 40
= 600 SQM. ’ ’
Dining area - 4 person 12 3 99X3 -
dining table =29.7 SQ.M. : ’“a :
- 2 person 20 0 L - _?‘; |
dining table > 6X 10
=60 SQ.M. y
Temsl
Lo
Meeting area - Meeting table 4 4 891X4 o= T}
= 3564 SOM. P
l |
i ]
B
L 4o
Business - Armchair set 5 2 13.5X2
lounge - 2 person =27 SQ.M.
armchair set 2 5 216X 5 | ’
=10.8 SQ.M. e
3O H
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- Food and 2 6X2
Beverage bar =12 SQM.
(5
Restroom - Sink 8 1 4213 SQ.M. < T -
- Water closet [*3 ﬁ
F g’ T >
TOTAL FURNITURE AREA | 1,166.27 SQ.M.
SUGGESTED CIRCULATION FOR AREA 30% | 349.88 SQ.M.
TOTAL AREA REQUIREMENT | 1,516.15 SQ.M.

Table 4.8 Area requirement of Business center and lounge
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FURNITURE NO. OF AREA TYPICAL AREA
AREA & user | UNIT REQUIREMENT FURNITURE LAYOUT
EQUIPMENT (sQ.M.)
Knowledge Center
Reception - Reception 1 1 8 sQ.Mm. —
counter A
- Chair i}
- Computer
- Telephone
Learning area - Booth 2 5 15 X5 ', "
=75 3Q.M.
- Wall board 5 75%X5 W
= 37.5SQM. /
Knowledge - Projector 1 4.6 SQM.
area
- Booth 2 10 15 X 10
=150 SQ.M. I
Restroom - Sink 8 1 42.13 SQM. — N
- Water closet & Z_gf
|72 o
R W S
A |
TOTAL FURNITURE AREA | 317.23 SQM.
SUGGESTED CIRCULATION FOR AREA 30% 95.16 SQ.M.
TOTAL AREA REQUIREMENT | 412.39 SQ.M.

Table 4.9 Area requirement of Knowledge area

Qo
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FURNITURE NGO, OF AREA TYPICAL AREA
AREA & UsER | uNIT REQUIREMENT FURNITURE LAYOUT
EQUIPMENT (SQ.M)
SEMINAR ROOM
Waiting 20 36 SQ.M.
Seminar area - Chair 40 40 80 SQ.M. .
- Podium |
-Food &
beverage bar NG AN
PR ORI
o
TOTAL FURNITURE AREA 118 SQM.
SUGGESTED CIRCULATION FOR AREA 30% 348 SQM.
TOTAL AREA REQUIREMENT 150.8 SO.M,

Table 4.10 Area requirement of Seminar room

W
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FURNITURE NO. OF AREA TYPICAL AREA
AREA & USER | UNIT REQUIREMENT FURNITURE LAYOUT
EQUIPMENT {SQ.M)
MEETING ROOM
Meeting room - Meeting table 8 2 18 X2 'r """""""" 1'
=36 SQ.M. : :
| 1
i i
I |
| |
i i
i i
b 4
- Meeting table 4 2 891X2 Fo——— i
= 17.82 SQ.M. P
]
1 |
[ R |
[ e S |
Lo J
TOTAL FURNITURE AREA 53.82 SQM.
SUGGESTED CIRCULATION FOR AREA 30% 16.14 SQ.M.
TOTAL AREA REQUIREMENT | 69.96 SQ.M.

Table 4.11 Area requirement of Meeting room

€5 ]
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FURNITURE

NO. GF

AREA

TYPICAL AREA
AREA & user | uniT REQUIREMENT FURNITURE LAYOUT
EQUIPMENT (SQ.M.)
Restaurant
Reception area | - Reception 1 1 8 SQ.M.
counter ——
- Cashier 1 1 8 SQ.M. -
counter —
Waiting area - Armchair 10 5 35Xs
- Coffee table =17.5 SQM.
Dining area - 8 persons 8 2 163X 2
dining table =30 SQ.M. H
!
|
1
i
- 4 persons 4 5 89X5
dining table =49.580M. -
| 1"‘% ™o
b Lo
| Og
| S |
- 2 persons 2 5 6X5 et
dining table =30 SQ.M. ™
I
|
|
—
Service siaiion | - Counter 4 2 3X2
cabinet =6 SQ.M.
- Tableware
Restroom - Sink 8 1 42.13 SQ.M.
- Water closet

[



b

TOTAL FURNITURE AREA | 191.13 SQM.
SUGGESTED CIRCULATION FOR AREA 30% 57.33 SQ.M.
TOTAL AREA REQUIREMENT | 24846 SQ.M.

Table 4.12 Area requirement of Restaurant

~J
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FURNITURE NO. OF AREA TYPICAL AREA
AREA & UsSER | UNIT REQUIREMENT FURNITURE LAYOUT
EQUIPMENT {sa.Mm.)
KITCHEN AND STORAGE
Kitchen - Preparation 5 2 12.18X2 S
area =24.3SQM. PR s - B
- Sink 2
- Refrigerator [
- Cooking area 27x45
- Cold storage 1 16 SQ.M. i\ ‘! Y
- Storage 1 16 SQM. |
¢ : 4
Washing room | - Washing 1 16 SQM. \ J }
machine h
- Sink
Garbage room 1 98Q.M.
TOTAL FURNITURE AREA 81.3 SQ.M.
SUGGESTED CIRCULATION FOR AREA 30% 24.39 SQ.M.
TOTAL AREA REQUIREMENT | 105.69 SQ.M.

Table 4.13 Area requirement of Kitchen and storage
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FURNITURE NO. OF AREA TYPICAL AREA
AREA & USER | uNIT REQUIREMENT FURNITURE LAYOUT
EQUIPMENT {sQ.Mm)
OFFICE
- Founder room | - Working tahle 1 1 20 SOM,. | R
| }
- Chair ': ? E
- Computer E i
1 . i
- Telephone ; E
- Cabinet b g
- Manager - Working table 6 6 20X 6 R N
room  Chair =120 SQM. Voo
: lﬂ%& |
- Computer : , :
- Telephone E i
T o i e i o o e ) 4
- Cabinet S —
- Working area | - Working table 25 25 288X 25 o
- Chair =72 8QM. ot
- Computer I o
- Telephone s l l >
- Cabinet .
- Pantry - Sink 1 30 SQ.M. e
S
- Microwave s
- Refrigerator B i o
- Table set SN
Restroom - Sink 8 1 42.13 8Q.M.
- Water closet
TOTAL FURNITURE AREA | 284.138QM.
SUGGESTED CIRCULATION FOR AREA 30% 85.23 SQ.M.
TOTAL AREA REQUIREMENT | 369.36 SQ.M.

Table 4.12 Area requirement of Office
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FURNITURE NO. OF AREA TYPICAL AREA
AREA & USER | UNIT REQUIREMENT | c\,oNITURE LAYOUT
EQUIPMENT {SQ.M.)
STAIT AND HOUSEKCEPING (BACK OF HOUSL)
- Clock in - out | - Clock in - out 1 2 SG.M.
machine
- Lockerroom | - Locker 1 8.51 SG.M ———
- Staff/ - Table 2 3BX2
housekeeper - Chair =72 SQ.M.
room
- Storage ;Clganing 1 16 SQ.M. \ J
quipment N
- Shelves
- Paniry - Sink i 30 SQ.M. *ﬁm_;'“%""“’f’”w” =
- Microwave -
- Refrigerator TEET
- Table set T T
Restroom - Sink 8 1 42.13 SQ.M. R—
- Water closet
<
5 i
TOTAL FURNITURE AREA 168.64 SQ.M.
SUGGESTED CIRCULATION FOR AREA 30% 50.59 SQ.M.
TOTAL AREA REQUIREMENT 219.23 sSQ.M.

Table 4.12 Area requirement of Back of house
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FUNCTION AREA (SQ.M.) AREA (%)
Lobby area 139 3.19
Information area 44.85 1.03
Market area 1,072 24.65
Business center & lounge 1516.15 34.87
Knowledge center 412.39 9.48
Seminar room 150.8 3.46
Meeting room 69.96 1.60
Restaurant 248 46 5.71
Kitchen & storage 105.69 2.43
Office 369.36 8.49
Back of house 21923 5.04
TOTAL 4,347.89 100
® Lobby ® Information area ® Marketarea

u Office

H Business center & lounge ® Knowledge center

# Meeting room

# Restaurant

Rack nf house

3% 19

® Seminar room

Kitchen & storage

Table 4.13 Project Area Requirement
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4.3 Adjacency Studies (Adjacency Matrix and Bubble Diagram)

4.3.1 Matrix Adjacency

1. Reception area

2. Waiting area

3. information area

4. Sell area

XX
"%

5. Business center

QL
, 39
o

6. Business lounge

¢
X
%
X

7. Knowledge exhibition

&

8. Seminar room

9. Meeting room

10. Restaurant

XX
&

11. Office

%
020
&
S
3

&

12. Staff / Housekepping room

13. storage

2:3::
K

14. Cold storage

15. Kitchen

&

16. Garbage room

e Madatory Adjacency

o Secondary Adjacency

Figure 4.1 Matriy Adiacency of overall relationshing
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4.3.2 Bubble Diagram

SERVICE

ENT

STAFF
Loading

area

Garbage
room

Cold
storage

Seminay
oom

Restaurant

Business
center

Knowledge

Meeting
room

Madatory Adjacency

— = - - Secondary Adjacency

Figure 4.2 Bubble Diagram of overall relationship



Bubble Diagram and Matrix Adjacency of Business Center

Storage ~

Tasting
area

Business
booth

Business
lounge

-———A Reception

ENT

11. Reception
12. Business booth
3. Business lounge
4. Meeting area
S. Tasting atea
16, Storage

® Madatory Adjacency
o Secondary Adjacency

Figure 4.3 Bubble Diagram and matrix adjacency of Business center

Madatory Adjacency
~~ = — -~ Secondary Adjacency

) [y ) o [Ny ) i n = -« AN L] -
DUDie viagram ana matrix Agjacency or viarket areda

Reception

ENT

1. Reception
2. Market zone
3. Dining area
4, Storage

® Madatory Adjacency
© Secondary Adjacency

Figure 4.4 Bubble Diagram and matrix adjacency of Market area

Madatory Adjacency
— = ~ - Secondary Adjacency
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Bubble Diagram and Matrix Adjacency of Restaurant

Garbage
oom

W.ﬁ;b
Cold 1oom wC
- J

stotage
- \——“

waiting
Hea

@

ENT
S

Madatory Athacency
- — == Secondary Adjacency

1. Reception >;

#. Storage
7. Cold storage
8. Gathage room
9 w.C.

10. Alive agua

® Madatory Adjacenty
o Secondary Adjacency

Figure 4.5 Bubble Diagram and matrix adjacency of restaurant

Bubble Diagram and Matrix Adjacency of Knowledge Center

Learning

area

4t
e Madatory Adjacency
- - — — Secondary Adjacency

1. Reception

& Madatory Adjacency
o Secondary Adjacency

iacency of Knowledge center



Bubble Diagram and Matrix Adjacency of Back of house

Storage

Loading
area

Madatory Adjacency
— ~ — — Secondary Adjacency

1. Clock in - out
2. Locker room
3. Pantry

4. Staff room
5. Storage

6. Garbage room

© Madatory Adjacency
© Secondary Adjacency

Figure 4.7 Bubbie Diagram and matrix adjacency of Back of house
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4.4 Functional Diagram and

Proposed Zoning
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4.4.1 Zoning
BACK OF MOUSE
2823 S
WARKET AREA
H e P | S |
J
O pusuc VISITOR
1 PRIvATE BUSINESSMAN
[ semvice STAFF
Figure 4.8 Functional Diagram
FUNCTION AREA (SQ.M.) AREA (%)
Lobby area 139 3.19
Information area 4485 1.03
Market area 1,072 24 .65
Business center & lounge 1516.15 34.87
Knowledge center 412.39 9.48
Seminar room 150.8 3.46
Meeting room 69.96 1.60
Restaurant 248.46 5.71
Kitchen & storage 105.69 243
Office 369.36 8.49
Back of house 21928 5.04
TOTAL 4,347.89 100




4.4.2 Proposed Zoning

1* floor plan

. [ { j
BACK OF HOUSE
0
SELL AREA

(MARKET)

Figure 4.9 zoning of 1% floor plan

2™ floor plan

o o
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- b W v v
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Figure 4.10 zoning of 2™ floor plan
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3" floor plan

e e o s RC— ———

Figure 4.11 zoning of 3" floor plan

4" floor plan

Figure 4.12 zoning of 4" floor plan

5" floor plan

TRV, WIS

Figure 4.13 zoning of 5" floor plan
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Chapter 5: Design Solution

5.1 Design Concept
5.2 Design Development
5.3 Thesis Final

Presentation
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Chapter 5: Design Solution

5.1 Design Concept
5.1.1 Concept Statement
The main concept of the project is the center that represent about the
concent which comes fram three keywords that is; center, combine, and
revolve. All of these words are about the connection of people, life in the

sea, and business. It is a cycle of fishery and cultures that want to present

[

reiin »f tha fie
. Wi LN N

n tho raneca
Ol cenee ¥ i

"I

always be together and go around in the same way. Moreover, the

concept will teil about people who always come and have connection of

Therefore, not only the business that focused on this concept but will

remained about cultures of fishery and life in the ocean.

5.1.2 Concept Design Method

CiRCLE SHAPE SPIRAL
{CENTER) (YOLUMN LAYER)

Figure 5.1 the concept approach
‘The concept method comes from three main keywords ihat mosiiy using

shape of circle that trom the group of tish in the sea. And analyze the shape
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and form of it to find the conceptual model that can easy to understand about
the concept. The concept will telling a lot of meaning and represent the life of

people, life under the sea, and also the color and shape can used for telling

the mood and tone.

Pl P P ,\
e WORDS e G TN o rorm o pace

Figure 5.2 three main concepts

For the three main concepts will lear to the pattern, form, and space to
be the reference of the idea and the way to present the main keywords. For

all of these keywords, will going to help in design part in the sense of

meaning.

MMavamiine tha anmaned th ot fecmafae tn b tha anllasa da menlea
WIUITUVGTH, LT CUNIUCPL UidL LalidiTi WU Ut uic LUNayS WU 1H1ane
e e T T DT S N T T Sy U | e
DELEe! unuersidiiainy diiu ey dabuout uie 1vuu Ul Uie suricept uidt
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happening to the concept of center. For the collage model, there will be the
picture and graphic that going to be the same way of movement and shape,
which are mostly circle shape, to present the connection between the other

things. And everything is in the position to move to the center of the collage.

Figure 5.4 Conceptual model

The conceptual model is inspired from the movement of the groun of
fish and using the shape from the analyze above to create the conceptual

model, by using the materials that can represent the mood and feeling of the

seafood business center. For the conceptual model will layover to each other
and used different color to see it in new layer or volume of space and give all
ihe shade and shadow io represeni aboui ine movemeni and space ihat
combine in the center. Moreover, this conceptual model will apply to the

planning to present the concept as a space layout.
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5.2 Design Development
5.2.1 Planning Development
For the planning of the seafood business center will have total
five floors, and have three entrances, one for main entrance and two for service
entrances. For first floor plan will be the public zone for all people, at first, people
entry to the building and walk pass the bridge to the reception, on the left side will be
waiting area and fish and chips zone that people can spent their short time there with
the view that present and give the feeling like, they are under the sea. For the right
side will be fresh market zone connect to lift hall and dry market zone that people can
buy and deal some business with the owner or fishery. And the back will be back of
the house including service area, loading area, checking room, staff room,

storage(for every type of seafood and stuff in the center), service lift, and M&E.
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First floor Plan

V34V NOILJ3O3N

Figure 5.5 first floor plan
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For the second floor plan, will be the area of gourmet market that
people can access only from one elevator which is the glass circle in the
center. Then will reach the reception and waiting area first. For this floor will
have different types of gourmet foods, separated by the left zone will be the
grilled seafood zone, bar, and some snack with the void that can see the dry
market below. For the right zone will be the zone that have the chef to cook
for customers and have various kinds of seafood and different choice of
seafood. Moreover, this floor has the alive aqua zone that shows the specials
fresh food to customer for cooking. And, the back of house, service area in

the back for keep the food and cook some food.
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Second floor plan
¢
R
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¢
;
L
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Figure 5.6 Second floor plan
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For third floor plan, is business center and information area, can access by
the back elevator and will see the reception people can ask for the information and
some business that they want or interested to dealing with owner. And the area that
next to the reception is information area where showing about the detail, the
business of the company or owner for people can choose and decided to do the
business. The information area will connect with the business center by using the
route to see information first and area of business to talking and dealing the business
between owner or fishery and customers or businessman. There is small pantry to
serve people at the corner of the room. For the business center will giving the mood
and sense to feel about the beach and the materials. And for the other side will be

meeting room that can divide for two room with the view of gourmet market.
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Third floor plan

oL

5 (]

Figure 5.7 Third floor plan
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For the fourth floor plan, this floor is only for the staff, will separate in
the office zone for 24 -26 staff including director and manager. In the
office area will have meeting area, copy room, large meeting room. And
the other side will be pantry for staff that they can bring their food to eat or
can buy from this center that have provide for staff either. For the back of
the house will be the kitchen, storage, that will keep food for the fifth floor
and will lift up to the kitchen on fifth floor. Also, this floor has the relaxing

area for the staff.
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Fourth floor plan

v

Figure 5.8 Fourth floor plan
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For the fifth floor plan, is the restaurant that will separate by two
restaurants in different type of food. People can use two side of the elevator
that will bring people to that restaurant. For the buffet seafood restaurant will
be the on left side of the building and can access with back elevator. This
restaurant target for big group of people or tours group. The other side of the
building will be the fine dining restaurant that people have to use the glass
elevator to access this restaurant, this one more suitable for small group of
people, individual, family. Also, will have bar to serve people. For the back of
the house will have kitchen to cook for fine dining restaurant and buffet

restaurant.
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Section

Figure 5.11 section A
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The sections are showing the structure of the building column and
beam. For the section A will show the front part of the building, cut in the
center of building that can see in the area of fresh market, dry market,
reception of gourmet, gourmet area, business center, meeting room, office,
buffet restaurant, and fine dining restaurant. And some open space that
connects to each floor. Also, for the section B will show side of the building
that can see, fresh market, gourmet, staff pantry, fine dining restaurant, and
back of the house. Moreover, for void will decorated with the group of fish

mobile hanging, to create a layer or volume.
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5.2.2 Design Scope Development

- Reception area and lift hall

Reception area will be the first area that people will see and feel welcoming
and impress with the service. Reception will give all the information and suggestion
for the customers with service. For lift hall will be the center of this building and can
access to 2 and 5 floor. Which using the concept of center for the elevator that locate
in the center of building and reception counter, ceiling, floor pattern will connect
shape and form with the elevator to make it spread in shape of center.

Material
Floor : using white epoxy and engineering wood for part of counter reception.
Ceiling : drop ceiling and flat ceiling.
Wall : plastic partition wall and wood texture sticker for reception.

Lighting : down light at the ceiling and glass globe decorative pendant lamp.

Figure 5.13 reception area
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Figure 5.14 lift hall

- Wailing area

Waiting area is the area that people can wait for the information or can be the
meeting point. Also, people can grab some snack, fish and chips, and drink from the
area that provided. | his area will make the atmosphere to be like under the sea that
decorated with the rock, to make it looks like the mountain, the seat in shape of the
rock, ceiling in the shape of circle to connect with the concept of a group or be
together. And the light effect on ceiling and wall is a shade of fish and octopus.

Material

Floor : epoxy with texture and green blue color inspire the sea.

Ceiling : cloudscapes painted ceiling.

Wall : white painted color and decorated with net which project the graphic on.

Lighting : down light at the ceiling.
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Figure 5.15 waiting area

- Market area

Market area will be fresh market and dry market will selling fresh seafood, dry

using item and atmosphere of the sea and market. For the fresh area will use the

spiral shape stair to be the center. And for dry market will use fish mobile to hanging

oii the ceiling in the forms of fish group swimiming as in the center of this area.
Material
Floor : tiles, white epoxy, engineering wood
Ceiiing : drop ceiiing, white fiat ceiiing, hang some decoration items in circie
form
Wall : white and grey painted color and decorate with rock that made from

fiberglass.

Lighting : down light, pendent light, spot light.
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Figure 5.17 dry market
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- Stair hall
This stair connects to the gourmet area in second floor. And use the spiral
shape stair to be the connect with concept. Also, show the item of fishery and
environment of the beach on the wall that projector to the graphic. This area using

spiral stair to the center for the concept.

STAIR HALL - FRESH MARKET

Figure 5.18 stair hall

- Gourmet market
Gourmet market is the area that people can choose and eat whatever they

want, this area will provide people to see how the chef cook, sit in front of them

and people can cook by themselves in the grilled zone. Mainly will use wood for

Material

Floor : white and texture epoxy.

Ceiling : vivudscapes ceiiing.

Wall : white painted color and rock made from fiberglass.

Lighting : LED striplight hide in the cloudscape.
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Figure 5.19 gourmet market
- Information and business center

Information and business center is the area that customers who interested
about doing business. This will give all information about the company or information
of business. Which following the design concept by ceiling and partition that the
ceiling will flows and have pendant lamps hanging at center of each other. For
partition will put in curve shape and blue color to present wave of water.

Material

Floor : dark blue carpet and engineering wood

Ceiling : cloudscape ceiling and wood

Wall : partition for information and white painted color

Lighting : down light and pendent light.

Figure 5.20 information area
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Figure 5.21 business center

-  Office and staff pantry
This office will separate staff in group of four people and have the area for
discussion, provide the copy room and meeting room. Also, the staff pantry can buy
food inside or bring in. For office will use like piece of wood

to be the circle shape for one group like one center.

Figure 5.22 office (entrance area)
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Material

Floor : dark blue carpet and texture tiles with white epoxy
Ceiling : flat ceiling and drop ceiling.

Wall : white painted color

Lighting : down light and pendent light.

Figure 5.23 office (brainstorm area)

Figure 5.24 staff pantry
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- Bar and Restaurant

There are two types of restaurant, buffet restaurant and fine dining restaurant.
For the buffet restaurant will give the feeling of the sea, more relaxation and provide
for group tour. Fine dining restaurant will have bar inside and give people in feeling of
beach and pier with the color and materials. For bar and restaurant will play with
ceiling in shape and form of circle and make it come out from the center point of it.
For the fumiture will use in white color. Also, bar and restaurant will let the natural
light come in to be like lighting shining in the sea.

Material

Floor : texture epoxy and white and black epoxy

Ceiling : drop ceiling and cloudscape ceiling

Wall : white painted color with rock made from fiberglass

Lighting : down light and pendent light

Figure 5.25 buffet restaurant
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Figure 5.27 fine dining restaurant
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5.3 Thesis final Presentation
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Figure 5.28 Final presentation Board
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