
HIVE MIND

Jaladhi Shah

Co-working space
By Amul Chocolate

JALADHI SHAH     INTERIOR DESIGN- AND ACADEMY     2022-2023



ABOUT AMUL CHOCOLATE

1973 Started manufacturing Chocolate

1982 Memorable advertising campaign: 
‘Amul Chocolates: A gift for someone you love!’

(Amul chocolate was 
leading the market in 70’s 
till Cadbury came into play)

Amul chose to lose the chocolate battle to win the dairy war.1990s

(Bought cocoa primarily to 
help the farmers of Kerala)

2017 Restarted experimenting with chocolates

Present Introduced nearly 46 chocolate variants across 7 major category

(Intent is to make Amul
Modern and Contemporary)

Old print advertisement

New  print advertisement



FUNCTIONAL TYPOLOGY OF CO-WORKING SPACE

Being one of the biggest Make in India project, Amul 
wants to encourage Indian youth to stay in India. They 
want to give the young thinkers, creators, innovators their 
first chance by giving them space to work, innovate, 
connect and network.

The ambience would be in keep with the brand. Amul 
chocolate has 40 plus varieties of chocolates represented 
with unique colors and as the brand the co-working space 
would also have varied seating arrangements with 
pop colors to cater to to every individual.



BRAND UNDERSTANDING

"The Amul brand was considered conservative and old. We were being looked upon as a traditional milk, butter and cheese 
company. Chocolates have given brand Amul a new image." says R.S. Sodhi, Managing Director, Amul.

Value   Purity, Variety, Homegrown (Make in India)

Personality Bold, Modern, Tempting, Diverse

Voice Authenticity, Simple, Boldness

Positioning Focus on high quality raw ingredients,
Authentic, Mass market player, Within 
reach.

Golden foil packaging has been replaced with modern 
contemporary bold sealed packs



SWOT ANALYSIS

Strength
1.Various seating arrangements (communal seating, standing 
desks, casual seating, lounge area, conference room, pods, 
2.Separate relaxation area where people can take break or 
have tea or coffee
3.Pods gives people some privacy if they require

Weakness
1.The space looks a bit chaotic.
2.Layouting is defined by the centre placed  column

Opportunity
1.A separate lounge area for relaxing, eating or tea/coffee break
2.Introduce Kiosk which sells Amul product and some snacks.

Threats
1.Providing so many seating arrangements can looks 
unorganised.

LAYOUT 1



LAYOUT 2

SWOT ANALYSIS

Strength
1.Zones created based on different seatings offered
2.Separate relaxation area where people can take break or 
have tea or coffee
3.Enough space for movement

Weakness
1.Accessibility of the seats near the wall can be trick.
2.Some partitions can be introduced

Opportunity
1.Carrels are given for the people wanting some privacy and 
more quiet
2.This kind of layout also helps in networking with like minded 
people.

Threats
1.By not providing private cabins, small start ups might not be 
comfortable in using this space
2.Middle column restricts the flow in middle passage



APPROVED LAYOUT
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ANNEXURE



CALLOUT SHEETS
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