]
v

sansdanumans Ui 14 aduil 2 (nsngax - Sunau 2568) ISSN 3027-835X (Online)
DOI 10.63271/rmuttosj.v14i2.278027

nsAnEIAMAFNRUSTEndeN1TRRNIULUTT N MYIdINasandusEnvasuilnasia

AuueNanwaluawUTUR nauIamnagusunuWwazraliensin

9

3naUnyia JMINTIVYI
Studying the Relationship Between Packaging Design and Consumer Feelings
Towards the Uniqueness of the Coffee Brand and the Broken Rubber Fruit
Community Enterprise Group, Pak Tho District, Ratchaburi Province
ugsa ¥2lsUst Bees fein2 suwa Aagus® SsTand Aszdud’ was Wusyn Usllgaiu®
Maturose Chaoraiparn®” Yingyong Rungfah? Tanapol Kortana,® Jirawat Phirasant® and

Phatcharaya Pongpunyayuen’
PZgnyndvunalulagnmsesnuuundndaueignamngsy auglmnssumansuazaadnenssueans
WM RumAlLlag N YIIAaAE TUBRN NTLNNUNIUAT
SviangasuTvau Uuinauinnssunsinns Ingduinnssuuagnsinns
U INedY VAU UM
‘auran1Unenssumans Aadzuagn1seanuuy wninedewses Jminfivalan
SUSEN Sunnaw 91d Tardndesse
"2Department of Industrial Product Design Technology, Rajamangala University of Technology Tawan-OK, Bangkok, Thailand
*Doctor of Philosophy Program in Management Innovation College of Innovation and Management,
Suan Sunandha Rajabhat University
“Faculty of Architecture Art and Design, Naresuan University, Phitsanulok, Thailand
SRimkok Pattana Co., LTd., Chiang Rai, Thailand
"E-mail: maturose_ch@rmutto.ac.th Tel.(+66)611926159
Received: 9/1/2025, Revised: 22/12/2025, Accepted: 27/12/2025

UNANED

mﬁﬂwm%ﬁﬁ’?ﬂqmzmﬁ \ieAinsgiAnudTus sEnInan1soenu U LTI e fun 33U danaste
ANusAnvesjuilnadelendnuaivawuIud InT1eianudiusieninanisesnuuuuTIIMeInuNsTUTIarANIAN
vosfuslnarelandnuniveauusus wastssiiiunanszmuresniseeniuuusssasionisdnaulade suiteild
sufouisidouvunaunany UssneusonsidoidsaunmrinunsduntvaliBsdngusznounisuazuilan ilevinaany
\ilauunAnuazi3eds1veINseRNLUULTIYIIE karmsIdeidsuimalasifuteyaanguslnadiuiu 400 au e
Lmuaaumuﬁ‘ﬁwmsﬁuLa‘wwsmu’?mqﬂizmﬁmvﬂsummﬁaﬁ’awudw N1398NKUVUTIYIUNVRINAUIAMAIYUBUN TN
waznaldesin danulaanulunanssiu ﬁgqmﬂ%ﬁLLazﬁfa@gﬁazﬁauﬁwﬁimﬁLLazqﬁﬁﬁyzywﬁaﬁu nseanuuulaln
uaznAinfiFeuieudiiiondnual wagnslidenuiivsenisanuiiiavuemansasiuazunasiuia vilvigfuslne
fufdaondnuaivosusus wasfnauidnidoulestugmauiosiu mesenuuuweniigmeaiaemnussiilausniia

nszAuanuauly uagduaiuanusiddadovesfuilag wenanil winduaindussydusiaenndesiualeuaiuaing

'
a

fafunasnuAviodiu Slendldsuniseensuuazussauarudisalunainiifinnsudadugs viliiuiinisesnuuy

vssyiaadunagnsdrfglunisadisnnuuandisuazanuldiuiaumenisnain

Adfty: NM3EBNLUUUTI MY Lendnwaluusumiaviayusu nsfuivesuslaalunsdndulate

142

—
—


mailto:maturose_ch@rmutto.ac.th

RMUTTO Social Science Journal Vol.14 No.2 (July - November 2025) ISSN 3027-835X (Online)
DOI 10.63271/rmuttosj.v14i2.278027

Abstract

This study aimed to analyze the relationship between packaging design and consumer perceptions that
influence their emotional responses to brand identity, to examine the relationship between packaging design
and consumers’ perceptions and feelings toward brand uniqueness, and to evaluate the impact of packaging
design on purchase decisions. The research employed a mixed-methods approach, comprising qualitative
research through in-depth interviews with entrepreneurs and consumers to understand the concepts and
narratives behind packaging design, and quantitative research by collecting data from 400 consumers using a
questionnaire developed specifically for the study’s primary objectives. The findings revealed that the packaging
design of the coffee and Yang Hak fruit community enterprise group stood out in several aspects, including the
use of colors and materials reflecting nature and local wisdom, simple yet distinctive logo and graphic designs,
and texts that convey the uniqueness of the products and their origins. These designs enabled consumers to
perceive the brand’s identity and fostered a sense of connection with the local community. Additionally, the
packaging design created a positive first impression, captured consumer attention, and enhanced purchase
intention. Moreover, products with packaging aligned with sustainability values and local identity were more
likely to gain acceptance and succeed in highly competitive markets, demonstrating that packaging design is a

crucial strategy for differentiation and achieving competitive advantage.

Keywords: Packaging design, Brand identity commmunity enterprise, Consumer perception purchase decision
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(Field, 2018)
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2.2.1 Yszvns
Uszanns e fuilnafinetonioldndnfusiannnduiamagusuniuuasnalifonsin Sminawgs
2.2.2 inin1sAnidenngusinagn Ingldinasilunsdndenngudiatig (srael & Hay, 2006)
1) wneievieldnaniuatogaion 1 ads
2) o1 18 BAuly
3) anunsneuuazaumaulamenuLes
4) BugeusIvelngainsla (srael & Hay, 2006)
2.2.3 YUIANFUATDEUTIUTUIN
fvunngusiog1esiuau 400 Ay Tafuinangss Taro Yamane (1973) fisyfurnnaiaiadou ()
Wity 0.05 wagtisdnuidensallineuasuiu e linansiesgidiediosnm
2.2.4 msgunguflegng
1) 1%miejwma%gumau (Multi-stage Sampling) Usznaunig
2) rwuaiufisuTudeya
3) gu3UA/AAIMUIBLUUENREY
o

a) dugfuslnafidunasisne Simple Random Sampling
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HANIANB1BIAUTENBUVBINITORNKULUTIYN el buRARs et 91nnaRTariagusunIunuasHallie
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1) Auay annsidenldaniazvieufesssumfuas giityaviesduiy Aifuardthmafidetany
HusssunAuasnansnsioasunin aieuidnvesnsideslostuunasininvemansnsilnadonldiannszaui

anunsadesaansls fa Figure 1

*)

goBuSEr

Figure 1 Color selection reflecting nature and local wisdom

2) lalfwaznsinnisesnwuulalinianussudienaziduendnual F9denaTausIsuLasnN1IAITe

agvosyuay dnsldnsfinfiaziounnuduviesdu fa Figure 2

ROBUSTA
| mereneys sovdlndngy

Figure 2 Logo and graphics - logo design with simplicity and uniqueness
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3) Jamnunardoya nsliternuiivevenfrnuduendnualveadndnsivazuawdn s9ud

mesuenteiiuaunlTlunsEuILNTHARLAYANAIVEINENS D Figure 3

Figure 3 Use of text indicating product uniqueness and place of origin

4) ns¥uirensAUsznouUTIAiUI (Be3ana) A Table 1

Table 1 Mean and Standard Deviation of Packaging Perception

ltem (X) S.D. Level
1. Attractiveness of the packaging 4.32 0.58 High
2. Durability 4.10 0.64 High
3. Safety for consumers 4.25 0.55 High
4. Convenience for carrying and use 3.95 0.71 High
5. Appropriateness for the product type 4.40 0.52 High
Overall 4.20 0.60 High

o

310 Table 1 KaN1F3ATILINUIT N35UFAUUTTAT M laenmTINegluszAuuin (X = 4.20, S.D. = 0.60)
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Plvaraintunisldem wu anuielunsidaussadue waznssnwanuanlivemadnsiom
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3.2.1 agUszaeAdai 1 M3iATIeRANUdNT LS TENIeN15R0NLULLTIAA NI UNST U Ndanade

ANusEnvesjuslnadalendnuaiuauIud A3 Table 2
Table 2 Analysis of the Relationship between Packaging Design and Consumer Perception

and Feelings toward Brand Identity

Packaging Design Component (X) S.D.  Perception Level Description / Influence on Brand Identity
1. Color reflecting nature and local 435 0.57 High Colors evoke natural origin and organic product
wisdom identity
2. Eco-friendly materials 420 0.62 High Environmentally sustainable materials enhance

brand value

3. Logo design reflecting local culture  4.25  0.55 High Logo conveys community culture and heritage
4. Graphics / patterns representing 418  0.60 High Visual elements strengthen consumer-brand
locality connection
5. Text and product information 430 0.53 High Messages increase consumer understanding and
indicating origin and quality trust
Overall 426 0.57 High Overall, packaging design positively contributes

to brand identity
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310 Table 2 N531AT1¥ITBIAYTENBUVDINTORNUUUUTTAA Tl unAnA i veanguiamiaguvunuliay
ualiienain nudesdussneuddtamaldsunsussdiunnguilaneglusydugs (<= .26, SD. = 0.57) lasiamie
oga8s msldafiavviousssundua i daygviesdu nsidenldiagiidulinsdedainden uaznisesnuuulalii
azviouimusssuiesiu gnuesinduiedvddniivisaiuaiaendnvaiveauusud niilnuazdernuusznoudsie
inendlanazanudenlowniensuaiveafuilnadeuusus viliiilddainnisesnuuuussqdasifunumaidy
Aonsasan1ssuduazauduenanyaluewusus

3.2.3 fagUszasddad 2 nsiinzsianuduius szuinaniseeniuuussgAueifunissusuas
ANusAnvesjuilnadalendnunivauusud e Table 3
Table 3 Analysis of the Relationship between Packaging Design and Consumer Perception

and Emotional Response toward Brand Identity

Packaging Design Component Perceived Brand Emotional Trust in Brand  Intention to
Uniqueness Connection Purchase
1. Color reflecting nature and local wisdom 0.62** 0.58** 0.55** 0.53**
2. Eco-friendly materials 0.57%* 0.60%** 0.52%* 0.50**
3. Logo design representing local culture 0.64** 0.61** 0.59%** 0.56**
4. Graphics / patterns representing locality 0.59** 0.57** 0.54** 0.52**
5. Text and product information 0.60** 0.58** 0.55** 0.54**

310 Table 3 N15ATIRANUALTUSTYNINN0IAUTENOUNNTBONKUVUTTIAMIIAUNTSUTUAE AT ENYRY
AUSINARBLENENYRIVBILUTUA NUTT BIAUTENDUNNANUYBINITOBNLULUTTAS Maidlauduiuslufianiauin uavi
Foddymeadnsunsiufiondnuaivosnusud arudeulomisersual anulinslaluusud uaganuddlato
AR Tnelanizeeneda mseenuwuulalifiasviouTausssuriosiu LLasmﬂ%ﬁﬁasﬁauﬁiimﬁLLazgﬁﬂmmwﬁaﬂﬁu
fanduitusfufauseiigatumssufiondnuainusud anudenlemsersual auling e uazanuddladeves
fuilna wadndiananagieuliiiuin mssenuuuussaiusiiunzauLasdofaendnuaivioadu aunsatioiaiuaing
ns¥uduazanugniumsasuaivesduilnasouuus vilvuususiarulandu wardsuadenisiadulatondntost

o o

oesliadfy
3.2.3 IagUssasAdan 3 MsUTzuNaNIENUYBINITERNLULUITTIS Minen1sdndulade lagly
#ruavlu Impact on Purchase Decision Wuazuuu (1 = dodian, 5 = u1ndign) ieUszidiunansznuresnIseenuuy

usTiairensinaulatovesiuslaa da Table 4

Table 4 Assessment of the Impact of Packaging Design on Purchase Decision

Evaluation Criteria Description Assessment Method Impact on
Purchase

Decision (1-5)

Brand Identity Reflection  Packaging reflects brand identity Consumer surveys / Behavioral 4
through design, colors, and symbols observation

Locality and Use of local materials, storytelling In-depth interviews / Sustainability 5

Sustainability about the community, and recyclable perception surveys

Communication design

User-Friendliness Easy to open/close, portable, and Usability testing / Satisfaction 4
suitable for actual use surveys
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210 Table 4 wiui n1seenuuuiidefeanuduriesduuaraudsdu Suansenusonisinduladegeiian
(Aziuy 5) wansliifiudn guilnalieuddyiunmsaduayundaiusiviodiu wazanuiuiaveureduindesesig
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anuddyunsanduusustazamazmnauglunsldau uligainfumiudsBulasanudeslosiuyuvu ua
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°
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v
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4.1 agd
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v
v
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Y A
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A
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(Nguyen, Tran, & Pham, 2024)
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