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Abstract

This paper aims to examine the product development and survey consumer opinions
on brand development, labeling and packaging: Case study Kao Tang Savoey Product,
Nakhon Ratchasima. Participatory action research was research methods. In addition,
quantitative research in order to survey the opinions of customers towards the development
of Kao Tang Savoey product. The open-ended and close-ended questionnaires were used to
collect data from 400 respondents in Nakhon Ratchasima municipality. The statistics
in analyzing the data were percentage, mean, standard deviation, and independent t-test.
The results illustration that product development through branding, labeling and packaging
that makes the products outstanding, identity and add value of the product and
competitiveness in the market. While, consumer opinions on the development of branding,
labeling, and packaging showed that the average of the branding is a highest level
(X = 4.25,S.D. = 0.470), the average of the labeling is a highest level (X= 4.46, S.D. = 0.418),
and the average of the packaging is a highest level (X = 4.41, S.D. = 0.387). This research
addresses consumers’ opinions on the decision to purchase. Finally, entrepreneurs can
apply the knowledge gained and applied to improve and develop the products all at the
high level.
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uanananAniuesusnaiddensimuInswani el Teaanussginet uay
sUuvvuTTySasitfume fil feyadiuynnavosmeunuudeuatu $1uau 400 40 tnsdiu
Inalumemds Andudewaz 59.25 Teaszning 25-3¢ U Aadusesaz 28.00 Insfinwigaan
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Andudeuay 25.25 uwariisuldedeseiiou 20,001-30,000 v Andudesas 30.75
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FAIUNITWAUINTINENS U Test Value = 3.50 Tu 5 w38 70%
(Brands) X S.D. t-value Sig. wdamwa
ATHARA U EABEN15IN 4.38 | .682 666.060% 000 | wniige
asmandasinansnnuiduendnualves | 410 | 721 653.430% | .000 Ol
RERGI]
aHAnSeasioudsrmuAvendnsioue 433 | 652 | 722593 | 000 | anniige
AsNAnSusamsansyduavaulavesiny | 420 | 685 756.071** | .000 N
RofNansn
ATHARUeITiANFDAARDITUNEA TN 4.27 | 631 736621 | 000 | wnilan
A MR ueITinNiualy 4.19 | .682 765.035%* .000 1
ANuianelasanInERd g NI 429 | 638 817.647* | 000 | wnilam
33U 4.25 470 1083.007** .000 mnﬁqﬂ

*5 < .05, *p < 01
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ANUAATIUIINT NGRS TiIEseN159RdT dzvioulisnuAvemansiug wazlinuaenadasiv
wandat aglusziuanniian Aniduaiade 4.38, 4.33 uag 4.27 muadu daunuAaiius
nymanfuritaninnuduendnuaivesdnfurioglussduinn daadosian 4.10
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aanfimseenuuuiiinauls oy 453 | 575 | 96491 | 000 | anniiga
aannfiAdunaznseonuUUTIvIzanTURER ot 453 | 564 | 98301 | 000 | wnilgn
AU lAFRaINUTTRITANINT I 450 | 632 | 87.215* | 000 | wnilge
33U 4.46 | .418 [130.691**| .000 uﬂﬂﬁ?!ﬂ

*5 < .05, **p < 01
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fiAnedoiian 4.28
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ATUNTWAIUIUTIYA Ul Test Value = 3.50 lu 5 w38 70%

(Packaging) X S.D. t-value Sig. wUama
ussiaeidiaumaneauiunEnsioue 4.41 558 96.888* | 000 | wnilgn
UFSATUIA R UN NN walveINENS DN 4.27 620 84.241* | 000 | wniign
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UssRANTgUnssfiasnathaule 4.38 631 85.004% | 000 | wniign
vssyfastansnsanseduliAnmsdadulade 4.39 578 93078 | 000 | nilgn
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Wuussqfasifilivhaneduwanden 4.59 532 105717 | 000 | wnilae
AUl UTTR TN INTIL 4.55 574 96.932* | 000 | wniign
33U 4.41 .387 139.408** .000 mnﬁqm

*p < .05, **p < .01
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A9b) (Mean = 70% #1358 3.50 T 5 a1uU19S1@WUSTUIUAT 5 SLAU) IAEAINTINATUAT

nanAnuTanadedu 4.25 sutheaaniidnadedu 4.46 uazduussydue danadedu 4.41
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ogffimathaudiuluaiassduioadsnumnededydnuaivesgnd aenndasiuaues
@18 waansfadad (2557) egalsfiany nssuawiminisadisnaans iy wdndus
Wisuaiieudenarslumsdseunualiiugnd Tnefignindedainanmrininnslivie
ATOUATOIAUAINTBUT NS (Pongsakomnrungsilp & Schroeder, 2011; Vargo & Lusch, 2008)
unumvestinmsnaavionanislaldgiauazdsmeunuailiitugnddnsdely usvildifies
N1561UILANUATAINGNAT AENITIRETINYELazAMUT I TuN ST A ILaT @ UBLUY
uUN5aI9AaA1 (Value Proposition) fiiilunisdeanslignaniimnesuiuazitrlaindudves
ssfaneliinnaUseleviuasiinardmsugnan

nsiduadedl IfdsemnudAniunudndiuvesgnd i daensiamunsnandu
Ungaain warguuuuussyiasidmsundndusidndias wudl anudadiuden)snmung
wandneilagsmeglussiuuniian daaenndeaiuaiues Rundh (2016) uazduiss n3ina
(2561) Anwnesdrnuiddydmiuiussneunsiiannsathluinunamunimnasgunaesiaei
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et uiuuuesaigiut 35eging (2559); ousTni yaaing (2559) uagnguiy A131509
(2560) ANWIN1TRONUUUATIAUALAZNNTHAUIUTTUIUI WU NMTHAILIUTIAIU 281N uag
doUssnduius Wi elddanuasaw suads vililigadegaenuaulagnduiindu sawd
annsatsueniendnualvewieaduld egslsinu nmsUssifiunaussiasitardeyssvduiug
wui gndnthmnedanufianelaluszivann sawidndidesiunuveamifng wasae (2561)
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Tanau uazansildie SnanmsiviavesmaadsainsaiulpldBnun mndinsimunandios
TifsUsuufivennvaneiesanuazussyfasifvngay gaveaonndasiumumodis invuniuns
uazARLY (2562) WAy Hakola (2013) i1 nusumsnanaiidsiedumsiannionms Ae mafmus
ngudming Anufesns M1sUuUTe uaznswauussySusinidutladofd Ayvemansias
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