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ABSTRACT
dulii29

This study aims 1) to examine factors in purchasing decisions of consumers on
packaging, products, dried banana, 2) to develop packaging products, dried banana, 3)
to compare the quality of packaging products, bananas, dried form. The dried banana
product packaging with the new format.

The sample used in this research area is the Wat Phra Sri Ratana Mahathat (Wat
Yai) in Phitsanulok province, 222 people used. The factors associated with the product
dried banana. The data were analyzed. By frequency, percentage, mean and standard
deviation. Pearson correlation and multiple regressions (Multiple Regression) of
consumers were satisfied with the old-style packaging. And a new form.

The study concluded that Factors affecting the decision to buy dried banana. The
packaging statistically significant, including the storage of the product brand and
graphics on the packaging. Contribute to the variability and influence buying decisions,
consumer products, dried banana statistically significant. The three factors are equal to
16% (R2 = 0.160) prediction equation can be written as follows. The raw score = .282
+.573 +-.712 = .227, and standard scores were 0.436 + - 0.608.

Packaging design, prototype, using a combination of factors in the decision to

design the packaging. The idea to bring a unique combination of local designs with a



250621

modern look. And taking into account the ease of use of the package. The color yellow. A

banana logo on the products made from bananas. The letter to the Thai. The illustration

on the packaging is an actual photograph. They also take into account the cost of
production for money products.

Comparison of consumer satisfaction in the old packaging and the new format.

Find satisfaction in old-style packaging and a new form. Overall, there is a difference of a

factor. The consumer satisfaction in the new format than the original model.



f5UTY

und Wi
S T T 1
AU UAZAMNAVA TR EUMY. e 1
ARQUTTAIRYBINITINEL ..o 5
eI o R o . & T2 ... U I 5

SR NI o B T S M s s s 5
BDULYATBINVTIRE oot 6

TN LTy T S W e o Y W\ S 8

Vst T A A9 ARG o 8

2 LANEITURSUIRBTNAEITEBY. oo 9
LLuqﬁmm:wqﬁﬁL'r"{mﬁuﬂﬂﬁﬂlumsﬁmauhémmsju?‘inﬂ ............... 9

A numzmmcﬁ@ (Buyer characteristics)............cceveereeveeeerrn, 9
LLwJ'ﬁmm:wqtrfjLﬁmﬁum?ﬁmauh‘gﬂ (Purchase decisions)...... 15
uuq‘ﬁmuquﬁﬁtﬁmﬁumﬂﬁmﬁ ................................................ 27
Ls9T0usT WINT WAZARMRNRCY oo 27
mﬁmnLmuus‘?qﬁmv?ﬁﬂﬂi‘:ﬁw%mw ...................................... 34

NN TIR AN LML ..oooooooooo 57
ONANTTAE TR TUNAASOITNEIAN ..o 61
NFUUSFUNRRRANINITINSRAT. ..o 61

NN TS INASETEER. oo 71

3 BRI UM ITIRNE ..o 74
USTIINT WATNANFAIBEN. ..., 74
BTN oo 74

a4 o o
WATBINBULAC NI TN U A T BN D . e 75



f191ty (AiR)

al v
unn VG
< }

NSILTITINEBYA. ..o 76
NTIATIEHEBH . ..o 78

B BRI IRE. oo 79
daudt 1 Anmtladtlunsndulaident enda e NN, ..o 79

&2UN 2 NIFBONWLLILTIATOIT. ... 87
AU 3 NARBL WATIATIZRLTITUI. ... 95

5 umepl... o AR NG Ll Sl APESS TE M. cschencvi 99
ALt LT N N N e © el P/ Y SR - 99

b1 UL alaT o 1T e SRRSO SORURURN 100

B B oo 102
UFTOVUNTH. oot 103
i 10 ) RO NI g s e S —————— N 107



AT

g A WwN

10

11

12

13

14
15

AFUYANTI

v
i
WARMEIMBBAUTIUTOUT. ... 28
WAAINITUEINUTENNYBILTIVTOUT . ... 32
@ 's o/ a Jd Il : %
waMINNTAATITLIA s Indos R ey luieaman. .......................... 65
WAAIANTIUAPIADTUNTNIBIERABL. ..o, 79
-l v LT o -1
uanmsNLanIAND et azdayaiLasuawuNANT luNSRaNTS
AR TN ANNFBABM . oo 80
af 9] X 9 o o 1
wanamsNnansANdfetazdeyailasiudauunauladalunisifants... 81
dI’l x v o dl 1]
uARIANPNUAAIAIND TR T Ry ALInIAILUNAT AT RUA NG SiD
v T PRV RN N K 81
1 dl n; ¥ d' o o/
wanANaRe uazdauienunnsgu wasteyainaaiuiladelunig
Fraulatanantueindaumn wdaussqinest. .. 82
) J o (3 | o o o o/
wananaAdNLsrAnsandunudsendnatiadufuussqing funissndula
O URRAUT ARV oo 85
Ltamnams‘f‘amm:ﬁmmmnammuwuqm Wweamtladenganasanisfndula
Jn’ - o L v o’ L3
TANRATUTNAWAIN FWUTFTOUI. ... 86
o/ o 1 - o « Y H
wamatladg lunssin@ulatendanimindruainiinaadaniansaugy
N REBNAUNIIRBNULLUTIFI. ...l 88
o r-l' ] o/ o 3 - o o
uamdaulsznavrecussqinuynasnasaladtlunsandulatontniousd
BB oo 89
o o’ i AJ 3 o’ L3
wamnansAnlade lunisindulatandinasianisannuuiiss o
MRRIPINN oo 90
WARIANPINUAASDNMWELTERIW. . 96

wamansufRauiituaNienalagUuuussq e uaslna. ... 97



NN

10
11
12
13
14
15
16

AFUYNN

o © o’ d'nda a ] o/ n)'
TR @A NIBNEWAABAN IR, ..o
WULANS898ENEI8IN AnssNELFInA (The Simple model of consumer
DN AVION) . . e,
" " g . .
ULLAABINNTARAULAES (Five stage model of the consumer buying
PEOBESE L v eyt el sl o o A 10+ RN rn N st e duomes wam 60
WuULAaRIN9FnAUlaNLAN AN UAINTEALANIALANY (Involvement and
Types of Decision MaKing).......c.ovuviiiiiiiiiiiieiieiieii e eiseneens
WLURaBINOANSINELELNA 4 Usenig (Four types of consumer behavior)...
DTGNP T G VRN AL - AR, P LR | R N
TLTLRE R g i OO NS PN N e * gl /A0 10/ AN
20 G TR, N~ Wi W™ S R
PRI o LT O oA NI
[ o L g [}
ussyAnueindaemn APQAINTRL (WU ...,
a‘ o a ]
NARUTIAUTINAEAN AFgAINTAl FUWLLVS ..
usqiuindaemn megn1nsad (wuuinn wasguwouluel).....
A
g0 ) SN N N W T o B on o IS DR
o «a - o o
NITRATENRBITIUIT. ..o,

FRUAWMSMIBUNEVFMMAL. ..o

d‘ o l’dl Yo o o
NINAR WRTLTTIN TN AFUAMEUN oo,

19





