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ABSTRACT: The objective of this article was to study consumer satisfaction with attributes of processed longan
products according to marketing mix theory (4Ps). Data were collected by field survey from 852 consumers who
visited Lanna Expo 2020 exhibition in Chiang Mai Province. They were interviewed with questionnaire form indicating
satisfaction levels of attributes of the products according to 4Ps consisting of product price place and promotion.
The characteristics of products were identified by (1) tasting in the 5 processed products, i.e., longan chili paste,
longan seasoning mixed with fish meat, original longan seasoning, chip longan, and dried longan and seeing and
considering external type and touching in each package, (2) determining price by willingness to pay in each the
product and package, (3) distributing to online marketing channels with application or website, face book page, and
line application, and (4) promoting related to sale, tasting or free distribution, and bonus. Results revealed that the
consumers had average satisfaction scores for longan chili paste, longan seasoning mixed with fish meat, and original
longan seasoning at a high level with the highest scores 2.71, 2.64 and 2.62, respectively. They were also packed in
glass bottles and the willingness to pay was 85.12, 85.12 and 66.08 baht/unit at the high level, respectively. Similarity,
these products were sold by application or website and promoted on tasting or free distribution. Furthermore, the
average satisfaction scores for chip and dried longans were at a high level with the highest scores 2.71 and 2.58
packed in zip lock plastic and craft bags and the willingness to pay was 41.15 and 50.49 baht/unit, respectively. The
chip longan was sold by application or website and promoted on tasting or free distribution and the dried longan
were sold by line application and promoted on sale. Meanwhile, the satisfaction of longan chili paste, longan
seasoning mixed with fish meat, and original longan seasoning was at a low level by packed in plastic bottles, sold
on application or website, and promoted with sale. Therefore, development and design of packaging should be
modern, convenient to use, clearly identified quantity, and certified standard of each product to perform reliability.
Encouraging online channel was line application. However, the sale should be improved leading to marketing
competitive advantage.

Keywords: value added; attributes; processed longans; satisfaction
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Table 1 Generality of Consumers (n=852)

Socio-Economic data Number Percent
Age Average 34 years
Sex Male 383 44.95
Female 469 55.05
Status Single 494 57.98
Married 323 3791
Widow 23 2.70
Divorce 12 1.41
Education Levels Uneducation 5 0.59
Primary 95 11.15
Secondary 57 6.69
High school 121 14.20
Diploma 151 17.72
Bachelor's degree 379 44.48
Master's degree 43 5.05
Doctor's degree 1 0.12
Occupation Farmer 60 7.04
Employee 223 26.17
Government office 72 8.45
Private officer 116 13.62
Own business 216 25.35
Housekeeper 35 4.11
Student 124 14.55
University staff 3 0.35
Trader 3 0.35
Average income Less than 10,000 236 27.70
(baht/month) 10,000-15,000 272 31.92
15,001-20,000 192 22.54
20,001-25,000 54 6.34
25,001-30,000 37 4.3q
17131 30,000 61 7.16
Online access Telephone 795 93.31
equipment Tablet or iPad 26 3.05
Notebook 22 2.58
No 9 1.06
Percent
80 69.13
60
40 30.16
20
0.70
0
Facebook, YouTube, Instragram, Line Others No

Figure 1 Online channel access of sample consumers
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Figure 2 Packages, a = Glass bottle, b = Squeeze bag, c = Plastic bottle, d = Glass bottle with spoon, e = Plastic pot

Table 2 Attributes of longan chili paste corresponding with consumer demand

Package Place Promotion Sat. Meaning Willingness to Pay
levels? (Average price) baht/unit

Glass bottle Application/Website Bonus 227 Medium

Glass bottle Line Tasting/Free distribution 2.48 High 85.12

Glass bottle Application/Website Tasting/Free distribution 2.71 High

Glass bottle with spoon Line Bonus 2.16 Medium

Glass bottle with spoon Facebook Page Tasting/Free distribution 2.24 Medium 97.01

Glass bottle with spoon Application/Website Sale 1.60 Low

Squeeze bag Line Bonus 2.11 Medium

Squeeze bag Application/Website Sale 1.97 Medium 39.63
Squeeze bag Facebook Page Tasting/Free distribution 1.92 Medium

Plastic bottle Line Bonus 1.99 Medium

Plastic bottle Application/Website Sale 2.35 Medium 48.35
Plastic bottle Facebook Page Tasting/Free distribution 1.66 Low

Plastic pot Application/Website Tasting/Free distribution 1.89 Medium

Plastic pot Facebook Page Bonus 2.32 Medium 34.64

Plastic pot Line Sale 1.78 Medium

Footnote: 'Satisfaction level calculated by weight mean score for 3 levels 1.00-1.67=Low, 1.68-2.35=Medium, and more than 2.35 =High
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Figure 3 Packages, a = Glass bottle, b = Glass bottle with spoon, ¢ = Squeeze bag, d = Plastic bottle, e = Foil bag

Table 3 Attributes of longan seasoning mixed with fish meat corresponding with consumer demand

Package Place Promotion Sat. Meaning Willingness to Pay
levels? (Average price) baht/unit

Glass bottle Application/Website Bonus 231 Medium

Glass bottle Line Tasting/Free distribution 2.55 High 85.12

Glass bottle Application/Website Tasting/Free distribution 2.64 High

Glass bottle with spoon Line Bonus 2.07 Medium

Glass bottle with spoon Facebook Page Tasting/Free distribution 2.36 High 95.62

Glass bottle with spoon Application/Website Sale 1.57 Low

Squeeze bag Facebook Page Bonus 2.41 High

Squeeze bag Line Tasting/Free distribution 1.95 Medium 36.77
Squeeze bag Application/Website Sale 1.64 Low

Plastic bottle Line Bonus 2.02 Medium

Plastic bottle Facebook Page Sale 2.42 High et

Foil bag Application/Website Bonus 1.82 Medium

Foil bag Facebook Page Tasting/Free distribution 2.46 High 50.83

Foil bag Line Sale 1.72 Medium

Footnote: 'Satisfaction level calculated by weight mean score for 3 levels 1.00-1.67=Low, 1.68-2.35=Medium, and more than 2.35 =High
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fgauvindu 49.38 vw/mie uazdinzuuuanumelaiedssziuu unasheazuuganiniy 1.82 Fafuslaiuingmesd
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Table 4 Attributes of original longan seasoning corresponding with consumer demand

Package Place Promotion Sat. Meaning Willingness to Pay
levels' (Average price) baht/unit

Glass bottle Line Tasting/Free distribution 2.27 Medium

Glass bottle Application/Website Tasting/Free distribution 2.62 High 66.08

Glass bottle Facebook Page Bonus 2.29 Medium

Glass bottle with spoon Line Bonus 1.94 Medium

Glass bottle with spoon Facebook Page Tasting/Free distribution 2.12 Medium 90.15

Glass bottle with spoon Application/Website Sale 1.94 Medium

Squeeze bag Facebook Page Bonus 1.94 Medium

Squeeze bag Line Tasting/Free distribution 2.00 Medium 56.38
Squeeze bag Application/Website Sale 2.06 Medium

Plastic bottle Line Bonus 2.18 Medium

Plastic bottle Facebook Page Sale 2.35 Medium 51.77
Plastic bottle Application/Website Tasting/Free distribution 1.47 Low

Foil bag Application/Website Bonus 2.12 Medium

Foil bag Facebook Page Tasting/Free distribution 2.06 Medium 49.38

Foil bag Line Sale 1.82 Medium

Footnote: 'Satisfaction level calculated by weight mean score for 3 levels 1.00-1.67=Low, 1.68-2.35=Medium, and more than 2.35 =High
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Figure 4 Packages, a = Zip lock bag with nitrogen flush, b = Plastic pot, c = Plastic jar, d = Foil bag, e = Zip lock

plastic bag

Table 5 Attributes of chip longan corresponding with consumer

492

Package Place Promotion Sat. Meaning Willingness to
levels! Pay (Average
price) baht/unit
Plastic jar Facebook Page Bonus 2.25 Medium
Plastic jar Application/Website Sale 2.17 Medium 68.46
Plastic jar Line Bonus 2.41 High
Zip lock bag with nitrogen flush  Application/Website Bonus 2.30 Medium
Zip lock bag with nitrogen flush Line Sale 2.48 High 45.92
Zip lock bag with nitrogen flush Line Bonus 2.54 High
Plastic pot Application/Website Bonus 2.34 Medium
Plastic pot Line Sale 2.36 High a7.21
Plastic pot Facebook Page Bonus 2.35 Medium
Zip lock plastic bag Facebook Page Bonus 2.02 Medium
Zip lock plastic bag Line Sale 2.44 High 41.15
Zip lock plastic bag Application/Website Tasting/Free distribution 271 High
Foil bag Application/Website Sale 2.24 Medium
Foil bag Line Tasting/Free distribution 2.17 Medium 37.47
Foil bag Facebook Page Bonus 241 High

Footnote: 'Satisfaction level calculated by weight mean score for 3 levels 1.00-1.67=Low, 1.68-2.35=Medium, and more than 2.35 =High
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Figure 5 Packages, a = Zip lock plastic bag, b = Plastic pot, c = Craft bag, d = Plastic jar
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Table 6 Attributes of dried longan corresponding with consumer demand

494

Package Place Promotion Sat. Meaning Willingness to Pay
levels! (Average price) baht/unit

Zip lock plastic bag Line Tasting/Free distribution 221 Medium

Zip lock plastic bag Facebook Page Sale 2.26 Medium 45.73

Zip lock plastic bag Application/Website Sale 2.56 High

Plastic pot Application/Website Bonus 2.40 High

Plastic pot Facebook Page Tasting/Free distribution 2.29 Medium 56.93
Plastic pot Line Sale 2.49 High

Craft bag Facebook Page Bonus 1.99 Medium

Craft bag Line Sale 2.58 High 50.49

Craft bag Application/Website Tasting/Free distribution 2.53 High

Plastic jar Application/Website Sale 2.18 Medium

Plastic jar Facebook Page Sale 2.18 Medium 71.97

Plastic jar Line Bonus 2.55 High

Footnote: 'Satisfaction level calculated by weight mean score for 3 levels 1.00-1.67=Low, 1.68-2.35=Medium, and

more than 2.35 =High
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G

Anufisnelavesuslnadenudnuusndndusialoulssuvesnquiamiausunladugdles auduuszay
yamsnanduransurivesimindle nedlonauiouan uaznadlogasnaiu neduilaadanuimelassduinndae
AzLuULRAYgIAn o 3 wandnsignussluviauia uazdadiminglasnisvesinuwennaiadunienuleduasdaada
nsnaasensiitursenaniEmileudu iuesufeaiudlenengnussglugeivdeananainla wazduilnainufisnels

YosalyULITEAUINNMEATLULRAEAIERTIgNUTTILNgIAT I nioudunsvekuLenndinduladuardudiunisnain



KHON KAEN AGRICULTURE JOURNAL 51 (3): 483-498 (2023)./doi:10.14456/kaj.2023.xx 495

fensannen vugfinrundilaszieadsvenimindle nadlonauiova uaznsdlogradaiy eglusedugedg
wAnSasiTanuuandsnsdnsariludeisuiisuiunndilaszdeadevedlovenuasdluouusitligannin
esnnudnfusilifianuunnisnsdndasiduiinignaielaeilulunain (Table 7)
Tumsnssfutmnudnvuzvesmdndasidslonussuiifuilaatinnafimelassiudosdunudnuus idosiass 3s
wazyUUIIUSUURsdLUsEaun I Inaadusdadasivesiminale mdlonauieouan uasnadlognaiaa
vssgluraawanain dnindlouaznadlenaudovarussglumauiideu uasnadlonauiovaussglugadu domenis
Swnhoosuladkuonndiadurienlsd Tnslawgnmssmhensdlonauioa wesmamayaswiednindle uay
nsdaaiumInaindienisansiavesimindilouazaadlonauiovan uaznisliBuvouanwivosimindile ndile

HasLiloUan wavnsaleansnufy (Table 8)

Table 7 Conclusion for the number of products divided into package, place, and promotion at high level of

satisfaction (N=21)

Package?® Place Promotion
. Tasting
Products Facebook Application
a b c d e f g h i j Line Sale Bonus /Free
Page /Website
distribution

A 2 1 1 2

B 2 1 1 1 1 4 1 1 1 1 q

C 1 1 1

D 1 1 1 2 2 1 1 5 3 3 1

E 1 2 1 1 2 3 3 2
Total 5 1 1 1 2 2 3 3 1 2 5 6 10 7 6 8

Footnote: ' A=Longan chili paste, B=Longan seasoning mixed with fish meat, C=Original longan seasoning, D=Chip
longan, E=Dried longan
2 a=Glass bottle, b=Glass bottle with spoon, c=Squeeze bag, d=Plastic bottle, e=Foil bag, f=Plastic jar,
g=Plastic pot, h=Zip lock plastic bag, i=Craft bag,
j=Zip lock bag with nitrogen flush

Table 8 Conclusion for the number of products divided into package, place, and promotion at low level of

satisfaction (N=6)

Packages? Place Promotion
1 Tasting
Products Facebook Application
a b c d e f g h i j Line Sale Bonus /Free
Page /Website
distribution
A 1 1 1 1 1 1
B 1 1 1 3 2 1
C 1 1 1
Total 2 1 3 1 5 3 3

Footnote: ' A=Longan chili paste, B=Longan seasoning mixed with fish meat, C= Original longan seasoning, D=Chip
longan, E=Dried longan

? a=Glass bottle, b=Glass bottle with spoon, c=Squeeze bag, d=Plastic bottle, e=Foil bag, f=Plastic jar,
g=Plastic pot, h=Zip lock plastic bag, i=Craft bag, j=Zip lock bag with nitrogen flush
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