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ABSTRACT

This research aims to study the problems, product development, satisfaction, and the consumers'
perceptions according to community identities toward the brand and graphics on the packasing of the
Wang Phrao Pattana group. This research is mixed-method research; the qualitative rescarch was
conducted using an interview form and questionnaires. For qualitative research, there were 20 informant
For the quantitative, the data was collected from 407 consumers using purposive sampling. The data was
analyzed using percentages, mean, standard deviation (S.D.), independent t-test, one-way ANOVA, and
content analysis. The research findings indicated that 1) the problems anc luct development were
found that the community lacked in bringing raw materials from the community to utilize in processing
and lacked in appropriate graphic identity on packaging. 2) From studying the community’s identity to
designing graphics on new packaging, using local resources to develop products. 3) Designing and organizing
graphics on the packaging and having experts evaluate it to achieve the most suitable design. The design is
then tested for user satisfaction, which shows that the averase satisfaction level of the group is high.
4) The study results on consumer perception towards the brand and graphics on the packaging of
community-processed products revealed that the topic with the highest average score was The colors
used help identify the product's identity or type very well. This was the most recognized aspect with the
highest level of awareness. (X = 4.48, S.D. = 0.70). Gender dif ices have a statistically significant impact
on perception differences at the 0.05 level of significance. (t[0.8], Sig = .01, p < .05 Differences in
educational level have a statistically significant impact on perception differences, (F[3.22], Sig = .04, p <
.05) and marital status differences have a statistically significant impact on perception differences at the
0.05 level. (F[3.55], Sig = .02, p < .05)

Keywords : Consumers Perception; Graphic Designs on Packaging; Product Development; Value Addition;
Local Prodluct
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