A Development of English and Thai Product Labels
for Curry Paste of “Sam Tambon” Community
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Province: Stakeholders’ Satisfaction and Attitudes
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Abstract

The curry paste of “Sam Tambon” Community
Enterprise Group 1s well-known among Thai consumers, and has
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been certified as a 4-star One Tambon One Product of Thailand (OTOP).
However, to make the product globally recognized, an English label may
be helpful in increasing sales and marketing opportunities. This study,
therefore, was conducted to develop both English and Thai labels for
“Sam Tambon™ curry paste, and to evaluate the stakeholders’ satisfaction
and attitudes towards the developed labels. Fifteen committee members
of  Sam Tambon” Community Enterprise Group, 100 Thai consumers
and 20 foreign consumers participated in the study. The mstruments for
data collection were 1) the English and Thai labels for “Sam Tambon”
curry paste, 2) a questionnaire conceming the stakeholders’ satisfaction
towards the developed labels, and 3) a semi-structured interview. The
data were analyzed using descriptive statistics and content analysis. The
results showed that in general, the stakeholders’satisfaction towards the
labels for “Sam Tambon™ curry paste was at a high level. Every label
component was highly satisfactory. The stakeholders also showed
positive attitudes towards the developed labels. Regarding the English
language, the stakeholders thought that the language made the product
more modermand reliable. Stakeholders also suggested that the font size
of the letters should beincreased and the color of the labels should be in a
darker tone to indicate the type of curry paste more clearly. The findings
support that incorporating English into managing local as well as larger
businesses can potentially lead to more success of the businesses.

Keywords: curry paste, product labels, Nakhon Si Thammarat,

Sam Tambon Community Enterprise Group
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Introduction

It cannot be denied that English is number one language used
in international communication among non-native English speakers.
It has been accepted as an international language (McKay, 2002;
Jenkins, 2003). Due to this fact, English is a language used
in every international communicationin various fields, such as
education, hospitality, tourism as well as business. In business sectors,
it 1s necessary for people concemed to be equipped with the
knowledge of English because English can lead to a prosperity of

160 Journal of Liberal Arts, Prince of Songkla University

Volume 14, Issue 1, January - June 2022



business (Kiatkungwanglai & Sattayanuwat, 2018). The
language can increase products’ value and distribution channels
to international markets which can result in bigger incomes and

profits.
In order to ensure the sales success of the products, it is

essential to provide information about those products to customers. In
Thailand, if the labels contain product information in English, it is
likely that the products will widely attract both Thai and foreign
customers. For Thai customers, English can convince them of the
quality and reliability of these products. For foreign customers, English
on product labels can let them understand the products clearly, which
may lead to the sales of these products. The findings from a
considerable number of research studies have indicated that English
labeling can increase distribution channels of products. In a
qualitative study on labels of different face cream products, Thonglor
and Chayangammongkol (2018) concluded that Thai consumers
perceived that English on the labels contributed to addition of those
products’ value. In the studies of Sirikhan (2019) and Kosittrakun
(2020), English information on local product labels could attract
foreigners to buy products. The positive result of using English on
product labels can be seen in the studies of Modric (2016) and Ho et
al. (2019). In the study of Modric (2016), Croatian people thought
that English could make the products more modern, elegant and
reliable in comparison to the ones with only the Croatian language. Ho
et al. (2019) also reported that compared to other languages, English on
the coffee packages had the strongest effect on Chinese coffee drinkers.
They perceived that the products with English were more trustworthy
and tastier which could attract them to purchase the products.
Moreover, the English language can foster Thai stakeholders’
confidence in their products. In the study of Pochakorn & Homhual
(2018), food and beverage entrepreneurs’ high satisfaction was
observed because they perceived that they could sell their products to
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foreign customers if the entrepreneurs studied an English manual
especially made for their products. The high satisfaction level of
stakeholders was also found in the study conducted by Nakplad et al.
(2021). In this study, it was reported that stakeholders believed that the
English language on the signs created to give information in That Noi
Temple could result in a larger number of Thai and foreign visitors. All
in all, based on the mentioned previous findings, English information
on labels or other media related to public relations of products
contributes to a possibility of more distribution channels.

“Sam Tambon” curry paste is a well-known product
whose quality has been certified with a 4-star standard by the
Community Development Department of the Ministry of
Interior. This guarantees that it is a national quality product and
is ready for international distribution. It is also a Thailand One
Tambon One Product (OTOP) of “Sam Tambon” Community,
meaning that it has been promoted by the Thai government as a
quality local product. The product is now in the process of
getting a 5-star standard. “Sam Tambon” Community is a
successful community enterprise group in Nakhon Si
Thammarat province. It has been manufacturing quality curry
paste for eight years. According to “Sam Tambon” committee,
the sale volumes keep growing since the first day of the business
foundation because of the good taste and high quality ingredients
of the curry paste. The curry paste has been sold regionally and
nationally. Currently, the community has some informal export
of curry paste to foreign countries; however, with only Thai
product labels, the sales can be limited. The researchers, hence,
would like to develop the labels containing product information
in both English and Thai for the curry paste. It is assumed that
the bilingual product labels will help increase distribution
channels for the curry paste as Kosittrakun (2020) mentioned
that bilingual product labels with a consumer’s native language
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and the international language of English could help increase a

product’s value which resulted in a higher sales volume because
it could attract foreign customers to buy the product.

From the information mentioned earlier, it can be
concluded that English is useful for making products more well-
known to international markets. However, few studies were
conducted to investigate the usefulness of English for other
fields, especially local business sectors. Additionally, although
the committee of “Sam Tambon” Community Enterprise Group
would like to have English labels for their curry paste, without
experts’ assistance, this cannot be effectively done. This is
because the committee believes that the labels could help
promote their products and increase the distribution channels.
An increase of curry paste’s sale volumes would not only benefit
“Sam Tambon” Community Enterprise Group, but it is also
beneficial to the nearby communities because main raw
materials of the curry paste, such as turmeric and lemon glass
are from local farmers. In this study, other components of labels,
such as colors, font styles, size and illustrations were also
developed in order to make the labels the most useful. Moreover,
the stakeholders’ satisfaction and attitudes towards the
developed labels were evaluated to get valuable information for
further development.

Objectives

1. To evaluate whether the stakeholders are satisfied
with the developed labels for “Sam Tambon” curry paste.

2. To investigate what contributes to the stakeholders’
satisfaction and attitudes towards the developed labels for “Sam
Tambon” curry paste.
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Literature Review

1. Integrated Marketing Communication

Integrated marketing communication (IMC) is defined
as a process used by entrepreneurs to continuously communicate
with the target consumers in order to make them more familiar
with the products or services (Kotler & Keller, 2008). IMC is
useful to both entrepreneurs and consumers ( Khanaruksombat,
2014). For entrepreneurs, it allows them to effectively present
their products or services to the target group of consumers which
can result in higher profits. For consumers, it offers the
possibility for them to learn about those products or services
through various activities.

Common activities for integrated marketing
communication comprise advertising, personal selling, sales
promotion, public relation and direct marketing ( Horthong,
2020). Product labeling is one effective tool for advertising or
publicity and public relations of products or services; therefore,
this technique is used by many business sectors to attract and
impress target consumers.

2. Product Label Development

A product label is necessary because it can give
information about products such as quantity, ingredients and
instructions for use to consumers. This information is useful for
consumers’ decision making when buying products because it
acts as the very first part that can convince consumers of
products’ quality. Good product labels can help promote
products and increase their marketing channels which may result
in higher incomes and better profits ( Kosittrakun, 2020) .
According to Noonpakdee (2010, as cited in Buaclee, 2018),
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product labels have to be clear and eye- catching in order to
attract consumers. Size, colors, font style and illustrations on
labels are important because they can attract consumers
( Buaclee, 2018) . Given this importance, many products,
especially food products have labels.

As food is an important product, labels for food have to
contain specific information, such as the product’ s name,
quantity, ingredients, expiry date, proper storage, instruction for
use, manufacturer/ distributor, safety sign and warning (if any)
in order to achieve consumers’ maximum benefits (Department
of Industrial Promotion, 2016). In this study, the labels for “Sam
Tambon” curry paste were developed in accordance with the
mentioned guidelines. English and Thai were employed on the
labels to give information about two kinds of curry paste since
the objectives of the study were to upgrade and to make this
product well-known to foreigners as mentioned by Kunasri et al.
(2017) that using English together with Thai to give products’
information can attract a greater number of consumers.

3. Previous Related Studies

A considerable number of studies relating to using
English to enhance success of business can be seen in the
following studies. English has been employed to promote
tourism in Thailand ( Limsiriruangrai, 2013; Kongsuk &
Chuayoin, 2020). Limsiriruangrai (2013) noted that English
brochure appeared to enhance tourism business of Phanom Rung
Historical Park and Muang Tam Historical Park in Buriram
province. Kongsuk & Chuayoin (2020) reported that the English
and Thai brochure could promote tourism at Baan Rai
Tawanwarn in Lam Tap district, Krabi province. The tourists
and stakeholders in these studies showed high satisfaction
towards the English tourism promotion because they could help
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increase the opportunity of selling products. The similar findings
were observed by Kosittrakun (2020) and Sirikhan (2019) that
the entrepreneurs and foreigners strongly needed English notice
boards and product labels at Saturday Night Market in Muang
district, Khon Kaen province because they could provide correct
information to foreign customers and could increase sales
volumes. Pochakorn & Homhual (2018) also reported that an
English food and beverage manual could help entrepreneurs
communicate with foreign customers better. This could increase
their incomes.

It can be concluded from the previous related studies
that English can help enhance the success of business because it
can upgrade the products and increase the marketing channels,
especially in international markets. This bigger opportunity can
lead to better incomes and profits. However, it is observed that
not many studies investigate the benefits of incorporating
English on product labels to promote their distribution, in
particular for local products like curry paste. The present study
was, as a result, carried out to create English and Thai labels for
“Sam Tambon” curry paste, a product that can reflect Thai
identity.

Research Methodology

1. Population and Samples
By means of convenience sampling method, the participants

of the study comprised three distinct groups. The first group consisted
of 15 committee members of “Sam Tambon” Community Enterprise
Group, the curry paste manufacturers. All of them were Thai. They
were chosen as participants because they were the manufacturers and
sellers. The researchers wanted to discover their satisfaction and
attitudes towards the English language on the labels. The second group
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consisted of 100 Thai consumers who were regular curry paste
consumers. A bigger part of them were regular “Sam Tambon™ curry
paste consumers, and the rest were first time buyers. This group of
participants could express whether the labels with and without English
could affect their satisfaction and attitudes differently. Moreover, they
could suggest if the English labels could better persuade them to buy the
curry paste. The last group comprised 20 foreign consumers who have
worked and stayed in Nakhon Si Thammarat. They were South
Africans, Filipinos, and Europeans. A little more than half of these
foreign consumers bought the product for the first time, and the rest
were non-first time consumers. Some of them had consumed the curry
paste a few times, and some had bought the product several times in a
few years. This group of participants can reflect whether English on the
developed labels was useful. These 120 Thai and foreign consumers
were consumers buying the curry paste during a questionnaire
collection period of one month, and they were convenient to complete
a questionnaire.

2. Instruments
Three instruments were employed in the study.

2.1 English and Thai product labels

Before developing the labels, 15 committee members
were interviewed to get some useful information about the
layouts, colors, font styles and contents of the labels. In addition,
the researchers sought for labeling instructions from related
documents. The Thai data on the previous version of label
were studied. The data, such as ingredients, details of the
manufacturer, and quality marks were maintained and improved.
Based on the obtained information, two labels were developed.
One type was for sour curry paste (Kang Som) and the other one
was for red curry paste (Kang Kua). These two types of curry
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paste were mainly manufactured for selling. The rest one type
which was not chosen was very spicy curry paste (Kang Phed)
because it was specially made for a small group of consumers
who occasionally placed an order. And according to the
committee members, the two types were the best sellers. Each
label was separately designed using the English and Thai
languages. Three experts in the field of marketing and English
were also asked to verify the layouts and the contents of the
labels. The labels then were improved according to the experts’
advice. Thereafter, they were attached to the package of each
curry paste type before distribution for general sale.

2.2 A questionnaire

A questionnaire used in the study aimed to investigate
the participants’ satisfaction towards the developed curry paste
labels. It was composed of three parts. The first part sought for
the participants’ personal information which was gender, age,
education background and occupation. The second part
comprised 5- point Likert scale items focusing on the
participants’ satisfaction towards the labels. The final part was
made up of open-ended questions with the objective to let the
participants freely express their opinions about the developed
labels.

Prior to the main study, the content wvalidity of
questionnaire was verified by three experts by means of Index
of Item- Objective Congruence (I0C). The 10C value of the
questionnaire was 0. 90 which meant that the questionnaire was
highly valid.

2.3 A semi-structured interview

To investigate what contributed to the participants’
satisfaction and attitudes towards the developed labels and to
validate the information from the questionnaires, the participants
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were asked to answer four questions in the semi- structured
interview: 1) how they think about the product labels?, 2) were
they satisfied with the labels and why?, 3) which part of the
labels needs improving?, and 4) were they interested in buying
the curry paste with the new labels? All of the questions were
also verified by the three experts to ensure the clarity and
correctness.

3. Data Collection
The collection of data was carried out in two main
stages as follows:

Stage 1: A questionnaire distribution

After 1-month trial of using the labels with the curry paste, a
set of questionnaires was distributed to 15 committee members, 100
Thai consumers, and 20 foreign consumers. They were given some time
to complete the questionnaires. All of the questionnaires were then
collected by the researchers for further analysis.

Stage 2: A semi-structured interview

After the completion of questionnaires, 15 committee
members, 45 Thai consumers and five foreign consumers were
interviewed. The interview data were recorded for further analysis.

4. Data Analysis

A combination of quantitative and qualitative methods
was used to analyze the obtained data. The participants’ personal
information was analyzed using frequency and percentage. The
participants’ satisfaction information was analyzed through
means and standard deviation and interpreted ( Cheenatrakoon,
1995) as follows:

4.51-5.00  Highest
3.51-4.50  High
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2.51-3.50 Moderate
1.51-2.50 Low
0.00-1.50 Lowest

The information from the open- ended parts in the
questionnaires and the semi- structured interview was
categorized, interpreted and analyzed using content analysis.

Findings and Discussions

The questionnaires completed by 15 committee members,
100 Thai consumers and 20 foreign consumers were collected by the
researchers after 1-month trial of using the curry paste labels. The
participants completing the questionnaires were 37 males (27.4%) and
98 females (72.6%). Their age ranged from 18 to 50 years. A little more
than a quarter of them (27.4%) had a high school diploma, followed by
a bachelor’s degree (25.2%) and a primary school certificate (24.44%).
In terms of occupation, a little larger than one third of the participants
were merchants (34.81%). The information about their satisfaction
towards the developed product labels was analyzed and illustrated in
Table 1.

Table 1
The Satisfaction on the Curry Paste Labels Categorized by the Sample
Types

Sample type Mean S.D. Level of
satisfaction
The committee of Sam Tambon 4.31 0.74 High
Community Enterprise Group
Thai consumers 4.36 0.65 High
Foreign consumers 4.13 0.90 High
Total 4.27 0.76 High
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From Table 1, it can be generally concluded that the
stakeholders were highly satisfied with the two- language
product labels (M=4.27, S.D.=0.76). A high level of satisfaction
was observed in every group of the stakeholders. The Thai
consumers showed the highest satisfaction towards the labels
(M=4.36, S.D.=0.65), followed by the committee members
(M=4.31, S.D.=0.74), and the foreign consumers (M=4.13,
S.D.=0.90). This finding lends support to the finding of
Pochakorn & Homhual (2018), who indicated that the food and
beverage entrepreneurs were highly satisfied with the English
manual. It is also in line with Sirikhan (2019), who reported that
the participants had high satisfaction with English notice boards
at Sunday walking- market in Chiang Mai. It can be concluded
from these findings that an English-Thai version of labels, notice
boards, brochures or handbooks are beneficial because they can
attract foreign customers and help increase an opportunity
of marketing channels for products which can lead to
increased incomes and profits. This conclusion agrees with
Limsiriruangrai’s findings (2013) which proposed that English-
Thai notice boards could enhance the tourism business at
Phanom Rung Historical Park and Muang Tam Historical Park
in Buriram province and those of Kongsuk & Chuayoin (2020),
who reported that the brochure in English could promote Baan
Rai Tawanwarn to foreign tourists.
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Table 2
The Samples’ Satisfaction on the Curry Paste Labels Categorized by
Questionnaire Items

Questionnaire items Mean S.D. Level of
satisfaction

The labels are unique, attractive and 4.46 0.58 High
colorful.

The label size is suitable for the package. 4.21 0.84 High
The illustrations are interesting and 4.12 0.85 High
related to the curry paste.

The quality marks, such as GMP Rising ~ 4.39 0.68 High

(nfi), OTOP, Central LabThai, and
Rising star, contribute to your purchase.

English font has proper size and format. ~ 3.93 0.91 High
Thai font has proper size and format. 4.19 0.80 High
English contents on the labels, such as 4.29 0.74 High

product’ s name, ingredients, proper

storage, expiry date, net weight and

manufacturer are concise, precise and

easy to understand.

Thai contents on the label, such as 4.41 0.72 High
product’ s name, ingredients, proper

storage, expiry date, net weight and

manufacturer are concise, precise and

easy to understand.

The labels are useful to consumers. 4.43 0.62 High
The labels persuade you to buy the 4.33 0.81 High
products.

Total 4.27 0.76 High

From Table 2, it is observed that the overall level of
stakeholders’ satisfaction with the developed labels was high (M=4.27,
S.D.=0.76). When each aspect of the labels was considered, the most
satisfying one was the uniqueness and colors of the labels (M=4.46,
S.D.=0.58), followed by their usefulness to customers (M=4.43,
S.D.=0.62), the presence of quality marks (M=4.39, S.D.=0.68),
conciseness, precision and understandability of Thai contents (M=4.41,
S.D.=0.72), the persuasive power of the labels (M=4.33, S.D.=0.81),
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conciseness, precision and understandability of English contents
(M=4.29, S.D.=0.74), the suitability of label size (M=4.21, S.D.=0.84),
the appropriateness of Thai font (M=4.19, S.D.=0.80), illustrations
(M=4.12, S.D.=0.85), and the appropriateness of English font size
(M=3.93,S.D.=0.91). A high level of the stakeholders’ satisfaction was
observed; this is possibly explained by the fact that the information
necessary to put on the labels was given by all concerned parties. In
other words, the labels were directly created in response to their needs.
This 1s in line with the finding of Thongrungroj (2012), who proposes
that concerned people’ s participation, both consumers’ and the
entrepreneur’ s in this study, is important in order to meet their
requirements.

Since the English language was used on the labels in order to
attract foreign consumers to buy the curry paste, their satisfaction was
separately evaluated as shown in Table 3. In this calculation, the two
items related to the Thai language were removed.

Table 3
Foreign Consumers’ Satisfaction on the Curry Paste Labels
Questionnaire items Mean S.D. Level of
satisfaction

The labels are unique, attractive and  4.35 0.67 High
colorful.
The label size is suitable for the 4.00 1.12 High
package.
The illustrations are interesting and  3.85 0.98 High
related to the curry paste.
The quality marks, such as GMP 4.30 0.65 High

Rising (nf1), OTOP, Central

LabThai, and Rising star, contribute

to your purchase.

English font has proper size and 4.00 1.07 High
format.
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Questionnaire items Mean S.D. Level of

satisfaction
English contents on the labels, such  4.30 0.71 High
as product’s name, ingredients,
proper storage, expiry date, net
weight and manufacturer are
concise, precise and easy to
understand.
The labels are useful to consumers.  4.30 0.73 High
The labels persuade you to buy the 3.90 1.25 High
products.
Total 4.13 0.90 High

Although the number of foreign consumers is small,
their satisfaction towards the labels was considered very
important because the English label version was developed to
arouse their interest. From Table 3, it can be seen that their
overall satisfaction was at a high level (M=4.13, S.D.=0.90).
Considering each item individually, it was also found that
foreign consumers were highly satisfied with each component of
the labels developed for the curry paste. With respect to the
English language used, the figure showed that the foreign
consumers expressed high satisfaction towards the English
contents on the labels (M=4.30, S.D.=0.71).

As mentioned earlier that 15 committee members, 45
Thai consumers and five foreign consumers participated in a
semi-structured interview in order to cross-check the satisfaction
level and to investigate what contributed to their satisfaction and
attitudes towards the developed labels, all of the answers were
qualitatively analyzed and categorized into two main points. The
first point related to the usefulness of the labels developed for
the curry paste which ultimately led to the stakeholders’ high
satisfaction towards the labels. Based on the analysis, high
satisfaction was found among the three groups of stakeholders.
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A deeper analysis revealed that the label colors, the languages
and details on the labels were three aspects receiving great
interest. In terms of colors, it was found that the colors could
clearly specify the types of the curry paste. By seeing the colors,
they could once learn the types of the curry paste because two
different colors: orange ad brown were used to specify the types
of the curry paste. The old label version used the same color for
the two types of curry paste. Regarding the languages, the
stakeholders mentioned that using English together with Thai on
the labels could upgrade the products and may promote
distribution channels of the curry paste, especially in

international markets. The trustworthiness of the curry paste was
increased when English was used together with Thai. This
finding agrees with Modric (2016), Ho et al. (2019) and
Thonglor & Chayangammongkol (2018), all of which proposed
that English could make products modernized and reliable. Thai
committee who were the main stakeholders believed that the
developed labels with English and Thai could make the curry
paste more attractive and reliable. Their product possessed
modernity and internationality, so they could sell more products
to more Thai consumers. Importantly, they could use these labels
when they promoted their products in any national and
international  fairs where foreign consumers visited.
Furthermore, they could manage for further export to
international markets. These findings can be observed from the
following comments given by two committee members. The first
one mentioned that “For me, the labels look modern and reliable
because they contain the English language. We hope we can sell
more curry paste and use these labels for future export.” The
other committee member pointed out that “/ like the labels. |
think they have beautiful colors and useful product details in
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both Thai and English, but if the fonts can be bigger, it will be
better for me because now it’s difficult for me to see them
clearly. ” These findings are in correspondence with those of
Waijjittragum ( 2010) , who mentioned that to make a label
universal, English should be used together with Thai to attract
foreign customers. For Thai consumers, though they could read
the Thai information provided, they commented that the labels
with the English language were more modish and reliable
compared to the one having only Thai. It was easier for them to
make a decision to buy the product. The evidence for this claim
can be seen in the comments given by one of the Thai consumers
who mentioned that “7 usually buy this curry paste. I think the
labels make the curry paste more reliable because we know more
details, such as ingredients, expiry date, etc. They are good for
consumers.” For foreign consumers, English on the labels could
attract them and was useful for them. They saw English on the
labels, and they were attracted to know more about the products.
Once they read the given information, they wanted to try the
curry paste, especially sour curry paste. They added that if no
English was on the labels, they might not buy the product
because they were not familiar with Thai curry paste. The
comments made by a male foreign consumer can confirm this
claim, “ Without the labels, I’ m sure I will not buy this product.
The labels let me know more about the curry paste. Once I read
the labels, I learn that it is safe for eating. I can buy it for my
wife. ” This finding can be supported by those of Kosittrakun
(2020) and Sirikhan (2019), who pointed out that foreigners
tended to buy products since they could learn about the products
through the English texts provided on the labels. Pertaining to
the details, it was found that the details in English and Thai on
the labels let consumers learn about the product. Both Thai and
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foreign consumers agreed that the labels provided them with
necessary information about the curry paste. Moreover, the
details of the quality marks could convince them of the product’s
safety. All in all, the labels were useful for them. The other main
point which could be interpreted from the collected data was the
suggestions for future improvement of the labels. Some
stakeholders suggested that the font size should be bigger for the
elderly’s easy reading. Color tones should be darker to better
reflect the colors of each type of curry paste, such as bright
orange for sour curry paste and dark brown for red curry paste.
These findings agree with Buaclee (2018), who said that colors
and font styles were vital for product label design in order to
interest consumers.

In summary, the analysis of the information obtained
from the interview was found to correspond with the data from
the 5- point Likert scale and open- ended parts of the
questionnaire. The stakeholders expressed high satisfaction and
positive attitudes towards the developed labels made for the
curry paste. The labels were satisfactory and useful in terms of
the colors, the English language and the complete details of
curry paste.

Conclusion

The present study was carried out with the purpose of
making “Sam Tambon” curry paste well- known to foreign
consumers. Product labels in both English and Thai for two types
of curry paste of “Sam Tambon” Community Enterprise Group
were developed in response to the stakeholders’ requirements.
After 1 month of the launch of the curry paste with the developed
labels, satisfaction questionnaires were distributed to 15
committee members, 100 Thai consumers and 20 foreign
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consumers. They showed a high level of satisfaction towards the
developed labels for sour curry paste and red curry paste. A
semi-structured interview was also conducted to verify the level
of satisfaction of the consumers and the committee and to learn
their attitudes towards the labels. Ultimately, it was found that
both sets of information obtained from the questionnaires and
the interview agreed with each other in that the stakeholders
showed high satisfaction towards the labels. With respect to their
attitudes, it can be concluded that the stakeholders had positive
attitudes because the developed labels were useful for them.
Additionally, some suggestions were provided for future
improvement of the labels. For example, font styles should be
bigger to ease the elderly’ s reading, and the color tones of the

labels should be brighter for sour curry paste and darker for red
curry paste in order to precisely represent each type of curry
paste. The findings from the present study provide both
theoretical and practical contributions. The findings can shed
light on using English together with Thai on product labels or
other media for public relations in order to upgrade products or
services. The curry paste labels in this study could be referred to
as a model for other local products. In addition, other label
components are important to make labels the most useful.
According to the findings of this study, local business sectors as
well as the larger business ones can make use of English to
upgrade their products or services. The results can serve as the
guideline of integrated marketing communication for a
marketing/ business English label development. English can be
integrated with other fields of study for more benefits; the
positive results from this study can reinforce the usefulness of
English in other professions.
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Suggestions

Some useful suggestions can be made from the findings
of the study. First, a foreign language, particularly English plays
a vital role to increase a sales opportunity for any products,
especially the local ones which are not familiar to foreigners;
English can attract and persuade foreign customers to buy these
products. The English language can also gain positive attitudes
from Thai consumers in that the language helps make products
or services more modern and reliable. In addition, English can
make entrepreneurs more confident in their products and enable
them to manage the sales for wider distribution channels.
Finally, stakeholders of products are important sources of
information for making product labels or any public relations
media because they can help provide useful and precise
guidelines for label design. Feedback on, for example, label
colors, font formats, and product details from consumers might
be more valuable to manufacturers, especially those aiming for
the global market.

As 100 Thai consumers and only 20 foreign consumers were
involved in this study, there may be some limitations because the
proportion of both groups of consumers may be inappropriate. This
immbalance was due to the Covid- 19 lockdown. Therefore, further
studies involving a larger number of foreign consumers would be
desirable. Future studies may also explore whether the English language
used is effective for adding products’ value. Additionally, a comparative
study of Thai only labels and Thai and English ones would be
considered to identify if the two label types differently affect Thai
participants.
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