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Abstract

This research article aimed 1) to design a brand identity and develop participatory packaging
for a herbal balm product to enhance its value and reflect the distinctive local identity, and 2) to
examine consumer satisfaction with the brand and packaging of the herbal balm produced by the Ban
Thung Na Ta Pin Rak Lok Community Enterprise, Dan Chang Subdistrict, Dan Chang District, Suphan Buri
Province. A mixed-methods research design was employed, incorporating both qualitative and quantitative
approaches, and guided by the principles of Participatory Action Research (PAR). Qualitative data were
collected from five members of the community enterprise, while quantitative data were obtained from
385 consumers and tourists selected through convenience sampling. The research instruments
included semi-structured interviews and consumer satisfaction questionnaires. The data were analyzed
using percentage, mean, and standard deviation.

The findings revealed that the community enterprise required a brand identity that reflected
local cultural characteristics and supported environmental sustainability. Consequently, the brand
“Boonpama,” featuring an elephant symbol, was developed along with compact wooden packaging
designed with considerations of environmental friendliness, functionality, and identity communication.
The satisfaction assessment showed that consumers expressed a high level of satisfaction with the
overall brand design (X = 4.25, SD = 0.205) and similarly reported high satisfaction with the overall
packaging design (X = 4.23, SD = 0.256). These results demonstrate that participatory design approaches

can effectively enhance product value and respond to market needs.
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1869N159AN 4.30 0.457 170
flauuansnenasAuay 4.21 0.407 110
a519pnuUszyivlansnny 4.17 0.375 110
AMUNIND T IUAINTAUAIUNITININ 4.24 0.284 N
AMUNIND T IUA NI AUATUNTIAUAN 4.25 0.205 N

A15197 1 WanIHanIsIATIERALRanelaRIuN1SeDNLUUATIALAT WUIT SERUAuTanela
AunsIduA1aImTINegluseAuuin (X=4.25, SD. = 0.205) W oansandusiediy WU NAY
fanuisnelasgluseiuinn lnefumsesnuuuiiredegean (X= 4.29, SD. = 0.298) ses@unAe FuMsandn
(X = 4.24, S.D. = 0.280) uAESIUNITABAMUNINE (I = 4.23, SD. = 0.299) AU

M19199 2 wanaanuiesnelaniiieniseoniuuussyi

anuNawaladiun1saanuwuuusISil Anade daudeauy SZAUAINY
69) 135U (S.D) Nawala
HIUN1TRRNUUY
sULUUUTIYAMeIdin a1y 4.18 0.589 110
A59A21989AUTENBUTANUNLNT AL 4.25 0.433 4N
YIAkarUNSEiaNmTTay 4.06 0.546 110
ussieidanuviuady suade 4.18 0.388 1N
anunsnwalaluninsauinuniseanuuy 4.17 0.393 1N

Audslevilldaas
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¢ =

M58153IM81N1599n15USvAY U

Uosiundnduailan 4.18 0.388 11N
ANgzaInlunsldanu 4.20 0.401 110
fAnuudausmunu 4.24 0.428 11N
WANEZAIN 4.26 0.442 11N
anunsnalalunwsuaulszlevsildaas 4.22 0.338 1N
A1UNTTININ
LANLIDITIVOIYLYLUALHAN T 4.27 0.444 11N
uamsdayaifedfugnandaion 4.35 0.479 1N
firnuuAnANUTTY Ao 4.29 0.456 10
¥ anidofanminulan 4.50 0.501 1N
AMUNIND T IUAINTAUAIUNITININ 4.35 0.346 1N
anunawalalunmsaudiuussasio 4.23 0.256 N

A9eR 2 uansanITiinTginnNfiaweladunisesnuuuUITi s wudn seRuAnafianela
suusstasinmsImeglusduan (X = 4.23, SD. = 0.256) lefiorsandusiosy nuii sumsendnd
Aad ugaan (X = 4.35,SD. = 0.346) s09asu1de dudstlewydldass (X = 4.22,50. = 0.338)
WAZAUNTOBNWUU (X = 4.17, S.D. = 0.393) Ay

5. afiusena
nsiseadsiifunisldumnfnnisisedsufdanisuuuiidausu (Participatory Action Research)
lun1500nNLUUATIAUAIMETUTIN NI AINTDABUAUBIANNABINTVRIYUTLLA danAdeIfuLLIAnYes
an Sunsautd (2553) Anudn “nisfidausanvesyuvy” udladudrdgivilinstaunduluege
fiuszansanuazd By Wuiieatu Whyte (1991) uwas Greenwood and Levin (2002) finudn n15358uuy
fiausueligurududwesnssuiunsuasnadnsiiing u nsiguruildiusiuda dnstiuuaiym
nMsesgindnual n1seenuuy warn1sUsziliuna linauduarussadnsinldfianumngaiuuiun
yosyuvuLarazieulandnualiesduldoduuiess JeaenndasiunisAnuives fues we (2564) inuin
nseonLULALAnIINNSAnuSadnualfilanduresguruazaimnuduend nuailifundn fusi
warannAAeIUNANTTITEVRY FTm ASIASE (2563) nui NMsasimsnduiwindugiyusuaisidunisesniuy
Alendnualavviousndnwalviosiu Tnefidiusmangiawlddmids uazannsoaunnuandliiugilian
¥ogetian uananil fos arnaTyns uazgenste :1Wedn (2563) Fawuin n1seenuUUATIALA LAY
usseSueifiAfidudAnlunsaiisdndnual iinyaduazverenanliiundn dueive Siamiayuwy
Fudumnmaiirmildeseanaginuewdeidoiionuddulusuian
Uszanduaveansdudienislisndnualivissdulunseanwuu Tngld "d1e" 1Judnydnuaindnlasu
nsmeufuiianguilaa Fawaainiside wuin suniseenuuuiidedsgsgaluussiiu sUuuuns1dudnd
ANEIBL (K= 4.40) waadliifuinniseonuuuiinuansdndnvaliiosd udriundnnisesniuuaiislns
ansnonszdugUdnualvesmdndasigueilifiousindudivilasdiefsgaanuaulauazaiiannuuanng
Tifundnsiae dashunserumng dedenngalulssiunnaudannsoasfousndnvaivesyuu
(X= 4.31) Fsmsidenldguiradudydnual 9aeussarlvunenisdearsmenisnainegaiussansam
(Brand Storytelling) Lﬁ'admﬂaz'v’faué’mé’mﬂzﬁﬁuammuﬁhwﬁjwlﬁaﬂwﬁ’mLﬁ]u ﬁwiﬁ'sﬁ’u%‘[m%’ui’ﬁqﬁm
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waziinnadenlomanimansidniundndast uoninidiunizansh fenedsungalulssiunaudid
londnuallaniunasiierenisandt (X= 4.30) Fstlaquuiinanfnsiayulnslusaindwauann msinsaudi
danulaaaunazdienoni1sand vinlindadusividuayulnsygywiunasisdelaliouluniswyadu
wazlinANANAREAIIEUAT (Brand Loyalty) lalusyezend @enndesiuns@nwued 53U Junsal (2561)
fiwuin nslédadnualviesdulunisesnuuunsidudiazadunrus dnduinsuazauniag ilalid vy
AT wiedos yaeing (2562) Adnwimuiy nsRadeninmsilddndnuaiteiu Arumneduan
wazANUIvautunguidmineg

UszavBravesussatamidilulinsiudanedey mawdsuannssnumifusduliildsunseuiuiifon
Fuslna liannglusumsandinenslifanidensausnslan sieadvgean (X= 4.50) agvioulidiuinguilag
Tutlagtulimuddgifuaundemnntu aenrdesiunuliunsuilaeildlafaunndouuazuiufn BCG
Economy #guiadaiaiuniseenuuuussadasinmisiesslovidldass 1wy nswawiazain (X= 4.26)
wazAuudausmuyg (X= 4.20) uandlsiifiuin mssenuuuiiannaszritsanunuaznslinuaiaas iy
nseeusuInguilam aenadosiunsAnuives gund viesselsey (2555) Aiszyinussdasinsduinnniy
nsvieviududn uidesliunumlunisaiiegeune Foanssndnualnndudn uasaiisusraumsaifiaunguilan
uona1nd A1un15eaNUUUT Tn133Aa1esd Usgnaui T Az au sielald dundsdanany
Toyadiulszneu wieddu vislideyandndnsigndearsidedsdnou dualiussadueilagsau
fuaeny azvieusndnvalviosdiusazmnuindlangmitausruussydnsildediniauls aenadosiv
nsfneves ay$ny enfindniu wazaae (2562) nannin msaayaauiuilildfitu Aensadryadiia
Tudnlavesfuilon vildlasnisadrenmdnuaivesdudiiuansns msadisdunuiiuandte nisadrauusus
fuansns anunsaadeliinnsiuildsonisdeasteyaninunanusivieussadut viemsdnuansdudn
wazdenAdoery adlufinudng ieniia (11ie) uazane (2564) N9 MmUY LTIy
annsaaisyarisl AUl

6. UaluaLUY
6.1 daiauauuzitldainn1side
1. ﬂejaﬁamﬁﬁ]ﬁqmuﬂ’ﬁmﬁuﬂ'ﬁwmLﬂ&mm"%’émmamiﬁw "y Aunsamsngaumedayan
2. nguAa MR auTLMsTINAARALAN VST Al nmsidelUld fundndamidy o W ay
waglatuanuilng uarthlUlilumsdeansmsnanaioasanmdnualuasaiayariislviiundasasigu
3. nadamfguuAslinTauAuazus TR M naslenalunmsud ey Ineveneyeamnems
SheAudiauvseulauaseenlatdndeuslaalduniy
6.2 daiauauuzdmiunsideluaunan
1. msinsAnuideileimunsduiuazussyfasidmsunansasiguulinguiamiovuin n
vievundeniileadisyarialiiundnSusigusu asdenianmsureduidlussdumniuasuunma
2. sveneralasnuuiiassilianisidelunnasddiunansusivurureanguiaviayuuudu q

iiennaeuladeaud159v0suuUTIaeINTeRNLUUATIALATA UTI ML UUTd T

s 1 a o
7. 23RS InaINN153dY
mAdenssilsaiesdmnuslmifid dgmatouszas

1. wUUIIARINITEBNKUUATIAUA MU AT wd M UIamANYY n93delawaun "wuudiaes
N1599NLUUATIAUALUUIEIUTIN 5 Tunew’ (Participatory Brand Design Model: PBDM) Usznausie
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1. msfnedgmuazanussanisuuuiiaiusiu

2. MIRnwIagnTeisndnuaivieshiuswiu

3. MIAREeNLariRUIkAREBNIUUKUUTEINT I

4. NNTBONHUULALHRUIFULUUTINAY

5. MsUsziiuiazUTullagn1sildusiu
2. faduduavesnsoonuuuussyiusiiennudadu myideduny "ammd suussy el

38" (Sustainable Packaging Triangle) fivsznouse:

1. muidufinsiudaaden (Environmental Friendliness)

2. Usglewilldaes (Functionality)

3. nsdeansiendnuel (Identity Communication)
msaunavesiauiladeiazatsussyfasiildsumesensuaniuslnauasatuayumeiauniisdu

ENVIRONMENTAL
FRIENDLINESSS

IDENTITY
COMMUNICATION

amdi 5 Sustainable Packaging Triangle
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