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ABSTRACT

There have been a lot of research studies on communicating feelings via
visual design components of packaging, but there have been very few studies on
communicating feelings via tactile texture design factors. In this study, the author
aimed to seek effective tactile texture design factors of compact case packaging and
the feelings that they were able to communicate. The study relied on a qualitative
approach: obtaining feeling words from groups of students and working adults by
interviewing them after they have touched several designed textures of compact
cases without seeing them. The textures were designed following the visual concept
of 2-D elements. The effective design factors found were the following: 1) Structure
of lines 2) Distance between lines / line uniformity 3) Small and large empty spaces
4) Number of lines (frequency of lines). These factors were used to construct 36 3-D
texture models for the participants to touch. Important results are as follows: 1) two
factors affected a similar kind of feelings: large empty space and small number of
lines (low line frequency) evoked the feelings of being awake, active, sassy, confused,
frightened, surprised, dynamic, fast, swaying, independent, and flexible; 2) three
factors affected a similar kind of feelings: non-uniform lines and distances between
lines, small empty space, and large number of lines (high line frequency) evoked the
feelings of being susceptible, flexible, dynamic, independent, swaying, confused,
frightened and awake; 3) another three factors affected a similar kind of feelings:
uniform lines and distance between lines, large empty space, and small number of
lines (low line frequency) evoked the feelings of being easy-going, simple, peaceful,

detached, relaxed, friendly, open, accessible, and uncomplicated; and 4) a group of



three factors that was the opposite of another group of three factors was able to
evoke various feelings that were not necessarily opposite: non-uniform distances
between lines, small empty space, and large number of lines were the opposites of
uniform distances between lines, large empty space, and small number of lines

evoked various, not necessarily opposite feelings
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AR 29AUTENDUNITBDNWUY ANUIAN
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UM 1.1 UanansauluIAnnIsIdeY
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1.5.2 Aaudsityluauivey

faUsdasy Ae Jaduniseenuuunuiiduna (Design factors) lan 1) Taseasne

2) 5¥UL/PIMLVDWEY 3) NI NVDWEY 4) INUIUEY (ANUDLEW)
ALUIINY Aig A1AU3AN (Feeling words)

udsaad Ao dnuyagvesiuialuduiniu innge 1 Taduns Wewndide

naaedld (Try out) Mundudlvidoyanuinuianmigs 1 dadiuns AuaEnsnesune
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AnwazYRINURALA

1.5.3 sUluumse
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1.5.4 w3a9ianldlunisiae

1.5.4.1 WUUAUN1WAINTIAABUAMNINYBIUUUTIABINURY

wazdynrAuIantilden

1.5.4.2 wuudunealimuidnainnisussenednuvagiuindudaveln
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1.5.4.4 wuudnadeniuuiteth gl uuiuinlaegdide ey

1.5.4.5 wuuasunuAuianvesylvdeyaanyadadueeniuuiiuilv
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Usznneauils (Compact case) dnwalzasiuiAnNLIRLRNdaIna1eI ALAANURIN
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NuEYue 1 Jaduns
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1.6 VUABUNIFIAY
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Adusuiunsitenuingusvasdnisive Sduneulaoasy ded
1.6.1 Mafnudadamseenuuuiiufinuunduadosdions vieTngusvasd 1
Usgnausig
1.6.1.1 5705 deyaRIENNUTILISIUNTIY Nnmtlsde Leaans wide Miivades
el uiesnuseuiuafn (Conceptualization) Tugfuusidsuioinng
(Operationalization) A® Yasensoenuuuiuinduda (Design factors)
1.6.2 mafnwilademsssnuuuiiuinusduiniesdondlasnsiusiuinduradi
danasionuidn WieTngusvasan 2 Ussneusie
1.6.2.1 thessusenountsesnuuuluastsuusaesiiuinduta 2 87 S1umu 36
WUy
1.6.2.2 a¥wuuudaesiuiiafidu 3 7 S 36 Loy
1.6.2.2 msmmaauqmmwmaﬂquai’waaaﬁuﬁ’a (Model study)
1.6.23 myaszitladunsenuuuiiuiy (Design factors) fidwmasioruidnue
Alviveya Usenaume
1) PusmdarsEnanmnssaundnuariuiduiaveslvideya
2) WnreithdsmIsenuuuiiuinfidmatenmidnueslidoya
1.6.2.4 malnneitafonseenuuuiiuidlnduunduiaiasdionddasmssuiii
Aduilandwasionuddn Usznoude
1) nseenuuuiladsmssenuuuiiuidlivunduadosdiens

2) MIANEBNHUUIMNKLTLIYGY



3) M3a319AULUUTAETIUY 24 WUU WESAURUUMEIBNTRELULY 3
1# (Print 3D)
4) MIEIUUUADUY
5) thirdesdlofiauysailuiiudoya
1.6.2.5 Answideyathionsesnuuuiuinuuniuiedosdordlasnissusiy

Aduiandmadionnuidn dideyailannn1sieeeyt aguna efusenauaglidelauonus

1.7 Uselgwiiilasu

v '
A a o v a

1.7.1 watademseeniuuiviiuusduiasesdiolaenssusnuriduiandiase

AUFAN

1.7.2 dneenwuuaninsairdadenlaliasiesdussneuiuriussydueiniinase
ANUFANvRIRUSInAINN1TAUE

1.8 Jynudni

L3

1.8.1 UTINNIATOIED19UTANAR ULTY MNEDe UTTAAUITRERIINNAERN

a o

NYERUUIIVINTTININN LB LY
1.8.2 1ASD9E19719 NUNLD NAASUANLTEMSUWAILN Usetanutsmduens (Loose

powders) Waztdunkusalds (Compressed powders or compacts)

1.8.3 MIFUTNURIEURE 188 N1SUUANAINNITIATIENAIANIANTNEI91ANTT
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UAATURIVWUTTYA

1.8.4 JasonsoonuuuiuRaduda (Design factors) ¥iNgiy 9IAUIENBUNTT
penuuULRadNTa (Design elements) laua 1) Tnstadne 2) szoz/Smmzvaadu 3) fiing
8) Srunudu (enud) Teedade Sessavanndunas Somzvendy Tusideaduily
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WNe799 Inelisneazdunnal

2.1 vssefuaieiosdiens
2.1.1 nihfvesussy st
2.1.2 Ussinveaiaiesdiens
2.1.3 Hufaduiauuuss o
2.1.3.1 ArmaneuRn

2.1.3.2 USLanNUDINURn

v 6 A

2.1.3.3 anuMLUINURIAUNAUUUITUNUILATDIE1919ANUTDIHAG

L

a o o (% 6

2.1.3.4 malulagniinasensaseiuidudauuussginaaaunl
2.2 Uszamnduia (Sensory)

2.2.1 anudAgeUsEa mMENE (Sensory) AUNISBBNRUUKNANS QI

'
=] |

2.2.2 MInananuszamauia (Sensory marketing) Midinasiaiuilna
2.2.3 UsganndUNanuNToentuUNaATMeIua UTIIN U
2.3 Mssuimesramduiavesiuslan
2.3.1 nsguiumsiuiveuslan
2.3.2 ssAuszneuliinaseirunfvesuilan
2.3.3 Yaddidiionsiuivesiiuslan
2.4 unAnuaznguiAgtes
2.4.1 enudagasyadnamlininisnaie
2.4.2 UsyLanaeaymannIw
2.4.3 msdoasyadnnwlunuseniuuisuAaliuazusseium
2.4.4 pedUsznevRaluaznsAoRIMINY

2.4.5 N3ANKUUBIAUTENOUNUR I DAY IDUYAGNAN



2.1 UAU9NLATOED19

[

2.1.1 ¥ NIva9UTIRA N

mivesussiue Ao 1) Undea (Protect) Auavsendnduainigly 2) deans
(Communicate) idayavisenuazidendAguiguilam 3) lawan (Promotion)
Uszmduiusimaumsenandun 4) ianuazanauiglunisldanu (Convenience)
o ] Y L= ! v v § v
FIVINAU U visensvuds (Fosmi drnens. 2548)
mslavandunesdionguinlddoasiunimiogauievesdufiuanioants
BIAUTENOUNENNINITAATIA 3 UseNIs fie A 1) M5 duen (Brand) 2) nqudmung

Y a

(Target) 3) winsinua (Product) Wigustnasuiin lasugeslsbidules “las” anediaiuan
wionsdum “asls” vunelwansiue Jusglevildnunazinuauifivusgslsdugagele
T “las” manedsuslaafidunguidiving v nyaisee Wnviseding Tandnsdaueitu

lunsevselenala dnnisnanlafimunanvigadniaeideuslan lnedgauiuiunneng
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v Aaa

ansnuUsandu 3 uwwmnadsdfe 1) asdud Tanuddydairdemanenisdn
2) HandueilvianudfsUlu dneazuazauauti nadselevd Buazlonamsinluly
U AMANNKAETIANTENENAT 3) nduid e dnesntuvauIsasIenenluIAAtuN1T
nungAUI8AUANTPNULUTIYAMel tnaendugunssussdun esrusenaunsnfinuu
usTpfi wdsdnvaeiuRouayd (o3 Ssinley. 2558) Feussdusianuisadoanstoya
fefuilnalsl 2 ognshio 1) sUsTsIMEEMSNIBAM (Physicality) Foanstomasunnslday
araenfeuifuilng 2) unsssvionsdunnin (Mentality) Joyaluduilassary
doanstefiuslaalusnuensualanuidndegiuslna Wudu (Grip. 2013)
mATetagAnvniiivesussesusiiannsadeas 1) amaudi Brand) 2)
nautiwng (Target) 3) iansamt (Product) Inelddusnansdeansawidn (axnaly

Wite 2.4.1 AUdAYUBIUATNNIN) 18V0ANIHEIAUSENBULUUTIYMY AD WURIFNRE

UUUTIYTEUN

2.1.2 USZLANU99LAID9E1D19

P

fAdoutsusznnveaiaiesdeudnuannslirediusing q ves319me A
ANENTIUNTIATEILATEIE87 B19Elu wunf SnsiaTeyanas (2548) failde

2.1.2.1 3819198 w3UAR7 (Body cosmetics) Usznoulumenduuazladum
i (Emollient creams and lotions) A3uazladuniiienisn (Hand, body creams and
lotions) ATUAULAALAZIASHT (Suntan preparations) dhomndunazihendadu (Nail

lacquers enamel and removers) ATLAIATULNLIUINNTION (Breast preparations)



wAnSnurdmusETuVeuaznaus (Antiperspirants and deodorants) wagutilsesa
(dusting powder)

2.1.2.2 38310198 WS UNY (Hair preparations) wUsUszuanauanudiaanisly
fio qunnuesduntuazatiiriue aun usuyuazthodniiun wandusiudsdesiungiag
PaAEANFEINTS 1y A ssaanm thiuldny LﬁaLU?{auLLangﬂé’ﬂwwﬁumLé’umu Ll
dhenlnsnu wanTaiuaeuny dWerdndunurtovuluiiflddesns W aluneusasvds
TnunuIn

2.1.2.3 \p3aeviou (Fragrances) laun dvieu (Alcoholic fragrance solution) A3
weuwazia3sveniauds (Emulsified and solid fragrances)

2.1.2.4 \a3esdreedmiulunti (Face cosmetics) Usznaulusng asuiildiinge
wagiaruagenlunth suluBednsuridldanudunth A edusesiiu a3uusin 39
auaRn Augeloui wansn wasuiTlddmsuian (Face power) fianwugiuns 819
Duwmvderuy visedivngdusunnuss Aah §1me visaBoniuluswihildnnusde
fuaniine (Finish touch) adnunsvasuilaudmind 2 wuy #o wa (Loose powders) uax

WHUBALT (Compressed powders or compacts)
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<

2.1.3 WURIAUAEULUTTINUA
2.1.3.1 AUNUIBWURQ

Refinwmanesdvseneudad 2 37 iesinindnvazaruluiuioduiaes

UsTfuenyutasnuudiaulndfesivesdusyneviad 2 I8 unnsnenseaniiaauyu

v
A a =

299 (Usznnadlaiiy 1 Taduns) aerUsenavanwasiuRnIdmulnamesiuasrusEnau
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v A

dad 2 1R setuAURNIeYRINURRluWITEaTUNAD IRUTENBUNITEBNWUUNURIEUNEN
Usznaulume 1)1AT98519 2) 5288/39MzUa%ay 3) NINUDNEY Way 4) I1UIULEY
(Audved) Jsnnuyuigmsednadlanludnuazddyvenanuduiui uas

anwasziuiuuulasduiiuiniuilimesiewazan mundideldesuieliluide 2.1.3.2

UseLnnUaaiuRi faly
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A a

mneila fuiasnsaddndulaiulanienisues usdiuiiduialameile (Tactile texture)

[y

eiseRuvaINURIYUERurTeinadly wassuitdulanuuiilamenisueie Tngiiuiai

susla ﬁwmuaumwaamau ﬁ’]ﬂﬂiﬂLLUﬂL{Ju 2 Uszianfe ‘\]’mﬁiiiﬂﬂﬂLLauﬂJuHEJVl’]“U‘L!IﬂEJ

Y

U ddQ

mamamﬂmﬂﬂﬁﬁmm Lﬂﬁ]‘\]’lﬂﬂﬁiuq’.]ﬁﬂ%llﬂ\l?]ﬁllﬂ\laaﬁlLLﬁ')G]’]EJﬁ'iﬁJ“U'W]@JWI@ an wu

9

Tuldl Audna mwm N’JWM‘U@QIUIQJQ“SJ&?]UMWUSQLﬂua’]‘&] L‘U‘Ll(ﬂ‘u ﬁUUWUN’JWNu‘HSﬁi’N‘UU

=

LﬁuQ'J duNan LQWQWﬂLﬂﬁax‘iﬂJ@ wu Tmatan1siun ELUQ’IU’J"\]EJQU‘UU %ﬂﬂmwumwmmmﬂ

ca a

wifisifiAntuduaemeduussgast

2.1.3.3 ANWALVAINURIFUREUNUTIIIIATRIFID NN BINAN

YA o

W7 "\]Elﬂ'l3’3‘\]6ﬂ‘lﬂﬂ«!”WUN?Ui’iﬁ]ﬂmsmu%N?ﬁiWﬁUW’1EJE]@‘UEJ@J 3 A9 Ao @YU

Y

neu Wunsaian uasAdulngiSus (MThai Travel. 2558) uazdoyasumalulagnisuin
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UTT9U91LATRIE1919WBIUTEN Tioumiun uuyuvialaess 91ia wudmarainidulani

) L avy =i
anusnaanuariURlaaInvaeniian (NUass wszemas. 2558)
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anunleiuEIRURaULUIIIENIAINNSE1599 asnsauuadu 2 wuu fe Wi
Suslamenisues (Visual texture) wagsuslasmeialazm (Tactile texture) Fasuslaneni
\esag Rz dunumaminannisanuae mematianisiiu wsenisldiidumnsagy

v ¢ = Ay | Ao Yy oA & Xoa da
Uiif\gﬂm% AUTALRUIINRIDATIUIINAN a'ﬂumﬁuglﬂ@'ﬂﬂll@uagﬁﬁlLU‘UW‘UN?WLﬂ@"\]rm

a

WAL IngNuR N ARInLlRNRau1sanUady 2 wuude wiRuissunkidainaie vinli

v
a dao

LﬂﬂWUN’J‘VIJJﬁﬂ‘UﬂJ%LiEJU L‘ﬁ@LMULL@“”E‘I&JNﬁLLa’JLUUi“(ﬂULﬂEJ’JﬂuﬂU‘WUN’J ﬂ’JULLﬂJWSJ‘WVliJ

a adao -

AV AR nuazyUgmiseanasliy Ima"mmﬂUiif\]ﬁmsﬁLﬂ%mﬁwmq

Y

&
ddv

Uselnnvan vaen nseun asliNuinianvuzlseu Amumrsadum LUU‘i”ﬂULﬂEJ’Jﬂ‘L!ﬂUW‘LAN’]
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=

duiufvowduidnunsyugemednadly dlumadedfalatiufnndnumeosiu
a o o [ 3 1Y = & & a Ao VY =
AduauuuTsiaeiUssnvnau (Compact case) snduiiuinnsuslameilouazanunse
waalggnen Tneussgiariussveauniaunsanvseantaiiu 2 vdia Ao pauasawaziuy
wuvsennm (Refill or to go) nluldiunsosdrondmsulunt dsgesant Ndung

(Loose powders) waztUuususnuds (Compressed powders or compacts)
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2.1.3.4 walulagnlnason1sainenurduiauuussiusinaunds

walulagninadenisaiaiuiuuussdueiussnnadunds (Compact case) Ag
yinvanaafnNlglun1sHanTednanUAIBNUVBITUIIU TINAITFUUNTEUIUNITHER
Fununaranfinelviindnvaeiuivuiuiussadaue lngludiutaznanitaiinves

(%
=

wanadnillunisnantusuussedusiUssnmaduuts nszuiunsnan wagfegamalulad
Aldlunsuan

1) vlnvanwanddn

ussiaUssmveaunisloundaandanarafinsiineselalulasd Janladu
alo3u (ABS) exeslalulnga dle3u (AS w3a SAN) wag Inalnsiiau (PP) (NUAST WIzHIMeN.
2558)

Wiananain ABS Wunanafnuseinmnesiunatadn (Thermoplastic) filgarnnsvi
U sininawesveduluwes 3 ¥ia Ae dlniu (Styrene) fnaviilimanadndiiuin
Jutuandaussiandheuavtsansunu szasiatulaga (Acylonitrile) daudAnuainy
5ou wazlnatnmladu (Polybutadiene) dnanvanifnununiusaLsanszunn (Impact
strencth) Sslndwesiildanluluwes 3 ¥iin Suniwesindwes (Terpolymen) (U3HW
wnanes-ma 1Buiiles 9. 2558) wanain ABS SudlunarainitinaautRndauss nuse
usanszunn lauaglusauas (U3E Uan. $1in vy, 2558) anamawdinesuiednad s
ngasmazhinanIuUT T AuUssNAaUIT Gafoan1Tanaud s Mol
nIzWNN aanAe MUAITATILNAIENN

demanadin AS 1138 SAN WunarafnUszunvasluwanaidn (Thermoplastic) 3
diawanandienala enuudaundawozmile uenanidlinuansinismuanuieu nuse

s o W

asiailldd (USEm leonsin® A v, 2558) lursmskanleundnussadueiussian
ndu ngldidinwanafin AS wio SAN llaasaudfnenainauiudnnanafin ABS iy
AaantRviliussgAurlianunnutazaumides anldunnite Faguauifveds
wanadn 2 viinll azdomhuadndunduntaasa (nuass wegemes. 2558)
diawanafin PP {Wunanafnuszinmmeslunanafin (Thermoplastic) Mivuniian &

auURAINARNIN Tl NUABLTINT LIINTTUNNKATNTIFIN LAVaausaN 165 Been

= 5 a = Yo & aa P ) s 2 a
wadea lewwazeandaudusiulan Wuauiulwihiauin (U3en ames-wa 13
N a o v = Y a [ ¢ o a o a [ [ ¢ @
\fg3e 911ie. 2558) Faluwransianussaiaeiiasesdenasiisahumdnduussgiaringy
wuuLin (Refill or to go) Wesanituniniun feuwinAnuiuanuLasANULIIs Loy

ndlananadnufin AS %58 SAN Lag ABS (NUATT WIz8IMBA. 2558)
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2) FMsTusUUTTIieiUssvaduuls
ianaafnasia ABS AS %58 SAN waz PP iWuwatafnfldauuinga 80 % o4

waraRnviavun Welauaruseuazseusuazraeual Weoduasnazulwamiou
< & a a a o aca & a
Fonlnuan lnensyuiunstugunatadnvliameiiunaiainihlalagisn1stugiuuia
(Injection moulding) (1589ANA LAIEIINTY. 2550) Hs1wazidunsal

n138aTugUNaaRn (Injection moulding)

1393dnA WETIUTY (2550) Nd1371 NsAaTuguldiuLnlunsTugUnanasn
yosiannefe dadlVlundiniieliAnduivaunuglsiweswifiun adeiunisvae

Tave Wnenszuiun1stugunatafnudamesiunaiafniililaenisuaeudanatafinlaeld

o
aa o

Anufeulviegluan1iznaauvan (Polymer melt) winaadalyluwifiurisegumgiing

ningase nasntuyhliduadlaensssuisanuseunuuaium Welinaiafniinnis
2 o 3 a & ¥ = a &£ [ 1a 3 = a

W61 909AUTENDUVDINITRATUFUUIZNDUMBLATOIRATUTY T80 LAZLINNNW NIFVUFUN

= ! o = a a @ o0 & £3 ¥ & v & ¢ ! & v
fanuwluguaziivssavsanganindusiedddaunsalvdnanuiu gunsalvuds gunsaluu

U

gaungiwiifiant uagluunsasandnludesddaunsalmupuaninwindenlunistusy (augh

=l

ALY LAzANEeR LudY) vSeaunsaivdnannlidiane

3

TaseaievaAsasdndugy

'
a

Bosdnd ufssaude (2550) ndn lessadamdnuonadosdntusy (wansdagy
2.1) Usznaumig 3 d@iunan Ao 1) widae@e (Injection unit) 2) RuwdaLLRNN (Die
clamping unit) 3) MgAIUAL (Control unit)
1) mizedn

a e e 1Al a v I3 | A o
3u339IRgAU (Hopper) fasisagfiaudniuu iJuduind

q

(%

amAuLiINTTUBNGY
deussyTmpauiduduiivimihfitoudiananadin
nIvUanaUazang dauuiuLenvesnsruanguiintsakeiavinauteu dail

paunadl 200-300 asrivAia Tuogiuriiaueaian tievhnisvasuidianatafiniitousn
ndeussyingavlieglugunatafinmes luvasieiiuangasvyuias Jounanainvaeuly
Feautanslagldndnnisveanisiininuniiavesses (Channel depth) fidnas Ssaeyili
wanaRnuaeuiieufugatumuuiatesiiinas luduieaaveanszuengu wanafnuaoy
wflannizfibudeifieatu (Homogeneous) wazgndaiilusgiiduuansvesnszuengy

gavheagyhnmsdananafnuaeumanludnmiieninusigs
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1A €d A a A fdR a \v A
gUnslfinuimsniviedondils  gunifausifamiitinfnagiui

guUnsille-da

LA wanshifau . fussyingiu
(sagi
annTaul
MU
msidan

Haa nsLUangy
ang v

WILLA38

sUN 2.1 uandlaseaimanveuniendugy
4 1509ANA WAIsTINYE (2550)

2) MU TALUALN

Usgnaumediuinfiouiiuazdiuetiui dufinduifiuinifaiuniedaasdusiug

v o A v v Y

wiaigndaiiniuiesesdnauediui Aunsaiuiiuasdauiiiunauilniown eduil

Y

[ «

rinfnediusaaoy waznaindeu (Tie bar) ﬁuaméaaam%’!qLﬂuqﬂﬂiaiﬁﬁ'awaqmi
\nADuTIva ALY

dudawifisnisnuedeuizgnilieudeitriuszuulansedndlunsainldnisdeinds
LUULSIUSR viiededndunalnuuuderelunsdiildnisdsuuidena wdaminmsdananadn
Al T fanings wiidiundeuivsindouasenduiieliudfuide lusasifioriuas
fnalnduladnsudaniunundeusi WiovhnisUastuaiusenannualfissi

3) MhgAIUAY

‘vm'aaﬁasﬁwmsmmuqmwgﬁﬁumﬂszuaﬂqu AnuaUlunsin ANuSITEUTRINIg
mumaqaﬂgmzﬁuﬂ 'iam;l'jamuqmé’zgiyﬂmmsé’mmmuﬂaﬁiﬁiﬂuﬂ’ﬁﬁw%umuaaﬂmﬂ

waifiast Tutagduiinnsldaunismivguuuuiinea (Digital) Nusg1aLnsvae

3) walulagnisvitwuradudauLUIIA MU SEIAMARY
AIAuANYIIIRE1NUTIIMNIATEd 119 INMTATIaRUTIDIMaTA 3 Ui (dey

W3INOU Wuniadan wazAdulnsiien) saunseyasumelulagnisndnussdom

5 o a v o« < a o w v Ay Y a LY
LAFDIAD1IVDI UIENVIBUWIU LL@JI&LLWV’]L%@’N 10 ﬂﬁﬂl@@ﬁ‘lﬂﬂlﬁu%ﬁ]‘ﬂ@ 2.3.1 ANUNUNY

YOINURY I InTIUfanisasieiiuiuuussiaeile 2 sUuwuuAe

1) Myasniiuinuiiuinianate agldnuausiurimlanvausyugumsedn

asly uansfsgui 2.2
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2) NMSASIINURIINAITANLAY TUSNYULLINMIONIU TINITYINbANaNURLlevae

=

WUU U semnallaIsnisitud nsldauma (Shrink film) nsiadeu suddu wanasasy

2.3-2.5

12 1 v '
A a A A a fala o

WuRnAnwlueITeatuilee WuRilisnuiiuindanaty vilbaiaussyie

' (% (%
A a

nimuRduyuamsedinadly aunsafuildmeteuaren Jeiiufniana1n9sUsinguuuss-

AUNUTLLNNAD UL

JUT 2.2 Uansnog uiuRIuTINMeNinaIAN sualRaidnseenuuUaInag

71171 USEmvieoUhiiu wiyunaaess 4in (2559)

JUN 2.3 Uanenog 1NURIUTIIAMeMARIINNSANLAS BN SRLLUUTaAaNTY

fn: UsEnveUiu wuyunae3s 9110 (2559)
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SUN 2.4 UaneiIog NURIUTIIN AN SANUAeAIEISIERaLMA (Shrink film)

Pu7: USEmfiothiiu wuuuilAess din (2559)

JUN 2.5 UARIFIDE1TNLRIUTIAAITIARINNIANUAAIEIEN SRR DU

17: USEnioUiu wuyulAless din (2559)

2.2 Yszamauiia (Sensory)

2.2.1 AUdIAYVaIUsEEMANRE (Sensory) lun1seRNLUUNAAAY

[

FdudrsBanamnuAnues Crilly (2004) Fananiivssaméudadluiunumly
nssuivesifuslaafitinendnsiam iiamnudila udifnnsmevaussnureUrEelivey
anvherlugngnssunsneuaussnsoulLamLAn (Conceptual model) f1iusnouly
#ae wansoust (Product) uazUssamauia (Senses) 1 5 Frunisues (Vision) duia
(Touch) fusa (Taste) aunau (Smell) wazlddy (Hearing) \iAN15maUaUY (Response) Ua4
AUSLAA (Consumer) A AUYRUAINYARA (Affect) LagNgANTIUNTRBUALDS

(Behaviour) LLamG’f\‘]gU 2.6



CONTEXT OF CONSUMPTION

~— ——— Environment ———~—

DESIGN PRODUCT

TEAM

Indwvidual(s)

Actwities
Management Colours
Graphics

Details

SENSES

Vision
Teuch)
(Taste)
(Smell)
(Hearing)

RESPONSE

Cognition

A7 A

AESTHETIC
IMPRESSION
Objective information
Subjective information
Objective concinnity
Subjective concnnity

SEMANTIC
INTERPRETATION
Description
Expression
Exhortation
Identification

Instrumental
Aesthetic
Social
Sumprise
Interest

15

Behaviour

Approach
Avoid

SYMBOLIC
ASSOCIATION
Self-expressive

Categorical
(Inward/outward)

\ =/

5UN 2.6 ULaAINTOURIANNTITENPUNEN 0N
Aw: Crilly (2004)

nuITgatuiifnnnineuauestuosual (Affect) Yosruslaa (Consumer)

[

NANALNTEUNENUAY (Texture) aunsaukiIAnUes Crilly ndndae (Product) L3sula
AuNuRIdudauuUTIiae (Texture) Ussamduia (Sense) wieulanunsdudia (Touch)

LaN13MaUaUeY (Response) Yadkuslan lWSsuldiuatsual (Affect) wanafagui 2.7

NURIFUNEUY &0
LI Uszamauna
UITNUN b 3 ‘
" G izt AT 3 f 91930 (Affect)
(Texture)
(Touch)

5UN 2.7 UanansauuinINAnvesnIdellslussuisuiulwInuAnues Crilly
Ny7: @34A s (2559)
NFOULUIANNARYRINWITENIIAN W TadunIseankuUNURIURaUIATBE R 19l0Y
o vd a o o Al ' v A a Y 1Y) = P | =
nsSusNudulandmasnenudn dauneitesiumuuvdn 3 agremaiilomeuiie
FEVINNNG 2.8 Uag 219 2.7 &3 WuRduia (Texture) LW3sulanunuiidulauuussy
finuan (Texture) §u3lam (Consumer) W3eulariun1sduda (Touch) fiuiveduilaa

A1AU3AN (Feeling words) wWieulsnuansual (Affect)

NURIEUET r;:\lj‘U%Iﬂﬂ ATAIIUFEAN
(Texture) > (Consumer) > (Feeling
Words)

5UN 2.8 NTOULLIANNARYBINWITY
un: #4a gzt (2559)
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2.2.2 nMInaIan1usEamausia (Sensory marketing) fidenasiaguslag

YUty WUNsANANa (2556) Na1331 MseatanIesUszamduda (Sensory
marketing) ¥nefia MseRNLUVALAYMEOUIMS @¥aUsTENNA 0 YA SINannsEeans
yamsnaadifinansenuseUszamdudana 5 vaaustaa TugUiuureinsdula n1sues
¢85 aundu uardusa Adletunysannsudrannsaadananssnulussanuidnves
fuilnaasanmanialifuauduazuins Welsiusndsannviosmaiaily nszduns
snaulatevesuilaaliinntunsssiainenisiuiuazandluduiuaruing Ussamduda
4 5 dswastefuslnadsiiie

sruuUszamdudannils favilsldlduaviuihivestue forzvesineneminiy
Frnssainanissuinnnsduda Tnstuiiusafaovidsiuszam3ug 4,000,000 wae ¥
Tiinesonstuivesindutariunnsinetu Tassaumiinanu vievunevesdudild Tng

v a a

MeuarngiinnuunndsiuvesUssamadniaws vl igyeia 3 wiwili

QU o

€

nijazdengou wazsaulmiredulaninn Il AtuANAuasUSMIveadeuden

e

panuuulnsldlaluswazdenvesiidula

Uszamndudan1sues ey inanlunsueiiu LasRenkezaIIuANa1Iesing
wazdswed IngnsvinanaunsUssamauian1suestivanall As 1) Aunazdiaiiuning
Auansineny A Tunstinseananlssamduiaanly dnnnsnaindsnasiaenla
W ALAUUTZNNYBIAUAMNTOUSNTT kazngunlviing 2) JUnse n1seaniuuiunsaves
aumbiduendnual 91esenisandn wazagaindunisldau Yaglignananinsnandidus
1o 3) vwwilnasienusuilunmadentedun lneduilnazdniinisdentedunvun
Tngy AuannIvuadn fadaluaaudusielsunnvesduiasiosnulngvesdusi
[
g

Usramduralagy wiwdiiididy 2 98 Ao $hwianunsen uazsuides lag
wihnfuides Wwedleaiuanuddn uazensualvesyudlagnse lneviateginadenty
N1RA1AAIBLEBNLNDATINUTIEINIALEZN159ATT Tunsdendedunwazlduinig
LY 1 1 = a Qy [ dy :’1 ~ a Yo | | o = a [
Meg1au @esdunaduilomasduianunsallalauss Mesanisandn Fateutwnldlu
nnslaan Eesnanisiientdindes seAuaafe Larmnalivagad YIgaiamansEny

a 1

suuan afeuszaunsailaynmdnuwalirliiuaudvieuinng gavhoidenun’ Sy
yhues warAnudmesdesauniiinadenisidentoduduasuing fogatu nadenld
upusinasian1ssulsEU VISR IINsrL I uYeIgNANEs

Uszanmduifanunau aynvimihflumssunau Wuussamduianifieansannian

seiilaaynAuslasunaula nfulzgndwuluiiatesiuiiuasfue1nunssdvse
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saa 1 a o

Uszaunisaindvendutunduun Inglidasranududydnuaidness mslvnauiiveulae

o

Re

1%

nsidenldnfuniinanmaanuuiu Yielvdmeduisaauiazasnqauieiunneisld

Y

€

v a

Tnenudndugnuuteanidu 2 Ussiam laun ndusssuvif ndunufnvesingliu wu ndu
VIUU NAUNIN LaznAUduATIEd Ao NAUNYINTULILNRLAUMUUNAUSTTUYIR WU NAY
s Ao & PPN a a N A dy v a
Wwiey Midunniidsusuuillsluuveanands wazinavie vsendunldlundunaue1ms
Uszamdudadusa awsfidususaluuinga 10,000 Y iivesusavimuies manu
WA v Yususavauegualedu sa3eisgnansau savneglauay wagsaAunIzeegin
au Tullagiunissusampiinsimunasduaseiiindy wiuldannisveedssnmau
Azt o @ = a | Y o v Y a ' I v
vgniinedSasulisaviiviainvans wu sasugfemydu sawnalisanuln wassadanels
= + °o = = v a A a
visenwnszlesdusagy dnsimunsavfmvilouss

a o

yurdy WwunsAnana (2556) Anvniluudazgsiaidadesulssamduiaiinauin

q

deeiiedlalunisindulaiiongedunuarusnisvewruslan lnensaununnguiugusing
VaviaA 49 AN WU NGNSIND 6 aRavnTIN A 1ATBNED SIS AUl LuLnes LHern
wagni [Wungugshanguilnalinnudidyuassuslatenisiszamdudanlalunisiiy
ARl UAUALREUSNT Aatl
= I a = o Y oA 1 % 1 a = YV a dgll
PNMsAnwnudugsiaesesden Juilaanquitedviuunaganaulate
a o PP [ 6 oy 1 a v & A I o o
\Asesd101NIuTITUIade U1sn (WU n31duAYes Etude w38 Skin Food tluaduusn
ynnstBerdudaoInauredumInilududuans 1 usnaingshatesesdreud §ud

gsfadumiUszamduiannldlunisiunuaiiudurmuazusnis Wi §3RasueIms

v

AuslaAnauieginudAniusarfivesemnadududuusn ssnaauilinaudAgyiv
nAuuaynsuesHAnuset Tnonguiedndlinisdauazanussaaiuindusuduusn Wosn
Fuslnaiinaurdfesnsiinrlaunagseunansaufainien gsiadulungs JuavY Lazgn
ou nguifuslnametslinudidty Yssamdudafeniunau nauesmudususunn

AealiuslnAinAIN3ANI LUINET YUY Miegnantmniulsenu gsiaudeduay

=

Faveaundu Fnfgaladuilanngusitegadududuusn laun Yssamdudasiunisues

Y

v '
A Ay a

Usziiiunsidendeiifuslaabinnuddey Ao suuuu 38U uazauaisy uazgavinegsna

Y

[

Srununuaziaseny fuslaanguiesdlalirnudiAgyiundunndusuiusn tng

¥

Whsaunsaununguliuenadn vieasaliladianuadlassinuniun winistanauvey

ey

yaamunvihliiinausdnagnauniun uagdaaulageniuw

AatugUszneunsmns annsalienusvamdulaivanzauiuguaudivesdum

U U W 1

doanslugafuslam fuslaafazlisunsnsgduriuedelzsuduiania o lusianiedmaliiin

¥ '

91sualAuAnneuauplUsEaduavresnNNEnTaNEy ndusnddlunseau

'
a1

anAnsaiudsimnunmaniuazUssaun gnanvziiusyaunisaluazaunsadnfnedum
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WAZLUTUA Lﬁm“f]ummﬁﬁﬂﬂizﬁuh YDUNIHIAUAT SIUDIUTTIINAVDINTULEUDFUA LA
Jueened neuselevuiilasuanniseaianisussamduda (Sensory marketing) iviaviun
6 9 A 1) Anwensual (Emotional) a1amssusluliinuiniu 2) Wwendnwal (Unique)

° v a ) & o ' Yo a v a ° P ° Vo
MIANALBNAN BN IAAWMULANUALAT kAaZUSAIS 3) 3n91 (Remember) @519N153RT1MANU
Auslan 4) as1ayadn (Value) Winyarilvifuduauazusnis 5) Ussaunisal (Experience)
awszaunsalnalvnugusing wag 6) ANAssNANG (Loyalty) a3 aanuinalimiu

AUSLAA (vuedy lRUNIANANG. 2556)

g

2.2.3 Uszamaduianun150anuuNani Mg LAz UTIRS o

4
a o ¢ Ao a

A NAnwINIslEUsTamdudaiunGndueiLasUsIane Jaadl
2.2.3.1 Usgamdudanunisuad wueuddelunuiininarinaunniign Rebollar

v

(2011) unumMUsamduRan 19PN uNsHeaN5SUS Ve USLAAR LI UL UUYRIUTIY o &

v A

nsindulateuazauaaviwewulag Tundadamvandse inseadlenldlunside fe

a

sUnmusTasaisIuaL 9 n Ailseenuuuanguiuuussiusidau 3 sUluY Ao fia
uwA (Pill pack) @dutwe (Slim pack) wag vadmesuna (Blister pack) saunud 3 & Ao &
N (Greys colour) @L8u (Cool colours) kaglnudsa (Warm colour) I@ﬂUiiﬁ;ﬁmsﬁgﬂ
a¥1esnelusunsa 3D MAX shluvaaeufiunguidsne $1uau 390 au Jeflorgiadenti
17.2 ¥ Wunguidinmsuiloamnnssadulszdr wuigiuuussyine aduunaddou (Sim
pack warm colour) nsedfumsdadulatovoanguimanemniian Ares (2009) Anw
SvdnavesgUsauarAusISusunANLAem e Tnafiflsonan asiuu Milk
desserts luussaingt nsfinunaded Ifhngueniidefisoisuaiuly iWenmsdnudvsnaves
sUs1suazAUsIY AT A sadedsdndaeiindustadls indesdiefililumsidede suam
Y93UTTNAUTVLY S 6 JUAM BONLUUIINFUNTS 2 WUU Ap FUNSTIALLLALIL
$AUE 3 & Ag 117 A1 wides Inpussadueignasisnelsunsy Adobe photoshop 7.0
WluageunuanuAniiuiuduilansiuam 105 Ay Wuiwﬁqgﬂéwuazﬁuasgﬁmeﬁ finany

AustaaluauAaniaiuindnie Ao ussaduansunsudindesdetianiaan (Vanilla)

N = &

UITMNFUNIIANdmdeiisdoalnuan (Chocolate) Wusiu Uszannduianisuesdad
unumdAgyiunansiuaaTesdens Ritnamkam (2013) AnwieeAUsEnaunsesnkuUULY
v ¢ A ° A ] ) ¢ = ' Y
UsTIATesEe 1 TdNasoN1THeY TnquivasdlIeuisuAuLANsaNaYes § Ta
JUNS n3miin fI8ns uaznmUsEnaUUTIAUN senisneuauadlunisiul seninagnds
wasuglunsindulade wsesdlenld fie wuvaeunuuszneunndnaes el
\ATBINTEAUAINBUAINKNMAeU aaeuiungulminedui 353 AU ANNANITNARDY

WU UTIYIUNVINFUNSDaszHofunAngs VIngunsundeudenunay dlnusou
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o =2 a ! (%

(Fyun) Fodunands dnans (@en) FedunmAviy Jaquisaiumndetunayigse waraniiy

waguifiy s

2.2.3.2 Uszawduasunisausa Anviosdusznaunisoonuuuussysae 1w 3
sUnss ilensedulsramduiadunsausaruuuasloin Tng Smets (1995) AnwiFed
uargUNTwBIUTINMTuansisan Ty Tnevinimaaestasldussamiutadunsay

[y I

savuy Ledesilelun1smnaes Ao vuavusau 10 wle nedeuiunguitmunesuy
150 A lneBusayAvesuunIuuwsiassliana v 90Nk uuusIRiuaiiugUnTuasd
&rniligemgydenussyfusiin 10 Ju Wedlunsausunduiogadnadily
fupousioly 1PgnANNENNTO NN TTUATENINVUNVIIULAZNITBONLUUUTIUIUI 1NHA
MIMARDs WUIUBBNUUAIAAeRsAv ATl Becke (2010) AnwiBviswavasgunse
uazaNBuivesduTIYiasitenuUssiulalusanAvedeifsmirlugnsimuaguuuy
yosusTafaeiiin iReafusunsaasanuduivesdodisls edoslenlilunsidede
sUnmu 4 suiiinmsesnuuuuansetuluiBsswesgunsavasauasnay anudusvesd
gauazs shmsvaaeuiufuilaaduiu 151 au Avinamthegliesundiin Tagli
naudiwsneTalaisniruatlvogluaneidentu Wesunmussgdast 3 43 an
noufiames fuslnalinissussuuuuusseiusiluiEesegunsauasanuduivesdesndls
MNMIVRRDY MUIFUNSIMABIILER TN AR NTTIANMIANIUUNAY dauduesusTg
Fsimuaniinnudusimosuansdsdnduriviisaunanhaninnudusiigs

2233 nisliszamduiianundu Ludden (2009) ¥iduFesiimazenieidona
wazinliflusunapvesmslindunansusiioumadeninlunisesnuuusunsauss
fituan

2.2.3.4 nrsldnsdudatiuiunisues msduaiiunumddglunssuivesuslon
PreliAnnisdnlalusdefusinntu aunsofiisdssifiunndnuasvewansuils Sadu
wlinmanandaasuliuilnaldduiadudinoy iedsmaliAansdadulatolénnty
(Marlow. 2011) Ine McDougall (2010) tnfin¥n1sdutasunsues Ingeaniuuusine
psdesitienssdulsamiuiavesiuslan Ul FARSuslaneuuutug
Hunmaauualiiadlondlifusiaaiusnuouaraulalufaud fuuliufiasdedia
11T i fusznaumsldpenuuuussyiusivintiven (wansiesuil 2.9) Tneifisdszam
dudfauusnussyfut sewelanisunzadn afeanuuenisanussyiusiiuides ua
nsoRNLULUTIIRMTNan$ (Lanafegudt 2.10) Tagldinediansfiusifuevd asuuiiuin

Y & ¥

U359t mesTadansu wWelunmsdelanndnualveadnsdue viliduslnnaulalus

q

NANAN AU UUNLYRLNINTU 96 %
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Skin
erfect

JUN 2.9 uanaiurussinsivInivey
111 McDougall (2012)

SUfi 2.10 uansiufIUTTysNaRT
fian: McDougall (2010)

wennilgallnudenutunislinisdulasudunisuesuuussaiaeiivefgn

AUTLAA 98799 Chen (2009) WUdNURINSEAIBIAENAIaRNAMTaFRDTTUAIAIUSEN

LY L e 5 S v @ P

wavdmaran1sindulageveuilan WufeiunuITenadunisdulawasmsuedie

9

a0

Hemagaliuslnaaulandndue lnelunfniihmsdudalddigluniindulagedu

WsedUATUNTUIEFUA Matuty NUITENRNYINISATaUNURIEUNAULUTTY Le

=3

Asgeruaulavaulaa (Keif. 2014) uazrnAfefioanuuuiuias dedutavesussy
Fousiiflelivuisdnunigymimenneasiuinvesussyfasinivieiuoisunimuidnues
fuslnaiifisiondnsinst (Sedgwick. 2003)

MASeRnwNsEuTaRgufen a"mimyj%L?;Jua'm%%’aﬁLﬁm%’mﬁ’uﬁﬁmimq
8RN 1R 15500294 (2506) AnwnTATLaNTIge vesdaydnualnmyuiannsaldals
wazvuAivsnzaun L wagmdnuiismanstumvesdydnualamyuiiaum
vsmasnsalenLezANLLAnsld IilenseenuuulazaauuiidmIuAUAUen

MASefinamluiduisdestulssamduiasunisuessdudilng Smuide
Sruutlesiidnuidosnisiuilaglinisduia winseumuaaminiu Lldfuauund S

Suiorsualnnuidnidearsesnunainussasiun Lildr unsuesviiuusunsdurame
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Y v & A v 1

AINUANMUIANINNTADEITNINANWAIAE N TEUR AN AN AT el IneanLUUdDENS

o

v
A a

agilUseAnsnmundu wnlenalunsidentedurvewrusian

2.3 Suinauszamaudavasiuilag

fAfeldAnuuunAnieatunssuiumssuivesuslamiussamdudars 5 dedl
swazidndwioluil

2.3.1 nsgUrUNsIuivadiuslng

Hanna and Wozniak (2000) nd1331 nszvIumsiusvesiuilanBEuduainnns
Tn3uaas (Exposure to raw data) Fuintudloypealfdudatuiasluanimunde la
Tlpesdlavioliimu Tnefuslarasuansamaula (Attention) Aedaiuazifinmssuding
yaUszandudani 5 éun o v ayn Uin msduifa uardsinudeyaitlésug (nput) Tuss
auosiloUszanana (Processing of inputs) wagAnIUNLY (Interpretation of inputs) il
Uizmwé’fuﬁaﬁ'ﬂﬁﬂﬁmmﬁﬁiyﬁammi%’uisuaq;ziu‘%‘[m L‘wmzL“f]miaamaﬁﬁﬁim%’uﬁédL%”]
seqiegseum Tneguslanaziinissuinunisusaiu (Sight) msléduides (Sound) msnu
nau (Smell) n3¥usa (Taste) uaznIsaua (Touch) wansssguil 2.11 vuidsatuiay
AnwUsvamduRanIwnuNIdulE (Sense of touch) Tngnissuanuianlanmds anus
fewfl (2545) na1ri mssuiidntasusgneulude nis¥uda mnuddnibu emmidndeu
wagAuFAniuan Seszamittuenidndasdogsiuounniiuinafmanagu
198 Raasyneuldne 2 duie Raveleduuen (Epidermis) uazianidaduly (Dermis)
falaRmistuluasdluduiiFoninduAamuioa (Subcutaneous fat) n1s¥udduiaves

v @

¢ & ! Al | Vg v o d' A L = ! Ay a
NH‘UEJU‘L! ﬁ?uml’)@]@ﬂ?qugﬁﬂf\ﬂﬂﬂ’]iamwﬁﬂqﬂmi’j@ﬂa UYaneul %QLUU&?UW%UiIﬂﬂQ%ﬁNNa

v A A o
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Sensory
Ear Mouth
Organs
Sensory
Sound Taste
Stimuli

Exposure to

o

A

raw data

'

Processing

of inputs

!

v
Interpretation

of inputs

JUN 2.11 UanstunauvedInszuIunsiusveesuilnaul sy amduiana 5

ﬁu’lz Hanna and Wozniak (2000)

TutinUse I Iudusinasu A IunUsTamANRENs 5 $auiu Wy Weduslana
GenFendnsiueituglesunig fuslnrasiiuussyiusivemdniuiuusidasesved
UUTWINENAT LABUndnIuNenaIuITENUasTNAMYDINERI M9 LA 1AVIAaRIANNEY

PNUENAIAFIDE1 Y3TUTANGNTLIN wazlansEndugcen TEUREENTITY

'
] v a

anNURINAnS g nouNavsnaulage [Wuduy AUSLAAONIIgaeNIeANi1aINGelaua

Y
fl v A

UL WERFuNNRUTEITIEluIIU AU AReRIUumIANTAIILIATUS I8 TOUM AU
Mdsrnuansanuaalsiuidusmmuaynag1ale inlviduslaadinisdaden vie
naunsosduslidndusenty uazidensuiuddusifinseiuaudenisvesnuwintu ns
\Hon3u3 (Perceptual selectivity) anansatindulaluyniunouresnsyuiunissus wu ns
a a o . = = = a o 5% | Aa o o
Honniu (Selective exposure) Beangiia n1sidenUnsuuitoyatiansniainud Ay
wazassiuanuaulawazanuisanisveusaaminiy uaznsdenaula (Selective
attention) vunefianisidentenlaldinmedeyaiaulauasnanifesdeyailiaonndos vise

daudaiuszuuanueiguilaailey (Hanna and Wozniak. 2000)
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2.3.2 Uadeiilinasaviruanvasguilng

va o

AIAuAnwIngAnTINveIUIInANeATIINagNENINTTIAIN NilNaseviruARYes

Auslaalunisifondedum Wansisgui 2.12) ¥es Hawkins (2010) Ingiistuazidenmadl

Component .
Initiator Component . P . Attitude
manifestation

Emotions or

feelings about
1) Affective [—» | specific S
attributes or

Stimuli:

A 4

overall object

Products, situations,

' Overall

Retail outlets, sales Beliefs about Orientation

personnel, » 2)Cognitive |——p | P N\ uetiicl
attributes or

. object
advertisements, overall object :

and other attitude

objects Behavioral
intentions with
3) Behavioral [ | respect to b

A 4

specific

attributes or

overall object

UM 2.12 uansladeniinaseiruaivesiuilng
#1111 Hawkins (2010)

fnseeu (stimul) dawasian1ssuimuensual (Affective) Mssusauvgua

=

(Cognitive) uagngAnssu (Behavioral) gavgavinlugvirunivasuslaa lnelswavidun

a0

flo 1) m3suiiuensual (Affective component) Badun1siuinldlummideatuiiaziidn

Gl aaa L3

Nesiumuianviseufitemsensuainiisdedwis wu lunwideiasfinwinisiuiau

1%

4 YA Aol A a [ & 1 [y v Al [ o ad
EJ'ﬁllﬂJGU@\‘1I’d‘UiIﬂﬂVIJJG]EJWUN'JUUUiiﬂqﬂm‘WN'IUﬂ’ﬁﬁlINﬁ ﬂ??ﬂgﬁﬂ%@@ﬂﬂ?ﬁ]&ﬂﬂﬂ?%ﬁ@

ganuluANMINEYRIAINEEN Wi guan ually guish WWuinde e Wusiu
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2.3.3. Uadeniinadanisiuivesiiuilan

dnen Teinusnid (2546) nanh virusdiimsiasunUasegnasaiariums
nsEUIUNIFENS MsnefvesimuARliFuBYENaNUsEAUNsalvesuilan dq
Schiffan and Kanuk (2000) $nafidlu dnnn Teausatl (2546) nan fimunivestiuilaai
frendndasivniouinig Iinandszaunmsallnenseilésuanmsmeaesly wagnnsusediy
anufiawelafifisiondndasiviouinig driulsraunisaivesjuslnaiisvsnasoriruafives

¥

AuslaAnisensdun dnniseanadamengunseaulnduiiaaauladuailudslgnisiiaus

54

duriiege (Sample) WeliguilnaiinUszaunisaldasihlugnadnssunisielunan
WAty Juadng senens (2541) nanitedadeanlsemsuilaninasenisiui

Y 1
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Baenszuiunsiud Sslumiadoadulanminadeumneis fedrsdnuusiiuinduia
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9ONIUU aangnusIeIemAanlianvaisnniauihiliiSeundesiuauzuas
AN388NUUY (Ritnamkam. 2016) ¥ilvidayaiilinssnudesnisuazannsaiduyselom]

W luleluaiide

=

2.4 yulfauasnguining1as

2.4.1 aAnudrAgvesuadnaluBanisnane

Aynannmduadodionamsnaiaieatesfuniseeniuunieansassduss
failvivszauaudsa Iee Schiffman and Kanuk (2000) 81985ty anan Tenusmi
(2546) ¢S urminfueaussdnsllunsdossyadnamesiaudnin yadnaw
(Personality) vanefia audnvaadsineidushimunuazasieuliifiuinyanaiiisns
novauaseAIndoNoils Audnuuzmadiudiisuunauusndsseineyana
31639 waula (Judu Wwwideaiuymdnaiwnsidudi (Brand personality) Mg Aasdnuee
visoyadnAmvesuywdflieuemsdu ieasvieuliifiuinguilaniimssuiifertuns
Audntiuegidls dnnsmaadudivunyadnnmesmaudlnenisiiyadndnuusves
uywdnldesunemsndud ieusglovilunisdeasnsdudiiiausliuslnaiu
amdnvaiiduniuu (nner-core) vommaAud Aypdnnwannsafmundnuazyes

yaravsangutvung Tduenumdnvesmnduiuasanvazvomandueila tnglunuide
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nauilideyaluiunousioly Tnedadenaindyadnniniia 4 uvas Ae

2.4.2.1 Aaker (1997) laasraunasinyadnninns1dud (Brand personality scale)
yhlildEnwasyadnnmesnuimn 42 wuu uandleldaiiinagitads (Factor analysis)
wuhannsautsyaanamld 5 Ussian fail 1) yanamaidla (Sincerity) 2) yadnawin
Auig (Excitement) 3) yadnamilaanuansnsa (Competence) 4) ynann1wlivs
(Sophistication) 5) yp@naILduLTe (Ruggedness)

2.4.2.2 Kobayashi (1990) lduusnauyadnninsungegamnanin (Would image
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2.4.2.4 Thiangthangtum (2013) scz’iqLﬂumuiﬁaﬁﬁﬂmﬁﬂuﬂamaaﬁﬁimﬁﬁﬁia
sUnsaazdvetusyfmifideasynannm tnegagrynannmdlddauvsneglums
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5UN 2.13 uanadusyey

i wnlus nangsiuny (2538)

2) EuFaanvsaLduna Wuduninenielulunuidain 90 aarAuLEusIU i
ANUVNNELAZLAAIODNTIAILERTIIN ANTUAILDIILTI AIILENT WNNTIVIN AN

neiganzeUlUANgINd NIV NISEAY LAXANNTOATI UAAIRATUT 2.14

UM 2.14 UanuduninIn

- wnlus nengsiunt (2538)

3) idudsaidoidunues JWudundiandluwndssiyudesnivieunnndi
90 23A1 AULEUIIU TMmNuraneLazuanieandneaaulnInulidIngan aunsafiazm
angananganiislugaanganiala wlldnwaguineuauns Javasse duau wazlidunas

WEAIRagUT 2.15

SUN 2.15 uanadulles

fian: uluy nangsiuny (2538)

4) dundn Judunssifeuiiamisegiensyiuiu lddaedu vu a d1e vie
w3 nebifnduyuuantu Sanuvineuasuaneanfenuiandauds ungs Auwi

wlanen wanasagun 2.16
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AVAVA

sUN 2.16 uanudundn

fan: g3 a35alne (2550)

5) unssanansadnaisbiindudulninlinnuidniuandrsiueenly wu
dunlinnuddnuanduegiegunss ianuidnasudeu Manuddnuszauiu ulaunse W
Auanduan gands 13yamung uaslvinnuidnuiave Sndulauysel wansdiuiuedl

LAY WARSAIFUR 2.17-2.20 nud1ay

JUN 2.17 uanuduniiauIdnaansueg1agum

e 1ty nenstiuny (2538)

JUN 2.18 uanuduinlvinnusdnasuleu

fa: 1l nangsiuny (2538)
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JUN 2.19 uanadudniu Tiauddnuszaiuiu udwnss

i Smsde a35atng (2550)

JUN 2.20 uanadunsmaefiamlinnuddnduan gands [fgavune

fa: S05%8 a5309nE (2550)

dulds Aedundavnsluluwadeadiuwdudiouesmnaedudulas dogudulds
gFanauIen danununeuazuanienisnugeuley avyualy wdsulm uaslunends

aa Y a 0 Ada =2 Y sy = v
HAANAANYNULNAYINAU LLa@a’JEN']QJLLaSZJSU'JW%'J'] S(NLalﬂﬂﬂ"ﬂgﬁqll']iﬂa@ﬂ'ﬂql]wll’]fﬂ,@
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Y

wanvians 1y Wenudanmileugndudu Wanusindeuame fenmaniefiuiiiozvens
1ot WienasAnedeulmetsnais Wanudanseulou yuua Wianuidniadeuln lva
o 1134 sewiles Timusdntanisiataysena iauddnifismu sfuaw asasysal o
arudAnuyudou fuss uadlirusdnnaalm souglumudiama uansfagud 2.21-2.30

AUAINU

JUN 2.21 uanadunlvinnusanmiieugndvau

fan: 1l nengtiuny (2538)
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i wnlus nangsiuny (2538)

JUN 2.23 wanaiduinbinanuidnefoulmegesinga

fan: 1l nangsuni (2538)

UM 2.24 uanadunlvinnuidniadeulnegnet

Fa: wnlus nengsluny (2538)

JUT 2.25 uanudulas lvauidngeulew duuia

i S a35atng (2550)
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fan: Sn5%e o530 (2550)

W

UM 2.27 uanudulainszangesndngudnardbininuiantanmsiasyenaiy

fan: Snsde assadng (2550)

JUN 2.28 uanaduldndudamedouasuiulianuidndiunu oy gauauysel

fu: Smse essating (2550)
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JUN 2.29 uanuduaalinusanvyuiiou dus

P91: In5Te a35atny (2550
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JUT 2.30 uanudulaamadedfiunaneidu ianuidannasln seuglunuiiani

fa: Snsde assatng (2550)

2.4.4.2 YUIAVBIANWUZNURN?

va

AIedslideyaainnisdrniadnuyniuiusTdMeiaviawmaavi liaunse

Y
FILUNVUIAGN YUY
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§ITUYINNUAINYN IS

WaRapagUR 2.32
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7 2 wuureaduuazgusng Ao vunvesiiuilidnvas dudulas
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3UN 2.31 uansuuavesan vzl InIanvaee 1

un: #34m gusunAn (2559)
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5UN 2.32 uanarunnvesinwagiurI nlan gy

nyn: @35 grisuAn (2559)
2.4.4.3 ANMAYUVDINUR?

PNVYAN1TATIFURUUTIURIUTTTUaINUTiDnann MU yLTes

WuRINgaIniusEuIuagien 1 Taduns uananegun 2.33

SUN 2.33 WAnIANLUYDIHUND

un: #34m qrsunAn (2559)

2.4.5 NM309NKUUBIAUTENBUNURILWaAZTIDUYARNA TN

AUYIY NINUGITIU (2548) NENIIN NITATNATIANUDBNUUULANIINNITIDA
0sAUsEnoUAat (Elements of art) YU 90 L& 52U YUIRdAIL 1919 LHANNATUAY
WWIARYBIMENNITBBNLUY (Principles of design) LU ANUANAS NN F99Mg NSITY
Tngltn1sdnesArusznou (Composition) WatdunasuesniuuaIsaas19esHalLas
JuauIng Iy @ean anUnuun (2537) Na17i1 N159eNRUUABIATRIlATEs 1909w
e Tnssadsaziudsimuauazmunuiuiwesgunssdunseenuuy Wudeaiu anus
Jowi (2545) findnd TassairsweaniseenuuufonuumsurasNsIndLUsENBUNNS

PONUUUNULEY {IT8UTELIAKANUDRNKULTIAIINBIAYTENBUAINGET ATUaNYMEYeY
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NuRANUlNALAINUTASIASIS 2 WUU AB tASIAS19NTLUULEY (Formal structure) hag
Taseasnalifinuuwiy (Informal structure) F9anwazYaalASIAS19Y 2 WUU J50asLden

ANUNANLUIANYDIADEN ADNUAIUUN (2537) A9l

2.4.5.1 las9a3eniluuuniy (Formal structure) asUsenaumieiay
laseaseniinisinesausenauigniu (Repetition) Insgninindlumuvisasinate Jiunin

Tngsounilsynuilewintiu Yseneuldiie 4 wuufe
1) FUUAITINUFIY (Basic grid) msaudazyasliiuvinduiadassainag

LAz uIeudniy Yibisunssdmgssnmelunsalugudmaeundaunsinbu

(1@eau @n1Unuun. 2537) LLamﬁqgﬂﬁ 2.34

Ut 2.34 Tassadammatiugu (basic grid)
fis: vaeau dan1Unuudi (2537)
2) duvumsnlasudndiu (Chang of proportion) anuaiza15 A Uasy
NnmIszneufgdugosdnumrAmasudnTaruadnuazivintiu LLamé’ﬁgUﬁ 2.34

Judiugeuamasuiun wuanifisgunl 2.35 (@nus gaud. 2545)

5UN 2.35 amuansguuunsadsudagiu (Chang of proportion)
fanvaz dudmaguiuin

fan: 1aeay @onUnauus (2537)
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3) FuUn1TIUABEANIG (Change of direction) dnwzATIUAY
PNLEUNTINFIRINTUANLAIALD e Failwavilvlassaialaesiiuaiisnnuidniuaeuly
Ve o'/ =3 [~ 1 = dl' LY} [ 1 =l (v
Mnenuianduamdusalunnudeulmuazinisndeudy (@nus JOuF. 2545) wanafa
JUN 2.36

[T FT
FSEEFE
R rri
7 7R N
AL T

3UN 2.36 las9ainegiluunnsnadgunanig (Change of direction)

fa: 1aedy aoUauuy (2537)

4) FIVUAIEETDUVDUEU (Reflecting) SNBAILAITINILHUINLEUATIIU

1 a

WUIRLTINULEUNED NanlaRe Ans19nTldug pefidnuwairnisasviauluianislafieniania

5UN 2.37 las9a3naahuunnseasiauveddy (Reflecting)

LERIRagUN 2.37

N AN
X Pl

\/

fan: 1aedy @oUnuus (2537)
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2.4.5.2 Tpsaa¥1dlaifuuuunu (Informal structure) fimsdnszuuludass
wagldudueu Lifidemmuninagdesdninegunsalvillsseeinaviniy uansiagun 2.38

(v@pay @NUn1UUN. 2537)

<>©
o &

JUN 2.38 lassasnslaifiuuuuny (informal structure)

fan: 1aeay @0UAIULY (2537)

2.4.5.3 uugf 193130135 (2548) Anwinisldesdusznausu@adunussy
AUIATDIED 1YY NHOAITUARNNNUDIHV RN UNNIZEN HAN1TITE YAGNAN

555U ALElATETIAAULEINEU WARIAIFUN 2.39

UM 2.39 lnseasnauuiueu
107: LugA ANsLaTaIT (2548



37

2.4.5.4 11 NaWUATNINY (2545) AnwkuInI1eni1sitasnusenaufaluu
U u9Iv0INEningigueaunionsyiusnilanumangay 1INHaN1TITENUTT YAGNATN

avlonaras Tlaseas e dulduluIfe wansisgui 2.40

5UN 2.40 las9a51auinds
wn: $ndl spaiunsnnily (2545)

2.4.5.5 1ugh Anslasyn13s (2548) AnwinisidesAuseneusfaduuussy
AIATBIE019H Y NHOATUARNNINVBIHVIREIUNLILAN NANITITENUI1 YAGNAMN

indeulmuazyadnmwaraadldlasaadunnlas lansiegun 2.41
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sUN 2.41 Tasaasnauuales
I7: JugA AAS3EUN1IT (2548)
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waziuildmwaunauuueamsuazL s BEiunsEinegUNsedlaiasinane U1sta
Guitufiann vistasuitufindes

fufirlunn 2.46 lsunsddsuuiunwiliAniuiagUids Tneldsunsddsmn
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JUN 2.42 §739819N1308NKULBIAYTENBUNURY

q' (v 1 < a
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= aa o

fiun: A38R qisuaAl (2559)

JUN 2.43 LanIwag19n1508nkUuBIAYTENaUNURY
MINTINFUNTIVRINURIBE TR

un: d34m grsunAn (2559)

JUT 2.44 LaAW0819N1508NLUUBIAYTENB U
NN IUYRIITENTNFUNTIVDINURITUNURR

u7: @34m qrsunAn (2559)
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JUN 2.45 LanIR0g19N1508NkUUBIAYTENBUTURD
lgnsdnnefiamsvesgunstegedaseluluiyuratdunsues

717: UsEMvio Uiy wuulpess 9ain (2559)

JUN 2.46 LanI0819N1508NILUUBIAYTENE U
Tg5unsalAsuunmmihrinuRasula

17: U3Emiio Uiy wiyuilataess 1in (2559)
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3.1 MI0BNUUUIBNTINY

3.2 JUlUUMATUROUNTITY

3.3 Foyaiilflunside

3.4 in3eslofldlunside

3.5 N3AUTIVTITBYA

3.6 MIlATIEiveys

3.7 nsasuna aAUTIENa Waztaiausiug
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gAY (Paradigm) Wukwipnudeiiugudeiiunnusuas3snisuaiam

ANUsvesNYed I muakLIMlUNITeRNRUYIENITITY NSANINTEUIYALNINITIRY

1% v & 1
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Y Y
¥

wuuUsIngMsaifissr (Phenomenology) Inpdnuwazdfgyueinisided Wunsiveuuy

Anu (Interpretive) Tudadlomldlddnas Aonisudanieniseiuainunungaindsndne

Y
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10N (Epistemology) mmé’mﬁuésw’m;ﬁ%’aﬁ’u?‘ﬁﬁﬁﬂmﬁmmé’mﬁué 2
sUsuuRe sUuuusngiTeidudaseiuasiinu dufuiaosdniemusnineanaintiu
dievhenidlasgsunmaneafivesnsin Tnelunuiseddideldlddnluddusu ne
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W me (Methodology) 38M15iieANaTHAAINTTUNU (Inductive method)
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fauan andumenuantulyinseitdadendmadoninuidnvedlvidoya

3.2 JUKUULATTUABUNITIVY
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AUV Dnﬁwﬁmw (Daring) ussmamwﬁﬁnﬁﬁdaﬁuﬁq |:| AUMEIU(roughness) Dﬂﬁwﬁwma (Daring)
(roughness)
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fu (slipperiness)
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ANURITUN 3

Uann duddotafien

ANURITUN 4

Unen duddeeafien

Uiimumwiﬁnﬁﬁﬁaﬁuﬁq |:| AN Dna”ﬁvﬁvma (Daring) usimumwiﬁnﬁﬁﬁaﬁuﬁ's |:| AUMEIU(roughness) Dﬂﬁw”nvna (Daring)
(roughness)
|:| AIa |:| fanandurs(Masculine) AYInjIUIa(softness) |:| fanaunduwis(Masculine)
(softness)

Au (slipperiness)

|:| gy (Exciting)

Au (slipperiness)

|:| i (Exciting)

nIgAuANLZAN

(sensual)

D Qﬂﬁu (Spirited)

nsgAuALEAN

(sensual)

|:| sjashu (Spirited)

Faude (simple)

D WY (Cool)

Baudng (simple)

D Wivh (Cool)

Fudou |:| farauduminen (Young) dudou |:| flenuduminans (Young)
(sophisticated) (sophisticated)
Useelln Uszelln

audungeu

|:| FFUALINIT

(Imaginative)

axdungeu (delicate)

|:| F19FUAUINT

(Imaginative)

(delicate)

aynauu flondnwalliiviloulas aunauu (playful) Tiendnvalldmiloulas
(playful) (Unique) (Unique)

Umela dmela(pleasurable)

(pleasurable)

|:| iugile (Up-to-date)

|:| Tiualy (Up-to-date)

&1A1 (precious)

|:| fiAamsnan (Glamorous)

@171 (precious)

|:| fiAamgns(Glamorous)

AUNING

(premium)

|:| gy (Rugged)

AMAING (premium)

|:| %igy (Rugged)

uda (hard)

|:| S (Charming)

uda (hard)

|:| et (Charming)

UL (Glossy)

|:| fanandudnds
(Feminine)

a1 (Glossy)

|:| Tenudugude
(Feminine)

138U (Smooth)

|:| Wuruseudie (Smooth)

5eu (Smooth)

|:| WuauBsude (Smooth)

Dudlve) (Mature)

|:| 93 (formal)

Duglvg) (Mature)

|:| 119M5 (formal)

N T O

adlwai

(Innovative)

OO O oo o) Oy Oo e O

adlwd (Innovative)

=

NURATUN 5
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AN FuREaENLRY

P
WUNATUN 6

Unen dundeeafien

= st

usimumwiﬁnwuﬂaﬁvuﬁ'a AN Dna”w”nmﬂ (Daring) usimumwiﬁnv‘iﬁﬁaﬁuﬁq AuMEIU(roughness) Dﬂﬁw”nvna (Daring)
(roughness)
RNILIA |:| Hanudume(vasculine) AILIUIA(sOftness) |:| flenunduis(Mascutine)
(softness)

au (slipperiness)

|:| g (Exciting)

Au (slipperiness)

|:| nFudu (Exciting)

nszAUANLSAN

(sensual)

|:| ;Jﬂifu (Spirited)

nsgAuALGAN

(sensual)

|:| 1j~1ﬁu (Spirited)

Baudng (simple)

D wivi (Cool)

Fuude (simple)

D Wi (Cool)

Fudou |:| fanudumisan (Young) Fudou |:| flennuduminana (Young)
(sophisticated) (sophisticated)
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PR
avLounNDDU

|:| YRIUAUINTT

(Imaginative)

adungeu (delicate)
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aunauI fondnuallaimiloulas aunauu (playful) fendnualldwmiloulas
(playful) (Unique) |:| (Unique)

Umela dmela(pleasurable)

(pleasurable)

|:| gy (Up-to-date)

|:| iuadly (Up-to-date)

&A1 (precious)

|:| fiAum3ngn (Glamorous)

@171 (precious)

|:| fiAamgns(Glamorous)

AUNING

(premium)

|:| #1Ivgy (Rugged)

AMAING (premium)

|:| %i19gy (Rugged)

ufa (hard)

|:| fiasi (Charming)

udla (hard)

|:| et (Charming)

111 (Glossy)

|:| fiarandudnde
(Feminine)

Suien (Glossy)

|:| favandudnds
(Feminine)

38U (Smooth)

|:| WuauBoudie (Smooth)

138U (Smooth)

|:| WuauBsude (Smooth)

Dulve) (Mature)

|:| 195 (formal)

Dudlvg) (Mature)

|:| 1n19M5 (formal)

R T O O
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(Innovative)

N O

Zdlyal (Innovative)
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ANURATUNA 7

Uann duddotfen

ANURITUN 8

Unen duddeeafien

Uiimumwiﬁnﬁﬁﬁaﬁuﬁq |:| AN Dna”ﬁvﬁvma (Daring) usimumwiﬁnﬁﬁﬁaﬁuﬁ's |:| AUMEIU(roughness) Dﬂﬁw”nvna (Daring)
(roughness)
|:| AIa |:| fanandurs(Masculine) AYInjIUIa(softness) |:| fanaunduwis(Masculine)
(softness)

Au (slipperiness)

|:| gy (Exciting)

Au (slipperiness)

|:| iy (Exciting)

nIgAuANLZAN
(sensual)

D Qﬂﬁu (Spirited)

nsgAuALEAN

(sensual)

|:| sjashu (Spirited)

Faude (simple)

D WY (Cool)

Baudng (simple)

D Wivh (Cool)

Fudou |:| farauduminen (Young) dudou |:| flenuduminans (Young)
(sophisticated) (sophisticated)
Useelln Uszelln

audungeu

|:| F19FUAUINTG

(Imaginative)

axdungeu (delicate)

|:| F19FUAUINT

(Imaginative)

(delicate)

aynauu flondnwalliiviloulas aunauu (playful) Tiendnvalldmiloulas
(playful) (Unique) (Unique)

Umela dmela(pleasurable)

(pleasurable)

|:| iugile (Up-to-date)

|:| Tiualy (Up-to-date)

&1A1 (precious)

|:| fAumsnan (Glamorous)

@171 (precious)

|:| fiAamgns(Glamorous)

AUNING

(premium)

|:| gy (Rugged)

AMAING (premium)

|:| %igy (Rugged)

uda (hard)

|:| S (Charming)

uda (hard)

|:| et (Charming)

UL (Glossy)

|:| fanandudnds
(Feminine)

a1 (Glossy)

|:| Tenudugude
(Feminine)

138U (Smooth)

|:| Wueuseudie (Smooth)

5eu (Smooth)

|:| WuauBsude (Smooth)

Dudlve) (Mature)

|:| 93 (formal)

Duglvg) (Mature)

|:| 119M5 (formal)

N T O

adlwai

(Innovative)

OO O oo o) Oy Oo e O

adlwd (Innovative)
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Uann durddodafen

= st

usimumwiﬁnwuﬂaﬁvuﬁ'a AN Dna”w”nmﬂ (Daring) usimumwiﬁnv‘iﬁﬁaﬁuﬁq AuMEIU(roughness) Dﬂﬁw”nvna (Daring)
(roughness)
RNILIA |:| Hanudume(vasculine) AILIUIA(sOftness) |:| flenundus(Mascutine)
(softness)

au (slipperiness)

|:| g (Exciting)

Au (slipperiness)

|:| nFudu (Exciting)

nszAUANLSAN
(sensual)

|:| ;Jﬂifu (Spirited)

nsgAuALGAN

(sensual)

|:| 1{'&;714 (Spirited)

Baudng (simple)

D wivi (Cool)

Fuude (simple)

D Wi (Cool)

Fudou |:| fanudumisan (Young) Fudou |:| flennuduminana (Young)
(sophisticated) (sophisticated)
Useeln Uszelln

PR
avLounNDDU

|:| YRIUAUINTT

(Imaginative)

adungeu (delicate)

|:| Fr9FUAUINT

(Imaginative)

(delicate)

aunauI fondnuallaimiloulas aunauu (playful) fendnualldwmiloulas
(playful) (Unique) |:| (Unique)

Umela dmela(pleasurable)

(pleasurable)

|:| gty (Up-to-date)

|:| iuadly (Up-to-date)

&A1 (precious)

|:| fiAum3ngn (Glamorous)

@171 (precious)

|:| fiAamgns(Glamorous)

AUNING

(premium)

|:| #1Ivgy (Rugged)

AMAING (premium)

|:| %i19gy (Rugged)

ufa (hard)

|:| fiasi (Charming)

udla (hard)

|:| et (Charming)

111 (Glossy)

|:| fiarandudnde
(Feminine)

Suien (Glossy)

|:| favandudnds
(Feminine)

38U (Smooth)

|:| WuauBoudie (Smooth)

138U (Smooth)

|:| WuauBsude (Smooth)

Dulve) (Mature)

|:| 195 (formal)

Dudlvg) (Mature)

|:| 1n19M5 (formal)

R T O O

el

(Innovative)

N O

Zdlyal (Innovative)
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Uann duddodafien
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(roughness)

|:| AIa |:| fanandurs(Masculine) |:| AYInjIUIa(softness) |:| fanaunduwis(Masculine)
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|:| gy (Exciting)

Au (slipperiness)

|:| i (Exciting)
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(sensual)

D Qﬂﬁu (Spirited)
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(sensual)

|:| sjashu (Spirited)

Faude (simple)

D WY (Cool)

Baudng (simple)

D Wivh (Cool)
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(sophisticated) (sophisticated)
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(Imaginative)

axdungeu (delicate)
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(playful) (Unique) (Unique)
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(pleasurable)

|:| iugile (Up-to-date)

|:| Tiualy (Up-to-date)

&1A1 (precious)

|:| fiAamsnan (Glamorous)

@171 (precious)

|:| fiAamgns(Glamorous)
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(premium)

|:| gy (Rugged)

ANNING (premium)

|:| %igy (Rugged)

uda (hard)

|:| S (Charming)

uda (hard)

|:| et (Charming)

UL (Glossy)

|:| fanandudnds
(Feminine)

a1 (Glossy)

|:| farandudnds
(Feminine)

138U (Smooth)

|:| Wuruseudie (Smooth)

5eu (Smooth)

|:| WuauBsude (Smooth)

Dudlve) (Mature)

|:| 93 (formal)

Duglvg) (Mature)

|:| 119M5 (formal)

adlwai

(Innovative)
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(roughness)
RNILIA |:| Hanudume(vasculine) AILIUIA(sOftness) |:| flenundus(Mascutine)
(softness)

au (slipperiness)

|:| g (Exciting)

Au (slipperiness)

|:| nFudu (Exciting)

nszAUANLSAN

(sensual)

|:| ;Jﬂifu (Spirited)

nsgAuALGAN

(sensual)

|:| 1j~1ﬁu (Spirited)

Baudng (simple)

D wivi (Cool)

Fuude (simple)

D Wi (Cool)

Fudou |:| fanudumisan (Young) Fudou |:| flenuduminana (Young)
(sophisticated) (sophisticated)
Useeln Uszelln

PR
avLounNDDU

|:| YRIUAUINTT

(Imaginative)

adungeu (delicate)

|:| Fr9FUAUINT

(Imaginative)
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aunauI fondnuallaimiloulas aunauu (playful) fendnualldwmiloulas
(playful) (Unique) |:| (Unique)

Umela dmela(pleasurable)

(pleasurable)

|:| gty (Up-to-date)

|:| iuadly (Up-to-date)

&A1 (precious)

|:| fiAum3ngn (Glamorous)

@171 (precious)

|:| fiAamgns(Glamorous)
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(premium)

|:| #1Ivgy (Rugged)
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|:| %i19gy (Rugged)

ufa (hard)

|:| fiasi (Charming)

udla (hard)

|:| et (Charming)

111 (Glossy)

|:| fiarandudnde
(Feminine)

Suien (Glossy)
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38U (Smooth)

|:| WuauBoudie (Smooth)

138U (Smooth)
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|:| 195 (formal)
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|:| 1n19M5 (formal)
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Uann durdotafien

Uiimumwiﬁnﬁﬁﬁaﬁuﬁq |:| AN Dna”ﬁvﬁvma (Daring) usimumwiﬁnﬁﬁﬁaﬁuﬁ's |:| AUMEIU(roughness) Dﬂﬁw”nvna (Daring)
(roughness)
|:| AIa |:| faandurs(Masculine) |:| AYInjIUIa(softness) |:| fanaunduwis(Masculine)
(softness)

Au st ipperiness)

|:| gy (Exciting)

Au (slipperiness)

|:| i (Exciting)

nIgAuANLZAN

(sensual)

D Qﬂﬁu (Spirited)

nsgAuALEAN

(sensual)

|:| sjashu (Spirited)

Faude (simple)

D WY (Cool)

Baudng (simple)

D Wivh (Cool)

Fudou |:| farauduminen (Young) dudou |:| flenuduminans (Young)
(sophisticated) (sophisticated)
Useelln Uszelln

audungeu

|:| FFUALINIT

(Imaginative)

axdungeu (delicate)

|:| F19FUAUINT

(Imaginative)

(delicate)

aynauu flondnwalliiviloulas aunauu (playful) Tiendnvalldmiloulas
(playful) (Unique) (Unique)

Umela dmela(pleasurable)

(pleasurable)
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|:| fanandudnds
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a1 (Glossy)
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|:| Wuruseudie (Smooth)

5eu (Smooth)

|:| WuauBsude (Smooth)
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|:| 93 (formal)

Duglvg) (Mature)
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Abstract

There have been a lot of studies on the relationship between visual appearances of packaging—such as color,
font, and illustration—and consumers’ feelings, but very few focused on touch sensation. Well-designed touch
texture can attract consumers to cosmetic products and can be considered as a rarely-explored way of sensory
marketing. The objectives of this study was to seek for design factors (design elements that can be associated
with feeling words). Thirty-six different 3-D texture models were constructed. Their designs were produced from
established 2-D visual design elements. Those models were tested by a group of participants to see whether they
could clearly convey different feelings. Only 6 models were deemed valid in this sense. These 6 models were
then sought for distinctive design factors. The 5 design factors that were obtained were the following: 1)
structure of lines, 2) distance between lines, 3) small and large empty spaces, 4) line uniformity, and 5) number
of lines. These design factors were able to elicit 16 feeling words: 1. Busy, 2. Tense, 3. Strong, 4. Confident, 5.
Manful, 6. Delicate, 7. Friendly, 8. Gentle, 9. Sensitive, 10. Enjoyable, 11. Independent, 12. Natural, 13. Simple,
14. Comfortable, 15. Easy, and 16. Flexible. These design factors can be directly used by designers for
constructing textured surface components of packages or products that can affect consumers’ feelings by touch.

Keywords: factor, texture, consumer, feeling word, cosmetic package
1. Introduction

Human senses—vision, touch, taste, smell, and hearing—greatly affected consumers’ perceptions of a product.
Perceptions are based on personal experiences, demographic characteristics, and culture and lead to certain
emotional responses. A positive response can lead to a decision to buy the product whereas a negative response
may result in avoidance of it (Crilly, Moultrie, & Clarkson, 2004). The texture of a package is a stimulus for
touch sensation. Consumers’ responses to this sensation can affect their purchasing behavior. This study
investigated various kinds of textures of cosmetic package that can affect the perception and feeling of
consumers as they touch them.

The physical characteristics of a package can function to communicate some information about the product to
users. They are also used to position a product and to convey its selling point; that is, they can show the 3 main
marketing components: brand, target, and product (Jirapinyo, 2015). These 3 components are mediated by
various senses. The sense of sight has been widely researched for the purpose of stimulating consumers to buy a
product at a retail channel. For example, Ritnamkam & Sahachiseree (2012) investigated various visual design
factors of cosmetic package (color, shape, font, illustration, graphics, and material) that might express gender
and how they differently affected consumers’ perception. Her hypothesis was that a particular design factor
would influence the participants to feel that it expressed masculinity or femininity which, in turn, would affect
consumers’ purchasing intention. With respect to sense of taste, Smets & Overbeeke (1995) investigated visual
design factors for package of sweets and their association with taste sensation. The author asked the participants
to taste the sweets and then suggest the color and shape for the package. Becker, Rompay, Schifferstein &
Galetzka, (2010) performed a similar study with a yoghurt product. Ludden & Schifferstein (2009) investigated
the sense of smell. The author asked the participants to smell a biscuit product and then suggest the shape of the
package. This usage of the senses of smell and taste is a new research direction that can benefit future designers.

Touch sensation can complement visual sensation in attracting consumers to a product. This is the reason why
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marketers are willing to have consumers touching a product in order to positively influence their purchasing
decision (Marlow & Jansson-Boyd, 2011). McDougall (2010) investigated visual sensation and consumers’
interest in a product. The author focused on designing distinctive package in terms of visual and touch sensations
in order to attract the interest of consumers and influence their purchasing decision. Therefore, it has been shown
that touch sensation can affect the feeling of consumers towards a product. However, this sense has not been
investigated in isolation to other senses with respect to package design until the author has done a pilot study that
demonstrated that touch sensation of diverse texture designs of a cosmetic package was able to convey diverse
feelings (Ritnamkam & Chavalkul, 2016). For example, she found that textures with protruded patterns were
able to convey the feelings of gentleness, cheerfulness, child-likeness, cuteness, and adolescent-likeness.

The main objective of this study was to seek for textural design factors that designers can use to construct
textured surface components of packages that can influence consumers’ feelings by touch.

2. Literature Review

This study was based on the concept of significance of senses over the feeling towards a product, originated by
(Crilly, Moultrie, & Clarkson, 2004) Crilly stated that consumers’ perceptions are based on the senses that affect
their emotional responses. A positive response can lead to a decision to buy the product while a negative
response may result in a decision not to buy it. Crilly’s conceptual model comprised the product, the 5 senses
(vision, touch, taste, smell, and hearing), the affect, and the purchasing behaviour.

This study investigated the affectual response of consumers after they have touched a textured surface.
Compared to the conceptual model of Crilly, Crilly’s product was like the textured surface studied, Crilly’s sense
was like the touch sense in this study, and Crilly’s affect was like the affectual response obtained in this study, as
diagrammed in Fig. 1.

Packaging Senses

ATy | AV REY Affect
-Textures -Touch

Figure 1. The main part of Crilly’s conceptual model

Therefore, the sought for design factors in this study that affected consumers’ feelings were related to 3 main
variables: texture, consumer, and feeling words. As can be compared between Fig. 1 and Fig. 2, packaging
texture was the same as texture; sense of touch was the same as consumer (after they have touched the textured
surface); while affect was the same as feeling words.

Feeling

Texture - Consumer >

words

Figure 2. This study’s conceptual model
3. Methodology

To reach the objective, the researcher has used a qualitative approach to obtain the feeling words. Sample groups
were interviewed after they had touched the surface of cosmetic packages. Their words from the interviews were
used to find the design factors that affected their feelings. In order to clarify the 3 main steps in the methodology,
they are described together with some results from the previous step, as follows: Step 1: Construction of models
with various kinds of texture; Step 2: Testing the quality of the constructed 3-D models; and Step 3: Seeking for
valid design factors from the models that has passed the quality test in Step 2.

Step 1: Constructing textures

The texture construction consisted of only 1-mm-thick lines. They were a constant factor. Independent variables
were five 2-dimensional visual design elements. These visual elements were used because they have already
been extensively researched in regard to affect and the texture constructed should inherit their design qualities.
Viewing from the top, these design elements looked the same as 2-D elements. The only difference was their
height or protuberance from the surface. Therefore, the 5 constructed design factors were the following: lines
(which were primarily used to define structures in this study), distance between lines, small and large empty
spaces, line uniformity, and number of lines. These were independent variables that caused the participants to
respond with feeling words which were dependent variables.
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Six kinds of structures were used: 1) a structure with an emphasis on horizontality and verticality, 2) a structure
with a curvilinear dominant, 3) a structure with an emphasis on diagonality, 4) a structure with radial burst, 5) a
structure with an emphasis on line orientation in opposite directions3), and 6) a structure with lines evenly
spread all over the plane. These structures of lines had spaces in them. Space, here, means the area between lines
or the area that surrounds lines. Space depends on distance between lines and number of lines. The bigger the
space the shorter the distance between lines and the lower the number of lines. Lines could also be distributed
uniformly or non-uniformly which would give different affectual responses (Chavalkul, 2003).

The length and width of the models of packaging were 7.5x7.5 cm. This size was found to be the average size of
compact cases in the local market (Thailand). A lot of designs were constructed then screened by a 2-D graphic
designer expert. Thirty six 2-D designs in all were obtained, shown in the Appendix. In there, the designs were
grouped in 6 groups: Group A consists of structures with an emphasis on horizontality and verticality, Group B
consists of structures that are curvilinear dominant, Group C consists of structures with an emphasis on
diagonality, Group D consists of structures with radial burst, Group E consists of structures with an emphasis on
contrast of line orientation, Group F consists of structures with an even spread of lines. These constructed 2-D
designs were used to construct 3-D models by representing the lines by 1-mm threads.

Step 2: Testing the quality of the 3-D models

The models were tested by a sample group whether the 3-D tactile aspect of them were clearly sensed by the
group. The sample group were students at the Faculties of Science and Architecture in King Mongkut’s Institute
of Technology Ladkrabang who were the target group of cosmetic products and whose ages were between 18 to
34 years old. The reason for choosing a group from the Faculty of Science and a group from the Faculty of
Architecture was that the former group had no art-and-design-based background while the latter had it which
influenced the feeling words that they uttered in a pilot study (Ritnamkam & Chavalkul, 2016). The latter group
was able to respond to textures with more diverse feeling words. In order to represent the totality of consumers
that may sense the textures, both groups were included for the test. The test was done in 2 rounds. The quality of
the models was tested by 5 participants in each round. The reason for the small number of participants was that
the author needed to be able to have an in-depth interview with each participant in order for them to clearly
explain the textures that they felt in a large variety of feeling words.

In the first round, the test was to have the participants described the quality of the textured surface, and the
passing criterion was that more than 2 out of 5 participants were able to describe them successfully. The 3-D
models that passed the criterion were kept for using in the design factors seeking step, while the models that
could not be described clearly were then improved on and tested again in the second round together with the
original ones.

In the second round, a new participant group tested the 3-D models. A new group was needed because it was
found in the pilot study that improved models had always been correctly identified when the group had had an
experience with the original ones. The test procedure and the passing criterion were the same as those of the first
round, but only applied to the models that did not pass the first round with their improved version. The 3-D
models that passed this last round of Step 2, 36 in all, were then used in the next step, i.e., for seeking the design
factors.

Step 3: Seeking for distinctive design factors

The sought for design factors were related to the 3 independent variables: texture, consumer, and feeling words.
After the participants touched the texture, they were asked to describe their feeling towards it with a word. The
feeling word was then identified with every design element in the model. The correspondence between the
design elements and feeling words was examined to establish design factors, diagrammed in Fig. 3, comprised
the following 2 stages.

Feeling
Text €
exture =, Design elements <> words Consumer

Figure 3. Identification of design factors
Stage 1: Obtaining feeling words describing the textures from participants
Sample group: The selection criterion to include both the students with and without a design background for this
sample group was the same as that stated in Step 2. However, this group is 30 participants (15 students each with
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design and non-design background). The reason for a bigger group at this stage was that the author wanted to
have more opinions on the topic and this number has been suggested as a practical minimum for social science
research (Denscombe, 2010).

Method: Every participant was asked to touch 36 texture models that were randomly arranged without any
numeric label. Each model was visually hidden in a box. Each time a participant touched a model, he or she was
asked to respond with a feeling word and if his or her feeling towards a particular model was similar to the
feeling he or she had with other models he or she had previously touched, the participant was asked to divide the
models into groups that were described by the same word.

Results: From all participants, 1080 feeling words were obtained (36 models x 30 participants). Each participant
provided 1 word for 1 texture model. Some of these 1080 words were not semantically different from each other.
Therefore, in the next stage (Stage 2, Phase 1), they were grouped under different headings.

Stage 2: Seeking for design factors, this stage was done in 2 phases as follows:

Phase 1: Putting similar words acquired in Stage 1 into groups. This is to collect texture models that the
participants had the same feeling.

Sample group: The criterion for sample group selection was the same as that performed in Step 2 but only 3
participants were needed because data collection with the small number of participants allowed the researcher to
justify the grouping of 1,080 words whose meaning are similar.

Method: Each of the 3 participants looked at the 30 words that described each model and put these words into
different groups where a group consisted of words with similar meaning. The purpose of this method was to
acquire the group of a largest number of similar words which would show that the model described by these
words was worthy of further use.

Passing criterion: A model would be included for further use if two or more participants out of three had grouped
the 30 words acquired for each model into a big group with ten or more similar words. The rationale behind this
passing criterion was that the model that could be described by a large number of similar words should be able to
convey that meaning well, and so it should be included as a valid model for that description and could be further
sought for valid design factors.

Results: The models that passed the criterion were the following: A6 that consisted of a structure with an
emphasis on horizontality and verticality, B9 that consisted of a structure that were curvilinear dominant, C13
that consisted of a structure with an emphasis on diagonality, D20 that consisted of a structure with radial burst,
E25 that consisted of a structure with contrasting line orientation, and F34 that consisted of a structure of lines
evenly spread, as shown in Fig. 4.

A sample of words similar to busy and tense that a participant put into the same group are as follows: cramped,

busy, tense, confusing, disorderly, discordant, uneven, incomplete, stressed out, weak, infrequent, informal,
unresolved, unfinished, not predestined, and spread out.

Wi N

Figure 4. The textures of valid models
Phase 2: Matching design elements and feeling words.

Method: The researcher identified the design elements in each valid model acquired in Phase 1 that matched the
corresponding feeling words, model by model. The researcher attempted to identify the design elements that
corresponded with all feeling words that at least two out of three participants had chosen. Then, the design
factors, the design elements that the participants expressed the particular feelings, was defined.

Results: It happened that the textures of the models A6, B9, D20, and E25 elicited the same feeling word from all
3 participants, while the textures of the models F4 and C13 elicited the same feeling word from 2 out of 3
participants. These models and their associated feeling words can be seen in Table 1. The author then identified
the design elements of these models as follows:
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1. The busy and tense feelings associated with model A6 were expressed by these design elements: 1) a structure
with an emphasis on horizontality and verticality, 2) uneven distance between lines, low line frequency, 3) large
empty space between lines, 4) line non-uniformity, and 5) small number of lines.

2. The strong and confident feelings associated with model B9 were expressed by the following design elements:
1) a structure that were curvilinear dominant, 2) even distance between lines, high frequency of lines, 3) small
space between lines, 4) line uniformity, and 5) large number of lines.

3. The strong confident and manful feeling associated with model C13 were expressed by the following design
elements: 1) a structure with an emphasis on diagonality, 2) even distance between lines, high frequency of lines,
3) small space between lines, 4) line uniformity, and 5) large number of lines.

4. The strong and delicate feelings associated with model D20 were expressed by the following design elements:
1) a structure with radial burst, 2) even distance between lines, high frequency of lines, 3) small space between
lines, 4) line uniformity, and 5) large number of lines.

5. The friendly, gentle, sensitive, enjoyable, independent, and natural feelings associated with model E25 were
expressed by the following design elements: 1) a structure with an emphasis on contrasting line orientation, 2)
uneven distance between lines, low frequency of lines, 3) large space between lines, 4) line non-uniformity, and
5) small number of lines.

6. The simple, friendly, easy, comfortable, and flexible feelings associated with model F34 were expressed by the
following design elements: 1) a structure with an even spread of lines, 2) uneven distance between lines, low
frequency of lines, 3) large space between lines, 4) line non-uniformity, and 5) small number of lines.

It can be seen in Table 1 that some different models elicited the same feeling words.

For example, model B9, C13, and D20 elicited the feeling word of “strong’. Interestingly, these models differed
only in their overall structures. The design elements that were common to all were the following: 1) even
distance between lines, high frequency of lines, 2) small space between lines, 4) line uniformity, and 5) large
number of lines.

As another example, model B9 and C13 elicited the feeling word of ‘confident’. The design elements that were
common to both models were the following: 1) even distance between lines, high frequency of lines, 2) small
space between lines, 3) line uniformity, and 4) large number of lines.

Table 1. Models and their associated feeling words.

design elements

Th f
e textures o feeling words

valid models 3. space

2. distance . 5 ) 5. number
1. structure . between 4. line uniformity g
between lines ; of lines
lines
A6 participant 3/3
uneven B
a structure with distance large empty
. bet . small
an emphasis on ctween space line
. . li . . number of
horizontality 1nes, between non-uniformity lines busy, tense
and verticality low line lines
frequency
B9
, even distance
l a structure that between small space large
e . . . . . strong,
was curvilinear lines, high between line uniformity number of
. . . confident
dominant frequency of lines lines

lines
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4. Conclusion

From our investigation of textured surfaces of packages that affected consumers’ feelings, 5 design factors were
obtained: 1) structure of lines, 2) distance between lines, 3) small and large empty spaces, 4) line uniformity, and
5) number of lines. These design factors were able to elicit 16 feeling words: 1. Busy, 2. Tense, 3. Strong, 4.
Confident, 5. Manful, 6. Delicate, 7. Friendly, 8. Gentle, 9. Sensitive, 10. Enjoyable, 11. Independent, 12.
Natural, 13. Simple, 14. Comfortable, 15. Easy, and 16. Flexible. Some of these words were close in meaning, so
they were grouped together below under certain design factors.

The 3-D models that had 4 of the same design factors-1) uneven distance between lines, low frequency of lines,
2) large space between lines, 3) line non-uniformity, and 4) small number of lines-but differed only in the
structure of lines elicited the following feeling words. The model that had a structure with an emphasis on
horizontality and verticality and the 4 design factors above elicited the feeling words of busy and tense. The
model that had a structure with an emphasis on line orientation in opposite directions elicited the feeling words
of friendly, gentle, sensitive, enjoyable, independent, and nature. The model that had a structure with lines evenly
spread all over the plane elicited the feeling words of simple, friendly, comfortable, easy, and flexible. On the
other hand, the 3-D models that had 4 of the same design factors that were the opposite of the 4 design factors
mentioned above-1) even distance between lines, high frequency of lines, 2) small space between lines,3) line
uniformity, and 4) large number of lines-elicited the following feeling words. The model that had a structure that
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is curvilinear dominant and the latter 4 design factors elicited the feeling words of strong and confident. The
model that had a structure with an emphasis on diagonality elicited the feeling words of strong, manful, and
confident. The model that had a structure with radial burst elicited the feeling words of strong and delicate.

5. Discussion

In our investigation of textured surfaces that affected consumers’ feelings, we brought in 2-D design elements
that had been established to affect consumers’ feelings in one way or another. The first type of element that was
brought in was various structures of lines because these structures could be easily distinguished by sight
(Chavalkul, 2003). However, these structures in the 3-D models were not easily distinguishable by touch.

It turned out that the easily distinguishable design elements were not primarily the structures of lines but other
types of elements including 1) the distance between lines, 2) small and large empty spaces, 3) line uniformity,
and 4) number of lines. This conclusion was from the fact that even though different models were constructed
with different structures of lines, some of them still elicited the same feeling words. For instance, a model that
had a structure that was curvilinear dominant (B9), a model that had a structure with an emphasis on diagonality
(C13), and a model with a structure of radial burst (D20) elicited the same feeling word of strong. These models
had other design elements that were the same: 1) even distance between lines, high frequency of lines, 2) small
space between lines,3) line uniformity, and 4) large number of lines. As another example, a model that had a
structure that were curvilinear dominant (B9) and another model that had a structure with an emphasis on
diagonality (C13) both elicited the feeling word of confident. These latter two models also had the same other 4
design elements as above.

Hence, it can be concluded that models with 4 the above design factors elicited the same feelings of strong and
confident even though their line structures were different.

The design elements that were easily distinguishable by touch on the 3-D models were distance between lines,
line frequency, space between lines, line uniformity, and number of lines. As these elements were varied, the
feeling words elicited from the corresponding models also varied. For instance, the feeling words busy, tense,
friendly, gentle, sensitive, enjoyable, independent, natural, simple, comfortable, easy, and flexible were elicited
from the models with the following kind of design factors: 1) uneven distance between lines, low frequency of
lines, 2) large space between lines, 3) line non-uniformity, and 4) small number of lines. As another example, the
feeling words strong, confident, manful, and delicate were elicited from the models with the following kind of
design factors: 1) even distance between lines, high frequency of lines, 2) small space between lines, 3) line
uniformity, and 4) large number of lines.

From the results, a group of 4 factors expressed a range of feelings while another group of 4 factors that were the
opposite of the first group expressed another range of feelings. In our next study, the correlation between these
factors will be investigated in detail so that they can be used directly by designers to construct textured surface
components of packages or products.

In the first phase of the study, it was found that the elicited feeling words were not very different semantically.
The reason that those words were not so semantically different was that the participants with non-design
background appeared to lack diverse vocabulary for describing the models. For this reason, a future study should
include only participants with design background in order to gain more diverse but accurate and usable feeling
words that will be more beneficial for design work.
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A structure with an emphasis on contrasting line orientation (E structure)
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A structure with an even spread of lines (F structure)
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Figure 6. The site where the survey was made
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Abstract

This study investigated what consumers’ feelings were evoked when they touched different textured surfaces of 20 compact
powder cases. Without seeing them, fifty respondents with and without an art-and-design-based background were asked to
describe their feelings in their words as they touched the cases as well as explain them by provided words. The results show that
different surface textures did evoke different respondents’ feelings of which those familiar with the design were able to express a
wider range. All participants were able to describe both the initial sense of physicality and complex feelings toward every textured

surface investigated.
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1. Introduction

Human senses—vision, touch, taste, smell, and hearing—play a significant role in consumers’ perceptions of a
product. Consumers’ perceptions are based on personal experiences, demographic characteristics, and cultures
that affect their emotional responses. A positive response can lead to a decision to buy that product, whereas a
negative response may result in avoidance of it (Crilly. 2004). Therefore, sensory perception strongly affects
purchasing behavior.
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Hanna and Wozniak (2000) stated that the process of sensory perception starts from consumers getting
exposed intentionally or unintentionally to a stimulus in their immediate environment. Then, they direct their attention
to it and sense it with their five sensory organs—eye, ear, Nose, mouth, and skin—-that pass along input signals to
their brain to get processed and interpreted.

Cosmetic packaging that addresses tactile sense is a new marketing scheme for attracting consumers and
influencing their purchase decision. Packaging surface attributes such as sculpting, tapping, and velvet screen
printing on the surface of the package are meant to convey a personality (McDougall .2010). Designers can use
tactile sense to their advantage, especially for designing to attract consumers who are shopping for the product.

There have been several reported studies on conveying personalities in graphic design and packaging design.
Pensasitorn (2013) conducted a study on the graphic design of packaging of convenience goods for seniors. The
objective of the study was to find out the needs of senior consumers and their tastes in design elements of
packaging such as color, illustration, and font. These elements were tested of which personalities they were able to
convey. Another study on the graphic design of men’s cosmetic packaging by Mitcharoenthavorn (2005)
investigated the elements of graphic design such as color, illustration, and font that can convey various male
personalities. A study by Chavalkul (2003) focused on using space to convey personalities; namely, the conveyance
of different personalities are dictated by different arrangements of 4 main space elements: figure and ground, shape,
composition of shape and frame, and structure. Focusing on color and shape elements of packaging design,
Thiangthangtum (2013) investigated their uses to convey personalities perceived by consumers of functional drinks.

All of the studies cited in this subsection investigated how design elements convey the personality of a product
from the point of view of visual perception, but no studies have been conducted yet from the point of view of tactile
perception.

We were interested in this aspect of design and our research question was “what consumers’ feelings do
textured surfaces on compact cases of cosmetic powder evoke?”

2. Literature review

The concept used in this study is a theory of sensory marketing. Sensory marketing covers product design,
ambient store design, and marketing communication that targets the five senses: sight, sound, smell, taste, and
touch. These integrated sensed features can evoke the hidden memories of consumers such that they may perceive
a product as distinctive from other products in the market Toempornpukdiku, et al. (2013).

Tactile senses of a packaging influence consumers’ perception of the product. The feelings that consumers
experience can influence their assessment of the product; therefore, sales clerks often encourage customers to
touch the packaging of a product so that they may fall in love with or feel confident about the product and will be
more likely to make a purchase (Marlow and Spence. 2011).

Types of personalities

From a review of relevant literature, the authors collected and grouped words are denoting different types of
personalities for describing the perceptions of our target group. These words were mostly collected from the
following four sources.

The first source is a work of Aaker (1997). Aaker created a brand personality scale based on established
psychological theories, a personality scale used by marketers, and a qualitative research study on personality trait.
His scale delineates personalities into 42 descriptive adjectives, grouped as five dimensions: sincerity, excitement,
competence, sophistication, and ruggedness. Our study used 3 of the five dimensions that well suit a study on
cosmetic packaging.

The second source is a work of Chavalkul (2003). This work was based on the idea of using elements of design
to convey types of personalities.

The third and fourth sources are works of Choi (2006) and Chen (2009). They investigated the effects of textures
of paper and plastic on consumers’ feelings and their satisfaction toward the materials. Specifically, Choi's work
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involves a systematic approach to Kansei factors of tactile sense regarding surface roughness, while Chen’s work
involves tactile testing and characterization of packaging materials.

3. Methodology
Pilot study

This pilot study was conducted to find out the answer to this research question: “what consumers’ feelings do
textured surfaces in compact cases of cosmetic powder evoke?” The following are descriptions of the steps of the
study, participants, packaging samples and questionnaires used.

Steps of the study

At first, we tried letting the respondents look at the packages while touching them, but it turned out that the
words they used to describe their feelings were overwhelmingly influenced by the packages’ visual appearances.
Therefore, in the real test, the respondents were not allowed to see the packages—they were covered by a box—and
the following steps were taken:

1. The two sample groups, who we fully expected to be able to give meaningful feeling words because of their
quality described in Section 1.1 (Participants), were asked to touch without seeing the surfaces of 20 different
product packages whose number and variety were large enough to be fair representatives of all of the available
packages of this kind in the market, as described in Section 1.2 (Packaging samples);

2. They were asked, first, to describe their feelings in their own words toward the textured surface of each
package in Part 1 of the questionnaire (shown in the Appendix) and then choose among 31 physicality and abstract
feeling words we provided in Part 2 of the questionnaire; this exact order of reporting ensured that all of the feeling
words collected would truly reflect both the feelings that the respondents were able to report in their own words and
meaningful words that they might have not usually used in their daily lives but recognized when they were presented
to them,

3. All of their responses were recorded and grouped, with respect to different personality words, to each textured
surface were determined.

Participants

Two sample groups were studied: a group of 25 young females with an art-and-design-based background
and another group of 25 young females with no such background. The first group was students in the Faculty of
Architecture, King Mongkut's Institute of Technology Ladkrabang, Thailand, while the second group was students in
the Faculty of Engineering, Science, Agriculture, and Education (Japanese major) of the same university. The
reason for including only young females, at the ages of 18-22 years, was that they were more familiar with compact
cosmetic powder products.

Packaging samples

There were three groups of 20 packaging samples of cosmetic powder investigated in this study, grouped
according to different types of textures on the surface of the compact cases. These samples had either a high-relief
texture pattern on their packaging surface made by molding or a very low-relief texture pattern made by printing
after molding or a smooth surface made by molding.

All of these types of surfaces were produced by two kinds of technologies: molding and printing. Molding is done
by using two types of molds—plain and sculpted. A plain mold is used for producing compact cases that have a
smooth surface. A polished or plain waxed mold gives a glossy surface while a sand-blasted mold gives a dull
surface, but a sculpted mold can produce a surface with a high-relief texture pattern. A surface of a compact case

125



Ritnamkam, S., & Chavalkul, Y., / 7"AcE-Bs2016Taipei, Taiwan,09-10 Apr. 2016 /E-BPJ, 1(3) August 2016 (Pp.123-131)

produced from any kinds of molds can be further decorated by printing. Silk-screen printing not only shows an
illustration or text visually, but the printed illustration or text can be felt as a low-relief texture pattern when touched.
These 20 compact cases were selected because they had different surface textures and because their textures

were on a horizontal surface such as the surfaces of the caps of jar and cases which were easier to sense by touch
than those on a vertical surface such as the surfaces of bottles and tubes. The surface of the first type of compact
cases was made by sculpted molds. Eight compact cases of this type were tested: compact cases No.1-8. They are
shown in Fig. 1 and briefly described here:

No.1 had a small and short pattern on the surface with repeated subpatterns;

No.2 had straight edges and grids with repeated subpatterns;

No.3 had curved edges and grids with repeated subpatterns;

No.4 had repeated subpatterns;

No.5 had a medium relief surface with a symmetrical pattern;

No.6 had a high-relief surface and a small, long, and symmetrical surface pattern;

No.7 had a high-relief surface and a large free-shape pattern;

No.8 had curved edges with repeated subpatterns.

15.

Fig. 1 Pictures of compact cases investigated in this study
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The surface of the compact cases of the second type was made by common molds and printing. Two cases of
this type were tested: small cases No. 19-20.

The surface of the compact cases of the third type was made by plain molds. Ten cases of this type were tested:
small cases No.9-15 that had a glossy surface and compact cases No.16-18 that had a dull surface.

Fig. 2 The box where each test package was hidden in from sight

Fig. 3 The site where the survey was made

Questionnaires

Two questionnaires were used in this study: the first questionnaire collected the demographic information of the
respondents and the second questionnaire evaluated the feelings of the respondents evoked by different surface
textures. The second questionnaire consisted of 20 tables, each corresponding to one of the compact cases
investigated. The tables were the same except for the heading which was the label of each small case. An example
of these tables is shown in the appendix; it is the table for small case #1. As can be seen, the tables consisted of 2
parts. Part | was for the respondents to describe their feelings in their words which were written down by one of the
authors while the respondents were touching the compact cases, and Part Il was for the respondents to tick some
feeling words from a provided set to describe their feelings from which more than one word can be chosen. The
provided set of feeling words consisted of the following: 9 adjectives from Chen’s study (Chen.2009)—roughness,
softness, slipperiness, sensual, sophisticated, playful, pleasurable, precious, and premium; 5 adjectives from
Kyungmee Choi’s study (Choi.2007)—solid, Glittery, smooth (physical), mature, and innovative; 12 adjectives from
Aaker's study (Aaker.1997)—daring, exciting, spirited, cool, young, imaginative, unique, up-to-date, charming,
smooth (abstract), masculine, and rugged; and five adjectives from Yoda's study Chavalkul (2003)—formal, simple,
delicate, glamorous, and feminine. The reason that we chose the 14 feeling words from Chen’s and Choi's studies
was that the objectives of their studies were similar to ours in that all of us wanted to find out the consumers’
feelings toward surface textures, while the reason that we chose the 12 feeling words from Aaker’s study was that
these words were proven to be well-suited for describing cosmetic packaging, and the reason that we chose the 5
adjectives from Yada’s study was that these words capture the feelings toward visual design elements that were not
conveyed by those from the 3 studies above. All of these 31 feeling words comprised a spectrum of words from
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words that describe basic feelings of physicality to words that describe abstract feelings. These words are the
following: roughness (physical), softness (abstract), slipperiness (physical), sensual (abstract), sophisticated
(abstract), playful (abstract), pleasurable (abstract), precious (abstract), premium (abstract), solid (physical), glittery
(physical) , smooth (physical), mature (abstract), innovative (abstract), daring (abstract), exciting (abstract), spirited
(abstract), cool (abstract), young (abstract), imaginative (abstract), unique (abstract), up-to-date (abstract), charming
(abstract), smooth (abstract), masculine (abstract), rugged (physical), formal (abstract), simple (abstract), delicate
(abstract), glamorous (abstract), feminine (abstract). They are most appropriate answers to our research question,
“what consumers’ feelings do textured surfaces in compact cases of cosmetic powder evoke?”

o o=0o"

4. Results

This section reports the feeling words and specific textures that are the answers to our research question, “what
consumers’ feelings do textured surfaces in compact cases of cosmetic powder evoke?” The section is divided into
two parts: Part | reports feeling words that the respondents expressed in their words and Part Il report feeling words
toward textured surfaces that the respondents picked out from the provided set.

The details of Part | of this section concerns the feeling words toward the textured surfaces that the respondents
expressed in their words. It turned out that the respondents were able to describe their basic feelings of physicality
and complex feelings toward the surfaces of every type freely. The words that they used are reported below.

For the first type of textures, the words that the respondents used to describe their basic feelings of physicality
were relief, low relief, high relief, bumpy, and even, while the words that they used to describe their abstract feelings
were gentle, cheerful, childlike, adolescent, cute, agile, seductive, strong, secure, busy, ultramodern, appealing,
interesting, sentimental, working woman, uncomplicated, tender, natural, health-conscious, chic, tasteful, warm,
beautiful, stylish, costly, slick, confident, cherished, informal, and repeating.

These words could be grouped further into 3 sets: the first set consisted of the following words that convey child-
like characteristics—cheerful, childlike, adolescent, cute, uncomplicated, gentle, sentimental, cherished, tender, and
informal; the second set consisted of the following words that convey adult-like characteristics—agile, ultramodern,
working woman, tasteful, tasteful, confidence, seductive, appealing, interesting, strong, secure, repeating, busy,
warm, stylish, chic, health-conscious and slick; and the third set consisted of the following words that cannot be
grouped into the first two sets—natural and costly.

For the second type of textures, the word that the respondents used to describe their basic feelings of physicality
were a low relief, while the words that they used to describe their abstract feelings were childlike, adolescent,
interesting, strong, costly and sweet. These words could be grouped into two sets: the first set consisted of the
following words that convey child-like characteristics—childlike, adolescent, strong, and sweet; and the second set
consisted of the following words that cannot be grouped into the first set-interesting and costly.

For the third type of textures, the word that the respondents used to describe their basic feelings of physicality
was even, while the words that they used to describe their abstract feelings were uncomplicated, costly, indifferent,
slick, secure, strong, adolescent, childlike, interesting, working man, tender, stylish, warm, comfortable, priceless,
easy-going, feeling good, meticulous, full bodied, agile, cute, luscious, flexible, and manly. These words could be
grouped further into 3 sets: the first set consisted of the following words that convey male characteristics—
uncomplicated, indifferent, secure, strong, working man, warm, comfortable, easy-going, feeling good, meticulous,
full bodied, and manly; the second set consisted of the following words that convey female characteristics—slick,
tender, priceless, agile, cute, luscious, stylish, and flexible; and the third set consisted of the following words that
cannot be grouped into the first two sets—costly, adolescent, childlike, and interesting.

The details of Part Il of this section concerns three types of textures that evoked different respondents’ feelings
that they expressed with words chosen from the provided set.

The first type of textures consisted of textures with high-relief patterns on the surfaces of Compact cases No.1-8.
All of the textures were able to evoke basic feelings of physicality and complex feelings. Specifically, the feelings
evoked by the surfaces of Compact cases No.2, No.6, and No.8 were described by all of the 31 words in the
provided set; those evoked by the surface of Compact case No.1 were also described by all of the words in the set
except formal; those of Compact case No.3 were described by all of the words in the set except structured and
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smooth; those of Compact case No.4 and No.5 were described by all of the words in the set except spirited,
masculine, and rugged; and those of Compact case No.7 were described by all of the words in the set except
rugged.

The second type of textures consisted of textures with very low-relief texture pattern on the surfaces of Compact
cases No.19 -20. All of the textures were able to evoke basic feelings of physicality and complex feelings. The
feelings evoked by the surface of Compact case No.19 were described by all the words in the set except cool and
rugged; those of Compact case No.20 were described by all of the words in the set except innovative, daring,
masculine, and rugged.

The third type of textures consisted of textures on a glossy surface of Compact cases No.9-15 and textures on a
dull surface of Compact cases No.16-18. All of the textures were able to evoke underlying feelings of physicality and
complex feelings. The feelings evoked by the surface of Compact case No.17 were described by all of the 31 words
in the provided set; those evoked by the surface of Compact case No.9 were described by all of the words in the set
except rugged; those of Compact case No.10 were described by all of the words in the set except sophisticated,
masculine, and rugged; those of Compact case No.11 were described by all of the words in the set except
roughness, innovative, and rugged; those of Compact case No.12 were described by all of the words in the set
except playful and masculine; those of Compact case No.13 were described by all of the words in the set except
innovative and imaginative; those of Compact case No.14 were described by all of the words in the set except
playful, innovative, and rugged; those of Compact case No.15 were described by all of the word in the set except
rugged; those of Compact case No.16 were described by all of the words in the set except rugged; and those of
Compact case No.18 were outlined by all of the words in the set except sophisticated, playful, exciting, and rugged.

5. Discussion

The results of this study agreed well with the theory of sensory marketing [ref] in that touch sense can actually
evoke particular feelings toward a product. However, there were several feeling words obtained from this study that
were quite different from those reported by Aaker (1997), Chavalkul (2003) , Choi (2006) and Chen (2009) probably
because words that express feelings by young people in modern time, experiencing newer lifestyle, may be different
from those popular in the times of the mentioned studies. For example; new expression that researcher has found
out are agile, seductive, chic and easy-going. One limitation that can be improved in future study is the method to
hide a package from the respondents’ sight while they were feeling its surface texture. The hiding box that was used
did not conceal the package in a foolproof manner: it was possible that some respondents could take a quick peek
at the package inside if they intended to. A better hiding method should not allow this possibility. A fruitful and
confirming subsequent future study would be to apply this study’s methodology to products for men and male
respondents. We can foresee a possibility that future consumers may be able to identify a product by touching the
surface texture on its packaging alone.

There were several limitations to this study, namely: 1) the mood of each participant right before they were giving
responses to the survey that strongly affected the feeling words that they reported could not be controlled; this factor
is needed to control by adjusting the emotion of the respondents. Somehow relaxing is the choice. 2) the length of
time of the survey might be too long for some respondents such that they might become too tired to keep their later
responses consistent with their earlier ones or with the responses of the respondents who did not feel as tired; the
respondents are offered to take a break while doing the response if they get tired and 3) there were textured
packages in the market that were not included in this study and that might evoke new feeling and effect new feeling
words.

6. Conclusion

From all of these results, conclusions can be made as follows: type 1 surface was the easiest for the
respondents to describe their feelings toward because its protruded patterns were easily felt, while type 3 was the
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second easiest to feel because its patterns were coarse and smooth, but type 2 was the least easy to feel because
the printed textures were only slightly protruding; furthermore, every respondent was able to report physicality
feeling words toward all of the packages but only some of the non-design student respondents were able to report
abstract feeling words while all of the design students were able to expressed their abstract feelings freely.

This study aimed to obtain words that express the respondents’ feelings toward products of which the
packagings were sensed solely by touch. The main results are as follows: tactile sensation of a textured surface
could truly evoke different consumers’ feelings; and both the words that describe basic feelings of physicality and
the words that describe abstract feelings were successfully expressed by the respondents, but the respondents who
had an art-and-design-based background were able to express their feelings in a wider range of words than those
who did not have it.
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Appendix

Questionnaire for a pilot study entitled “The influence of textured surfaces of cosmetic packaging on
consumers’ feelings”

Research question: “what consumers’ feelings do textured surfaces on compact cases of cosmetic powder
evoke?”

Types of query: Part 1 consists of questions about demographic data while Part 2 consists of questions about
feelings toward the textured surface

Instructions: Participants are asked to tick one or more boxes that describe their feelings toward a textured surface
that they have touched without seeing it.

Part 1: Demographic data

Female; Age ... years; Faculty of ...; Major ...; Year in college ...; has an art-and-design-based background; has no
art-and-design-based background

Part 2: Feelings toward the first to the 20t specimen of textured surfaces

The 1st textured surface touched without being seen
Part | Describe your Part Il Choices of feeling words
feelings in words
[ ] Roughness Daring
[ ] Softness Masculine
| Slipperiness Exciting
| Sensual Spirited
Simple Cool
Sophisticated Young
Delicate Imaginative
Playful Unique
|| Pleasurable Up-to-date
| Precious Glamorous
[ | Premium Rugged
| Solid Charming
|| Glittery Feminine
Smooth (physical) Smoot (abstract)
] Mature Formal
|:| Innovative
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Abstract

This research aims to investigate a distinctive perceptual response between young males and females on graphical
and packaging appearance leading to their buying decision. The research endeavors to reveal distinctive graphical and
formal design factors determining packaging preferences in accordance with the level of cognitive and affective
sensory between genders. The research found that shape, colour, element and principle correspond to young
purchasers’ gender difference. Research tools comprise distinctive visual stimulus set embedded with the
contradictory factors, and questionnaires set to draw perceptual reactions. Sampled respondents are drawn from 19-23
graduate and undergraduate students from Department of Industrial Design and Education.
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1. Introduction

The current mass marketing approach attempts to attract a wide range of customers, which strategy can
hardy succeed due to the existing fierce product competition, and it is due to the fact that a new
generation of consumers hesitates to make decision until their genuine needs are proved to be met. As a
result, in marketing, customers are to be broken down into clusters of specific groups and different
strategies are assigned to each of the groups to gain targeted responsive behavior. Sexual marketing, for
instance, is among existing marketing strategies, which offers alternative to targeted gender, especially in
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the realm of cosmetic products. Nivea body lotion, for example, has long been marketed without taking
gender differences into consideration until recently. The product’s company found that sale figure of
men’s body lotion grew double compared with that of the females’. Obviously, it is worthwhile to take
gender differences as one of the sale strategies to attract both genders as two different markets. According
to Manager Weekly newspaper’s report on Nivea body lotion, the metro-sexual trend continued rising,
making the boundaries of gender products more distinct. Male users of such product grow more than
100%. This indicates that the market of the product is truly of male buyers’, equally to that of females’.
Packaging design is also a crucial factor reflecting the products’ content and identity, which could draw
the potential purchaser’s attention.

Gender perceptual differences on packaging design are thus the prime attention of this research in
terms of cognitive and affective discernments of merchandize. Taking cosmetic packaging design as a
case study, this research attempts to elucidate the determinant of design elements such as color, formal
design, element and principle, on gender differences. It aims to use cosmetic as a case study to test the
difference of preference on packaging design across genders. And finally, the research attempts to derive
a set of different design guidelines for packaging design for both males and females.

1.1. Hypothesis of the research

The research hypothesizes that design elements and principles have a profound impact on gender
differences, especially on their purchasing decision.

2. Theoretical background

Purchaser’s Composition of
perception on: packaging design:
-Element of - Colors
|| |- |-
design "] - Shapes p'q
-Principle of - Graphics
Product typology: design
consumer cosmetics, Y DeRioloff
luxurious cosmetics, purchase [
and impulse of v
purchasing cosmetic Personal attributes. K
e |
= iender Cognitive
742 valuation: >
- Education level B
- Beauty
- Income rate .
g - Identity
- Expertise on arts
and aesthetics
T Recommended
| design
| principles for
: packaging
1 design
1
1 T
! ;
1

Fig.1. Theoretical framework
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This research bases its theoretical foundation on the mainstream Gestalt visualization and perception,
aesthetic perception, principle of packaging design, gender differences, and cosmetic packaging design
principles. The Gastalt visualization and perceptual theory explains an integration of design elements,
which collectively forms complete imagery. The theory also clarifies the visualization process of human
eyes which gather information in accordance with the enclosure, similarity, and proximity property of
space and composition. Not only is the whole of design property perceived simultaneously, the aesthetic
aspects of design perception is also recognized. In line with the Gestalt theory, the human nature of
perception, cognition, and recognition processes are also part of the visual perception procedure,
subjectively or objectively. In this light, taxonomy of identity such as class, positioning, and gender can
be explained by means of presumption as such, and can be applied to the domain of graphical or
advertisement design as well.

An element in packaging design, on the other hand, comprises dots, line, plane, shape, and color. The
specific process for designing should conform to the principles of design, which comprises the doctrines
of compositional arrangements such as harmony, proportion, balance, rhythm and repetition, unity
emphasis, and contrast. Derived from the aforementioned theoretical foundation, the research thus
proceed to its procedural steps by means of theoretical framework formation.

3. Research Methodology

In order to derive a design criteria for cosmetic packaging design—from the differentiation of
packaging perception and preference across genders—the research intends to conduct a stimuli-response
type of inquiry on both functional and aesthetic/attractiveness aspects of packaging design towards
purchasing decision on both genders. Six steps of research design were planned as follows;

e Step 1: Investigation of differentiation in aesthetic preferences across gender by means of a pictorial-
stimuli—such as color, and formative design—and questionnaire-response approach on a group of
undergraduate s were conducted in 3 universities on both art and non- art majors.

e Step 2: Attempts in utilizing the collected data was taken from stepl to obtain a set of relevant
variables for the steps that follow.

e Step 3: With the DELPHI technique, a set of different packaging pictorial stimuli—with different
color, formal design, element and principle —which were hypothesized as being able to attract both
sexes differently.

e Step 4: Testing of the research tools against the designated target group for perceptual response.

e Step 5: By means of statistical package, the collected data are organized and designed.

e Step 6: A set of packaging design criteria were used in an analysis to find out about patterns that
distinctively attract male and female target groups.

3.1. Sampling frame

Since potential purchasers of cosmetic product are teenagers, 200 undergraduate students, aged 19- 23
years old (of equal proportion on gender) were randomized from three fields of study—mnamely, industrial
education, fine arts, and technical linguistic studies as research samples to gain a wide variety of target
groups being with and without art expertise within the designated age range of the sexes.

3.2. Research tools

Two sets of questionnaires and pictorial stimulus are designed to solicit response from the sampled
respondents on two aspects, namely, the aesthetic preference, and the packaging formative design
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perceptions. Both sets of questionnaires comprises two sections: the personal attributes—such as gender,
age, education level, income and expertise on arts—and the responsive scaling against the pictorial
stimuli. The second part of the first questionnaire consists of questions responding to the first set of
pictorial stimuli which focus on the general artistic aesthetic perception. The second part of the second set
of questionnaire involves questions regarding different forms of packaging design for both sexes. Both of
the pictorial stimuli are also designed in accordance with variables derived from theoretical background
and the results from the DELPHI methods.

3.3. Data collection procedure

The first questionnaire was applied in the sampling groups to derive the first set of information through
which the second set of questionnaire is based. A simple random sampling technique is applied to select
a 200 samples from the designated sampling frame. Information was thus collected by using both sets of
questionnaires on two different survey schedules at King Mongkut’s Institute of Technology Ladkrabang.

3.4. Data analysis

Collected information is analyzed by using the SPSS statistical package to obtain associative and
correlative information regarding different types of design features and genders to draw final
recommendation with regard to design criteria for specific gender.

3.5. Research experiment

This research is to take factors of packaging design which is conceptual variation analyzing to
operation variable in order to apply to use in research. From reviewing literature, the researcher analyze 4
factors of packaging design which are geometrical shape, color, shape and elements and principles. The

details of each factors are as follow.

Table 1. Showing indicators of geometrical shape

1021

No. factors indicators No. indicators
5.

- A horizontal rectangle

1. geometrical cubic shape

shape

trapezoid shape 6 pyramid shape

vertical rectangle 7. free shape

cone shape 8. ‘ sphere shape

c-|up
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Table 2. Showing indicators of shape

No. factors indicators No. indicators
1. shape square shape with wide 9. round spray bottle
. on top pump bottle
2. free shape curved and rounded 10. round shape concave neck spray bottle
‘ pump bottle
3. free shape with long concave 1. long rounded roller bottle
flip bottle
4. square shape with 12. roller round and short cover bottle
central- rounded flip bottle
S. ' short round cone bottle 13. l square shape with spray cover bottle
6. ' long round cone shape bottle 14. i free shape spray bottle
7. square shape with wide on top 15. . polyhedron pot
flip bottle
8. free shape with long concave 16. . sphere pot
flip bottle

Table 3. Showing indicators of packaging color

No. factors indicators No. indicators

1. colour cool tone 4. contrast tone

harmony tone 6. 1= Nemplementary tone (white)

2. . warm tone 5. Nemplementary tone (black)
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Table 4. Showing indicators of elements and principles

1023

No. factors indicators No. indicators

1. Element straight line 5. intersect line
and
principle

2. e \  curve line 6. movement lines

3. symmetry shape 7. diagonal squares

4. asymmetry shape 8. curve shape

3.6. Questionnaire

This study is to measure respondent perception level corresponding to picture stimuli in difference
factors of packaging which are attracted respondents of both sexes and in difference factor of element and
principle. Research tool is questionnaire comprising 30 pictures. Semantic differential divided into 5
levels is used in this study. Respondents see those 30 pictures and distinguish between male and female
representation rating 1 (represent low level of male and female) to 5 (represent high level of male and
female) and 0 represent non male and female. For the convenience of investigation, prior to any inquiry
stage, cosmetic products are categorized into three lines of merchandizing as follow. Consumer cosmetic
products include:

e Skin cleanser products: Body cleanser product, such as shower cream; Facial cleanser product, such as
facial foam.

e Skin care products: Body/ skin care product, such as body / skin lotion; Facial skin care product, such

as moisturizing cream.

Perfume and other: Fragrance agents such as deodorant.

Hair care product: Shampoo and conditioner.

Luxurious and impulsive cosmetics.

Fragrance: Perfume, cologne.

Hair treatment product: Hair gel.

Table 5. Applied semantic differentia

picture male applied semantic differential female

5 4 3 2 1 0 1 2 3 4 5

4. Research findings and discussion

The research would like to study the factor of the packing image which effect the female and male in
the product. The research study with target group in visual perception of geometrical shape, shape, color,
and graphic. The factor in visual perception of the geometrical shape which is represented the most of
female. The research found that, The geometrical shape which is represented of female ordered from most
to least is a free shape cone shape and sphere shape respectively, and the result of the study show standard
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deviation at 2-3 which means that respondents express the same idea. The information are shown in Table
5.

4.1. The factor in visual perception of the geometrical shape which is represented the most of male

The research found that, The shape which is represented of male ordered from most to least is the
cubic shape A vertical rectangle A horizontal rectangle and trapezoid shape respectively and the result of
the study show standard deviation at 2-3 which means that respondents express the same idea as shown in
the Table 6.

4.2. The factor in visual perception of the geometrical shape which are not represented of female/
male

The research found that, the shape which is not represented of female and male is a pyramid shape (
X=6.53) and the result of the study show standard deviation at 2 which means that respondents express
the same idea as shown in the Table 7 below.

4.3. The Factors for packaging design representing female by shape

This part is to testify that between male and female, how respondent have perceptual react to shape of
packaging and to take the result of the study to design the shape of packaging. For comparing means, the
result found that the shape of packaging showing the female arranging in ascending order are free shape
curved and rounded pump bottle (X=8.30), free shape spray bottle ( X=7.66), long round cone shape
bottle( X= 7.29), round shape concave neck spray bottle( X=7.29) , and free shape with long concave flip
bottle( X=7.28 ). The result of the study show standard deviation at 2-3 which means that respondents
express the same idea. The information are shown in Table 8.

4.4. The factors for designing perception of male packaging shape

This part of research is to testify respondents’ perception of male and female to different packaging
shape and to compare means. The result of the study is that shape which is represented male arranging in
ascending order are free shape with long concave flip bottle( X=3.90 ), long rounded roller bottle(
X=4.26), square shape with central- rounded flip bottle( X=4.57), short round cone bottle ( X=4.91),
roller round and short cover bottle( X=5.27), square shape with spray cover bottle( X=5.45), round spray
bottle( X=5.52), square shape with wide on top flip bottle( X=5.53), and square shape with wide on top
pump bottle( X=5.74). The result of the study show standard deviation at 2-3 which means that
respondents express the same idea. The information are shown in Table 9.

4.5. The Factors for packaging design which is not refer to male and female packaging shape

This part are to testify that between male and female, how respondent have perceptual react to shape
of packaging and to take the result of the study to design the shape of packaging. For comparison means,
the result found that the shape which are not refer to male and female are polyhedron pot( X=6.95),
sphere pot ( X=6.11) The result of the study show standard deviation at 2-3 which means that respondents
express the same idea. The information are shown in Table 10.
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4.6. The Factors for color packaging design representing female

In this part, the research is to testify respondents’ perception of different color in male and female
packaging and to compare means. The result of the study is that color which is represented female
arranging in ascending order are warm tone ( X=8.21), nemplementary tone (white) (x=7.83) The result
of the study show standard deviation at 2-3 which means that respondents express the same idea. The
information are shown in Table 11.

4.7. The Factors for color packaging design representing male

In this part, the research is to testify respondents’ perception of different color in male and female
packaging and to compare means. The result of the study is that color which is represented male
arranging in ascending order are nemplementary color (black) ( X=2.54),cool color (x=2.96), contrast
color( X=4.03), harmony color( X=4.96) The result of the study show standard deviation at 2-3 which
means that respondents express the same idea. The information are shown in Table 12.

4.8. The Factors for element and principle packaging design representing female.

This part is to testify respondents’ perception of graphic in male and female packaging and to compare
means. The result of the study is that element and principle which are represented female arranging in
ascending order are symmetry shape(x=9.32), curve shape(x=8.89), symmetry shape (x=8.12), curve
line(x=7.92). The result of the study show standard deviation at 2-3 which means that respondents
express the same idea. The information are shown in Table 13.

4.9. The Factors for element and principle packaging design representing male

This part is to testify respondents’ perception of graphic in male and female packaging and to compare
means. The result of the study is that element and principle which are represented male arranging in
ascending order are diagonal squares. (x=3.67), straight line(x=4.08), intersect line (x=4.25). The result of
the study show standard deviation at 2-3 which means that respondents express the same idea. The
information are shown in Table 14.

4.10. The Factors for packaging design which is not refer to male and female in elements and
principles

This part is to testify respondents’ perception of graphic in male and female packaging and to compare
means. The result of the study is that element and principle which are not represented male and female
arranging in ascending order are movement line (x=6.29 The result of the study show standard deviation
at 2-3 which means that respondents express the same idea. The information are shown in Table 15.
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Table 6. Factor in visual perception of arts in geometrical shape which is represented female

No. picture Male applied semantic diferential female
5 4 3 2 1 0 1 2 3 4 5
H o & G & ©O© O @& © a0 Jan

free shape

K=744/SD=2.87

cone shape

X=7.19/SD=293

sphere shape

X=7.08/SD=2098

o> ¢

Table 7. Factor in visual perception of arts in the geometrical shape which is represented of male

No. picture Male applied semantic differential female

T4 N8 \ < 2N PR, | Ty, 3\ |4 5
Hm» o 6@ 6 . 0O © O 0 day

cubic shape

X=3.26/SD =237

—_

A vertical rectangle
X=4.10/SD =2.76

w

A horizontal X=4.83/8SD =257

rectangle

trapezoid shape

X=5.68/SD=3.04

W




Siripuk Ritnamkam and Nopadon Sahachaisaeree / Procedia - Social and Behavioral Sciences 50 (2012) 1018 — 1032 1027

Table 8. Factor in visual perception of arts in the geometrical shape which are not represented of female and male

No. picture Male applied semantic diferential female

5 4 3 2 1 0 1 2 3 4 5
H o & @& 6 © O ©® O Jdy day

6.
pyramid shape
. X=6.53/SD=2.82
Table 9. Factors for perception of female packaging shape
No. picture male applied semantic differential female
5 4 3 2 1 0 1 2 3 4 5

H @ 6 @ 6 ©. 0O © © Jao Jay

2.
free shape curved and
rounded pump bottle X= 8.30/SD=2.77
14.
fré shaewsnty, X= 7.66/SD=2.66
bottle
6.
long round cone X=17.29/SD=2.88
shape bottle
10.

r round shape concave ;2 7.29/SD=2.92
i neck spray bottle

8.
free shape with
Qiycorofs X=7.28/SD=2.86

flip bottle
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Table 10. Factors for designing perception of masculine packaging shape

No. picture male applied simantic differential female
5 4 3 2 1 0 1 2 3 4 5
» @ 6 & G ©e6 O ©® © G «dy
3.
free shape.w1th long <= 3.90/SD=2 .66
concave flip bottle
11.
long rounded roller
bottle X=4.26/SD=2.97
4.
square shape with
central- rounded flip X=4.57/SD=2.78
bottle
5.
short round cone
bottle X=4.91/SD=2.97
12.
roller round and
short cover bottle X=5.27/SD=3.17
13.
square shape with
spray cover bottle X=5.45/SD=3.43
9.
round spray
bottle X=5.52/SD=3.07
7.
square shape with
wide on top flip bottle X=5.53/SD=3.07
1.
square shape with wide
X=5.74/SD=3.63
on top pump bottle
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Table 11. Factors for packaging design which is not refer to male and female packaging shape

No. picture male applied semantic differential female
5 4 3 2 1 0 1 2 3 4 5
»m o & & 6 6 O & O Jdoy dan

15.
. polyhedron pot X=6.95/SD=3.04

sphere pot X=6.11/SD=2.83

Table 12. Factors of respondents’ color perception of packaging representing male

No. picture male applied simantic differential female
5 4 3 2 1 0 1 2 3 4 5
“»m @ & G & e O & O Jdo «dan
2.
warm tone (pink) X=8.21/SD=2.68
6 |5}
l ‘ nemplementary tone X=7.83/SD=2.61
(white)

Table 13. Factors for color packaging design representing male

No. picture male applied semantic differential female
5 4 3 2 1 0 1 2 3 4 5
H @ & @& G e O ® O a0 day
5.
. nemplementary tone X=2.54/SD=2.40
I.
. cool tone X=2.96/SD=2.0
4.
. contrast tone X=4.03/SD=2.46
3.
harmony tone X=4.96/SD=2.64
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Table 14. Factors for element and principle packaging design representing female

No. picture male applied semantic differential female
5 4 3 2 1 0 1 2 3 4 5
H @ 6 @»H & 6 O & © Jdo day
3.
symmetry shape X=9.32/SD=2.01
8.
curve shape X=8.89/SD=2.52
4. asymmetry shape
X=8.12/SD=2.71
2 o
1 ) ’3/‘; p— X=7.92/SD=2.50
B

Table 15. Factors for element and principle packaging design representing male

No. picture male applied simantic differential female
3 4 3 2 1 0 1 2 3 4 5
H @ 6 @ 6 e O 6 O G Jday

7. “"' P

= diagonal squares

\ X=3.67/SD=2.35

straight line X=4.08/SD=2.57

intersect line
X=4.25/SD=2.57

Table 16. Factors for packaging design which is not refer to male and female element and principle

No. picture male applied simantic differential female
5 4 3 2 1 0 1 2 3 4 5
@m0 & @ 6 © O ® @ Jdo day

) X=6.29/SD=3.0
movement lines .
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5. Conclusion

This research aims to found identity of packaging which are represented of female and male on a case
study of cosmetic packaging design. This research aims to investigate the distinctive perceptual response
between young male and female on graphical and packaging appearance leading to their buying decision.
The research endeavors to reveal the distinctive graphical and formal design factors determining
packaging preferences in accordance to the level of cognitive and affective sensory between genders. And
finally, the research recommends a set of design guidelines for cosmetic packaging—color, shape,
element and principle—responding to young purchasers’’ gender differences. Research tools comprise a
set of distinctive visual stimulus embedded with the contradictory factors mentioned earlier, and a set of
corresponding questionnaires to draw perceptual reactions from respondents of both sexes. Sampled
respondents are drawn from a group of graduate and undergraduate students, 19-23 years of age, within
the KMITL department of industrial design and education to control differences between educational
backgrounds and artistic experiences. The research finally suggests a set of differentiating packaging
design guidelines in accordance with the research findings for paradigmatic purposes.

5.1. Suggestions for packaging design for male

The characteristic of packaging shape are different as follow; long concave flip bottle, long rounded
roller bottle, square shape with central- rounded flip bottle, short round cone bottle , roller round and
short cover bottle, square shape with spray cover bottle, round spray bottle, square shape with wide on top
flip bottle, and square shape with wide on top pump bottle. The color for designing are Nemplementary
tone (black), cool tone (blue), contrast tone and harmony tone. The appropriate elements and principles
are diagonal squares. Straight line, intersect line

5.2. Suggestions for packaging design for female

The characteristic of packaging shape are different as follow; are free shape curved and rounded pump
bottle , free shape spray bottle, long round cone shape bottle, round shape concave neck spray bottle , and
free shape with long concave flip bottle. The color for designing are warm color (pink) cool ,
Nemplementary color (white). The elements and principles are symmetry, curve shape ,asymmetry and
curve line.
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