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NAPASORN LIMCHAIYAWAT :EFFECTIVENESS OF PACKAGING GRAPHIC
DESIGN ON CONSUMERS :THESIS ADVISOR : ASST.PROF.RATAYA TOKAVANICH,
118 pp. ISBN 974-17-3228-7 .

The objectives of this research were to measure the effects of Packaging graphic design in the following
topics: attractiveness, interesting, likeness and purchase intention of juice packaging. An experimental design was

used to test data from 120 subjects aged between 20-39 years old.

The finding indicated that :

1. There are significant difference between illustrated package and no-illustrated package in terms of

attractiveness, likeness and purchase intention .

2. There are significant difference between package with more proportion of illustration and package

with more proportion of text in terms of attractiveness and likeness .

3. There are significant difference between package which shows the whole illustration and which only

shows part of illustration in terms of attractiveness, interesting, likeness and purchase intention.

4. There are no difference between package which uses photographs as an illustration and which uses

graphic as an illustration in terms of attractiveness, interesting, likeness and purchase intention.

Department...Public..Relations..... Student’s signature....................L
Field of study...... Advertising...... Advisor's signature...............cooee.

Academic year......... 2002..........
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31 : Briston & Neill,(1972).Packaging Management. London ,Gower Press Limited,p.3.
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Business Books,p.9.
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993 UNIN (Arntson,1997)
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ANUNNeNgennaadllluiAn1ALaiL (Kepes ;1969 : Zakia,2000)
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AANTNNg tnglduananangn Gestalt (H1RINATBLEATHL YHILDE NIWTINVINUNA) il

U o al % 1 |ai 1 o o o [ a
AuLnla ‘Emﬁmmmmﬂiummmmﬂu N1apTaNAuuANNNEILAER

= o

PANANING Gestalt NAail

Closure
A a @ ! dl dl a 1% Z// 1 c ay a IS
Ao maEsdnludeunatavall Weduiniulianysnl nednfdusinaaziinng
FNNW visadamausine ldanysnisaefed AnnsFne2ed Heimbach uaz Jacoby Nuans
il llanysniagheanananlawaznisszaniaienaesiis lnaldunndiuuy

anysndvize winlAuazdnlaegnsdnay Tnaniinisnaassutiadu 2 ngn nquusn winlaeon

|
oAl

dld c a I % d‘ o | 2 1 i
NHAIMNANLITTU LL@ﬁ@ﬂﬂ@‘NﬂtiﬂﬂNImqumﬁ]ﬂ’ﬂﬂl\ﬂﬂ’]ﬁl@'ﬂﬂ N@ﬂﬁ‘ﬁﬂ{]')’] ﬂm\IVIQI"&Iqu‘lM

q

cY = = o i = oy
m\l‘];l]?muu Nﬂ'ﬁ?:@ﬂﬂﬂim'ﬂmqimN’]ﬂﬂqqﬂ@qNV}@I"NquLLU']J@N‘]?I]?MEN

34 % (QUNUNIND 2.5)

Groupin
A d|9/ a = v VY 1 I ! 1 G| !
AR ﬂ’]'iVIQU?TJ’]ﬂﬂJﬂ’]ﬁ‘?Ug‘ﬂ'ﬂNﬂ@ﬁ]’N‘]ﬁﬂﬂN’mLLUULﬂuﬂZp\I {1NN23 ﬂW‘ELLUQLﬂ“LAZWW]

Tandnaa Gestalt lunnsandayaiiungu Usznavsag Proximity , Similarity L&z Continuity ()
WA 2.5)
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Tudauaainisdn L‘I’j‘ﬂﬂﬂ WAazNIaaNULLNIWAN ﬁ’s%? ATUAR N1TAARIUARINTINLATRIN
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184 (Figure and Ground) Aa n7tudaidqunvnanlaldidudiuaasninvizedlamfsiesnis

I
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unaue MWduldedsdniau (Figure) i tannlddumin  andafnldldd Aty duaaain
wA3 (Ground) Nazlaiwiuliiinlidn uw n1slddmaue) unumdseeniseanuuiaunswiin
(AUHWNIND 2.5)
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Milunnseanuuueuns Wi nvizanseenuuLnaWANUULsIqAs FasAiledanis
o Y % v a 3| o o/ dl ] g’/ o Y v v o a a
Sufuazanudinlavesdisinalud A Wekuduneuaasnisiuiud fuslnaaviin

=R =l 1 = A a) [ QI v \ ’ 1 1
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WHININWG 2.5 1 NMeARsELLNMPFLFANIMANTeY Gestalt (Gestalt Principle of

Organization)

GROUPING
Proximity - e & e
e & &
& @ @
e © ©
Similarity
Continuity
CONTEXT
Figure and
Ground

fun Adapted from Assael,H.(1898). Consumer Behavior and Marketing Action{6th ed).

Cincinnati, OH : South-Western College,p.226.
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N15ANLUUNIINANLULFTIAUNNILANNNNAMUNITAAANLANNAIAALA AN

o o o0 &
dula AnutauLaznIIAndulada (Marketing Aesthetics)

|
o

v
WANN9EAIARILE lwaARnsilaqiiy. In1sWmuianuuIAaNnAaNTTRLAY

q

Aostlsrlemives@udniduanne llgnisaiimsdudi usiilaqriunisudedunienisnans

' v ¥ s Ay a VYo s v o ) A ~
yadulinisiulszaunisninssdfisinaas lffuandudniii (Sensory Experience) Aan1si

¥ a

fuslnalaiudnaansfaamaluladlve iy Sumefiunuazdiasnimg (Internet and

k1l

VY a %

multimedia) i WELInAa N sodudaiuduA lalunane-fnu isdinwdes dezamdnda

a
] 1 1 |

& =2 Yy A - o = o A
LASNITHANIU  d9ERNADNNLITRNARIANNNTN (Aesthetics) LNHINL 1IN ARLALANNNT

[

vEAINa09gLIInAfEEUAY (Schmitt & Simonson ,1997) (AUNWNINA 2.6)

WHUNNT 2.6 : Focus of Marketing Approaches

' N\
Attributes/ Benefits
. J
s ¢ A
Branding (Names and Associations)
. J
4 ¢ N\

Sensory Experiences (Aesthetics)

11 : Schmitt & Simonson ,1997. Marketing Aesthetics. NY, The Free Press,p.16.

AANNEALRINITAMNNNATUNISTARA

TUBa9U8ININNPUAAINUANIEIRIAIIN “ANNN” NFUADARILAARNIIIHN 18
Tnetinananentnqleeiude Alexander Baumgarten 401891 “Aandana”ilugnanuilanes
=8 v a a 1 1 [~ a‘d‘ U o/ dl 1 G3 dl
NIANEINIAUARINET na1vdduaaninsedaniuFeeusNg wilduEedI89mA
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a3q faflunnsAnenis@vinateinuanEuznnanmilselszaunisaliazaanuianes
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AIUANNINNAUNIIAANA (Marketing Aesthetics) NAAINTATAFIIUAZNNTE198

DNADININTBIBIANT YFDANNNINHTBNFTIAUADY 1iFDINAANIIABIAdusznaLiY &9

Y a a o
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aunaANAgala ArNaula TusRAuAIRUTINGIRANNINTY

AIMNURNELLRSAN ﬁﬂ‘izﬂ’ﬂ‘l.l‘ll’ﬂﬂﬂ')"lN\ﬂNGBﬁUﬂ"liﬁlﬂ']ﬂ

Schmitt & Simonson (1997) NA12EN FENU89ANNINALNTAANA (Marketing
aesthetics) 3NAaNasAUsznall 3 1sznns Aa 1) n1zaanuuulugnuuansinst (Product)
2) N17I9EN19N1IAD413(Communication Research) 3) N1388nLLLAUNING (Spatial design)
11A1189N170 AN UL UNARATUT AZTIBNITHANKNA WALz Uselaailldaas)
. A ] o = a o e A a ¥ all 174
(Function) Aa daunesnuantifuazantlssloqiaaswanioe wratsnig wihinnisldeu

PDINARADIFTTELEN98U AUdauae931uL(Form) A @9Ua41Issan s ILaZNNFRaNILIL

FlNTUNAWANYTELFN 131

] dl A a o dl -&l [ -dl [ [ A 17
dounand Ae NM3dnluGesrasnisdeans dunaiudendnu 2 dnwoy Ae deAnu
dAusinany (The Central message) 7iiludaninuman sadaminudianyluaunsgalavzadn

391918 uardanandauilsznau (The Peripheral message) auineniuavAllsznasaednis

o ¥

4 dgm , 1 @. b NI 13 0 A aud
anansnaudasld (tangential elements) Suiludaaauillinendesiudapqiuidngslve
Tneimsg usanaludsundoaasnliinan1sTemy 1wy douresussannEinianuaula vse

nsldddunazaeen s
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=

4 A dl 1 . . ¥ ] 9 1 !
LACHANILAR N192ANLULNWUNIN(Spatial design) tsznaunag 2 @quLﬂLm AU
& 3

IP398519(Structure) Af NNFRBNULLNUNTIN TIFUAUSAANITNAUAUAINIAIUNIFITINUAAS
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o c

L e , T T 5 X 4 a X A
LATAIUATIANE (Symbolism) AR muﬂummﬂumﬂmﬁmmwuw wpiLllun19eaN LN

o

Faudndanasianuianigiusing i nnseanuuuniaauIin iawAuiand s aune 1

242

T9R9ALTZNBLIIBINNINANANLANIN A IFRMUNUNING 2.7

WELANNT 2.7 ¢ 89A92nataaAd e (The Domain of Aesthetics)

Product and A
Graphic Design Function Form E
S
T
ot Central | Peripheral
Communications H
Message Message
E
T
I
Spatial Design Structure ,'SS/mbolism C
S

111 : Schmitt & Simonson ,1997. Marketing Aesthetics. NY, The Free Press,p.19.

AMNUNUNINAINAAATULHIN ANNNALANIAaIAAZINE TN LN9E91aN
. Y € ) Q § ) )

asAlsznanyianug uAe luwEesresnisaataiuanuatazsiulili giuuy (Form)
damaudauilsznay (Peripheral messages) iazdauniseanuuuiidudyansnd (Symbolism)
petiuaziiinlidn nseenuuunTinuuussAEitenidudonnilaluse@wespneNAIY
n13nanA (Marketing Aesthetics) Fvazdenalifsaanaegala puauwla poutgeuaaily
nisnauauedLlszaIndnda (Sensory Experiences) uaztiagizinainnisindulate tauiin
nsnnaed ldauAtiulunge

o pRpey

Tl Aumsgala(Atiractiveness) Ae AnmuznaNanmiingalagising
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(Wells ,1964) Taailusnudduaisilaziilunistseandaineuidtaas Wells(1964) (cited in
Bearden,Netemeyer & Mobley,1993) @4inn1334afan1snauauasteddi3lnanaulummn
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NedasiumuINAIUNIIRane (Marketing Aesthetics) auiflunisnavauamiadszam

o

Audanesfjiisina (Sensory Experiences) Nazdsnaiamnuaauuaznssindulazalungs

3. WUIAALNEANUNI9Aa’19N19MAA (Marketing Communications)
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©32e
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(Product) 2) 99AN(Price)  3) n13nszang@wAn(Distribution)  way 4) NN9404N7

(Communications) (Russell & Lane,1999)
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1
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A1dnyhe n1etlaundy (feedback) anfFuansdanavludsddeansdnnuiilfnsansaansy

dslilaginals (Schiftmann & Kanuk,1997) (AuNunIwi 2.8 Usznaw)
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WEUNINT 2.8: LULAIA8IUAAINI9A84A13WILg 1Y (Basic Communication Model)

Channel

sender message receiver

\ 4

y
\ 4

(media)

A

feedback A 4

A

#AN: Schiftmann & Kanuk.(1997).Consumer Behavior(7 th Edition). Prentice Hall

International ,Inc. P.228
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(Product ‘s styling and price), JUnssvasIssainIsTLaz@dl , NTUFINIALAZLARNNTN
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nsdeansiannaazidullluwanapesiullgdiae  wmezlunnaeinsdudiazdeansidls
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WA 2.9: SLUULNN9RRANINUANUAIUAINEARAUT  HIUTeININIIaRaIULNEaURs
mi%qmﬁfmLmzmiﬁﬂﬁﬂ%ﬁmu (Various forms of Communications as a product moves from
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