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5,000

(Eh V3
() 110

12

(Semi-fermented tea)
Fomosa-wu long 100-10,000

(Committee of Tea
Culture) . 1834



. .185%
Cameron Highlands
Gunong
Angsi .. 1872-
1833
1860 . 1878
.. 1919
( , 2545; 13-20)
Camellia Sinensis

Thea sinesis, Thea viridis, Thea bohea, Camellia Thea Lk Camellia theifera Griff



Fermented)

(White Tea)

CIC
Oxidlation

(Oxiclation)

(Non-Fermented)

(Full-
Black Tea
(Semi-Fermented Tea)

Green Tea

Orthodox



10

(Japanese Green Tea, Sen-Cha) 'H
(Steaming) (Chinese Green Tea) (Pan firing)

2545 30-35)

I} (Oolong)



?
(Koa Joseph S.G,, 2546: 23)

11

12

13

14

( , 2545; 95:97)

(2547)

2-3%



2

21

22

2.3

24

25

31

(Green Tea)

(Dragon Wll)

(White Tea)

1?



32

L:
- Koa, Joseph .G, 2546: 117

(

2545; 96-100)

1.76%
046%
032%
0.2%
0.15%
0.12%
0.088%
0.06%%
0.030%
0.024%
0.003%
0.002%

%

13



13
(Koa Joseph S.G., 2546: 117-119)

(2547)

4



15
( | 2546; 7-14)

Briston Neill (1972) (packaging) 2
L)
2)
Keller (1998), Kotler
(2003)  Stanton, Etzel  Walker(1991)

Gershman (1987, cited in Shimp, 2000)
(package is the product)
(Consumer packaged goods / Fast-moving Consumer goods)
Underwood (2003), ~ Underwood  Klein (2002)

Evans Berman (1992, cited in Underwood 2003)

Olson  Jacoby (1972, cited in Underwood &Klein, 2002:
Underwood, 2003) (Product-
related attributes)

Keller (1993, 1998) v . Kellerw
2 (Product-related attributes)

(Non-product-related  attributes)

Keller



Zeithaml (1988)

package)

package)

, 2546: 153-202)

16

Kotler (2003)

(Individual package / Primary

(Inner package /Secondary

(Outer package / Shipping package)



( 1 2531)

(Containment and protection)

(Identification)

(Trade name) (Trademark)

(Convenience)

17



(Consumer appeal)

1
(Contemporary
period)
(Unit
packaging) 2,4,6,8 12
Vv
(Premium)
(Economy)
(Product cost)
(Cost of packaging material),
(Cost of manufacturing the package), (Cost of storage and
shipping), (Cost of equipment used to
manufacture and fill package) (Cost of associated labor)
Briston ~ Neill (1972) 2
(End consumer)
(Packaging / filling line)
3 (Stewart, 199)



19

(Protection against damage)

(Containment)
(Identification)
(Brand
identity) !
Protection
Against damage
At optimal overall cost
(with minirmim impact on environment)
' I AndgaRle |
inform contents _
promote (No leakage / disintegration)
2 .

 Stewart, B. (1996). Packaging as an effective marketing tool. London, UK: Kogan Page, p. 5.

(Briston & Neill, 1972) ( 3)

(Designers)
(Engineering) (Marketing)

(Legal)



20

(
)
| Marketing | Designers
Consumer research Suppliers
Sales Packaging Engineering
Finance Research
Legal Purchasing

3.
- Briston, J., &Nelill, T. (1972). Packaging management. Essex. UK: Gower press, p.3.

( 2541,
74-76)



«

Food Packaging (1993)

«

(2547)

21



( 2541, 31-34)
(Flat Blanks) 2
(Tube)

3 ( , 2541, 31-34)

T Musousndns

:§ ,,'771./, \\‘“\'\

l w" /‘0 —-— nadat M

N

, 25, 31, 2541
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ARSI 7
(Lock Bottom) (Self-Erecting Cartons)
2.7, 39,2541,
EEZ7 AN
g | |%
6:
2.8, 40, 2541,
4 2

29, 41,2541



2538; 156-169)

..............

e e

2.10,

41,2541,

2

2



15,000
15,000-25,000
30,000
30,000-100,000

25



45-50

2

4 1 2 3 4
(2547)

40- 125

;
(8.4) 180|CM |
200/cm |

|
|
T TS 180 CM
\ (na1e)
0 CM
[GERL)

, 6 78,2538

50



=

Tg Jh
78 0 s o
\

10 :
, 1 78, 2538.

20



28

(Visual Communication)

(Graphic design)
3

1 14
L
2.

(OTOP) 2547
3.
4, Advertising, promotions &supplemental aspects of integrated marketing

communications (5thed.)  Shimp, T. A

b. Brand Packaging ~ Julien Behaeghel
6. Packaging as an effective marketing tool ~ Stewart, B
1. Can package size accelerate consumption volume? ~ Wansink, B
8. Kleppner’s advertising procedure (14 th. ed.).  Russell, J., & Lane,
9. Handbook of consumer motivation  Dichter, Ernest.
10. International advertising ~ Mueller, B.
11 Consumer behavior (7th ed.)  Schiffman, L., & Kanuk, L
12, Colour sells your package  Dr. Jean-Paul Favre
13. Packaging communication:Attentional effects of product imagery.
Underwood, R. L, Klein, N M., &Burke, R. R
14, Typo Graphic Design: Formand communication ~ Carter, Rob, Day, Ben and
Meggs, Philip.
14



14

14

1 2 3 4 5 6 7 8 9 10 11 12 13 14 (%)
’ : 0 0.38%

' ' ' 9.38%

o o o © 0 31.25%
oo ' 18.75%
' o ' ' 15.62%
' ' 6.25%

' ' 6.25%

' 3.12%

8. Kleppner's advertising procedure
} (OTOP) 9. Handbook of consumer motivation
«« eir 10. International advertising

Advertising, promotions & supplemental aspects of integrated marketing communications 11. Consumer behavior

Brand Packaging 12. Colour sells your package
Packaging as an effective marketing tool 13. Packaging communication
Can package size accelerate consumption volume? 14. Typo Graphic Design

(Color)

(Color)

29



(2]

(Dr.Jean-Paul Favre. 1969: 38)

, 2536: 12-14)



( , 2536: 12-14)

10.

11
111
11.2
113
114



(Dr.Jean-Paul Favre, 969: 15-18)

%
214
18.6
17.0
134
1.4
120
55
0.7
(Dr.Jean-Paul Favre, 1969- 40)

(Taste) — (Smell)

(Weight) (Temperature)
1 (Acid) 1
2 (Sweet) O 1
3. (Bitter)
4 (Salted)

(Dr.Jean-Paul Favre, 1969: 68)

Color sell your package

()

(Dr.Jean-Paul Favre, 1969: 91)

1
2
3,
4

(Srel

32

(Appearance)



4, ;
(Dr.Jean-Paul Favre, 1969 68)

(Appearance)
L
2.
3
4, ;
(Dr.Jem- paul Favre, 1969: 40)
(Weight)
31
35
41
47
48
48
49
5.8
(Dr.Jean-Paul Favre, 1969 :69)
L
2.
3, (Impulsive Buying)

(The Munsell Color System)

(1990; 10)

(Albert Henry Munsell)
1898 (Color Sphere)



“A Color Notation” !

(Hug) 10 5
5 5
( 4)
L (Red : R)
2. (Yellow :Y)
3. (Green : G)
4, (Blue : )
. (Purple : P)
6. (Yellow-red :YR)
T. (Green-yellow :GY)
8. (Blue-green :BG)
9. ' (Purple-blue : PB)
10. (Red-purple :RP)
1
: The Art of Color and Design : Granddis, M, 1951
130 (Chromatic Colors) 120 10
(Achromatic Colors) (Vivid Tones - Bright
Tones) (Subdued Tones - Dark Tones)
( 12)
(Vivid Tones)



(Bright Tones)

Vp

(Subdued Tones)
Lgr
L
Gr
Di
(Dark Tones)
Dp
Dk
Dgr

(2536: 73)

(Padern)

. (Fore Ground)
. (Middle Ground)
. (Back Ground)

VIIVAO
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: Color Image Scale : Shigenobu Kobayashi, 1990



(Hlustration)

(Image)

(Julien Behaeahel.1991 : 58-61)

' 2

1 (Photograph)

1)

| 2545 52)



13:
- http:/limage.google.co.th/images7g.photograph

(Illustration)

&
Lk B4

39 &

T 5wl G
m\:l% -

] %
48

[ f"

e 1

W
! et o <

e sl 8- 4
14
: http:/lwww.ball-design.de/illustration.html

(Glyph) ( 15)

t>row Hovd5C GHipVee

by T No&

3 nﬁ ! 3# Date. [?;or

i 3;42 PnilUMn rtr-Bueeh I\lh @ @m A,I’;m

Aonxf *te-T @
ft * 4

& d: il t

15
- http:/lwww candlekeep.com/downloads/drow-glaph.gif4

(Logo)
( 16)


http://image.google.co.th/images7g.photograph
http://www.ball-design.de/illustration.html
http://www.candlekeep.com/downloads/drow-glaph.gif

17)

16 :

17
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4 LOGOWAVES st & o

-http:/llogowaves.com/logo-design.gif

(Letermark)

- hitp:/fimage.google.co.th/images?q=lettermark

(Symbol /Abstract)

18:

18)

: http:/larcfon.org/symbol.gif

3


http://logowaves.com/logo-design.gif
http://image.google.co.th/images?q=lettermark
http://arcfon.org/symbol.gif

11

(Typeface)

(Characteristics)

11
1.2,
13.
14
15,

5

(ABC)
(DB)
(Graphico)
(SPV)
(SSC
( PC)

(DB)
)
(PSL)
(Windows - UPC)

(2543; 118)

(
) ( , 2543: 31)
(Macintosh)
(ARM)
(EAC)
(PSL)
(
- Named))

(Windows)

40



12

13

111
112
113

114

11 .

116

121
122
123
124
125
12,6

1.3.1
1.3.2
1.3.3

1.3.4

(Legibility)

4



14

15

135
1.3.6
13
138

141
142
143

151
152
153

(Type Classification)

(Conover, 1990: 47)

4



2.1 (Text Black Letter)

(Johan Gutenberg)

(Old English)
( )

(Nameplate)

2.2 (Roman)

(Venice)
! 14

221 (Old Style)
2.2.2 (Transitional)
2.2.3 (Modern)

2.3 (Sans Serif)
(Gothic) " (Grotesque)

20 (Bauhaus)

24 (Square Serif)

(Slab Serif) (Egyptian)

43



18 (Rosetta stone)

1799 « (Vincent Figgins)
(Headline)
2.5 ' (Scripts and Cursives)
2 ( ) ( )
.. 1490 (Italic)
(Hancwriting)
2.6 (Miscellaneous Novelty)

(Graphic  Elements)

10

© (bl 2 X '

11 (1)
12 (Harmony)



13
14
1.5
16

21
2.2
2.3
2.4

31
3.2
3.3

41
4.2
43
44
45
4.6

51
5.2
5.3
5.4
5.5

6.1
6.2
6.3

(Proportion)
(Balance)
(Emphasis)
(Contrast)

(Emphasis)

(Balance)
(Rhythm)
(Simplicity)

(Unity)
(Balance)
(Emphasis)

What is design?
(Balance)
(Rhythm)
(Unity)
(Emphasis)
(Proportion)
(Gradation)

(Unity)
(Harmony)

(Proportion)
(Balance)
(Emphasis)8

(Unity)
(Balance)
(Proportion)

45



6.4 (Harmony)

6.5 (Contrast)

6.6 (Emphasis)

6.7 (Space)

6.8 (Rhythm;

6.9 (Hue)

1. Design; Elements and Principles  Dorothea

[Al (Balance)

1.2 (Movement)

1.3 (Repetition)

74 (Emphasis)

15 (Contrast)

1.6 (Unity)

8. Design Basic! ~ David, A, Louer, Stephen Pentak

8.1 (Unity)

8.2 (Emphasis)

8.3 (Proportion)

8.4 (Balance)

8.5 (Rhythm)

9, Principles of Two-dimensional Design!  Wucius Wong

9.1 (Repetition)

9.2 (Radiation)

9.3 (Gradation)

9.4 (Similarity)

9.5 (Concentration)

9.6 (Contrast)

9.7 (Anomaly)a

10. The Graphics of communication: Typography-Layout-Design  Arthurt, T,
Turnbull, Russell, N.

101 (Contrast)

10.2 (Balance)

46



11

10.
104
10.
106
10.7

(Rhythm)
(Harmony;

(Proportion)

(Movement)

(Unity)

| f

29)

19)

%)

( 2)
1
2
( 2
"
2
( 26)
y

26

4



( 21)

.

- ——

-

‘ N~
{ |

AN ey "
k’”/lm“mh. ‘#.,,Mlﬂ‘/“" l

27

( | 2542)

2, (Unity)

2.1 (Opposition)
( 2)

| [
{ ‘ ( )

2.2 (Transition)

34

( 31)
e |
(B

35



( 254

3, (Emphasis)

31

N 36

A.NAUFILR (NN 38) 2. MaiusEgLNg (panmwi 39)

3.2 ( 1)

w
;‘wg,";'r'.".
~.‘.:‘.‘1
FYH
)
(f'a" &

41

33



41

42

43

~ ’
% Y 5 o
\ 2 2
& ey
¥ V% uj
42 NN 43

14)

( 1 2542)

50



51

5.2

5.3

54

(Movement)

i

: Design Basics (David A Lauer, Stephen Pentak, 2000)

48)
NN 46
49:
50)

L c—
- ———
L e—
o —
 —comm—
- —ce—
o ——
——
- —
- —

II

, 2545)

ol



6.1

6.2

6.3

6.4

6.7

(Contrast)
( 52)
1114
52
( 53)
£\ U
53
( 54)
e 1
54
1 55)
s
55
( 56)
TR
171
56
( 57)

52



| Z
58
6.8 ( 50)
59
( , 2527)
. (Gradation)
11
( 60) ( 61)
CC O | D | Dt | et | Mt
60 61
12
( 62) - ( 63)
1
—\ -0
62 63
13
: ( 64) - (
0 00
64 65

:What is Design? (. 2537)

65)

53



(Repetition)

8.

66)

8.1

00

1

66

67)

8.2

67

6)

8.3

68

69)

8.4

BE Ao 98

69

10)

8.5

o ol
o oO
o oO

o
~

71)

8.6

(@ B¥S!
_H__H_D

s Y e Y e

7)

8.7

12



88" (
9 (Harmony)
91

. ( 74)
u
9.2 (

93 (

94 (

9.5

13)
0001
0001
0001
73
:What is Design? (.
( 15)

75

)

7

7%)

&o

78

NN 79

79)

( 80)

55

2537)

( 16)



10,

11

(

WAl
VR Yrv
80
( Y, 258)
(Proportion / Scale)

: Design Basics (David A Lauer, Stephen Pentak, 2000)

(Similarity)
(Similarity)
8)

NINA 82

1 : Principles of Form And Design (Wucius Wong, 1993)

5%

B1)



12 (Radiation)

83
: Principles of Form And Design (Wucius Wong, 1993)

13. (Anomaly)
( 84)a

ENENE EEEAE
EEESE SEENE

EENE SEHESE
EEREFT SEENE
EENEE ESEWW
ENENE ANESE

EEEEE mmm==
HENIE Ea="w=
EEE S sg:;;
SEEME =====

- Principles of Form And Design (Wucius Wong, 1993)

14, (Concentration)
(Concentration)



: Design : Elements And Principles (Dorothea C. Malcolm, 1972)

15, , (Hue)
(Lazzari
and Lee, 1990: 7) ( 86)
:What is Design? (. 2537)
16. (Space)
2
(Working Space)
3 (Actual Space) (Brainard, 1991 13)

16.1 2 87)

Ol @

@

190

62 3 %)



:What is Design? (.

, 2541: 193-194)

2537)

5



;—”UJ

A

89 :
, 6.8, 194, 2541,
1
3 ' 4
(Point of Pleasure) 5
(Tonality)
, " (Foreground) (Background)
(Letter) (Slogan)
(Brand) (Pictographs)
(2539: 43-60)
L
2,
3
4,

(Marketing Situation)



61

SWOT
(Strengths)
(Weaknesses)

(Opportunities)

(Threats)

(Marketing Mix)
4p
(Product)

(Price)
(Place)

(Promtion)

(Product Posttioning)

(Characteristics)
(Benefits and Values)
(Price and Quality)
(Respect to Use and Application)
(Product User)
(Product Class)
(Competitor)
(Cultural Symbol)
(Lifestyles)



—

(Market Segmentation)

(Geographic)
(Region)
(City Size)
(Climate)
(Density of Area)
(Size of Country)

(Demographic)
(Age)
1 (Sex)
(Family Size)
(Occupation)
(Education)
(Income)
(Marital Status)

(Sociacultural)
(Social Class)
(Culture)
(Subculture)
(Family Life Cycle)

(Psychographic/Psychological)
(Lifestyle)
I (Personality)
/ (Needs/Motivation)
(Perception)
/ (Leaming/Involvement)
(Attitudes)5

(Use/Related)

62



(Usage Rate,
(Royalty Status)
(Awareness Status)

(Use/Situational)
(Time)
(Objective)
(Location)
(Person)

(Benefits)

(Hybrid)

/ (Demographic/Psychographic

Profiles)
(Geodemographics)
/ (Value /Lifestyles)

(Concept)

176
176

(abundant)
1 (active)
(agile)
(agreeable to touch)

(alluring)

(1990 : 12)

63



© oo —u o

11.
12.
13.
14.
15.
16.
17,
18.
19,
20.
21,
22,
23.
24,
25.
26.
21,
28.
29.
30.
3L
32.
33.
34,
35.
36.
31.
38.
39.
40.

(amiable,

(amusing)

(aqueous)

(aristocratic)

(aromatic)

(bitter)

(authoritative)

(bold)
(bright)

(brilliant)
(calm)

(casual)
(charming)
(cheerful)
(chic)
(childlike)
: (citrus)
(classic)
(clean)

(complex)

(colorfu

(clear)
)

(crystalline)

(composed)

(conservative)
(cute)
(cultivated)

(cultured)

(dewy)

(decorative)

(dapper)
(dazzling)

(delicate)
(delicious)
(distinguished)

64



41,
42,
43.
44,
45,
46.
47,
48.
49,
50.
5l.
52.
53.
54
55.
56.
57.
58.
59.
60.
61.
62.
63.
64.
65.
66.
67.
68.
69.
10.
1.
12.
13.
14,
1.

(dignified)
(diligent)
(dry)
(domestic)
(dreamy)
(dynamic)
(earnest)
(elaborate)
(elegant)
(eminent)
(emotional)
(enjoyable)
(ethnic)
(exact)

(extravagant)

(fascinating)
(fashionable)
(feminine)
(festive)
(fiery)
(flamboyant)
(forceful)
(formal)
(free)
(fresh)
(friendly)
(generous)
(gentle)
(glossy)
(gorgeous)
(graceful)
(grand)
(happy)
(healthy)
(intellectual)

65



16.
1.
18.
19.
80.
8l.
82.
83.
84.
85.
86.
87.
88.
89.
90.
91.
92.
93.
94,
95.
96.
97.
98.
99.

100.
101,
102.
103.
104,
105.
106.
107.
108.
109.
110.

(hot)

(innocent)
(intimate)

(intense)
(interesting)

(intrepid)
(Japanese)

(lively)

(lght

(lighthearted)
(luxurious)

(majestic)
(masculing)
(mature)
(mellow)

(merry)

(mild)

(metallic)

(modem)

(modest)

(mysterious)

(natural)

(neat)

(noble)

(nostalgie)

(old-fashioned)

(open)
(pastoral)

(peaceful)
(placid)
(pleasant)
(polished)

(precious)

(practical)

(precise)

66



111,
112.
113.
114,
115,
116.
117.
118.
119
120.
121,
122.
123.
124,
125,
126.
127.
128.
129.
130.
131.
132,
133,
134,
135,
136.
137,
138.
139.
140,
141,
142,
143.
144,
145,

. (pretty)
, (progressive)
(proper)
(provincial)
(provocative)

(pure)
(quiet)
(rational)
(refined)
(refreshing)
(restful)
(rich)
(robust)
(romantic)
(rustic)
(salty)
(sedate)
(serious)
(sharp)
(showy)
(simple)
(sleek)
(smart)
(smooth)
(sober)
(soft)
(solemn)
(sound)
(speedy)
(sporty)
(steady)
(striking)
(sturdy)
; (stylish)
: (sublime)



146.
147,
148.
149,
150.
151
152.
153
154,
155,
156.
157,
158.
159,
160.
161
162.
163,
164.
165
166.
167,
168.
169
170.
171,

172.

173,

174.

17,

176.

(substantial;
(Subtle)
(sunny)
(supple)
(sophisticated)
(Sweet)
(sweet-sour)
, (tasteful)
(tender)
(racitional)
(tranquil)
(tropical)
(untamed)
(urban)
(vigorous)
(vivid)
(western)
, (wholesome)
(wild)
(young)
(youthful)
(cynamic &active)
(sweet &dreamy)
(fresh &young)
(simple &appealing)
(gentle &elegant)
I (simple, quiet &elegant)
(heavy &deep)
(strong & robust)
(noble &elegant)

(subtle & mysterious)

68
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