\@/ JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY
Mot Vol. 7 No. 5 (SEPTEMBER — OCTOBER 2025)

nswaLUsTRAMIiLasTalfilenszAunaafusivndauns: nsdlAnundsmnagury
naulanandigeaysndinudeamd
DEVELOPMENT OF PACKAGING AND LOGO TO ENHANCE THE RED LOTUS TEA PRODUCT:
A CASE STUDY OF THE BAN CHIANG WAE HOMESTAYECOTOURISM
COMMUNITY ENTERPRISE
4¥91 Auning’ waz Fangn YW
A INeIN1ITANTT UM INeNdesvdinansend
Sucheera Sinsap' and Supagrit Pitiphat’
'Faculty of Management Sciences, Udon Thani Rajabhat University
(Received: April 18, 2025; Revised: July 17, 2025; Accepted: August 28, 2025)

unAnga

mMeideiliinguszasdifie 1) Anvanmilgmuasarudesnisvediamigusungulauaing
WeaySnEU e 2) Wauusidudiaglalnd mSurdndueisdiues wag 3) Ussiliuaiuis
welavosuilnafiflroussafauminaslalifiinm nmidoudseenifu 3 szoy Tagldisiseidenmnm
waelaUsHnsniu ngutmnglunsimuazeenuuulseneumgauBniamnaguey 311U 30
A wazngudegdlunsusslivanuiianela laud guslnamayulng 31u9u 400 au nan1s3denuin
nauAavRvusuitgdunInaIn M aLUTd waznsAeasauAnande SeldTauiuT
fasisuuuulminidumuduiinsdedunndenuardndnvaiyuay suddaldildiuuiesdulunis
ganuuy nansUssiunuindusinadanuiisnelaluseauinn waglinuauunndsegwditedfynig
annserienguusynslusumeg 818 NsAny) 91N wareld asvieufsrnumangaLYeIuTIYi
waglalilunmsnaulandnaindmineegaseusu

AdAey: UTIAue, 1ald, ¥1daues, Jaufayuru, U1uleawn

ABSTRACT

This study aimed to: (1) examine the problems and needs of the Ban Chiang Wae
Homestay Ecotourismm Community Enterprise; (2) develop packaging and a logo for the red lotus
tea product; and (3) evaluate consumer satisfaction with the newly developed packaging and logo.
The research was conducted in three phases using a mixed-methods approach. The target group
for the development phase comprised 30 members of the community enterprise, while the
sample for the satisfaction evaluation consisted of 400 herbal tea consumers. The findings revealed
that the community enterprise faced challenges in marketing, branding, and communicating
product value. As a result, a new packaging prototype emphasizing environmental friendliness and
community identity was developed, along with a logo inspired by local folklore. The evaluation
results showed that consumers were highly satisfied with the packaging and logo. Furthermore,

there were no statistically significant differences in satisfaction across demographic groups based
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on gender, age, education, occupation, and income. These findings indicate that the developed

packaging and logo effectively meet the needs of diverse target markets.
Keywords: Packaging, Logo, Red Lotus Tea, Community Enterprise, Ban Chiang Wae
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