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Abstract

This study aims to: 1) analyze the problems and design needs related to product labeling for shredded
catfish produced by the Lamsai Pattana Community Enterprise Group in Lamsai Subdistrict, Lam Luk Ka District,
Pathum Thani Province, 2) develop improved product labels for shredded catfish, and 3) evaluate consumer
and community member satisfaction with the newly designed labels. A mixed-methods approach was
employed, integrating both qualitative and quantitative data. Qualitative data were collected through in-depth
interviews with 17 members of the community enterprise group, while quantitative data were obtained from
151 consumers using structured questionnaires. The results revealed that the existing product labels lacked
visual appeal and failed to effectively instill consumer confidence. Moreover, the original labels did not clearly
represent the identity or uniqueness of the local community. In response, ten new label designs were
developed, divided into two categories: sweet-flavored and original-flavored products. These designs
incorporated specific color schemes, patterns, and illustrations intended to communicate the flavor and natural
characteristics of the products. According to the satisfaction evaluation, consumers expressed a high level of
satisfaction with the redesigned labels (X= 3.75). Key aspects that contributed to this positive response included
the clarity of product information, the uniqueness of the label design, and the overall brand image. The

redesigned labels were shown to significantly enhance product credibility, mitigate the negative perception
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often associated with catfish, and effectively motivate consumer purchase intentions. This research contributes
practical insights into label development for community-based products, emphasizing the importance of
culturally reflective design elements. The findings suggest that effective product labeling can play a critical role
in strengthening brand identity, differentiating products in competitive markets, and supporting the growth and
sustainability of local community enterprises.
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Figure 1 Old product label
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Figure 2 Sweet-Flavored Catfish Strips Product Label Designed by the Researcher. The selected colors are

inspired by desserts in order to attract individuals who have a preference for sweet flavors
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Figure 3 Original-Flavored Catfish Strips Product Label Designed by the Researcher. The selected colors are

inspired by spices and herbs to attract consumers, combined with natural tones to signify flavors that

are minimally processed
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Figure 4 new product label
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Table 1 Economic and social data of consumers

Characteristics Consumers (n = 151)
Frequency Percentage
(n) (%)
Gender
Male 67 44.37
Female 84 55.63
Age
< 20 years 3 1.99
21-30 years 75 49.67
30-40 years 33 21.85
41-50 years 32 1391
51-60 years 19 12.58
Status
single 69 45.70
Married 27 17.88
Widow 5 3.31
Divorce 5 3.31
High School / Vocational Certificate 21 10.60
Diploma /high vocational certificate 39 25.83
Occupation
Student 33 21.85
General Labor 15 9.94
Trading Business 33 21.85
Agricultural Operation 21 13.91
Private Employee 49 32.45
Average Monthly Income (Baht/Month)
< 10,000 Bath 39 25.83
10,001-15,000 Bath 62 41.06
15,001-20,000 Bath 40 26.49
20,001-25,000 Bath 7 4.64
More than 25,000 Bath 3 1.98
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gur dsgauanuianelaluszauunn (X = 3.75) aruns1duni dsgauanuianelalusyauuin (X = 3.75) A1uA
Wuendnwal dseauanuieanalaluseduunn (X = 3.79) ausieazidenduai dszauanuitanelalusedvann (X =
3.81) wagAuguan dszauanuiianalaluszdvinn (X = 3.79) MnwansAneduanddifiuisnnsmousuiindeaan
ﬁuﬁﬂwmﬂumaﬁwumﬂﬁg&ﬁmémLLasQU'%Im (Table 2)
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Table 2 Summary of mean, standard deviation, and consumer satisfaction levels

Consumers
Product label structure satisfaction assessment list (n =151)
X S.D. Moderate
1. Product Label Shape 3.69 0.76 High
2. Materials used for making product labels 3.75 0.73 High
3. Brand 3.75 0.75 High
4. Unigueness 3.79 0.75 High
5. Product Details 3.81 0.77 High
6. Images 3.79 0.77 High
Total 3.75 0.76 High
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Aanufanalalusedvuin (X = 3.85, S.0. = 0.75) wazaudaaulunisuanstayavuaainduailasuanuianelaly
sEAvLIN (X = 3.76, S.D. = 0.79)

6. UNM HaN1TIATIZYANNaNelY WUl AEIBLYeInIMUsEneUUNRaIntAsuAuTanelaluseAy
110 (X = 3.77, S.D. = 0.72) wazalrnanguusiaaindumaiuisauasiulavmay (X = 3.84, S.D. = 0.80) AmUsznauit
TFuuaannvrgasrennuiaulaliivduailaf (X = 3.73, S.D. = 0.72) IngnIN5IHVDIRA1INAUA1YILFS19A153ATN
nand i lapgneliusyansam (X = 3.83, S.D. = 0.84) (Table 3)
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Table 3 Average satisfaction level of members and consumers

Consumers
Product label structure satisfaction assessment list (n =151)
X S.D. Moderate

1. Product Label Shape

1.1 Product label shape 3.75 0.73 High

1.2 Appropriateness of product label size 3.70 0.81 High

1.3 The product label can be clearly seen 3.63 0.76 High

1.4 Product label quality 3.71 0.78 High

1.5 Neatness of the product label 3.68 0.74 High

1.6 Ability of the label's color to attract consumers 3.65 0.74 High

1.7 Ability to improve the catfish’s image 3.71 0.78 High
2. Materials used for making product labels

2.1 Type of material used for the label 3.73 0.73 High

2.2 Durability of the label material 3.77 0.72 High
3. Brand

3.1 Brand visibility on the product label 3.77 0.72 High

3.2 Memorability and easy recognition of the brand 3.72 0.77 High
4. Uniqueness

4.1 Ability to convey product uniqueness 3.85 0.75 High

4.2 Easy brand recognition due to uniqueness 3.72 0.75 High
5. Product Details

5.1 Completeness of important product information 3.85 0.75 High

5.2 Clarity of product information on the label 3.76 0.79 High
6. Images

6.1 Beauty of images used on the product label 3.77 0.72 High

6.2 Clarity of design patterns on the label 3.84 0.80 High

6.3 Images used help enhance the product’s appeal 3.73 0.72 High

6.4 Overall image of the label makes the product memorable 3.83 0.84 High
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