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Abstract

This research aimed to: 1) explore design guidelines for packaging and labeling to promote marketing
of mango wine products; 2) develop packaging and labeling to enhance sales of mango wine; and 3) study the
satisfaction of target consumers toward the developed packaging and labeling. The study engaged stakeholders
involved in packaging and labeling to establish suitable development directions and assessed consumer
satisfaction with researcher-designed prototypes. The findings revealed that effective packaging and labeling
designs for mango wine promotion should consist of three essential components: product information content,
packaging form, and graphic design elements. In terms of product content, legal regulations and standards
specific to alcoholic products must be strictly adhered to. The packaging form should take into account
appropriate size, quantity, structural design, and materials. The graphic and visual design should focus on
aesthetic appeal, attractiveness, and color schemes aligned with the product identity. Smart packaging is also
emphasized, allowing consumers to have quick access to product information and facilitating connectivity with
producers. Quality assessment of the developed packaging and labeling indicated very high quality of content
(x = 4.93, S.D. = 0.15), high quality of design (x = 4.33, S.D. = 0.47), and strong performance in promotional

effectiveness (x = 4.44, S.D. = 0.54). Furthermore, satisfaction assessment among sample participants showed
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the highest level of satisfaction in terms of design (x = 4.61,5.D. = 0.17) and promotional support (x = 4.61, S.D.
= 0.13).
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Table 1 Synthesized table of interview results on packaging and labeling of mango wine

Informant Group Key Issues Details / Requirements
Content Experts Product Product name: Namdokmai Wine Vibe; produced from
(Entrepreneurs of Information Namdokmai Mango No. 4 (Geographical Indication: Samut
Thanyalux Mango Prakan); 500 ml; 15% alcohol by volume; price: 50 THB/unit
Orchard) Marketing Desire to distribute as single bottles and in a set of three

Packaging Design
Experts

Consumers (Target

Customers)

Design Preferences

Design Orientation

Product
Information and
Labeling

Sustainability

Demographic
Characteristics
Consumption
Behavior
Product

Requirements

Design
Expectations

bottles as souvenir products

- Color tones: Natural (green, brown, and yellow) to represent
Namdokmai Mango No. 4

- Using a realistic mango illustration

- Typeface should convey luxury, cleanliness, refinement, and
attractiveness

- Interest in Smart Packaging

- Should reflect product identity, be vivid, lively, and highlight
mango fruit clearly

- Graphic elements must be distinctive and eye-catching

- Information should be complete, clear, and simple

- Must comply with alcohol labeling regulations

- Prohibited from claiming medicinal or health benefits of raw
materials/herbs

Emphasis on efficient use of resources and environmental
sustainability

Predominantly female, aged 21-30 years, single, holding a
bachelor’s degree, and earning over 25,000 THB/month

Most had never consumed or purchased wine; a small portion
purchased only 1-2 bottles per occasion

- Preferred volume: 500 ml/bottle- Packaging should protect
product quality, be portable, and easy to open/close

- Should be available as single bottles or in sets of three
bottles

- Packaging graphics, product name, and images should be
clear and appealing

- Label should communicate taste attributes (sweet, fragrant,
and unique)

- Highlight product origin and incorporate a short slogan to
enhance storytelling
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Figure 1 Packaging and labeling design for marketing promotion of mango wine products
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Table 2 Evaluation results on the quality of product content

Content assessment items X S.D. Meaning
1. The accuracy of the content 5.00 0.00 highest
2. The appropriateness of language and word choices 5.00 0.00 highest
3. The amount of information was considered 4.67 058 highest
4. The sequencing and organization of content achieved 500 0.00 highest
5. The illustrations were found to be perfectly aligned with the content 5.00 0.00 highest
Overall gquality level 493 0.15 highest
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Table 3 Evaluation results on the quality of product packaging and label design

Design assessment items X S.D. Meaning
1. Strength and durability of the label and packaging 367 1.15 high
2. Effectiveness in protecting the product within the package 433  1.15 high
3. Ease of use and portability 3.67 058 high

4. Aesthetic appeal and attractiveness of the graphic design 500 0.00 highest
5. Ability of the design to reflect the product’s identity 433  0.58 high
6. Appropriateness of typography used in the design 433  0.58 high
7. Suitability of layout and composition in the design 433  0.58 high

8. Appropriateness of color selection in the design 500 0.00 highest
9. Clarity of content and illustrations in conveying information 433 1.15 high
Overall guality level 433 047 high

310 Table 4 nan15UsEIuAMAIMAILANATUNTVIBVRIUTIA LAz RaInd A1 {38l ulag
HgvnyeudLaIuNsvY nudaiaiewintu 4.44 uasliedudeauuninsgiuviniu 0.54 WethwnlSeuiiiey
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Table 4 Evaluation results on the quality of sales promotion evaluation

Sales promotion evaluation items x S.D. Meaning

1. The label and packaging enhance the product’s brand image 4.67 0.58  highest
2. The product effectively attracts customers and encourages purchase decisions ~ 4.00 1.00 high
3. The product is attractive, unique, and easily memorable for consumers 433 1.15 high
4. The product presents an environmentally friendly image 3.67 115 high

5. The packaging facilitates convenient product display and shelf arrangement 500 0.00 highest

6. The packaging and design add perceived value to the product 500 0.00 highest
Overall quality level 444 0.54 high
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Table 5 Results of the satisfaction evaluation regarding packaging and label design

Evaluation items X S.D. Meaning
1. Appropriateness of the Size and Shape of the Packaging 4.62 059  highest
2. Convenience of Use, Storage, and Portability 457 0.66 highest
3. Strength, Durability, and Product Protection Capability 432  0.79 high
4. Accuracy and Completeness of Product Information 472 053  highest
5. Clarity of Displayed Information and Images 472 050 highest
6. Aesthetic Appeal of Packaging Elements 4.69 053  highest
7. Attractiveness and Appeal of Graphic Design 4.65 059  highest
Overall quality level 461 0.17  highest
n =226

Table 6 Results of the satisfaction evaluation regarding sales promotion

Evaluation items X S.D. Meaning

1. The packaging and labels can enhance the product’s positive image 4.65 057  highest
2. The packaging and labels have an attractive design that can draw customer 472 051 highest
attention
3. The packaging and labels can add value to the product 472 049  highest
4. The packaging and labels have a unique identity, making them easily 452 0.49 highest
recognizable to consumers
5. The packaging and labels present an environmentally friendly image 443  0.75 high

Overall quality level 461 0.13  highest
n =226
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anutaau (clarity) denadosiundnnisues Gestalt Design Principles Tiun1sdnszifevesdusenauiioliiAnns
fufiduennmuaziedennudilovesuilan (Mehta et al, 2024) Msnaueteyaiiuaniguat vienuausd
MiAvvaIndndnaluguwuy Key Message é’qszj";sﬂ,uﬂwﬁﬁamsmﬁmﬁmﬁm‘lﬁmmmLsﬁﬁqﬂa;uLﬂWﬁuwalﬁaﬁa%uaamﬂa”aﬂ
fusiAdeues Schifferstein et al. (2021) Ainamfansiuiiferiunansdasivesiuslamimdsramduianianisus i
TneandnvuzidsuanvemdndusivisnssfuliiAnnuAndeindonudnuazdug Mo aainduddnisiie
walulad QR code Whurldifioassuszaunsalfialitugndn Tnedeslosfudeyaaiuiifuiloneaaulaiadossn
yowdnfasinszuIunsHan wardoyaiiuszneuns (Saysrikeaw et al, 2022) iesassumsiduussinsisanios vie
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FruzUuuuussgamet nseenuuudesidsiiguuuunazrausTAnsiiazdosldUTnaimnzauduay
denasionisldann (Farell et al, 2024) Tneidenldwiaurivuia 500 fadansuaznassusseyn 3 WInfifanuudauss
UM naenIuMIRnLUUTIBaansnnwIkazdasvine denndesiuuuifin Functional Design wagndn Form
Follows Function Afulsisuuuunsesnuuuneuaussieussleviliaesuaznisuntiomanfusiduddy msliiani
wiaussuaznuniudieiuyani1vesussaSuet dlaudigfinunniagundoundu (Singbubpha et al, 2025)
uenIniffesmnzaudmivnufisiionadwifiasnunssnuiioonuuy Sxstievhlinand asiAneuiauly
uazdglunsaaTuN1SVI9EUA donAABINUUIBVDY Jujia and Roodplang (2023) ﬁﬂzﬁ'njwmiqﬁmsﬁﬁuﬁﬂwﬁq
nagmsnemsaaafitisRagevinlvguslnafnawaulessnndududuniiiefinnsan

FIUNNTDDNUULAMUATAIAABULUTTA TLAzaaINdud nadonlilnudsssuwi (haa-wdes)iiden
FuiunguInined (Color Psychology) frededmdns é‘hé’ﬂmﬁﬁé’ﬂwmwgmw LA ATWLEN DU IVDINLAY
thaonlsl Pretnevensndnunivomandusildogusiun donadofusmiifoves Schifferstein et al. (2021) findmais
mMsuiuazmsneuaussweriuilariamiiunnguuussafasiaansaimiifsgarnuaulevesfuilaeldd few
Fanuuaziwlunisvanudila sgdlsinufesiowusenoviug fivrsduaduiuionisiiaue wWu veous &
amans n31fin HrenszduliiAnanuidenledlugsidud uonaninsidenldfendnfusinunsnguimisais
amdnwaliviuasiouazvenenisiuigaainanna

Usziuanuiiswelefifidaussyiasiuazaaindud lunmsamdunisesnuuunguiegisfimnufianelaeg
Tusgduanndign Tnsludusuusn Ae anugndes Asudiu mnudaauvesdoya uazgunmiluans sesasuniduizes
ANUEIBNNTEINNTINeIUTZNEU Auhaulalavadivesueanwu tneduduannefonuuleuss AunuIY
wazAmalnIalun1sunlowdnsine aonndesiuauideuss Wang et al. (2022) WUIINITOBNRUVUITTYATIAY
oadUsznoufifuslnafiurey axdsnsedurundalunsioldfidy

Tududaesunsvenanisussidunafianelavesnguiogisiidadssueglussfuanufiswelaundian
Taglusuduusn fie nseenuuuiifianuiiauls Asgagndn uazdreifinyadliiuadndne sosasniduizenisie
duduasnnmanual anudiendnvalianizi wazyiliuslneanusaandnlidne denndesiuaideves Thienwet
(2022) fAlenandsussydnsiinuenainazyimiilunisussandndueionguanlugiuilaaud Suiunuenliv
NAnsoue! aenndesTunuAduues Rattanapan et al. (2022) findnyinussysasitisimihfilunisdeansnisnain ns
ifoyn nisuuzinaud wasienseduliiaansdadulate mseenuuuusssusshlfAeniaiouiiou wasns
wdady anAuiuazussinsinTiondnual uansdsiinuiianuddedanndensdndiminedud Tusunsdaaiy
AndnualfiAliiuguszneuns mswauussaAusiassilfiuseneunisaieyaruaziaiuenaudwnswosuusus
dmdumsutetuluganunisaiieg 1§7%u (Boonthawee and Auyyuenyong, 2024)

a3unan1sAnen

HUIMNIN158BNIUVUSs Y AITIuazRa N Fud e aaSun1sv1e 1 ndazsiag

wanAnusTlnzshsmsEvTnafivnzando 500 faddns/an uendmihoiduriaiien uaznaosussgyn 3
¥ vsstaeimsEaNaansalunsundesduildflngas deadenldsmtaniudusmuniu vssgdusiuazaainang
finsoonuuuasdUsznouin  liud deanu am & nsilnuazanany Aviedoansiuendnvaivestaniag laotoya
flagusnguusdnsuriaenndostumiufesnsvestide assmudongrunefmun
HANTABNIUUUTIY AITLATaa N AU Iad uasunsuelatiuzsing

nseenUuUUUTIYasiLazaandudiileduaiunisneliiuzshedesddsiesduszneundn 3 suldun
Foyaitonnanst JULUUUITIAL uar MIBBNLUUATNLAYAIRRNEULUTTY NTuasanIN AU
arwiiswelafisiraussyfasinazaanndudiiedasiunisuglnfusaing

naushegsdiaruiianelalussduannilaarluduniseonuuy wasdunsdaadunisnelneanizesnedsly
Uszifiumnigndios asuiu mnutaauvestoyauaznmiluanina uaznsideslosteyaneuend walulad QR
code Fsapnndasiunnusioinsveiuilanduidunamnanmsdsamnudesnsvesiiidulsdudesoussqfus
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