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Abstract

This article aimed to (1) study the added value to products from black tiger peanuts
(Nilmanee) and create standard packaging; (2) analyze the lifestyle and behavior of healthy food
consumers; and 3 ) analyze consumer demand for black tiger peanuts (Nilmanee) protein. The
sample was selected from the community enterprise network of local food groups with full nutrition
from Thai Yai and ethnic recipes in Pai District and healthy food consumers in Mae Hong Son
Province. The research results were found as follows: 1) this research has created added value for
black tiger peanuts (Nillmanee) by using a spray drying machine to transform them into a 3 in 1
100% black tiger peanuts (Nillmanee) instant protein drink with black sesame and chocolate flavor.
The 45 baht 3 in 1 product is packed in 15 g sachets. The box of 10 sachets is sold for 450 baht;
2) the majority of the customers have health issues related to high blood cholesterol. Most of them
focused on dieting, avoiding unhealthy food, preferring bird's nest drinks, or drinking instant
chicken soup. The respondents mostly consume healthy drinks one or two times per week. They
purchase healthy beverages from distributors. Pricing is the main reason consumers do not favor
healthy drinks, and 3) Most consumers prefer Nillmanee Tiger Peanut instant protein drinks with
10 to 15 g per sachet, priced between 36 and 45 baht per sachet, and prefer the black sesame

flavor the most.

Keywords: Value Added; Protein; Black Tiger Peanut (Nilmanee); Community Enterprise Network

of Local.
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1. nandnlusudaaedoiandingenn daasunszuasninan nal
1.1 Amdanwdnda anmsihilanwinmsaranuasihlusufigamnf 180°C iwaan
30 Wl
1.2 vhdafignuaafinnistiusiiiulne Teedestiu SCREW PRESS
1.3 rdnfilaannnistiunnTumenunisasesii
1.4 vldanansingen win 30 unf Tudnaiaau fe 62 5 Alandu aevn 30 Ans
1.5 ﬁflﬁl’qﬁﬁyuqﬂl,miyfsmﬁﬂLﬂ%m Colloid Mill iitavinnsunazidsntmin arsazaisidle

et BNNEALAENASYN 2.5 Alansy aviua1Tazatusin 69 wazilbianiuanass

MsRsAaUNITIANIT 07 6 AUl 2 1nweu - Hguien 2565 547



Journal of Arts Management Vol. 6 No. 2 April — June 2022

1.6 sininda 7ilavinrslnetresng spray dry Condition
- inlet air temperature 190 °C
- outlet air temperature 95 °C
- feed flow rate 25 mL/min
1.7 TamatiaRang % yield Wiy 30% AANHoEHIRzBARN

v 1

2. WadeWmngasisinn 3 gas Usznauase Tusfiudoana@eflandinsensigns 3

in 1 lusfiudranadedandnsonssgnsfonlnuan wazlusfiudaanadedandinsongegns

Nl

wuraastwuLa

< o
3INI1 gonlnuaa v1dl
dsdiidonenSotliomil Sin 1 . s ; .
lsdimmerdoliomil Sin TiséhidoaiBoitomileditoalnupa Tiséuihanaidoiiomillesitoalnuaa
wifodauri 70%  ASUIRBUIINU:WS1 13% wifollaui 70%  ASUIREUYINU:WED 13% wiolaudd 70%  ASuifiounu:wsn 13%
maltode)flrin 2% aslinwKIW 2% Inli 12% aslinUNIU 2% i 125% aslinnunnu 2%
IAINAUND 0.5% N30 0.5% maltodextrin 2% @0 0.5% maltodextrin 2% 180 0.5%

isunaulnli 0.5%

AR 3 gaslisfindaanadeiiand

v
A o/ (% s

3. WATEEENUUUUTI TR tan s dngsansi iae R aenuazinsas

Y

Amsuussqra lshintaanedeiandl
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Anifiusnsay 36.20 upnainii pgu‘%fﬂmiquefmgmuﬁN%’auﬂ/eqﬂfﬁﬂﬁ’m Anifiusnsay 30.70
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A15797 1 wERINaNIAATIzIIagagluIUNSRiNER AL NgRnTINnLE LR

N = 384
sUuuuMIsANENTInuAE . . v
YALIDYA U TR
wgAnssunsuilan
1. JaqtimnuiilymiGes TsAwmanm 102 26.60
gunmanlanige TamAaNe 72 18.80
Tamrinla 80 20.80
ARBLIALABIBA HABAZ 108 28.10
Tuditymganinis o 22 5.70
2. Muilaasiaaluizes faaiEesganimidsesnssan 132 34.40
gunmensdinasnnifiedds  fnadssganiwidniunends 67 17.40
franziEagiavensiaiasetniien 124 32.30
Tudanaiaante o 61 15.90
5. taqiiuguaguainass  eenrdiAsne 75 19.50
Faaoedls AILANAITIUUTENINEINNS 166 43.20
FULsEn UM aLEEH 82 21.40
UEnenunme 61 15.90
4. vpasdn Ay pinlnensuasAnaganm 114 29.70
AWNIURLATERHTVITY v lvianegaaInix 139 36.20
Sudszmmanniflacle weraeLTILassTEnTaTTeg 84 21.90
donsutlasnueslsila Tufisamiuas 47 12.20
ATINEZAGN
5. faqiimuiarEessis Saunjqlnadn 118 30.70
iegenwezlaing FEBNRH AL NN NAN 90 23.40
isesRFnari 86 22.40
HARAUTIEEHES 90 23.40
6. TaqimmsLAEaasis Aamnin 108 28.10
eguannuosua Ty Andinias 1- 2 A% 133 34.60
Anannadanas 3 A59 82 21.40
Aadonas 1-3 A%9 61 15.90
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sUuuunITANENTIALAE . . v
_ . Teazidun 11U TDURE
wgAnssunsuslan

7. YN BIAZaIRN fuasnaine/lgesunainn 91 23.70

B FIAITNAINTBINT IUALAINTD 96 25.00

drvmnalanng Online 32 8.33
FuNUI MUY 98 25.52
Tsanenuna 27 7.03
IIMIMUILDINIT LAFDIRANNDFIN N 40 10.42

8. wWatinmlnein / fnwey  {uwausas@ naw uasd 63 16.40

WPRBIRNNBFININ AN 167 43.50
Augnn aumilafin 88 22.90
fiaangepnlunsiin wwasaraNinnen 66 17.20
4
A
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N = 384
anunlnenialivasdisfiudane . . .
Lﬁ@ﬁﬂﬂﬂjﬁ%ﬂ%iﬂﬂgﬂdﬂﬁi F1ERzIBUA 1IN SAURY
1, vﬁuﬁmfhgmmuﬁmmzm ﬂ@emmmﬁ%amw;@uﬁ'u 72 18.75
yaslUsfindaana defiand] PBINRIAT AT NN I BN 76 19.79
Aagiiuuuula WULRSAZBER AMSUTIAN 150 39.06
wUULALYS 86 22.40
2. ﬂmﬂm‘ifgﬁmw}mm WeENI" 10 N3H 38 9.90
10 - 15 N3N 203 52.90
16 — 20 N3N 86 22.40
21 n¥u 3l 57 14.80
3. PNTIRAIANZANADTB Finnn 15 U aes 48 12.50
16 — 25 U/ 59 15.40
26 — 35 U/aeN 96 25.00
36 — 45 Un/aaN 138 35.90
46 Uit (/e 43 11.20
4. Vs lafnda §7 100% 47 12.20
aedefandisanfila 3in 1 72 18.80
el ekl 135 35.20
safaalnuan 105 27.30
Au 7 TUFATEY e 25 6.50

afiUs1UNAN1sIAY

HaINNNITATEIRgUaEAIAT 1 WUan nsRsNyRAndaatedeandn lainngas
malulagieges spray dry wsgiiiunsdaaziBandang 100% wasimungrsiisiiisla 3 gos
Usznauras Tsfndransifefiandinsannsiingss 3 in 1 gs9nsi uazgaafonlnuam useqiu
QIWaEAA 15 N3N0 INLTIANTBINE 45 UMW UATLITY UNABNSTIN 10 FB9/NAEY 51A7
NABIRY 450 U FEAAR IR UAITNIIHT M HINI9A4 819N YRS (Agricultural Research
Development Agency, 2021) N&1991 m‘sﬁwmmnﬁm%ﬂmmLﬁiuw%m‘;ﬂqmﬁ AB N3N
ANNUANANILALANY A AN INANANAE LT3 0 nazidelafanufifAnanmdeniugunamn
Tnaudesiiu AeiiuaTnpadnanlsdafuanindoussedomifinaulanbmno fuszlomitums
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TosTulnausa #in Omega 3 6 uaz 9 (aTumaus uazdnfing Usinglumisei 4 uazansed

5 Nafinaqs [y anasand lnannisurdaatsidedand (Uyaaaadufnana1iig Aa 219

Y

a o A
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15199 3 UAASHANISILATIEN @mmmﬂmmm‘i
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F189N15/11HY HANEW HANEK 9 NWIBNUY Y
Lom 9 NWIBHNUN NWIBNUY
(1RIAT) WIBHUY gﬁl‘a’ .
RS 3in 1 NEIFITAT
U [
Fanlnuanm
Tosfuriaviag (N3) /g/100g 48.74 27.18 19.22 22.72 29.60
Tuslu (n5w) /g/100g 23.85 11.86 8.0 10.24 11.28
anslulaman (n34) g/100g 18.19 56.72 67.48 59.93 53.14
101 (134) /g/100g 2.45 1.46 2.43 4.1 3.31
WRI9TH (keal) 647.02 510.58 485.15 492.04 527.46
AYHE (N3W) /g/100g 6.03 2.78 2.85 3.00 2.67
s (n¥w) /g/i100g 5.47 25.09 36.80 32.70 36.67
Teflen (Radnsu) /mg/i100g 0.47 11.06 283.34 335.29 365.73
T8 (N3W) /g/100g 15.69 2.72 452 11.89 6.65
wauns lreniln (Rafnsn)/mg/100g 413.51 121.03 76.22 105.20 103.50

7w quﬂu%m‘iﬁﬁﬂLL@WI@N@‘LIWNIJTMWWI‘S (Nutrition Research and Testing Service Center, 2021)

9npn599 3 aniulnauenainauaiaisainisiidndey luanazidnladu Tuefn
AU TEAam 100 Was9m Aanaw sena Todan Taemisuan TUsfiudaana@eiandidony
nannslaenfin GanulnanndnnaH7isidinGu duas uazdums Tnauannlranfiuiius:Tams
HANNAE L% ﬁqggﬂuﬂggﬂﬁmz LLﬂuTwTsamﬁuﬁu‘j:ﬁw%mwfumi;mméajm‘im:qmdﬂ
AnANBUAYET 2 N anenssnIEUTILUnUavaenden ﬂ‘swiumﬁfmﬁﬂmmlﬁm LAy
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amnsfivinlmfaneads uazsmlsala (Department of Science Service Ministry of Science and

Technology, 2010)
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%A Omega 3 6 waz 9 (28N 19s uaAnAug Fuiniuilnflaanisailludlsguyinnsdiens

= ¥ o/ dl
‘Vi‘jﬂﬂq‘ifi’]‘j\fﬂ ANRTITINN 4

A151971 4 uansl3unnesnga asulnansagila Omega 3, 6 uay 9

518015 NANTIATIZN (mg/100g)
Omega 3 1,530.11
Omega 6 33,205.87
Omega 9 46,428.20
TN 81,164.18

Fian - qmju%m‘f THUAVIARBLYNINTWINTS (Nutriion Research and Testing Service Center, 2021)

arna1anTt 4 wua Dehiudaansdeiand (Gaaaes) fnanluliansania Omega
3 = 1,530.11 mg/100g ¥Hm Omega 6 = 33,205.87 mg/100g Lay #HA Omega 9 = 46,428.20
mg/100g weisanuan Tinsiudaaedefandl (Gaasesn) AUsnItaesnsn aiudnga 17.26
9/100g namlasiiludnda 82.74 g/100g (a5ma1We 0.04 g/100g wazAnnfing 0.00194 g/100g

o =
PNFINTWNN 5

A5 5 UAANLENDa9NTA [RTANFD NTa [ NANFn asimanus uardnniud

518119 NANITIATIZN (g/100q)
nanlasBNeA 17.26
nanlasilnansa 82.74
Tushang s 0.04
AnAuD 0.00194

7w quﬂu%m’ﬁﬁfﬂLL@xvmﬂﬂumﬂﬂﬁmma (Nutrition Research and Testing Service Center, 2021)
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