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Abstract

This study employed a mixed methods research approach, incorporating both
qualitative and quantitative methods. The qualitative phase involved in-depth interviews
with the owner of “TuHoo” to explore the brand identity and guide the packaging design
in alignment with the business context. The quantitative phase involved surveys to assess
the appropriation of the design by graphic design experts and to assess consumer
satisfaction with the designed graphics on the packaging. The sample are purposive
sampling consisted of: (1) the business owner, (2) 5 graphic design experts who evaluated
and provided feedback on the design, and (3) 100 consumers of TuHoo (female, aged
24-35) who evaluated their satisfaction and perception of the brand identity expressed
through the packaging. Research tools included interviews and questionnaires.
Quialitative data were analyzed using content analysis, while quantitative data were
analyzed using descriptive statistics (mean and standard deviation). The research aimed
to: (1) to study a brand identity for TuHoo, (2) develop the packaging graphics for TuHoo’s
soy milk and Chinese doughnuts, and the design was based on the concept “Perfect
Pairing for a Full Stomach,” reflecting consumer behavior of pairing soy milk with Chinese
doughnuts and conveying a warm, home-cooked feeling. The results revealed that all
design elements were rated highly appropriate, especially typography (X = 4.80) and
illustrations reflecting the target audience (X = 4.60). Overall brand identity perception
(X = 4.15) and consumer satisfaction (X = 4.07) were at a high level, indicating that the

design effectively communicated brand identity and satisfied the target consumers.
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4. ﬂiﬁ\lﬂmmiﬂa%aLLsﬂgﬂ'lwiamiﬁmﬁulﬁ]%a?mﬁw 4.11 0.45 10
5. mslddiioniseenuuunsIfin finnumsnzan de 3.95 0.28 )
ANnNElER
HATIUAUAUNINGTR 4.07 0.36 €N

HaN1FI8lAgATUNUIN NTIANUUUTTY
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#odns
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HAN13ANYINUITUGY ddndnuallan
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dudnfideanisdeansoenly drugaduves
udlduAnuamiliuguam wagussenae
Alvimnuidnidutueuniioutiu Jsdanals
Lﬁquﬁﬂﬁwﬁyaszjy"wmﬂmmﬂi:ﬁﬁulmad
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K uilna dnwuzina 1l aziouuuidn
lendnuains1dudn (Brand Identity) 711y
AUWANANAINFUAIA LYY dAATBINU
wuIA AUy C. S. Brooking (2022) F418n
madonuislunsaiiennuunndadonns
af1ayadnnniaauii faaulanueud un
nuan1sAnwnandliiiuinesfusenay
AudmaNualns AR Wy d Tald sndszney
LazAI8nET 18nSnasd1atnlausen1sTu3
andnwaluaznisandivesiuilaa 3
48RRI ULUIANYBINTIAEY I5ANYR (2550
9190911 TNTIA WILNNIZT UABYIN A9 TIANG,
2565) 1 5371 Smdnvalvesns1A UM
Usgnaumeunuaessnanwal (Core Identity)
wazdIuve e (Extended Identity) fifunumn
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TUNI38519AULANA 1A ANEFNRUT NS
o1suaifuguilae daniseoniuunifinuy
ussyAasiiieaiadndnualirudy awnse
asunsyuiunseenwuULasNanIsUTTEY Ia
il
TuA1un1500nLUUNIIANTN19AIAUA
WA “gydusies” drevennudNusEY
ouguszvineuiuguilae esduszneudld
UsznounielaliLuunausenineguninuay
29713 (Combination Logo) Inudunanmed
vana Tiaugdnove unasidutuies
Fadnwsidunuu Sans Serif uag Display 73
sUsuvududng Wiy wazniwdszneu
vssyfasiuiiausiFossndunuguilna
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o (Storytelling in Branding) Tnanwusenau
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augu Ladaunisguavesaulunseunsidu
Junmdnuaiiideansldognedivszdnsam
MU NS Nl UaI U U IAUTENOU
s fnfiddnuunluiing anla uazididadne
ansaaiemnuandlitungudimungla
9813lUTzANT NN @9AAA IR ULUIANTDY
Wheeler, A. (2017) finainnsadraendnual
AS18UA1 (Brand Identity) S0 udasende
Msdan1sesAUsznaUng 4 eayieuiinu
wazAMAYBINIIAUALADE TR
nansoonkuuiidenldinud duna &
AT wardind 0sgou saudsouiv Lo
Ausdnevguuasiduiues fidenndeiu

LUIAAYDY Hynes, N. (2009) F905u18913
wazdidnusinalagnseonisasiaiauad
wazANNIANIUINAens AUA Tnglanizly
dudemsiiguslaniuunlifunevaussse
UsIL i figaze1n Uaende 93419 uaz
40AARBINUNANIIANYIVBIYA NBUTNY1NA
wazass otuRmA (2565) fiszyinamuszney
wazn1siaendinanondus anuazaAdIy
\Foulosvesuslaniundnias
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ANUladne wagn1sandnstdunn uavi
anuienelansidnimusenavnazainaiy
uniign FeaenndesunuiAnues Kotler, P,
(2003) AszyivssySasifunumadgylu
nsduniinaureiou (silent salesman) 7
anunzaadussglalunsdnduladeldosg
fUsEaAENN wazatuayulaAuNUYDIUTY
Toadduida (2561) 91301 Bansal wardos
Tanl 34505A97 (2565) 74310599 nuei
aru91 uade waziduliasduguain
Auandeutulinasomsindulate Tnsawy
TuuSunvesdunaua wu dudy ey
awsanran1salunddoudndiiuinngg
PONKUUNITIANUTTAA M AITL W UNT
01910A9NA N VOIS TUNIURT I YA nwal
LWUURANTENI LU INUAYH 18 NS
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patagUszasAiingld aonadostuuuAnan
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