ARUIADNSSUANAAS,

3
analulag
QQ‘ il A

d1s3u¥1n1SAUNSDDALLUU
|

Il G
(P)
“ 111

025) ASNHIAL - SUDIAL 2568

Py




&)

DESIGN ECH




Msasalwlianla

v

Msasflodionla lursasnieniseenuuy ARuuagmewns unaui fodu
Rauruszynd undndad dmedad Sunudald gaaminssufald Aausinanssy unanuRfa
avlunsansatuiedowiunsfiosanangusnandluanfiistesodnadosdiuiu
3 yhusendsunany Tasunanudifansandfusilunsasisdediieeffinimounsl
sanslasnneu uagliioglusswinmsiansandfiuivemseansdu nesussuBnisveanudvdly

MIwAbvauatULaEAISRANTURRLRAUSIAUADUNAS

TGN
59IFNANTINTY AT RN F3IYAd WIS IBAAIUATIUNT
HYILMIans19158 As.sunsivs Insvas U INYETIA AU
UTIUGNIT

HYemans1a1sd asvdnla avieu

NBIUTIAUIZANT
AARTINTE ATNTAUBY WAGWINDS PANTNUTING IR (NTea)
AERTINTY A5.ANNTA]  Auginug PAIN TN
AERTINTE A5.AAYY oTMITIUNG PAIN TN
HYILAIENTIA15E AT.0TTONUS WRaMINE  IWIAINIAlNVINe Y
HYILAIENS19158 AS.0I5NNE IFITI WINREATUNY
HY8Mans19158 A5.85 NI515 M WInedenAlulagnyinanIzuas
HYI8A1EnI13158 05.35 LA WM FEALULa T YIAANTUNN
HYILAIENTIANTE AT.NES HYsUEN TR UMINGSIVAAIUATIUNT
HYILAIENI19158 AT vUNWe Neeldy UNNINGE TN AU TUIM
HYIuAans19158 A9.8755 a1nded UINGNSIBAAIUATIUNT
HYemans1a1sdUnalaly sunnssuing UIINIFEINVANTLUAT
ATAVAN NAUAILN PAIN TN
ps.a%a Fansedns PAIN TN
A9.NaINE NaAUluse UIINIRLATUATUNTI LI0
3. oAt quyungny anrdumalulagnszaeuind

WIAUNINTAIANTEUY

n33Twa Fesievs UINYIFIUIATAY
A3.USYN ASAUY UNNINYHUMATATY
f3. 19955 LAt WINRETUAuATUTY

A3.lan" nuuaa WM FENALULa T YAANTUNN



NBINTIANTT
fe3deuasuIn1sIvIns augdmnssumanswasinaluladanainnssy

UM INYNTYTNVA L UATUNN

AMUANTTLHELUNT
Yaz 2 adu @WnT1AY - fguigw, NsngIAY - SuAw)

diniiusd

euddia Jwidnual

10/378 myjii 7 sualanum Sneilesaynsains davinayvsanns 74000
Inséwyi 081 810 1419



UNUSSUIEANS

215815 Design Echo atuil I@52usanunanuideuarunauad1eassdnianis
ponuuy fiagreuliiiufmdiweanisAndeadassdlunannvaiedd delududunaden
Touusssu walulad waznisiaunguwy WnediidmunesinduAenisdn “n1seenwuy” wibd
Fuedesilelunisaduuruaronssdunmunmiinuesiauegiedsiy iewiluatuiitiaue
LuIRaNsERNLUUTLANIINA A LR dlndiauaznisdesenn ity viesduguinngsy
Samarts WU nswaun Wt neziavlsindeds tilondnfusiidufinsdod wandou
nseenuuUsdnwaluazussaieiiidenleaiu yumsiausssuassndnvalviosiiu nasnau
1514 waluladfdviauazdessulatl wWeadrnisddiusmvesiuilaauasdnuludilng
Y9INMI08NUUY NaMULAarTuazviouliifuauddlaresinisouardnoonuuudiauanam
mamngvean1seenuulugiugiaI ssflowisnswamn lddnsduduasugaaieassd
nseyinvasnnden vidensdeanssndnuaivesyuvliidunsuiluasnta

113313 Design Echo veveunseAns gnsenaal ingaunlvimuugi uasnsiauseiiy
UNAYY JLTEUNNYINUY NUBUNAITUAMAININTINEUNT uazEB1unnvitu Alianuaulauag
atuayuNITINELNTIAAILIAIUNTERNIUUBE MBI DS

|
CY Y]

NBIUTTUITNTITETVadEYEY 1IN zaaluimu1seans Design Echo Tiduniiing

Fmnsianiedmiunisuanidsussdanuiriunisesnuuy wWeliiduwnasadiouss
Juaalanaziu mﬁamamiaaﬂLL‘UUTV]&J@jaummaéwgﬁuﬁidﬂ

Hefans19138 A3 vigla guiou
UI4IBNI3NTANSALgLeAlA
AN SUAansuazmAluladonamnssy
UNNINYE TN AUFTUM

i



Research articles

Eco-friendly product design made
from rice straw

Viboonporn Wutthikun,

Maneerat Pachankoo,

Pongtawan Nantasiri

Guidelines for Lifestyle Brand Identity
Design Based on Cultural Capital:

A Case Study of Isan Cubism
Panupong Chanplin,

Suppakorn Disatapundhu,

Siwaree Arunyanart

Brand identity Design for value added
of RD 43 Rice Crackers Product,

Don U Lok Community, Hankha District,
Chainat Province

Sirivimon Saywech

Graphic Design for Packaging and Brand
Identity Creation: A Case Study of “TuHoo”
Jitima Suathonsg,

Saranphon Sanyanusitkul

User Interface Design of a Web
Application to Foster Environmental
Consciousness for Generation Alpha:

A Case Study of “Waedlom”
Natcha Sirikhvunchai, Khajornsak Nakpan

a135U%y

16

33

44

58

UNANNIY

ANSNAILINI9Y1IFIUSUNITRBAUY
a o ¢ @ a | a ¥
nannueindulinsdefwindau
Fuaws sina,
v 9 9
uedsnd n13unse,
WIARE U WUNAs

wUININTITERNKUUERANBalnIIAUAT AN
aladanNuNIeINLSIIN: nsalAnen Bau
Aada

DIYNIET SUMINGY,

Annsal Avgnig,

f93 959/14750

N13RaNLUURaNYallNaLNLYAA

a s ¢ v =
NARNUNUIINTEU NYV.43
yuyuAdUalan 8.%uA1 a.deum
A58l Ty

msaammunsﬂnuuussqﬁmw‘i

a ¥ o @ ¢ A v ¥ vy
oI 9RRANTAL: NTUANETIITULINY
3917 sdeneq,
ASUNT UaueIuansna

msanuuusUszEnu i e UnGAd
WaLESHAS19ngTinATURILINFaNFINSU
WNLLUBLSTUdan:

2 “ EY 9
nsadAneILay “iLInaau
alyy) ASYityTe, vasAng unUu



d15Ugy (sim)

Research articles

The Participatory Product Label Design
and Application of QR Code Technology
(QR Code) In Data Communication
Entrepreneurial Case Study Community
of Entrepreneurs Organic Oyster
Mushroom Farming Dan Khun Thot
District, Nakhon Ratchasima Province
Worada Narkkasem,

Wisanu Duangprasopsuk

Development of a Souvenir Logo of
Pintu Gerbang Melayu, Ban Nam Sai
Mosque, Pattani Province

Apsorn E-sor, Samsiya Khaday,

Anun Vasoh, Suhaila Binsama-ae,
Pareeda Hayeeteh

Upgrading Cultural Products from
Cultural Capital to Economic Opportunities
through Festivals: A Case Study of Mae

Loi Luang Village, Thoeng District,

Chiang Rai Province
Ratchanee Luedara, Sasicha Sukkay,
Nakarin Namjaidee, Supaporn Tewiya,

Paripan Kaewnet

75

88

99

UNANNIY

n1seanuuuaaIndudeglidusiuuay
Uszgnaldinalulagfaslan (QR Code)
lumstieansdoya nsdifnwryuvu

v I3 < s a
gusznauntswsuiinunsiineasuniia
2.AMUYUNA 2.UATTIVHU

9997 WIANYY, TYad AINUTEaNGY

L3 =

NsNAIUINTIdYanYaIvadNiszan
Vg nFots uany dadatiuila
Janintannil

dUas d7e, FUTYM AUAS,

o 19y, govar Tuazusue,
1397 eding

ATYNTEAUNANAUNIAUSIIY
nNuglanianiaasegia
ﬁuﬁﬂmuﬂ'wuﬁaawmq
NDLIAY JIWINLTYI5T

suil 8o, AAY gUNTe,
un3uns ilad, gms e,
USwssd unuums



d15Ugy (sim)

Research articles

The Creative Development of Dried
Corn Husk Handwoven Bag with
Innovative Color from Malabar Spinach
Nalintip Makkiew, Supaporn Wongsa,
Chonthicha Thipanya

Academic articles

Design and Creation of Products from
Waste Wood: A Case Study of the Teak
Wood Processing and Furniture Group,
Phra Luang Subdistrict, Sung Men
District, Phrae Province

Veerasak Suanchan, Nattapong
Chaisanfoon, Sikarint Munlikawong,

Wanussuda Kamput

116

130

UNANNIY

AMSNAIULTES9Ed5sANAnAMaInszIUN
darudant1nlnadieuinnssunisdoud
ANHARNUAY

UAUTINE 1104T83, §AINT 3w,

157 5

UNAMUIBING

N500ALUUNAZES19ATIANARA I
nasldivdedis : nsdifnuinguulsgy
uazyiuwasineslddn duansenrans
gLnagiy JMIAUNT

S5ePné aausuns

e lvgaroy,

AY3UNT Taan19,

Wage Fal



Design Echo Vol.6 No.2 July - December 2025

[

AsAIUINI9TdImsUNIsaantuUNAnN e iiulinssadawinday

[ s

Fyans igas’, wlind dunda’, wednzu Tunds’
L23anuzmaluladonavnssy inive1aesigdieee

B1ud: viboonpormn.wut@crru.ac.th!
Received: Mar 10, 2025
Revised: Apr 28, 2025
Accepted: May 07, 2025

unfAnge

1533813 psnsiauIeTNndmTunsesnuuunan Sueifi D uindod awandou
Inquszasdveanide 1) ilefnvmaassnszuiunandntagmdelinisnisinuasiadialae
nsFsuifisusswinnsldanailadenleasenlsd 1htidn wazadunis 2) iesenuuy
NAnAuTINan AT T uTnssodundenannaisdn 3) iledevenssdrminszuiunisuan
wAnfuaistndmiunseenuuunAnsaeifiduiinsredwandeulviugury ns3deid
fupouuariinmslunsdiiiunsideluguuuunamausswinedsifoannin JdUiinu uay
nsfnwivaaes emuuvnanmstanfananihsiniietsnesnuuundnsasiiiduiingsde
Aandounamsitenuin nszarwihsinanansandsldlagldasedlnfeuleasenles 1
1181 u3oedunid FeflquantBasiulunsilule asedludoulensenledinunzi
WA Snustitladudaoims i Taulil nsedn wagqenszay uidesdszuuthda dunsld
asihiduarqaunsunsdwiundnsusidduiaems wu vssyiustosuaziaen g
nseenuuURanAusinvhalasauziseldmdunsesnuuutayinunansusiiduiinsse
dandeuaninegn Tnesjatiunsaiassdndnsarifaunsondaldig wangauiuiun
YosurLLazAnenmesnguiamAe e daianslininennsossduan uanSnuiitlaty
msmeven Ae nszildwssguundnd miunnm lagldussdumalasnaindneazvesnes
v iasiimdeannszitazthundaliduiiiivans lnofiiuanelduuanlunisesnuuudy
sUnsandneiiadnn mavenuuundndusidadsisenuazaanlunsudea Tasldgunsalitlsl
Fudounaznszurunisitldgsenn ielfaudnluuruaunsondnldios uazdilfouunfnid
fnAiasugia enuasvgmaniuarAunndoulinaonaasiinvomwingdai FauAnIIIHY
ponuuy wan 1o uazasidavdmunoty Fmdandenenmaluladgyuvy gl
auahfiauazieaiudnnmuomansmsiainiiedn velugunisairserfmaiy nisuiu
YaANLATYEAY UATNSTIBARNANTENURDAILINGDN
rdfey: 9d1, HAAALYININTT, N1590NLUUHARS I T ufnTsodwndow, i’aqﬁ'
By

Re. Do

i 4



Jsansalsdionln UA 6 aUUA 2 nsnAW - SUDIAU 2568

Eco-friendly product design made from rice straw
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Abstract

The research on the development of rice straw for eco-friendly product design
aims to: 1) study and experiment with processes for utilizing agricultural waste—specifically
rice straw—by comparing the use of sodium hydroxide, ash water, and microorganisms;
2) design environmentally friendly products made from rice straw; and 3) transfer
knowledge about the production processes and rice straw-based products for sustainable
product design to local communities.

This study employs a mixed-methods research approach, combining qualitative and
guantitative research with experimental studies to explore strategies for developing
sustainable materials from rice straw. The research findings indicate that rice straw paper can
be produced using sodium hydroxide, ash water, or microorganisms—each method resulting
in different material properties. Sodium hydroxide is suitable for products that do not come
into direct contact with food, such as lamps, bags, and paper packaging; however, it requires
an effective wastewater treatment system. In contrast, ash water and microorganisms are
more appropriate for food-contact products, such as food packaging and drinking straws. The
research team has designed and developed eco-friendly products made from rice straw, with
a focus on ease of production, compatibility with local community contexts, and alignment
with the capacities of local enterprises. Resource efficiency was a key consideration
throughout the development process. One of the products transferred to the community is
a small, portable coin pouch inspired by the shape of rice straw stacks. Leftover materials
from pouch production are repurposed into cable organizers shaped like rice grains. This
product design emphasizes ease of manufacture using simple tools and straightforward
processes, allowing community members to produce the items independently. The design
is guided by the principles of ecological economics, integrating environmental and economic
considerations throughout the product's entire lifecycle—from planning, design, and
production to use and disposal. Following the technology transfer, community members
developed a positive attitude toward rice straw products and recognized their potential to

generate supplementary income, increase economic value, and reduce environmental impact.

Keywords: Rice Straw, Rice Straw Products, Eco-Friendly Product Design, Sustainable Materials
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Abstract

This research aims to 1) analyze the cultural capital of the case study using
synthesized best practice guidelines, 2) examine the destination image based on Cubist
concepts, 3) analyze lifestyle brand strategies rooted in cultural capital, 4) analyze the
consumer journey and brand touchpoints, and 5) define identity design guidelines for
lifestyle brands based on cultural capital. The case study is “Isan Cubism,” a lifestyle
brand that reinterprets local Isan culture through contemporary ceramic design. This
study employed qualitative methods, including document analysis, best practice
synthesis, case evaluation, and in-depth interviews.

The results reveal that Isan Cubism successfully integrates cultural capital
through local wisdom, creative reinterpretation, community participation, and a unique
Cubist-inspired visual identity based on khit textiles, hup taem murals, and wooden
Buddha sculptures. These traditional artforms share clear visual structure and conceptual
depth that align with Cubist principles such as abstraction, geometric fragmentation, and
multi-perspective synthesis. The study also investigates lifestyle brand strategy,
consumer segmentation, and brand touchpoints, leading to the synthesis of ten core
components of brand identity. These components reflect the relationship between
Cubist Destination Image and the Psychological of Lifestyle Segment. For instance, the
logo should reflect geometric abstraction and fragmentation to convey the “essence”
over appearance. This reflects the values of Isan craftsmanship, including faith, simplicity,
and authenticity. The typography, similarly, should emphasize structural rhythm and a
unique visual language to express the brand’s cultural image. These design suidelines
offer a strategic framework for creating brand identity that bridges traditional cultural

meaning and modern lifestyle aesthetics.

Keywords: Brand Identity Design, Lifestyle Brand, Cultural Capital, Cubism
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Uszaunmsalasewesfuilaafiiiumainvaie
Fumoulunmsiufduiusfunsdudiuaz
ATBUARUNNYAFUNE K1un1viAIdle
\T9a@n (insight)

Customer
Journey and
Touchpoints

Consumer Perspective

Convergence

AN 2 N3AFIVERUANLEF NGB (Theory Triangulation)
wn: 634y, 2568

2. Bmanusiusmdeya

PAdeldimunedosdiofnlilunsitouay
yhmsasivaeuANnmAdesdefunImT
Lﬂ?jqﬁammﬂgﬁmmm (Content Validity)
nduldiiiumsddasdineninusati
auysaiifielausveiunsansanasosssy
meidelueu nguaviantu il 2 desmans

UYweANans wazaunssuaans yunainsel
W Ine1de wazlasun1snasuoylili
Fdunsfny1ide Insluudagdunauns
Iyagesursingusrasdnisliindesilodde
Lardinisiivnusudeyai iz aniy
dnwazdoyaudazuszin dananslunisnsd
1 3Ensiusiusindeyalueide
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A1319 1 FBnsiusiusindeyaluaide

JABUMIAUTIUTIMTOYA

InguszaedAnsldiaTesiioddy

Bnsiiusiusaudeya

1) MsdunTeiwuudia
a2 a
Adude

2) myUsziunsalne
AU TRT DG

3) MsaunungudmIvdunval
Joyanmanvalveganng
UanememunufnAadad

4) Msaununguamsuduniual
nagnsasduilafaleg

5) MyUsziiukard1s9
WumsUssaumsalvesiuslana
UAZNFUNAYEINTIFUM

WellaseiiilonBeszuy gn1s
Fuas1evidu Best Practice wiield
@ a et

L UNTOUUTELHUNTUAN T
WioUszilluanudennaeswes
ASAIANWN fu Best Practice
Mol lan nanwaingduan
fDIN1THOAITAUNTOULUIAR
Cubist Destination Image

A a ¢ s .
WDAATIZVNAENS Lifestyle
Brand weedau Adas
WeaUsgiliu Customer Journey
Map and Brand Touchpoint

MIATIERBNEAS

(Document Analysis)

MTIATIEONENT
(Document Analysis)
nsaunuINgs (Focus Group)
fuftugirios Sam Aalad

MsaunuUINgs (Focus Group)
fuftugias Sanu Andasd
AN958ANENBY (Brainstorming)
fuftugiions uagnisduntual
(Interview) fungatmang

3. B/anshaseideya

NIBNsiuTIUTINdeyading s anunsauusisnslieseideyaldidu 2 Ussian dil

1 2

Best Practice
Synthesis

Content Analysis

msaviAs:hdayaluandnukavdayanieni

Case Study 1
i Evaluation Based on !
Best Practice

3 4 5
Cubist Lifestyle Customer
Destination Image Brand Strategy Journey and

Interview

Qualitative Analysis

M 3 FBTlaseideya

u: {394, 2568

Interview

Touchpoints
Evaluation

msudannusLeNNdayaisuanilanglrdoya

Nan15398

1. HANITIATIZHYUNICTAUTTTUVD
nsdiAnulaedBaurufianiduda

dielinsinssinsdinuniindninaet
fiannsansnaeuldoraduszuu §3dule
FdunISAne1u3TeT LA Bt eedunIs
WALIASIAUAIT T51NFIUINN UNT
FAUsTTNOE19N 19 Wi odaaszRlirle
Best Practice Ingnudn Saudseflfisntos

9N 22

pgndalnuduiy difes mamqmﬁu’ﬂué’m
NsANYIMUNITTAUTITU (Mpilo, 2024) A3
BNLUUDHANWALTIIMUETIH (Amer, 2023)
msldsnusieasiouTausssy (Meyrick,
2022) WarN1390nLUUNIINANISTAIUSITY
(Aleshawie, 2019) G9a101508 1A% Best
Practice i dudsu luguanisdasien
nMsUssdunsdAnsnunyoadduae
Fauandlunnil 4
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Tshamanefinliadanu @
FmnsnssugUusiu -
wasnszlifda - MSANUYY .
dusssunaunu

wnfuusaiuaala
TunseanuuuHARUT

ISAN Cubism

co-branding FauTULLSUG
viastu Tasnernthulss ([
drusuianeanium s
uazdnvanalasanisnioe n'lSU?DUS?U =
Uavgusunovnu

adeseligyuruiasiu

2] dmuneTausssudau

~ = umaunauiuAal:
MSAAIUNUIUSSSY Cubism iiun1saanau
1BuaswassA

gUnsaliiduisnadia
Wi aenaneaiianiz

Witundndun
ImsuFudgandniom
B ueesuiunnema
. asviuAnuawnsn
= msnAadaulia: lumsmavauns
Usudsunisaantuu

ANUFBINSIRIGUETNA

<

A9 4 naMFATIEENTAIANYY MUk RN TwER (Best Practice)
i 1398, 2568

ANNNANITILATIEU NI A NWIAULU?

UATATL WA wud1 Banu Aadad danw
AnAd oI UNANNITERNLUUBRAN¥AIAINNY
mefausssulunnda Men1sdnunTausssy
Woad u n13AAuNuNI TS TTLLE
a$19assd n1sfidaudanvesyuvusioiu
AABAIUNNTNARBILALUTUUTINNTBONKUY
naansanaaziouliiudadnenmlunis
f1eneanuNIeIRusTTIg RN UURE Nl
UsgAnBnw aonadesiuingUszasited 1
i eTiATE UM TRLsTINYeIn AN
Taggadauuufuaiduie

2. NAN1SALASITHAINA nwalva g
anEngUaeneIuLuIAnAba

Wovhanudlanmdnwalfinsdldne
e Ardml Feanisdeans §Aduldvinnng
AnTgRranIsaunuIng udmsudun1wal
ToYANINTNYAIVDITANUIBUAIYNIIAY
wuIAnAIUaN (Cubist Destination Image
Analysis) ﬁuﬁm{jﬁa%ﬂ danu Ada lnglai
nannsvesdalsmtatiinldidunsounuian
Tun15UsEL usINAULUIA A Destination
Image wansIwsIgRanInsaswunaendud
ffndn AiseazBunswold

1) AuaNwALTIN1EAM (Functional
Attributes) L uoad Usgnoud Sudoald
(Tangible) leun 13 undndasifiiunguld
a0 (InnInguanuse) Timedanisiadeud
®anuang ﬁagﬂuwﬂam (70%) wavin
Y3952 (30%) wazdin1sldddunainvany
WWIN

2) ANANYULELTITATNEYN
(Psychological-Attributes) 10 UNNNDILAY
AUFAN (Intangible) lakA AIaUAN 9 90 9
YOIAINANY ANLLAILES LT ANLATS)
GRRFGILR

3) ANNUTETIUlIRIATINTINEAIN
(Functional-Holistic) letwn n1sanveudu
sUnsasuIaaie matdan1sanueeliaind
wilousiuatu datusawasnainvaislsing
vua s dueu 805w waswss St
fnanfausinsznnsgunnuesilaasiuidui
findle

4) ANUUsEIUleIR I dninen
(Psychological-Holistic) léur auidesles
wAnA Al unuMEIaNsTINdaIu AL
aagdlaluavsfudu mnuddnsanluns
BUTNYUIANTAIUTTTU AUATNTININNS
AEAUNAUNUBDNRUUTINETY kagAIINTIM

¥
TN

advvesfavsnududiulanalnddagiu
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(Tangible)
Functional characteristics of Isan Cubism
anuruzlBIMenw

/ msannou
inAdA

7 a7 Junsoisnnen
INAdAMSINADU MSHIANRO TR
Arankay kJousiuaty
(AD10V/USUS:) Geometric
Forms
% Essence
over
Appearance
WARALUT UnIsAINDS
wiutdaoy AKANKAY
WINAEIAIGD uUsinguuou
msIBAauU 7 £
KanKa Essence ws:wnssU Multiple
UUIMD over BIAUGD Viewpoints
4 Appearance Alneaisu
“Brighter Diverss
Colrs Cultural
Influences
. Holistic
Attributes a )
AuanyU: AIBIAT KAT AnwidouTuo magery
: 2

Uovadnaw

mited
Color
Palette

WG
ANUASNSY
ADUAD

Cubism AU
Stuusssu
Sawu

ANUUs=NUl
DUASIY

anuAsnsiiu
wnsmaum
AunuSIUATY

Geometric
Forms

Diverse
Cultural

ANUSIUADTY
vooAAU:WuAU
Aulawalna

Concept
over

(Intangible)
Psychological characteristics of Isan Cubism
ANYUEIBIININGT

MR 5 wansasginndneaiveanelatemenulAnAI e
un: {394, 2568

HANISILASIEH AINE NYal VB9
avugUatenmInLuIAaAIdad wudn
da1u Adad awnsaa1enenNINANwalUDY
s audnluliAfvanvaneiday Tasfinany
aenndesfundnnisvasdalzmdasiniluda
1598319 M519E wiuuivesing Lasyuues
Pnnaneid aoandostuingUszasddod 2
Lﬁ'a%mswﬁmwé’nwzﬁmmqmwmwawma
AuLUIAnAITaN

N 24

3. nan15IATIEinagnsasdualan
AladaNNUNIEIUUSTTU

i3delavinsasunanisinsgideya
NNFAUNUINGUAMTUFUNYINAYNSHT
dudnlaflaladannyumainusssy (Lifestyle
Brand Strategy Analysis) ﬁuﬁu@daé‘?& dau
Ardal W oliilenagnsnsAudiiiagidu
wwInnlunseeniuUsnaNYalnIIAUAIIN
NUNTAUSTINRYNTUTEANT AN Aauans
Tusnsnsdi 2
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M0 2 wansiasginagnsasdudilataladannnumeiausssy nsdlfinw danu Aaday

Sections Steps

Summary

Brand
Core

Brand Purpose

Brand Vision

Core Values

fiyjamunalunisimunaiausssudaudigiindss S iurasifau tunsaaniuy
HanfturiaciaudndnuaimetausssuwasAadziutiu inaasranaan ndliiiy
iitlygyutuludunaina afemnuniagiila wazdaaduariiwsiusdinluglinng
Hpuiiupurasdalznutudauuaragsiumiatatelnild dundasuniladalad
WeTauassy Nuanluguuuy Mass usifimnaulavasnu Craft

Anuvasiva (Passion) ludAauzuarimusssudau Nasiautiunaniug
nsdasia (Sharing) dwtanuAmmeiaiusssuasusaiuaiala tunuaanuuusuale

So o

AM1334913 (Kindness) ldlaluyndudauasuszaunisal naadresanudssiulandstu

Brand
Positioning

Target Audience

Market Analysis

Awareness Goals

fulnafilavidlndaanndasinFunvasasaud Suuneaniiu 2 nqu o
> ‘laﬂa‘lnév’f’lﬁqmﬁqﬁﬁaua:ﬂuﬂs‘:n‘m (Craftsmanship Lifestyle)

> lafidlndiidnnzgun (Leadership Lifestyle)
HupsrAusnlaialndielifudlnafifussiumalasnTamsssy Taaan
Nuasnuuuiitianumnawasandneal I8dufatudndnuninmeausssu
(Cultural Identity) wazA sz Alnuasauinnnssy (Craftsmanship)
Fauansrenuanduiladaladialuindaluumnwazanmandnuel

asensFufunsuusug u'wunaqwﬁ'msﬁams?iﬂeauaa.uquﬁiamq online ua offline
TnaiunisadadszaunmsaiuazmstidausmvasdiusinatinGadnusaulal
(Facebook, Instagram), nedauansnanuluu Craft Fair, iingsanns wazisnvay
uananiiéilinagns Influencer Marketing Hun1s Collaborate fugfiianawa
luamseuAadzuazTasssy iavenagutiinuusudlunguilmnain o

Brand
Persona

Brand Personality

Brand Voice

Brand Tagline

danAdadiiu Archetype 1a3tindn993 (Explorer: 55%) uazgfa¥wassA (Creator: 45%)
AuMsuamAuAIMITTAILEsN uaraiassAgiuuunsiauansauade

Fusud (Homour) ?i"amiﬁmmiunlﬁﬂuﬁm WUy waliiindin

lun19nns (Formal) Snwmnundata inswuduniausssy .
Wiiiusi (Respectful) tiauaimusssuatradnla uazliinualuiamessuiiosiu
fauusstiunnala (Enthusiastic) FoansmeanufaunacwdIaiNassh

“ushitiusiaeiFassnuassnu” (gUuul Imperative)
“Gihoudadiutudaulugladswads (gUuuu Superlative)
“Aauznuiiu... Aasglunnsduriviniuvdali® (Uuuu Provocative)

HaNTIATIEvinagnsnsduslaialad
NNUNITRUSTTUYRINTHAN Y Bau A
Jayl ﬂi@Uﬂqmﬂzﬂ 3 1739 Lo Brand Core,
Brand Positioning liag Brand Persona Wuan
asraudiianudaauiidluguansiuamEn
ngudming wazamdnualfidesnisdeans
1ABLaNIZNITIATISHNIUNTOULUIAANIA
Yausssu WWasioudsfianianisdoasns
Fudniinaupnudusndnvaiiesdudiu
n1500nLUUT sanasey 1l uszuy
NanTIdenansaenadesiuingUszasddod

3 iedagvinagnsasidudlaialadann
NUNITAUTTIU

¢ v

4. nansdasneiidunisuszaunisel
vasguilnauazyaduiavansdudn

AIdulanliun1sinaeilagd1edeann
Foyafildannisszananostugnofs na
a1u190914un Customer Journey pamlu
Wszeg o 1) 113503 2) anwuaula 3) 013
fiarsan 4) nsdnAulade ua 5) nslda/

n1suens e neluwnazsyesinisimsiey
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Tunouresfuilan arwidn Tenalunis
WA LazadularesnsIAudT 91nEuh
nsdunwalfunguidivanesiuiunney 7
HIUN3ARNTRILI1SIMNITENNTAIINAY
aenndesiulafialadvosnguiiivang e
asUlssiuddyluudazdunou wioui

Steps Score
wv e = = e
§ 1 Rumsusiwauu Facebook unuwsonilustouls (IR
E 2 (AuruysIUEAYHaUIDaEmAVauAIa:dauusud I
ES 2 SO
< 3 [#guAuyaivuususiuuSUNIBYIQWUSSSY [ s
- 5 < i 4
$ |4 \DWIIDIUSUIRORMIWAUA WNSRNS18a:ITUn
@ . & & o <
E 5 dwaldu uudAnA usvoumatavaviwsugnnlwatuws [ 5]
6 search google WWadayas) unaumund uSulusisne 9 (EE]
§ 7 Wwmsnnnaumdau moan tunulaalndnutourSalli
S
E 8 WSgUIRBUAUAUAIBSIDNIUSUADU 9
a & SISO~
§ 9 05)9ddUSUIUUNANIUNGDU UazSIAYRVAUMIEA:EU [ 53]
@ By ;
_'E 10 duGaKu Facebook Page [ngms inbox [ 76}
S O —— Y.
£ 1 [35uaum un:ndougsigasidenagvivly [ 62
a
g 12 nwwauanusv{uthu / [nuase
=3 . < _ = 2
i 13 thegulwasiav Social Platform NusULUU Post taz Story [ s
14 ndunAamuraiugultiuavuusudsialu

UsgiliuazuuuanunanelaneUssaunisal
18I0 HAGNS AINA1IE0AAE BINU
TogUuszasadad 4 1 o3iaT1esiidunng
Uszaunmsalvesfuslnauazanduiarens
Audn fananslunnd 6

Feelings Opportunities Touchpoint
o wWannilon Social Media finagaaaen wu FB/1G Ads
Eve- AuduensninAsneUiANSST  © Influencer

catching

Exhibition Booth
Online Content
Reels
Short-form Video

® [HuNsUaNnian "L:mqﬁwmmﬁué“ iy
wasnibilansuulunidious

© ymeiamNNsaams 1funsfmtu influencer
AdaulasiuTausssy | muAnaiassd

Brand Website
Facebook Page

o Wannbiiinm / FaladiamdsiaiFasle

© [HuABUMUALL) “Behind the Craft” Aldmun

wwAn usstiumals YouTube
“oow iy ca w v e TikTok
Curlous o vianndulwivsewtiuwa Wil UX Hidsu £
Online Gallery

SEO Content

Facebook Review
PDF uu:thaum
Mini Catalog

o Yovigilauustirdudn (Mini Catalog)
e iasswasnsinu

® 1633 Social Proof 1u ¥ ngnAan
wiaduunhanglimyngsuaasg

o fdameWiasumuiuduriousaduls
wiu Chatbox w38 Inbox inaula

Delivery Package
wu naavldaud,
afninas, msan
a=foudnanyni
YUNUSUA

Anticipating
® L Packaging Experience IAsvinukusus

Shttned iy ussiurifidFasthumeany

User-Generated
Content (gu
1G Story / FB Post

MSUESHINNIWD

O Lo

o nszsuliitiaivfaurduasuriianasy
iy uduvasity

© IMIIAMNETBUAN WTANFAUFAIANIAT
wpsduieaiemsziily

 &¥ community vasgnAmTagauls wu
Instagram Highlight Story

i 6 wanTIRTeiidunUsEaunsalveuslnauasInduiavensduen
wn: 634y, 2568

5. KaN1TIATIRILUINIMIBRNLUUdnaNvalns1duA ladlaladanuneTausssu
LuIWIMIeRnUUUEsINg 1 NLiuteya (Core insight) NlAaNNMIATIRERUAALEANY
ngud dldgnisinseiuumnanisesnuuusnanvalnsdudlafaladanyunmeiausssy

fakansluning 7
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Cubist
Destination
Image of
Isan Cubistm

Psychological
of Lifestyle
segment

DESIGN

GUIDELINE

Cubist
Destination
Image of
Isan Cubistm

Psychological
of Lifestyle
segment

DESIGN

GUIDELINE

AINNANITILATIEANUL N WUINIINIT
DONLUUINSNYAIVBINIIAUAT Dau ArDa
AITAZY BUNUNIITAUTITUD a1UN U

Nsansalsdionln U

Talfmsazviau
wARAtiaN
HugUNsusIALR
uaznsuandu
(Wadiand “unuu”
unndrgudnual
neuan
n&u Craftsmanship
fasnsanulsrain
UATIAWIZAT YN
nqu Leadership
vaadndnuain
daruuaztiiata

Wordmark K32
Letterform RaAnau
SUnS\llU\llSU'lﬂl'U[?l
nﬂlhaiJU Nuie
10U icon [@dAU
uassu responsive

o Style Guide

fAusannvans
negiu

(visual diversity)
AMMNMGHAUNE
AaUsnududau
MwnAnAta

n&u Craftsmanship
uasANUlsEain
luiﬁﬂaufiﬂm dau
Leadershlp #Ban1se
nsaufiiiszuuuaz
Sndnunifaru

anmnua wSau
FDE)EI']\anﬂli]U
SOUfV template
dnsulwas

e Color Palette

wamfusliavannuane
1 danusld denu
fuatiy Faumsus
Axfiauavanatas
Adtaigadansizi
Mtuns1¥dan waz
Famzaasdluniw
n&u Craftsmanship
UVinuarfiunsidan
Engtianumune
dungu Leadership
wawnanuiiula
néuanIann way
nmanuainada

15 Primary Color
0udnan sounu
Earth Tone Ridud
YaVUssgIN ALY
1ws10n Add Neutral
tmadau

Stationery

FofanniAues
UASVE HuNTg
Vianiiasiu uaz
nurmanuang
Puanapdaiu
ateaale

ngu Craftsmanship

Wianuddeyiuns
auase anuiszaln
YBINTTAT WEnTan
'ucum Leadership
HDINTAMNTINGS
dviiauatuiionndin

Tns=munD Texture
§SSUUR AJUANAU
T3inAdAMSAUW
WUUAVLA WU
Letterpress,
msuuyu 1at

=

o
nuI:

n Typography ‘

v - &
uanadusenauul
UAZISINANA FB0e
NSUENEIU aanau
waztiauszununuu
Ardan Tiviuanu
4 5
aulwavasdannll

nau Craftsmanshlp
vasnanusEin
aviden Yungu
Leadership fBang
winuiuluyagnuad
typeface N liiau
mnananl

wawunanusinenls
Tasvasisyacin
LUV Angular shape
(Wu dndsu yuIdev)
wumsuegndiu
uaztkasulang

IlUU mechanical

n Packaging

thiaualassadrandas
WsaTanussanil
yuwiReNsudn
Adudanannians
uaziveuleniEasm
NTRussIUBEU
Faanstinu tag, label

nqu Craftsmanship
Wirmnudndoyiiu
staBtaaYEnda
wﬁaﬁjmmﬂs‘:tﬁ'm
‘umm Leadership
mmmsmwanmm
indete

texture SSSUYIA
vavian Asvas
naaulluUISYIACR
lazadnangANILEY
nuusxluumahmn
fAauzWunud
wSauunsn card At
Bovs1nAnudum

— -

N 6 aUUN 2 NSNN1AU - SUDAU 2568

o Imagery Style

NSUAUNEY,
ummmﬂaﬂkunu
numﬁuumua,ﬂa‘wm
maaﬂqmweau
fdatennuan
Tuyauaslmi

nau Craftsmanshlp
Fuyunwanun
NAviaUAAIERYI0Y
uazanidianuansng
nqu Leadership
FBINNTATIUNGT
usatiugnals Nhisa

2ONIUUNMWIKDY
lasvaswisuAmin
uenavAUs:naulh
Tuauuns 0 texture
nIutsuumuTlJ Way
WauaINABAUAU
lasusvoumarty

o Digital Presence

FaasUUTUAHI
unaaviasunaulad
fENsUIEURNIW
MaNuaE LB
IatneamanAIL
FutiauneTamassy
luguuuusuad

%y Craftsmanship
mavialszaunisal
aoulaifldla dau
Leadership Ay
mﬂmnumeam
AmEnuaiitanau
Tudsnuaaulall

Instagram/Facebook
uanléwmlﬁa\ma‘\l
Aiadunavnu ua:
Junauuria
Tngmw & ua=anus
donAdavnu
nANYNINSIAUM

uaRIT AWt
NSUSUANIA WAL
msusnadunliann
amanefiiin tned
md'mmwhmumm
wpanuiauiu wy
QuAtauuandin U3UsT

nqu Craftsmanship
WinuAruainans
Mawzen Tiaiian
mnuldauysaluuy
a7 Leadership
Wianuddnyiiu
avAdsznaunithuszuy

99NUUU icon, pattern
fannau mulasvasiv
isianan TRGUlA
MU screen / print
ﬁ}ﬂéna‘)u modular
Waldnu motif
Tumisdaanstusus

m Storytelling Assets

- < |
wanlaegauan
Hagluliaszaniu
1y shsEianutiu
oI
e
Fawsnitiedyanual

avviaunslinuan
ffumsaaans il
Faudn Tedannda
fiulanaladvangu
v

Wau Story Card,
Video Content K5
Landing Page
ﬁUDnlEhﬂ)TUlﬁUm
yavlUsu

MW 7 wan1siessikuaveniseenwuudaanvalnsdumlanaladanyunieiausssy

#1338, 2568

NM9LAL3 8IVDINTIAUA

U L4

9AUsENRURSIdaNwel & A9nYS
lnefigUwuuiinauy

= v a | 5
anudunesiusiuaie waznaulandlasi

£

a v

o

o

Tuauds
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aladvosfuilanilinuadunuildouas
Amanwal NadnsAInaasioudAdy
aenndestuinguizasdded 5 iilarvun
WUINNITRBNKUUERE Nwaln 1A A LAl
aladanmumetansssy mndud3delde
gongn WA Mood Board flansdnume
wuansluniseanuuutsvAaddmsunsd
duf 910w 3 wuanns Aldussiuaalasn
AuANBuzvINandTLazdnvuzadlail
alodnguimng faenndosiulszinnues
Aadzidalluudazegnatie dneandon il

WIS 1 usatuaialanndadas
A1 (Analytic Cubism) 618M8aLUIAA
N13LeNdU (Fragmentation) NIUNITININ
aafUszneviifinnudussuruisvindinuuy
udou lagldlnudidssinumiu 9 azviou
Auds 8n wazaununeniglundausve
09fUsgnoulumood board taanldnw
ARSI TR UREY B1eneAnTskEIT
wnuuiing aenndesiulaialadvesiuilan
Alanuarfusifliouaznndnuaiilanidu
WANEY

o o a

2% 8 Mood Board wansanwagluniseanwuuisefaldmsunsauan wwmiei 1

u: §7399,2568

W99 2 wsedunnaleaniadasidunsieyt (Synthetic Cubism) YiauamIuanlyald
Lﬁumsé’amiwﬁmﬁﬂszﬂaumumiﬂizﬂauﬁ'aqQ%aﬁﬁuﬁmmmaﬁ’u v Al Aassadin
nsraudn wWeadsnnumnglnl Tneliusserniauuunmuzin (Collage) wazanadame
aadUszneavluLuUeaNIng (Asymmetry) THlnudananuid@avsfiviededinnuduwusud
Jwady ayn aala nduanseen nieulanewianuAnasvassalvg o
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° o a

A 9 Mood Board wansdnwazlunisesnwuuisv@addmsunsidus wwimniei 2
i 1338, 2568

wuIMedl 3 wsaduanalaainAsdasiuuundn (Crystal Cubism) ldsuusstunalasngas
Uangvesiannnisiadar dutunisfuganudaauvedasairsuazanufussideuuy
SRR LA NENUaIAAY AUN1RT (Symmetry) Wagnaundy unun1INAaevIede
o1sualiomzyana T5Unsuy modular w@luselnudmamanayyiounuswadie Tunm
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Abstract

This research aimed to redesign the brand identity and packaging of rice cracker
made from RD 43 rice from Don Ulok community, using a mixed research method. The
research instruments consisted of an interview form with farmers of the Don U Lok
organic and safe agricultural commmunity enterprise to find the charm of the community
identity and analyze the new brand identity under the name Den Yai Slow Life. The
results of the analysis of both parts were then used to synthesize the brand identity
graphics, including colors such as Burnt Sienna,

Dark Brown, Olive Green, Light Green, Beige, Light Gray, Amber and Orange
patterns from main ingredients such as rice, the Hymenodictyon orixense tree, important
places, life of farmers. The graphics must reflect the brand personality, which is friendly,
approachable, and kind. Finally, a satisfaction assessment tool was used to survey a
sample of 65 people. The results of the assessment of the logo were 76.9%, which was
to create credibility and increase the value of products and services. The packaging was
80%, which was to have complete information according to the standard. The overall
image of the new packaging could increase the value of the community products the
most, which was 75.4%. The farmer group was satisfied with the design results and will
use them to create a new image for the rice cracker product, which is one of the products
that created the reputation and income for the Den Yai Slow Life brand. Income of the
Den Yai Slow Life brand.

Keywords: Identity Design, Packaging, value added, RD 43 Rice Cracker
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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.

Keywords: Graphic, Packaging Design, Identity
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Abstract

Environmental issues necessitate early education that fosters sustainable
awareness among children, particularly Generation Alpha who are native to digital
technologies. This study aimed (1) to design and develop the user interface (Ul) of
“Waedlom,” a web application that fosters environmental consciousness in children
using a human-centered design approach, and (2) to evaluate users’ satisfaction,
suitability, and engagement with the Ul. A two-iteration process was employed: Cycle 1
involved 50 general users at the TCDC Exhibition to gather usability problems and
suggestions and to assess satisfaction and System Usability Scale (SUS); Cycle 2 involved
ten IRB-approved participants aged 7-9 to evaluate engagement, content suitability,
ownership, confidence, emotional connection, and internalization.

Results showed an average satisfaction of 4.8/5 and an average SUS score of
59.0 (marginal). Children demonstrated 100% engagement, 100% suitability, 62.5%
ownership, 50% confidence, 25% emotional connection, and 37.5% internalization. Key
Ul mechanisms, QR hunting game, child-friendly illustrations and characters,
appropriately sized high-contrast buttons, and a virtual garden, align with play-based
learning and gamified learning, enhancing intrinsic motivation and meaningful
participation. The findings indicate that a human-centered Ul enriched with child-
appropriate gamification effectively promotes environmental learning and awareness,
with design recommendations to further improve usability in school and community

contexts.

Keywords: User Interface Design, Environmental Consciousness, Generation Alpha, Play-

Based Learning, Web Application
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unii

Tutlagiiu Jymauedeudulssiiu
A demansznusedinuyudialan v
Jymnsdsuudasanmgdenie uadiy
LAZNNTANAIYDMINGINTEITNA Faduna
MNNgANTIUYRILWI T I nTnenslag
yndndfindunudsdu (UNESCO, 2022)
ﬂ’ﬁﬂ@]ﬂﬁﬁmﬁﬂﬁﬂéj’maﬁLL’JfﬂéjaiJéldﬁLLGf’qf’&JLﬁﬂ
JaflanuddnionisaiianngiungAngsui
Boreanudaduluszezen asdnsy e
(UNICEF, 2022) 5184737 LANL2LUBL5TU
dau (Generation Alpha) Funsaudd .ol
2010 tJudunn d9ruruuszarnsuinndn
2,500 d1unusialan uaznin 8 d1uauly
Usginelne §adunquuszuinsi idula
yiunananeluladfdnadaus Yo vinls
N1580NLULA 81515 8UT T nunzau Ay
wWaunisuaraivaulavendnng uil a
AEReys (Prensky, 2010; UNICEF, 2022)

nslfinaluladAdadaduwuimid
wangaulunisdwaiunisifeuy a1
dawndonlugaiagiiu (Sterling & Webb,
2023) snAdevansatiudliifiui nsgous
W1UN19LaU (Play-Based Learning) kagnis
Boujiuuing (Gamified Learning) 28uial
AnvaulanarAuddIuTInve S ey Vil
Lﬁmmﬁﬁaui’ashﬁﬂ%ﬂLLawiaLﬁaa (Lillard,
2013; Hwang et al., 2016) N5IFAANTTULT
a¥9assd WU MmInanmLaznLiod wnden
\Dunszurumsivaglidnuaninudnuay
yunesiddedwandeusgadusisued
(Ekanayake & Wishart, 2015) uaﬂmﬂﬁ A9
ponuuvdeiidenlosseuinlanidviauaslan
a5l niAnniuy @nrnwuiy
5ITUPIA UALNAUINYENITANIATIEINIY
Usraun1sainga (Ghazali et al., 2023)
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LWIAANTSIEEUAIN (Active Learning)
FaiuligFoudunumlunsaieenuisng
AULEY NUNTTANBURUR N13d1599 wagns
agoutszaunisal (uuuidaddyd
denAR eIt UNTNLULE oLl en151Tus
AawIndau Active Learning theiasuadnais
anudladaiomuarmadenleadensual
yhlFeuiussgdlaniglulumaGeusuniy
(Bonwell & Eison, 1991; Freeman et al.,
2014).

agslsfianu nuAdaiAeatuniseenuuy
dauuszauily (User Interface: Ul) SERED
iiens3euisudwndeudmiusndsd
$1it Tnwdnilngjazidudunisisoudialy
mMseenuuy Ul imngausuiodinuazasng
Engagement ELumiL?sJuivﬁ"m?fmmﬁam
Tasanizdelugndnwieg 1 dussuy
(Hourcade, 2019; Nugraha et al., 2023) N1
panuuuduUsEaugly (UN) vanefianisda
aerUsENaUA1e o wu Ju wy loreu & uag
#aazs el ldansaldmeuduszuuld
agedreaekaziiaumune Ul i ldifies
eann1szn1aleygy (Cognitive Load) usl
§eas1auszaun1salild (User Experience:
UX) 18 orlonisidausauuazninsoud
(Norman, 2013; Nielsen, 1994).

NISWAUT Ul @95ULA nd9Aa5lH
AUAIA YA DAIULAUIZFUAIUNAIUINTT
Audslunsldau Auayn wagaIy
UaeasiglunisiSens suufieanislduuimanis
sanuuuidugldidurqudnans (Human-
Centered Design: HCD) "Tjﬂig:ﬂl,ﬂuﬂ’]iﬁﬂﬂil’m
wWrlannudeenisuasngAnssuves l¥as
H1unIsLAudoya A15e0nkUULT 1IUT
(Iterative Design) uagn1sildiusiuvesyld
(Participatory Design) Lﬁ'aﬂ%’uﬂqa?{aadw
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woiil ssaunauland nquidmuisldogg
WN939 (IDEO, 2015; Norman & Draper, 1986).

ATedd e Fuseundiadu
“Uandeu” Tagldnszuiunis Human-
Centered Design Wun1siaun Ul Tuges
250v 1fun manaaeuiugldauialdiile
Uszilluauianelanazainuditedenisidau
(Usability) wagn1snageuiuidnialuelsdu
SavuilouszifiuamivanzanlunigFous
dawnden nseanuvuiiunislifansaud
Weulearusssund 1wy MIn1uv QR Code
uazmstaunuiiensGeuidanadensiuiy
Tana3s i eliidnddausaulunszuaunis
\$8UIWUU Active Learning Wiaufuaing
AU UsIsumAs1unalulad de
aenanafidnaninlunisinluldlulsaSeuuas
guvuiiieaiiensFoudmuduandondidsdu
dwsuinlugandvia

IngUszasAvanITIdy

ileponuuuuaziaudUsraugld
(User Interface: Ul) aast3unounaiadu
“winden” tneldnsyuruniseenwuuiiiiu
@%L‘ﬁu@uéﬂmﬂ (Human-Centered Design:
HCD) Wun"seenwuULE g (Iterative
Design) agnsilaus et (Participatory
Design) 1ag A1 9AINULRNIZAUAY
Wawnsveadnaiestusan wWedwady
Indiindudwnndey wazasraszaunisal
nMsBouifiaenndosiuuuiAnnsiFeusniu
n15.8u (Play-Based Learning) agn sy
nalnwnu (Gamified Learning)

Uu2An wqwﬁﬁuﬁm%’m

it alwnrswauns uneund ady
“UWindou” d1usutasuas1sindrinnu
Fundorludnauesdusandulusgnad
UseAnsnm $1uidedld@neuunfnuas
nou A oatedlususng 9 1l o141 9w
wwmsluniseaniuudinyszanully (User
Interface: Ul) wazn1ssnianssunielude
TagdsznausouuAnniseoniuuiitiugly
Lﬂ‘uquﬁﬂa’m (Human-Centered Design:
HCD) wazn1soenLUUITIuE (Iterative
Design) luaueanuuud an1sfing wwiAn
N1338UsHIUNITLEY (Play-Based Learning)
waznisiseuguuuldnalning (Gamified
Learning) wiifnn1sUduiusBedyanual
(Symbolic Interactionism) LLazmqwaﬁ%mﬁ
v1889n (Extended Mind Theory) 323814
LLu’J‘Vl’Nﬂ’liE)E)ﬂLLUUﬁ"JuU'ﬁ%ﬁ’Iur}iyi‘ﬁ’ﬁ
WL ANAULAN %atﬁbgsm’mmﬂ’ﬁ’mﬁu
wunAmmaNTazTelinnseenuuudensviall
W B9RBUAUDIAINABINSITUNATIA LeEY
a9nARINURRININIT ANAR WaENI55U3
YDUANDLUBLTTUSANBE19UMaTa (UNICEF,
2022; Ghazali et al., 2023)

nseenuuud ug1diduaudnans
(Human-Centered Design: HCD) tuuu)@n
pdnfunsfidudauvesdldluyndunou
YOINTLVIUATNAIL Lagtanizlun1swaun
waluladifion1sAnw HCD Faulid ende
LounaLtuiiiauntuneulandanudenis
AMNATAINIUNITITIU LagAIULRNNS AL
aumuIn1svesnguidmuigliegiunasa
(Hourcade, 2019) dmsuihniaiueistusani
Aruasiumaluladfdsia HCD silwdau
Uszanuldgneenuuuliiduiing Wiladney
wazann1szn9laygn (Cognitive Load) Tu
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A1519U (Antle & Wise, 2013) n15M6n1S
genuUUBuTT (terative Design) 333U
HCD waglvinssuruniswaundanudangu
Tnusuugsdmuszanuildmudeiausuus
I¥anmsnaasusisluusiazsou Feigaina
n3ldsan (Engagement) Tigeuiandu
WrvesnsFeuiuindu (Yilmaz & Seifert,
2017)

nsifgusiunIsiay (Play-Based
Learning) Tdn1staudunalnudnlunns
duasunisiieus lnawnnldSeusniuns
d1579 neaaes wazuAlyniegreaynauiu
(Hakkarainen, 2010) ﬂumzﬁmit,%‘auil,l,wi%’
nalnuny (Gamified Learning) Uszgnsinaln
VBUNY LU ATUUY 51978 WATANYIINIY
Lﬁaﬂizé’jummaﬂﬁ] (Deterding et al., 2011)
N3y sAINSAIART WAL UG
welstudan inszdonleewgAnssuAdva
WhAunsiSeusdanndey Wy Aanssuns
MM QR Code n3omsugnéulsiluin 3
lidndoulanfdviatusssumniatdldesis
Jusssuwn@d (Lillard, 2013; Hwang et al.,
2016)

wwiaAan U dunusdedydnual
(Symbolic Interactionism) 85UNE31AUMIE
vasdanwaliinann1sufduiusviadeny
(Blumer, 1969) Tuusunvoaey “winasu”
Wnanusafnudydnwal wu lenousy
auldl Judlen wiomusnimesdniian o T
udunuvessssunduasnisnsgyinia
AaAviodIndey FarrenseduliiAnnis
Arunaganudladedin vueinguiiad
Yg1899n (Extended Mind Theory) (Clark &
Chalmers, 1998) afutenafvesuyudlile
$1itnogluanes usnszanslgiaiesiiouas
dwandeuseud datu weundindunas

91 62

AanssuRIviaausavirtn iy “druveny

'
a1

19930 ” fivaeliiand1sie Feus wazade
audladandeusenues (a6, 2010).

n1seankuvdUTEaIu [dmsy
Winfiaanudndnyesnede iesnidindidesiin
ﬁ”wmﬁugﬂuaxam%ﬁ'LLmﬂm'Nﬁ]'mr;ﬁ.mg
(Ghazali et al., 2023) dudsyanuylddmsu
Wndemsiseudte THude dduanla vun
Juangay uazdaiusninesq wdela
(Hourcade, 2019) $1u398999 Nugraha et
al. (2023) Fauansliiiuiinisldnalning
(Gamification) Tun1seenuuudiuyszaugly
Pgiiumsiidiusin uazadausegdaniely
(Intrinsic Motivation) l¢agsdniau fay
mseeniuvdLUsTalives “uanden” 7
fandnnisivanil llifisagagannisens
Ugyayn (Antle & Wise, 2013; Sung et al,,
2019) usidaireUszaunsainisSeuiayn
finumuy wazdsbu,

nalagasy N15YSUINITHUIAR
msaamwuﬁLﬁ’u@ﬁz’flﬂuqu&fﬂma n13
genuuUiaIugh N3 EUTHINNTIEY N3
Feuduuuldnalniny wuifanisufduiudiae
drydnwal uazngquidnfivenseen fumdnns
ponwuudUszalddmsuan dzvioudls
wnsieseunquitadiuitang welulad
Lard wandeu vuidedseliiieadng
winnssusunseaniuudUTEaUE LY ue
ﬁaﬁuﬁuﬁﬂamwmmﬁaﬁ%ﬁahmiﬂqﬂEJ&
Fndnfindud wadeuTviud niaiueisdu
Savhoeadaiiu
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s2iaulsIe

i Ted 0 un133 T ewaun
(Developmental Research) Tagldiug
nsnrseenuuudt s 19 d uguednan
(Human-Centered Design: HCD) AUAUAS
Teusimvewld (Participatory Design) e
Warnduuszaugld (User Interface: UN)
YosuloUnalaty “wndon” dmTulEiuas1e
Indnfindudanndenlufinaiueistusan
55UIUN1TITEe1AEN1T00NLU LT 1T
(Iterative Design) 311 Ua839359U (Two Cycles)
Tnelunrazsouln15as19AULUY NAFaUNIT
T iudeyadslSnaunas@nunm uwas
USudgeduuuuegedelied wuamefing
Prglin1swaun Ul @1u150nuausdniig
7 04N15V09E 19939 WAy asaanule
5990 waziinUszAnsanlumsldauedag
Wussuu

nauA29819 (Participants) n131Au
ToyausEnaumenguiieg s 2 nau laun

ngudl 1: fidr3auialy S1uau 50 Ay
fidsaunguiignguarngddisuau qud
a519835AUeBNUWUY (Thailand Creative &
Design Center: TCDC) \iednsaun1sveaeu
Aanudrelunisldau (Usability Test) Tusou
w3n 9a smaeA o eufudeyaid oadu
Aenfuanufianela Ygmlunisléau uas
TolausuursodIuUszatug 1 (UD) ves
Funuuusn gaaiidenldidisuialude
iloaviouysmoseslinguning flanunsa
IunTaeUANUTARUYRI] N dydnual
oAU LaIATIATINNINTINTEY Ul Nauitn
dnisneaeuiunguiin

ngudl 2 1dun @nieistusani a1y
7-9 B drwau 10 Au fidrdmnguilldsums
Andannelin195UTRIRNIUIEITUNITINE

(IRB Approved) iierhunl#lunsvageuseu
fiaes WnewuAnwngAnssunisldau Ay
dila auaula wasvirundfiddeduinden
runsldnuivkeundindu “winden” nau
g fodunaudanunendnuessnuide
eanniniuetsfudanndugld o
wiaSeesde Feazviouliiiudneninuay
Jodinveiniseantuy Ul lunisasianis
Beouduazmsugnilsdndrinsudandonls
9819MTINGY

130919338 (Instruments) 1A3osilaii
1iluns3deusenaunie 4 diu fe

1. AULUULElATITIUAZAULUULTY
ﬂ’muaxlﬁ&lﬂq& (Wireframe wag High-
Fidelity Diagram)lfifieeanuuudiuuszanu
i1 (U1) Fauaduduauidunageu lng
AULUUTLATITIN (Wireframe) 28m11un
lassasunisidnuuazarunisiiaueteya
duduuuudanuaziBengs (High-Fidelity
Diagram) Mlunisvaaeuassiugidrsuiite
avvieuuszaunsalldanuilndifestudesss
wniian

2. WUUFILNANGANTIN (Observation
Checklist) Mg lun1sdusinngfnssuves
fitrssswinenislinu deimng dndh s
Adin Maidenuy sudsenuaulnalunisly
U Wensiaaeuanudla anvavla uay
{]z:ymﬁawLﬁmsﬁuizmwmﬂﬁam

3. wuuATdaUANIeTunsTd L
(Usability Checklist) 19lun1sszyuazdudin
oy idrsrumusewinddan wu Al
Faauvadyanval nisdumyulinu wse
aududerlunsiauusunou wisdle
f:sdqEJazﬁauqmﬁmw%’uﬂqﬂummamLUU
Ul 8819m5930
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4. WUUABUAIUAIIUN INBTa
(Satisfaction Survey: Likert Scale) 14
Usziliuanuianelanwazaumuigauue Ul
TnvendsuinsidiudiAsa (Likert Scale)
e 5 Azuuy e tannuiiureaditasou
weluduarudrglunislidanu AIUFIAN
AINAYNEUIY LarAMUINZ AL YD E e
sﬁﬂﬂ;lja‘\]’lﬂLLUUﬁEJUﬂ’IiJ‘leUI’J‘EJLﬂ%lJmﬁLﬂiwﬁ
BeUSinauaiuaiuteyaldenanm

N32UUN53F8 (Process)

nsruumsideluned m3delsidentd
ngugirsan 2 ngu Affunuinuansnaiu fe
fit3auialudiuau 50 au uazifniaiuels
Fusanreny 7-9 T $1uau 10 AU LGKAT
Gonltithswimiludeieasiouyuuaads
ndraves I luduanudiglunisldam
(Usability) wagifteszyiiguidosduiiens
et uanmslivuasduusunialy vasi
nsdenldnguifnaueisiudanidiuau 10
Au 3 adunisuseiiu@dndunguidivane
wdn i ovhanudlangdnssunisidanu
arudla uazauaulafidnedwinday
1A89UIU 10 AUADAAABINUINLITIAIUNIS
20NWUULTE LY (User-Centered Design) i
sEYINIIVAdeUAUNguIdnasaaETi oY
Yaymuanlsedrafisme wasidulunumdn
P5usssuNsITefidddsanuvasndeves
Q’Lﬁﬁﬁmﬁﬁmﬁﬂ (Nielsen, 1994; Virzi, 1992)

2959U7 1: Msnasauaudelunsly
MuPand1e (Macro Usability Test) nau
igamialudiuau 50 au lddsaunns
NAdoUAULUULTULOUNALATY “Lanaon”
aeluaugugas19aIIA U 0NWUY
(Thailand Creative & Design Center: TCDC)
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Taegidsnildnaandinuasanieluiiuidn
uain LiteiAudeyalu 4 Ussiiundn Téun

1) n1s58d2us2u (Engagement):
sEAUN1sHEUT v 1T ulun1svin
AaN55% WU ASNAaRLaUlding N15AoU
AN0Y warNIFERNY QR Code

2) anuiawala: msldnulaesy
arudlaludon anuazainlunisliou
LAZAIINEENUYDINITOBNUUY

3) Yagynsldaru: gaitgfidrsaumy
AUAATANTBAINE 1IN LU N15NAYY
NsAuMtaya “Ien158 TR

4) Farauauuz: muAniuIINgLY
flaviouyuuowion1sooNLUULAE N TR AU
foly

NANTNATIUNUI

1) Ynuwduduunaaniiuly vivld
Winuaziinsmifiongunnalden

2) M3daretennunazdiguen
Liwiudn gliveselddanmdiuluiu

3) FluunsiunisiinnulnalAesiu
Auld yliAeenuduauseninenisldau

4) dudildsumnuaulags laun
iy (Mini Game) WuunagauAds (Quiz)
aiadeulv (Animation) uagianssunis
AunuAIe15lAR (QR Hunting Game)

Toyauardodunumaiigniun
AnseiidsUTinanadaqunm ety
UFuUssuuuy Ul WissngauBatu deusdng
maaaeulunssouiaeiunguiinaiueistu
gann

2950 2: MavedBUR ULANLLaLTTY

Fanh msvaaeuluseuiaesiuiunisiuidin
el tudani o1y 7-9 U 97w 10 Ay
n1el9N195U509A 1938557119378 ng
Wadunisusziluaumuizauvesduy
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Uszauil 14 (User Interface: U) uagnase
nsBeudiuauanden mafuteyaluseui
ATOUAAN 5 TR taun

1) n1sfdausau (Engagement):
srAun1siaiusanvendniuianssy wu
N13tEUNY QR Hunting nslanauiudy way
MSIUEIUA ¢ Voo UNALATUY

2) audla (Comprehension):
arudlaveadindedunounisliam dom
wayALINETiFeINTAoRIuAIN T

3) anAnidunvas (Ownership):
arwiFnnagilafifeduderhnishiadita
uazAdsInsiiazlinuvioBeuideiiles

4) a21uid auloanisaisual
(Emotional Connection): mm%’ﬁm‘?ﬁlaﬂm
voudnduiemiudnnndeuriuiazes @
vseRanssunsluwey

5) Yatauauwus (Feedback):
ToAntuinduninAgfudsivou def
Fuau uardsiieonliuiuusslufanssuvide
drulszanugly

nsaazsideya (Data Analysis)

ToyaleUinaniuuaeUnLLaY
n1sUseidiu gniAT1einlgadifganssaun
g Ainde vy wavdnudouuuinATgu
(Standard Deviation) \fi eaz¥auuulli
Tnosmveaiinsan vaurideyaiianunin
mﬂmsﬁamquaﬂiimazmié’mmwaﬁu 9
grinTside T msinsesiten (Content
Analysis) Lﬁ'aazﬂﬂizLﬁuﬁﬂﬂ“mﬁ'mﬁu
ATy AIdle anauls wazaAlIw
WiNgaNYeINITeank U IuUTTATUE 1Y
dwsuidinaastudani

NAN153Y

duiithiavonanisiaLLazNnEoUEY
Uszaulff (User Interface: UN) veiiuuey
walAdu “winden” Jsgniimunneldiumis
Human-Centered Design N1UNTEUIUNTT
genLUULEIUE 2 50U (terative Design)
Tnedinguszasdiilolaiuadrsdndringy
Fanndouludinaiuestusan nan1sivy
wUseanidu 2 dundn laun nan1svadau
souft 1 Auldausialuii esziiuay
WNTALLAYANNERENITIIIUYBY Ul Lay
HANISVAFBUTBUT 2 ﬁ’ma'mﬁmﬁ'aﬂi%ﬁu
Engagement AIwIMINY vaulunisiFous
feundou LLaumuﬂmwLﬂwuuimawﬂ’]ﬂm
U amiﬂq A1SWAIUIE 0A9L5 augm
MOUALDINBAINABINTVO I UazasIenIs
Beoudiudwndeustnadsdu

ukeunaiatu ﬁ;ﬁﬁ"}’w‘mﬁaaﬂl,l,uusﬁu
7971 “urndew” Fedadudeufduiusi
Wauileduasudndfindudwndouludin
Wuastudan lnsiun1siseuiunisay
wagnsiad oulmiludiudia3saug fulan
A3Ta woUndiaduusenaun 8 iaasuan
Toun

1) QR Hunting Game fwesfiliiin
AUMLAZELNY QR Code ﬁnszmaagﬂuﬁuﬁ
93¢ ioaunudsaazusingdeyaii oy
funndeuvdouaniiuaiunmdseney Wy
Fuldusodns il oadrsarnuaulanaznis
Foudien

2) awUsznauwazAsnnasHlufing
Auwin Inelddduanla gULLUUﬁmmxamﬁU
WALINI96in wazausnimasiazasiiiawiy
Engagement LagAINAUNAUIUTENINNIT
Ttau
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3) Wrvasaduduld (Virtual Garden)
Lﬁﬂmmsaammﬁwﬁwaamsa:aw?jyudau
fulsimdanisaunu QR weasannuidndu
WIvaLarAURNRUAUAINTSY

waUNALATY “UInaou” ANBankuUMAIY
WWINIY Human-Centered Design lagl
ANEIAYAUAILI 18R NTITITIIY A
wnzausey waznsdadrutuneuiidile
478M10LUIAA Play-Based Learning Wag
Gamified Learning i alifiiniinnnnudila
warmsznindennudfyvesdunndonetig
fafurnunsBeudiaynuaz sy

1. wanIsWaLA Ul 58Ufi 1 (Macro
Usability Test)

nsIvelandunisnaaeunINdse
AM5LEaU (Usability Test) vasiunaunaia
Fu “wanden” funguildauludiuu 50
AW 181U TCDC Exhibition laglu
11915 wmaansldaruassluaniunisald
TndiAsatunsldauass ilensiaaeuniny
winngauvesduUsraul 19 (U) aauis
wolalun1sidau wazdsednSnnaesilandu
FN4 9

af 1 Suseundnduluieseud 1
wn: 634y, 2568

Han1snAaaunul fldudiulngdl
Engagement @4 sgni13an13naassldanu
Tnetanzlufiees QR Hunting Game detne
afeAaunauIukagnsvdunuaulala
ag19m 0l 83 luduaduianelalagsau
wuingldlvazuuulade 4.8 910 5 Azuuy
dzvioutsmnuiianslaneaudiglunsdnis
AMUUNEUIIURIERU N1T9DNLUUAMINLADS
uazAanssuiidenleatunisousduandey
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ag1alsAny ann1sdunawaznis
dounuANUAnWILYDI L nutynuas
Forausuuziiionswannsoly feil

1) Ynursdaudivuadn vilvinaldenn
Tnganglunguiasisuazianian

2) Henguursedslinauduasnanis
wuilasudaaundeou uarlineuingusvasd
Taeass Wy WendunisneuaAatd #endunis
Feudenedes
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3) A153A2199ANNLazA1a5 UNe Tl
wiudn vl livsdnldidladsutunou
ASlEeY

4) du1edrudiannuadrenuuiniiuld
daalviglduenyssinnuesileidulaann

5) nudfiauaasniuly araviliild
Aagalaiiniiau

st wamsnaaevluseuusnldlvidoya
ddnianansmi i lumstauuazu$ulss
Ul Tuseudald i olfnisldaumunzausu
fdnduitmanennd sty

2. nan1susziiiuaudefanis gy
(System Usability Scale: SUS)

msUseiiunudesensidauresiu
LOUNALATY “Wandon” adunisinyld
LUUAaUAIN System Usability Scale (SUS)
Aunguifldauialy $wau 50 au aneluay
TCDC Exhibition LiioUszidiuszsiuaiudng
fon151T9U (usability) Tunawsau wans
Usgifiunudn A SUS Score Ladeagil 59.0
Fednogluszdutiunats (Marginal) ma
LNEYINISAAINAIYY Bangor et al. (2008)
ey Brooke (1996)

A1ILASITMTIANTUTEAUT 18T ONUIN
Fliuliazuuugsluderiieteaiun
Pelunslden @ 3), mnusilumsseus
sl @e 7) wazanudulalunisldau
(72 9) azroulWifuiweundiadu
“Winaeu” danuuizaunonishdaulu
seuvils wavannsoadernutulaliungly
sEInensioaule

ag19l5fnn 907 L SunzLuusm
laun 99 4 (Anududeaulunisida), 1e 6

(auldasanovesiefdw) wazde 10
(rwdndulunsFeudnouldon Jauands
Wi audmuanududouuislsznis
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AanssuneluneUnaiadu
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WesnsyauAudesenisldau Waa
Fauvasasutunounsldiu wazanniny
Fusourasilaiduuisdn elimuzauss
mslfruveasnaiueistusaruaz il
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INANTFIUNALAZEOUNIN UINIVIINIS
Useidiu lﬁmaﬂﬁmaauﬁ’wflﬁ"ﬂﬂ (50 AW)
il

A1INAGBUNITITIU (Macro Usability
Test) A9a3unneluau TCDC Exhibition
wudn glEialudiuau 50 audszduaing
fanelasionisldnulaesiueglusyiugs lag
THAzLULLRAY 4.8 990 5 Yasifieniu nanns
Uszillumieluuaauny System Usability
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M1579% 1 wan1sUseiiunsldauseud 1 (vl 50 aw)

o e’l’u 1 dl L a

kel AladY sEAUM ST
ALY SUS 59.0 Uunang
ANufanelalng sy 4.8 INNgn

2T 2 AINTTIIINSaUTULRUNELATY
i 1338, 2568

3. p1swaun Ul 9anmsiiayiueunatadunsseui 1

Tumsiamndukeundiadu “winden” §idelddiuniseenwuuiasUiuugsdiulszanu
HlY (User Interface: UI) NIUNSEUILNNSEBNUUUITNIUE (terative Design) $1uau 2 sau Tne
nestu 1 Wunestusunuuiignihluneasudugliauimludiuam 50 au ieiiudeyatiym
wazdorausuuzlumslinu nouflazthindsulsuasianndy nesdu 2 Ssgnvaasuiunga
Winlluelstudar a1y 7-9 U dauiu 10 Au
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naunnLupisdudan 91y 7-9 U 1uau 10
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ALLUUNAIITIUAINT T 7.38(1.19) WAILINIGREY +3.00

naaanuTuUsedudsraus l[dniu
TolauakuraNTouwsn Jairlunaasuiu
nqudnendnfefinaelstudani ang
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v a L4
ﬂﬂgﬁlﬁlﬂﬂ%uﬂmﬂﬂﬂﬂ'ﬁﬁﬂmﬂ

100

Percentage of Students (%)

Engagement Internalization Lost/Bored

Suitability

100.0% Proportion of Behaviors Obsameed, During the QR Code Activity

Emotional
Connection

Ownership  Confidence

dl U 1 L% v 1 v a U
AW 4 andngiumudsauang 9 lunsldnuweunaiadi
w: 1398, 2568

TayalaUTuIuIINNTTUNANgANTIH
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WuIANil Engagement Tun1svinfanssugs
14 100% nasANsTUILNTISNAABLlTU Lag
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Li‘famﬁﬂimgué’qmiamu QR

Am3UTREIY AumINT AN e 8
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a1u aarud ulalunisiifanssy
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UNNEILTIRBINITANNIEWEB NS ITNA B
wazilerfumsauni OR dmsu ansdeules
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dawndenlufiniunszuiumsiSeusigen
Nan1IAFRUTOUT 2 H3ududn Ul filesu
n1sUsulgsaunsaldanulaie wangauiu
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WAWINITVORAN A5 1ANAUNAUIUTENIN
Seous wazienseduliiinnisiTeusaiu
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LUINI Human-Centered Design W11
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nsruauNsEeud uenaindl woundiatuds
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naundukLAINTIL QR Hunting Game 7Y
Wnedeulmluiiufia3mieutuiFousizes
Aunndonlunieuiu Mmundasieulsifiu
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Uspiludiuussaudld (User Interface: UI)
Yo iukoUnaLAdy “wndon” Ingedouun
n19n1508nuuUT L ug 1519 uguenans
(Human-Centered Design: HCD) $a1AUN1T
00NUUUBNUT (terative Design) wawnsdl
dusmveyld (Participatory Design) Han1s
Wawawudn nsedunisaesseuyele
aunsaUTuUaRuLUY Ul ldegesaiilos
seuusnimaapuAugldilu o 50 Au ¥
Trunudgymauvuindu n15led wazns
Fnnatenu Jeaonndosiudoiausves
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Norman (2013) fieSunginniseenuuy Ul i
AnITann1sEn1etdegygn (Coenitive Load)
wagelildidlansvinuvesssuuladng
u ifevsutguarilunaaeuluseuiiaes
AuiniatuelsTusany §1uau 10 AU NU
Wnanunsoldauldsuiuasdemaulege
AENANTTY
MsoRNLULTINAUNIFBuSH1unTIaY
(Play-Based Learning) kagn1ssuiuuuly
nalninu (Gamified Learning) HadaudnAgylu
N13a319n158d9u390 (Engagement) way
usegslaniglu (ntrinsic Motivation) Tvifiu
Win A9nssudieonuuy wWu n15R1uM QR
Code fifliny uaznsugnduldlulanada
A9ARA0INUIUITEVRY Lillard (2013) way
Hwang et al. (2016) AnuinMsBeusunis
LAULAZINLAINTTOASIIANAUNAUIY AL
mANAY waznsifousegsoi e
wonani wan1siTedaziousndnd
anusanludives (Ownership) sefianssu
waziinnunagilafloaunsaiaisiale
d159 FuduusmyuliiAansGeusieiies
Snusziduiidfyde mnudndonles
msensual (Emotional Connection) TiinTu
Hunslddyanvalilazausnmesiu Ul 1w
loneugUiuliiviodnifidulng Aundnite
IS AANITAAILLATES19A NN Y
Bauinseduindey Suaenndostuuuifn
n1sufdusius@edydnwal (Symbolic
Interactionism) (Blumer, 1969) veugLagifu
nn37id eAdtaanusavimdiidues el
Y1N15ARKAENNSIEUSTRLANS denndD
funquidnfiverseon (Extended Mind
Theory) (Clark & Chalmers, 1998) fluoein
afuazAuAnveyvdau1Taveullyg
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LAS 99N BNBUBDN WU WoUNALATULALED

aa o

AR

@

Taasy n939eda Iifuinnislduun
nsnrseenuuudt s 19 d uguednan
(Human-Centered Design: HCD) 7uAun1s
00NUUUBNILT (terative Design) MaiFous
N1UN15LaU (Play-Based Learning) Waznis
Seuilagldnalang (Gamification) a1x13a
Wawndmuszaudly (User Interface: UI) 7
wizgaud v nluestudanildogad
UszAndnm wadnsilalaldiduienns
fimuduszaugliludanadamindu us
fagaiiausegela (Motivation) auaula
(Interest) wagANUyNHY (Engagement) U89
fFousoidevndudauandon suilugns
Ugnilsdmdriinuaznisairemginssudidedy
lusvezen
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Abstract

This study explores the participatory design of product labels aimed at
effectively engaging target consumers through QR code technology. The objectives
were: (1) to examine the general characteristics of community products and their labels,
(2) to understand the needs of local entrepreneurs, (3) to design a product label, and
(4) to assess consumer satisfaction with the final design. The design of product labels
followed a participatory design approach, ensuring uniqueness, and easy recognition.
Product labels serve as essential tools for conveying product information and facilitating
consumer engagement. The study involved entrepreneurs, experts, and consumers, and
data were collected through interviews, focus group discussions, and fieldwork
conducted at Napa Organic Oyster Farm in Dan Khunthod, Nakhon Ratchasima Province.
This research examined of existing community products and product label designs and
presented a report. The verification process ensured accuracy of information, and
incorporated feedback on content and visuals to improve the final output. A satisfaction
survey was conducted with a purposively selected group of 30 repeat customers. Data
were analyzed using mean and standard deviation. Results indicated that satisfaction
was at a high level, with a mean score of 4.65, and a standard deviation of 0.48. This
highlights the effectiveness of integrating QR code technology in product labels to
enhance access to key information. This approach enhances communication for organic
products, increases income for local entrepreneurs contributes to sustainable

community development.

Keywords: Design, Product label, Participation, Entrepreneurial community, QR Code
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aszuazwazidendiiauiiualiy g
Aunisian asdyanvalnisazainaenisly
sugmnzanivaud 2) alawnuduad de
fayAdnuAzLALLTIvedUAaIIAUduTUS
fududidueged alaunuIadudosions
doansfinsedninasgrmils Aueves
alawnuliimsaziin 12 fidnws Ineuseano
(Nachaisin, 2015, p.3) N34 0@15828 QR
Code dnydnwalzudmasuiiusznaulude
lugaden Waursalvulunisaunuduilan
annsaaunuiiieFongdeyaitulsylon
wazlfnudeitedensefuguilaaguilan
2. wnAneiuinunsiheesundaidu
Windnvdandeit aulnesdnuazdouiun
Usgneuamaiitefulssvnuiuegaunsvias

NSAULUIAAIUNTSIRY

wineasuniimantudongninfvinwveada
Fasnwiawanlildliuiu $35nsUgnude
wanlaglildasadidaasgiviedaddin
Fauvasiugnssy mMuuuvaUiURTduling
Redunndey nisnanifineesuniannnin
15answndl Uaendusieduilaalungusngunin
(Department of Agriculture, 2024)

3. wunAnAgItuNTeRNLUUBE WY
3IUAINITAUBNAIAIIUA DINITUDIYU YUY
IFndu Wy Anudesnisndydnvaluay
aandusbiiudunlegldisniswazdoan
msdeasiinianguiuilnaldegisfuas
T¥dununsnanilige fanumungauiy
YuBUAEI AN TEAUNN LI (Kasemsuk,
2016, p.4) {Iulaadanszurunisildinsiy
Tunseenuuuiiodsasudngn nyesdudn
guyy WyuyugUsznaunisiiandunuim
Sullunshideya FnauuazUsziliung

14

dayadudryuvy (Input)

3

N32UUNITN150EIUIN (Process)

- anmiluvesdufyuu (Hinwaihessun
1n)
- anmnluvasyusuiUszneunis

- Anwdayaiiugudumuazaain
- NILUINNTOBNLUVANNLUUTEILTIY
« guUUUIENOUNT/HIReTes

- UTUNYNYULAZ AIUABINTHUILAA
- FoyAMuUN1TEBNIUURAINAUA
- wAlulagfienslan (QR Code)

\ 4

« nguAIvay/Undunis/inde

« nAuUILAA/NEURIBEN
- N5Y3UINTT QR Code adluaandud
- UIRANAULUU (Prototype)

NafiA1n%Ie (Outcome)

nagws (Output)

- WuAMA LAz AR I UANA I
- nauuslnadnisdayadumladewazasain

- aAINAUAFULU LAY o usnan valyu vy
- aaIndudnfdeanstoyariu QR Code 4

A

- YUBUEUTENOUMIRANA MM UNITAAN
LLa%miLLﬂN"fquﬁsﬁu

- Wunumsnisesnuuuaa AU gL LAY
)l

- HamMsUsziliuaufianelavenguiiegns

AN 1 NSAULUIAAMINNGIVY
i 398, 2568

i 78



J1sansdlsuionla UA 6 aUUA 2 NsSNNAU - SUDAU 2568

EERVVPR LR

nsPonkUUaAINAUAag1TdIuT LAY
Uszyndldinalulagfienslan (QR Code) Tu
nsdeansdeya lunszurunisesnuuueeail
drusauty Busuanmsaeuaudeyadudi
Toyav0iusTiue adydnval 1A1dum
YBININFINTNUEY TFN1IHER AnwrAdu
H94n159835 UEnaun1TLAl 9919UNUA1T
v fail

1. AnwdeyaduAiuazaufeanisves
YU N34 A n1AAuNAnwIUTUNTEY
guyugUsznounsisuiausiiessunia
9. A1UYUNA 3. UATIIYAUT UnTTeld
AATILRNTNAINNITEIENEN 4P way SWOT
Analysis MUMULLIAA VOB wazuIded
Wervsaudaenar luniswaminseululfn

waysyideulsnisive

ANA 2 NIZUIUNIRAIUTIUIND TN UUDDNLUUR T DY

o 4

NYAILATRANNEUAT

un: {338, 2568

NANTISHAIUTIUABNITOONLUUAT

o 19

Faudnvaluazaaindud naainnisasiui
ilednwideyayuvuUsznounmsinsuin
wiheesunia lnslduuvasuaudateda-
Uanea aeuniuluidos doyaiugiusiily
ANFDINITUBBNULUULA Totaua LUz
nswauIdudl wagldn1s3Tegaunnig
a8 190 d2uv2u (Participatory Action
Research-PAR) Tnensilnanosuise dai

ANUADINSIIURNUUUTBIYNTUNUTENBUNNS
Wasuiauiaf1easunida 0.0 1uguNA
2.UATTIVALT TANADINITAAINAUAT 7151
danwal alaunuduAiniuainu dau
ARINITRAINAUAT Sopaz 33.33 aTdydnual
J9vaY 26.66 dlaunuduni sesaz 20.00
UnedlaiAszinisnaianisaaenan 4P
A15ILATIZI D AUALLIAALAZIAUHY
SWOT Analysis
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4Ps : mimmseaduniia
. WA 9, WATI RN

s ™
oot waon 100 miy

B I PR
Tt Al vindflrody wiom 5 o0
BECUNE L

- nedum

imaraton S 100 7 32 1
Arwraavce bt

- TN Apghnben T4

c P
SWOT : e ivhizafuniin

D, WIRYRNIA O, WATTITHNY

%3 Onie 20414t Socal raeda St iibe - fanefamin firoansnu s saanvgeio

- e inion st e webdam e e naade

Ttowdindutt deceurta Srowaried Soarntild
wirm i g e s Whoera

B I ol - Aurwiifees uashis wzagined:
Dyurvowde e Soualvin | et e st VlRrcnda i s

- Yot awesfeWirn b peit s Dels s dnloius

wan

- ewndalip v{uﬂrm*lxt‘_‘:f.l'-
\
g
n

A dtrnammaura dassmisadis
mciwarym il rvmnegn + feiilrrabn virdAtenloewdnirs
Baw e e B et rive Ml

aahawi) ineed o
detidvldsedutmatimmbe e
Ludrwney caralidud Eveety

seruvgnling momaligarei

Trezaon
mrinugtero:
Emnendyudic pochlate

e L T

. J

29 3 N1SAANAMENAN 4P LagnNTIATIER SWOT Analysis Whsuifineasunia
i 1398, 2568

o 4

2. WnAnlunseanuuunsdryanual 3 JUuuy

o 4

M390 1 uansinAnlunisesnuuunidydnund 3 Uuuy

LUIAATUNITEBNLUUY

sUnUUNAUY

sULUUl 1 thiauouuIRnIndinfiintuemuldm
sysATuansdeiiuiiisieweauaysal UsAain
aaadl uneanBensosbuiidoasieruensual
fanuay vhewnsseauldlalaundnuayauly
aHiFeulasuUsEnIu aven gnvdnewdy

sUMUUT 2 YiauauwRnangaiaidanziiaunsih
oosunila Aemumnefinsiudiinuneinfifidaurie
Tunstesiulsanin wastretesiueinisidensen
malsitunarlsauienldffgunmyosnnia 1
ATUEIINTOLDY $19n 18U

sULUUT 3 HiausuLIAnIINALNLTBsTBLTA
uaihessuniia Avgnsensquatelaldiduesned
Liflansfivaidovu Wothindssemsieazenuas
Uaonsieanaisiadl
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3. WnAnlun1seRNKUUAAINGUM 3 JULUY

M1397 2 UARIFULUURAIIUNTBBNLUURAINELA 3 ULUU

Hu2AAlUNITEBNLUY

FULUURAY

sULUUT 1 dnvarvesnvuziiussudugaanaiindgiuadld 4
#lui vuA 20 x 29.5 cm. aaniiawi Yua 8 x 15 cm.
mslduaainfinasuugenanain ussginuisingn Ysua 300

A4

JULUUT 2 dnvarvesnsusiiussduguuiwanaindaain
ATOUMUUY BUA 15.5 x 35 cm. aan (Theigy) wuin 12 x
15.5 cm. nskdnuaaInaAsaumuuEnstiiewagiiavi us

Fuminuneinan Usuiad 300 NSy

sULUUT 3 dnvarvesnvueiussulundematafiniiyszuie
21NF VWA 19 x 15.5 cm. AaINFUAT VWA 7 x 12 cm. S
NURIINARSIULNGDY UTIYiauThan Ui 300 n3u

4. NFEUIUNITNTUAIUTINVBIVDIYUYY
tnifvasundeyaidednieiiuuunyuvy
wdhdeyadildunoenuuuudlraundnly
yuyudengunuuan 3 gUnuuiidenld
sUnm davilsdonaresdUsnounsfind
uangaiy i@ondidfian 1 sUnuy

5. M3UszidiununIMvaRaIndurlay
H3urmgy nelduuvasunmsensyseii
5 U A wnfige wn Ununana des vos
fiam nguidenmapdeniuuinnzas (Purposive
Sampling) lngimunamuaudffetnivInig
f1un1seRNLULLAL/NS 8% LA 82T 04T 4]
Usgaunsalieusnuinnisuaggdiviau
\AetesiuAudguruviedudieesuniae

'
' =

gefifiuszaunsaihausioileshitosnin 5
Y 9w 5 Ay

6. myUszluauiianelannngusiegne
Inglduuvasunusiensuseidiu 5 seau e
wndign 11n Urunans ey tesfian fvun
NANFAIDY 1L UURIEII (Purposive Sampling)
1#un nduiuslnafinunsiheesundfiiinsde
91 §1uru 30 A lnervunguaud® Ae
1910 UHlATINTO LTIV URNTIHA
ANNSUAUAAINT AUGAUASINITSEUTEND
AR ©.AUYUNA 9 UATTIENN o Tud
26-27 AN 2566  MowUTEu ans.
FLNBAUYUNA
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M19°99 3 wan1sUszliuRun e dydnuel InediWedaviy 3 5 Ay

Asdeyaneal : G
3 "‘jn;,'
T1en15UsTEY W
suuuUn 1 suuuun 2 sUnuLT 3
eMsUszaY x SD.  wa x SD.  wa x SD.  wa
arfldtanumngay 380 045 w400 000  wn 420 045  wn

1.

2. frdnwsilianumangay 400 000  wn 420 045 N 440 055 W
3. dlaunudemsisewanlys 460 055 wnflgn 460 055 wnfign 460 055  wniian
a. pdydnuaianmhadla 480 045 wnilgn 460 055  wndign 500 000  wndign
a$1en15ndnlan

5. asdgyanuaiiinay 480 045 wnflgn 480 045 wnflgn 480 045  wndige
wingauiududeasuniea
39U 440 038 w444 040 M 460 040 aniign

INANT19 3 NsUsTRuAuAMATIFYAN ] wud asdanealgluuun 3 daazuuy
T3geNgn Aade 4.60 Andeauuannigiu 0.40 nansusudiuluseduuniian

M1919% 4 wan1susziunun naandum lnggldeivigy 91uIu 5 Ay

aaNAuAI :
i e
s18n15Us2IiY ; el | BeSR
sULuU 1 sUuuun 2 sUnuu 3
Ten1sUsziu x SD. wma xy SD.  wa x SD. Ha
1. sUnuuLAzAduT 400 000 M 400 000 ¥ 440 055 N

AU fagala
2. Yo dadnusill 420 045 w440 0.55 N 440 055 N
AN TALAY
3 msdneadUszneuves 460 055 an 460 055 anfign  4.60 055  aniige
MunsAnuLaaIndum
a. mslimeluladmiens 460 055 an 460 055 wnfign 480 045  aniige
lanansadnfetoya
Fureasunilalaogng
95
5. ufinolovesaan 480 045 w480 045 andian 500 000  wniign
Fureesundalaenngin

374 444 040 un 448 042 4én 4.64 0.42 &I']ﬂ‘ﬁijﬂ
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1NA5199 4 N15UTELTUANAINRAIN

a [%

AU WU N1sUSELUANAINRAINAUAT
SULUUN 3 dAAziuuTINgaign dAnady

Y Y

27 4 2a ndumAnuundsddinusiness

4.64 AdeuuuNInIgIu 0.42 Nan15Useiiu
lusgauunign

i

. Organic X

e

wnilA war AI@75lAM (QR Code)

i 1338, 2568

NANIINY

NAIIUNITOBNKUURAINAUA18Y 19T
dusuazdssyndldmalulagaionsian
(QR Code) lumsdeansieya lsaandudii
udedafiun vun 7 x 12 cm. fiud 4 3
wuvaend linszawafninesuilunuunaes
wanadn nsidenldafninasaain Chill Shop
Package Uszlosuuan1svinaininesnsen
dydnwalaandudn Ae Hretiiunssuilieg
lun13andnvesgnei Yaeesuiesiaziden

yoaR1dud i ulonnaluresmianisvens
Aa1ATRIRIduAT warUssendldmalulagan
9151#n (QR Code) lun1sdeanstoyaldeny
aagausnliukany awnsadfiedeya
Winusiheosundalaiui

Ha31NN1sUsTTuAUTInelIveIngy
fregeforuslnafiinistodn S1uau 30 Ay
\dennauiegauuuianzas tngltiaiosdle
\Hunuuaouna feil

M1399 5 WansUsEuAuRenalaveInguiiegns

M sUseiiy =0 nan1sUsELiy
X

asdeydnual
1. FldTammnzay 450 051 wniign
2. fdnusiilidaumnga 453 051 wnilan
3. dlaunudeansisauanlvl 4.63 049 wniign
4. andyanwaliinuiauleasninsandnled 470 047 wnilan
5. ps1dydnvallianumuizauivaudessunie 4.67 048 wniign

T2 461 0.49 wndign
aa1ndudl
1. sUuuuuazAdufiansny fsgale 4.60  0.50 ndian
2. fomnu Frdnusilisienuasann Faay 4.63 049 wniign
3. MidnesAvsENoUTINNNTTInULRAINALA 4.67 048 niign
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- n=30 -
18U — = - wWansussiiu
X S.D.
asdeydnual
4. m3ldinaluladfnenilan (QR Code) anunsasindsdeyadum WNNgA
¢ Ay < 4.73 0.45
saiunialiag1e3niT
5. anuiianelavesaandufmeasuniinlasnngiu 477 043 WINNgn
59 4.68 047 wniign
LAY 4.65  0.48 WINTEA

9NA15197 5 MsUszdunTdydnel 1
semsUssdiudiel ssdadnvaliaouniedle
a¥1ansansnléd denade 4.70 Andesuy
17531U 0.47 wan1sUsziiulussduinniian
nIdanwaldauNzauiUAUAIDI LA
fia i w0ds 4.67 Andeuuuinsgiu 0.48
nansUsziiulusziuinniign alaunudeans
femnuanluy daede 4.63 Andeavy
15§ 0.49 mansUszivlusydusnndige
Frdnwsildifianumangay Sanade 4.53 e
\Deauumsgu 051 wansussdulusedy
wnfign F7lddamnumnyay Senade 4.50
Andeauunnggiu 0.51 wanisUseidiuly
sedunn wui asdednual Sanade .61
A eauunInggu 0.49 wanisuseuily
syduanniign nsUstifiuaaindudn fisnenis
Uszilugaid anuftovelavesmanndudiens
uwnfialneningau danade 4.77 andeuy
UmIgu 0.43 mamiﬂimﬁﬂuizﬁummﬁqﬂ
mslnalulagAaeislan (QR Code) aunsn
Wrdaeyaduiieesunialiegieasings &
Auade 4.73 andeauuannsgiu 0.45 uans
Usziflulusgdusniian n1sdnesduszney
yoenmnIAnuuaaindud fauady 4.67
AdgauuATEIL 0.48 wan1sUssLduly
sefuNndign dorm dadnusfildiaay
arwn Ay fAede 4.63 Andesauy
U1m3314 0.49 mamaﬂizl,ﬁusluwﬁuu'mﬁqm

i 84

sUnvLazAduasny Aagale fdiade
1,60 Andeauunmsgiy 0.50 Han1sUszIdy
TusgAvun wudn N1sUssLiiuaunINRaIn
fidiade 4.68 Adouuuinnsgiu 0.47 wa
nmsUszulusgivuniiae wanisUseidiu
anuftsnelafanadesin 4.65 Andeauy
UMY 0.48 agluinauiseiunuianela
Wnitgn

dsduazanusena

N13eRNKUURAINAUABESTdIUTINLAL
Uszgndldinalulagfieslan (QR Code) lu
nsdeansdona nadueonLUUR N UL
NILATWARNLNGDS YUIA 7 x 12 cm. WU 4 &
wuuaend Msldnuaainfnasuundass Use
AuAiaunsiiian Usuna 300 N3 wazdavh
\Judeddvausegndltinaluladfenildn
(QR Code) lunsdeansiieya nsltanulagld
aundelnuuanuiiioirfsdoyaiiounsiinons
unila wumsusziiulnenua g eany
Frunsidadnuel Sasuuuedeiommaviniu
4,60 AdsaiuuanasgIu 0.40 flszfununn
oglusziumniign nsUsziduganInaan
Audn fazuuniad siamuauiifu 4.64 A
\osuusnnsgiu 0.42 fszfununmeyly
spuInTian

nszulunisidalusiuluniseanuuy
nudnsiiguyuddiusinlunisanduns
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MNNTIeTzsiteyaideansiagumy fiud
WAZNAN SN VBIYUYY AOAASDINUSTL By
Aiadyley (Chankitchanyo, 2022, p. 35)
ansausndeyaldidu 2 daufe dudl 1
Aearudinunaihosunsia dwil 2 ety
WYNITUTI0IMNT NTEUIUNSHAIUTINYDY
nideuaziuszneuns lituindeunanu
sonuuulailuegned dulsznauluiienis
deanstoyaideyainuraitossunia
diauaFessniuningis nslid fdnws
waznmnsfin nguguslaatelidoasiu
naudleg1skaziinnisululdaulaass
HAN133LATIER SEAUAINNanelareIngy
#9819 91uau 30 Au vhnsiudeyangy
Aaeg19lagISnisidenuuuiangadlaely
WUUABUAYN KaN1SUTEId AN aneladl
Aadesiu 4.65 Andosuuanigiu 0.48
oglunasisziuauielaunniian
oiUsIHaNTIY nTnguszasdden 1
n15AnwranInit AlUveId ud 19 u vy
fusznaunmsvihiuiaunsinessunila e.anu
YUNA 9.uATITANT LWun1sVIEABNLAnER
ilonevausinudensvesiuilng 1413
ANdAuesdunloesunidalusgneuin
winzilgeisa Aeownsoesundafildainuanin
N15UQNLULLULINIIGETTNYIR Ugnludu Ll
nsldansiaillunisugn Wlonsin el
NNV EATLUUBUNSE aunsanauland
ANAeIN1TUeI uslan §37eldvinTg
sonuuuaanduAuiinuisiieesuninuay
Uszgndldinalulagfiienslan (QR Code) Tu
nsdeansteyasenndosiualzydl yalsey
WALAZNYNT NIENIATZNIS (Boonrojwong
& Prapontrakarn, 2017, p. 117) lanan2i
nslduAesldniienusiniuazaim
vndede grunluldluidemded 1fiuainy

azadnuazyszdnsainluniseunieaunu
arwgunsal dmsudeyavutiemiudud
dodsiiu uardwensvouanisUseyndld
A10713lARTUAIUANN 9 WU N1RAIN WaZNT
U3n1gndn Wusiu §refisludaniiing uasgu
(Seangsook, 2022, p. 1) Q’ﬂuﬁﬂmﬁaﬂiﬁﬁﬁ’g
913ldn nanfe Auawisalunmsiiudeya
Tugduuuldsng 9 wWu datay dadnws
Hulwsd 3Unm ns17in 3dle viededu o il
Fanai nfounagldau Aagliyana
nauidhmngliasnsadnfundsdoyalaely
Smartphone laaunumioisian Tiaunsamn
TUfundsteyaildinisesnuuy dnszuuli
udogadutuneu anddsans (Sender) T
arj5uans (Receiven) laussamuinguseasd

MNnTnquszasdted 2 nanisusziiiu
anufanelavesnguiiogieifineanndusi
wui aandusegalidiusiukasUssyndld
walulad@rensldn (QR Code) lunisieans
doya dAn1susziliuanuianelaoyluseeiu
wniign {3deldthdeyanandufunfinnsan
SufuunAsmseenuuuaandudivngay
Mniuhaainduduazuseq Susiaudily
Ussiunauamang By Jsaenndesiu
ENINY @8ATWAT, SUNT 1TTUNBUS, 4¥A
auilauazeidy lnsdug (Saysrikeaw et al,,
2022, p. 158) lagdn139nesAusznauass
ANEe A1mMUsENaU Yoya uag QR Code
ARDATULLIAALLNITEONILUY 21NNITIATIEN
Toyaiifosn1sdomssmdanisasiufiuay
AnwduAvesguyuaunsanendoyasendu
drutszneui eliazainsonisdnduny
Faaenndosiuiies inding uazlingds 13
(Kerdthip & Kalee, 2024, p. 158) lana12a1
nsusndeyasenifudiusing o wieidudeya
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dusun1seanuuuns1dual wagldanuves
vpeduA1 sanuuulualnatudnsuaain
duA1 waza1nn1suseiliuanuianelanensa
dyanuwalllazaaindunn namuiawelaves
ngusegrionandudeglusziundian
wansliliiuinguuuureantsdnesiussney
wuafnlun1seenuuy s2uven1sULaue
Wemduilaumnzauuazinuuiayla
wazteairansandlvitungudmang g
donndosiuine nosusuduaraudng nes
wAQ (Torobrum & Thongkaw, 2022, p. 25)
Igindmin nsnwmuinuuneeuiiddn i
unlddussdusznaudmiunisesnuuy
ANSANRUALN T G DULATALEBN NUIIAT
dyanwalamsaihlulglunisussvdunus
wavaseauidesulitunsdusles

dalauauuy

1) AsinsAnwRaNduA e UTIeia
duf sunansznusisdaaden §idenuin
melugmuiifagausssuvAfianusaiam
soseauaanvideussyfasifinvduandes
lafvzaunsatisanduyulunisudale on
manils

2) AISANYINTUNITAAIALALYBININTT
Fadrmreni old 8 uuuanislunisiamn
sUkuvdumeasuniasioly

i1 86

References

Boonrojwong, N., & Prapontrakarn, K.
(2017). A Variety of QR Code. Association
of Private Higher Education Institutions
of Thailand Under the Patronage of
Her Royal Highness Princess Maha
Chakri Sirindhorn, 6(1), 117.
https://apheit.bu.ac.th/jounal/science
-vol6-1/12_9 formatted%20V6-1.pdf

Chankitchanyo, T. (2022). An Engaging
Logo and Packaging Design: The Case
Study of Sang Tawan Community
Enterprise Group, Sam Khok District,
Pathum Thani Province. Burapha Arts
Journal, 25(1), 35. https://so01.tci-
thaijo.org/index.php/buraphal/article/
view/271779/176075"

Community Enterprise Promotion Division.
(2024, December 12). Community
Enterprise Operations Manual (Revised
Edition). Department of Agricultural
Extension. https://sceb.doae.go.th/
wp-content/uploads/2025/05/a_w-
%E0%B8%849%E0%B8%B9%E0%B9%8
8%E0%B8%A1%E0%B8%B7%E0%BS
%ADY%E0%B8%94%E0%B8%B3%E0%
B9%80%E0%B8%99%E0%B8%BA%EQ
%B89%99%E0%B8%98%E0%B3%B8%E
0%B8%A39%E0%B8%81%E0%B8%B4
%E0%B8%88 44-%E0%B8%AB%EN%
B8%99%E0%B9%89%E0%B8%B2_Fin
al-%E0%B8%A3%E0%BBWATWED
%B8%A1.pdf



J1sansdlsuionla UA 6 aUUA 2 NsSNNAU - SUDAU 2568

Department of Agriculture. (2024, December

10). Organic plant production. Plant
Product Standards and System
Development Division. https://www.
doa.go.th/hort/wp-content/uploads
/2019/01/1-n1suaaNwdunse. pdf

Department of Learning Encouragement.

(2024, December 10). History of the
Department of Non-Formal
Education. Department of Learning
Promotion created with Digital and
Information Technology Group.
https://dole.go.th/dole2024/?page id
=87&lang=en

Kasemsuk, J. (2016). Principles of participation

in sustainable community development.
(2nd ed.). Chulalongkorn University

Press.

Kerdthip, K. & Kalee, B. (2024). Logo and

label design for products Dong Ton Yi
Community, Yarang District, Pattani
Province. By using the process of
community participation. Humanities
and Social Sciences Nakhon Sawan
Rajabhat University Academic
Journal, 11(1), 130. https://s005.tci-
thaijo.org/index.php/hssnsru/article/vi
ew/269975/182608

Nachaisin, D. (2015). Introduction For

Packaging Design. Khon Kaen University

Printing House.

Saysrikeaw, Y., Wannakayont, A., Dumnil,

S., & Praisin, A. (2022). Product Label
Design and Apply QR CODE Technology
(QR CODE) to Communicate and
Increasing Value of Goods for Processed
Products Crispy Shredded Pork Case
Study of Producer Mar Tukawneaw
Samsi. Journal of MCU Nakhondhat,
9(11), 158. https://mis.srru.ac.th/
uploads/documents/journals/4FYy93B6
vLtpJ3T5VRM. pdf

Seangsook, J. (2022). The Application QR

Code Technology for New Normal.
Ramkhamhaeng University journal:
The Graduate School (Educational
Technology), 6(2), 1. http://www.
edtechjournal.ru.ac.th/journals/14 16
79558958.pdf

Torobrum, W., & Thongkaw, S. (2022).

Logo Design of Baan Suan Melon Ban
Pao District Chachoengsao Province.
Journal of Rajanagarindra, 19(1), 25.
https://so05.tci-thaijo.org/index.
php/Jrru/article/view/255915/175270

i 87



Design Echo Vol.6 No.2 July - December 2025

NIWRINIASIANwalvasnszan Yun nIads uany
smgatnuila Jwmindannil
duas Bva’, YU aua®, atlu l’, gduan Tuazuzua®, wiien vedne’
L2AnugINgIN13INNTT UnInendeuigevan
*Bingo Visual Studio

“Sariyyemansiardinuemans inivetdevdgesm
Slua: pareeda.h@yru.ac.th®

Received: Jun 19, 2025
Revised: Sep 18, 2025
Accepted: Oct 01, 2025

UNANED

MATell TngUszasdiioimunsdydnualvesissin Tug nTelds uaty dadatu

iila fwrfadami lnefisduiunuidedionnfununuteyannisaunuings n1s
UftRmsimunnsdaydnual wagmsliuuuasuau mnnguilvengids SaduaAfiAeades
Usgnoudaeaaznssuntsaniuau Jug ndeds wany Sadatiuila Sminerar was
Jidermnasunuesnuuunnddnus safuinvieadieafiuaiiug n3eds vany Sadathy
ihla Sm¥atannd ditoyaiildannisaununnguuazmsufoinisiannnsdaydnual wzgn
ﬂ’ﬂ,ﬂfgmiwﬁlfﬁaLﬁamuam%uwaﬁmmﬁameaﬁmmﬁmLLazmiaamemﬂﬁzyé’ﬂmi
drudeyannuuuasuniy azgninlulszananalaglilusunsuaifduiogy maranud uazdn
Yovay dnan19ifedsd nmaimunsdydnuaivesiissdin Tug nFels uay SaBaduhla
Fmiodanid msdevindunimnsmiin AneanuuinaniFetomadniad s Tnudduasd
s Fsnusidunwomdunieniwinany dndauufiudaa wWuasvieuyadnaiwd
NANNAY AR TausTsn maun uazAads Tnglduefiise imanduaula vsuenanu
Dunangdanu 1udaidnseasm nsznism aeon Ifensunifad feilnadydnvaivesd
s¢8n Tug nFetls wany dadatuila Swiadand woul 1 SadunmiiFedemandniies
Yo tivioadisafianudfianelainniign Anluaosay 52.00 druanuAaiiuvesinvieaden
fifldeussinnuasiissdniidesnste WUINTUNINYUD SU uazide Anludosay 23.16, 20.50
uag 17.41 muany

AdAey: ns1dtyanuel, vessdn, TugnIedaany, dagatuila

Y

1111 88



o1sansdlsdionla UR 6 aUUR 2 nsNNAW - SUDAU 2568

Development of a Souvenir Logo of Pintu Gerbang Melayu,

Ban Nam Sai Mosque, Pattani Province
Apsorn E-sor!, Samsiya Khadayz, Anun Vasoh?, Suhaila Binsama-ae4,

Pareeda Hayeeteh’
L2Faculty of Management Science, Yala Rajabhat University
*Bingo Visual Studio
#3Faculty of Humanities and Social Sciences, Yala Rajabhat University
Email: pareeda.h@yru.ac.th®

Received: Jun 19, 2025
Revised: Sep 18, 2025
Accepted: Oct 01, 2025
Abstract

This research aimed to develop a souvenir logo for Pintu Gerbang Melayu, Ban
Nam Sai Mosque, Pattani Province. The research methodology involved collecting data
through focus group discussions, practical logo development, and questionnaires. The
research targeted relevant stakeholders, including the Pintu Gerbang Melayu, Ban Nam
Sai Mosque, Yala Province operational committee, logo design experts, and tourists
visiting Pintu Gerbang Melayu, Ban Nam Sai Mosque, Pattani Province. Data from the
focus group discussions and practical logo development were analyzed for content and
descriptively written to provide the rationale for the logo concept and design. Data from
the questionnaires were processed using statistical software to determine frequency and
percentage values. The research results indicate that the development of a souvenir
logo for Pintu Gerbang Melayu, Ban Nam Sai Mosque, Pattani Province should be a
graphic image modeled after the Perahu Petalasakti Sriwangsa boat, with a color scheme
of black and gold, and Arabic or Malay script. The Islamic calendar year should be
included, emphasizing a blended personality that combines cultural, religious, and
artistic dimensions. It should represent a boat with an interesting history, signifying Malay
Islamic identity, and be exquisitely beautiful and spectacular, evoking a sense of artistry.
The research found that Logo Type 1, which depicts the bow of the Perahu Petalasakti
Sriwangsa, was the most preferred by tourists, with a satisfaction rate of 52.00%. Tourists'
opinions on the types of souvenirs they would like to purchase were keychains,

umbrellas, and T-shirts, accounting for 23.16%, 20.50%, and 17.419%, respectively.

Keywords: Logo, Souvenir, Pintu Gerbang Melayu, Ban Nam Sai Mosque
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Abstract

Upgrading Cultural Products from Capital to Economic Opportunities in the
Community of Ban Mae Loi Luang, Thoeng District, Chiang Rai Province aims to study the
social, cultural, traditional, and product conditions of the community, as well as to design
and develop community products from cultural capital to generate economic value. This
research is qualitative research conducted in Mae Loi Luang Village, Thoeng District,
Chiang Rai Province. The research tools used were surveys, interviews, data analysis,
focus groups, and brainstorming sessions with a sample of 3 local experts and artisans
and 55 residents of Mae Loi Luang village. The research process began with fieldwork to
study and collect in-depth data. The data obtained was then analyzed using SWOT
analysis to develop product drafts, which were sent to experts for evaluation and
selection of the most suitable design. Finally, product prototypes were created for real-
world testing, improvement, and local market distribution.

The study found that the community area of Ban Mae Loi Luang has intangible
cultural capital, including beliefs, wisdom, and knowledge passed down from ancestors,
which reflects the shared culture of the Lanna Chiang Saen people and the Tai Lue
ethnic group. Tangible cultural capital includes local handicrafts such as basketry,
woodworking, weaving, and local food products. Through focus group discussions and
brainstorming sessions with the community, it was found that there are two types of
products suitable for development: "Thae Dok Mai” (flower offering set) for ceremonial,
with a significance score of 372 points, designed in collaboration with the community in
two styles; and bags, with a significance score of 404 points. The researcher created 23

bag product designs and presented them to experts for evaluation to select new product
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designs suitable for production and aligned with community identity. It was found that

designs 15 and 16, namely wrist bags and handbags, received the highest evaluation

scores. These designs were then developed into prototype products using community-

woven fabric as the main material and were tested in real-world use. Therefore, it was

developed into a prototype product using the community's woven fabric as the main

material and undergoing real-world testing. The research results indicate that integrating

cultural knowledge with contemporary product design can elevate the community's

cultural capital to create sustainable economic value.

Keywords: Cultural Capital, Cultural Products, Mae Loi Luang, Village, Thoeng District,

Chiang Rai Province
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Abstract

The utilization of natural materials and agricultural by-products to create
added value and support environmentally friendly production has gained widespread
attention. This study analyzes the design and production process of a Dried Corn Husk
Handwoven Bag using an innovative color from Malabar Spinach, and evaluates
consumer satisfaction in Mueang District, Surin Province. This mixed-methods study,
combining action research and a survey of 408 purposive participants, utilized
questionnaires, expert evaluations, and statistical analysis. Findings show experts
selected the “Chang Surin” pattern for its strong local identity. The Boston bag shape
was deemed most appropriate for its strength, flexibility, and modern style. An optimal
dyeing formula 1,000 gram Malabar Spinach fruit to 3,000 ml water), combined with
pre-soaking the husks in lime water, yielded a deep, durable color with enhanced
absorption and fastness. Consumer satisfaction was exceptionally high (4.30 + 0.69).
driven by knowledge transferability, material safety, and market potential. Economically,
this research provides a viable model for transforming agricultural waste into
commercially marketable products, offering a clear pathway for community income
generation. Socially, it promotes cultural heritage through contemporary design and

transfers sustainable, eco-friendly knowledge to the local community.

Keywords: Handwoven bag, Dried Corn Husk, Malabar Spinach, Natural Dye, Local Craft
Design
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Abstract

This article aims to create new products from waste teak wood scraps from the
wood processing industry by combining traditional woodworking joinery techniques with
sustainable design. The sample group used in this study consisted of 10 teak wood
processing and furniture entrepreneurs in Phra Luang Sub-district, Sung Men District,
Phrae Province, selected using Cluster Sampling. The blueprint evaluation group
consisted of 6 experienced academics, architects, product designers, and entrepreneurs,
selected using Purposive Sampling. An additional group of 62 users of home and
residential decorative products were selected using a Non-probability Sampling
method. Data were analyzed using Descriptive Statistics.

The study's findings revealed that the product prototypes created from waste
wood scraps had increased value. The forms were beautiful and durable due to the
use of non-traditional and decorative joinery techniques. Both of these techniques
resulted in refined product designs that can be commercially expanded upon. This
serves as a significant guideline for promoting the sustainable long-term growth of the

teak furniture industry in Phrae Province.

Keywords: Design and Creation of Products, Wood waste, joinery, Upcycle, Sustainable

design
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