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ABSTRACT

The study has employed the product design and development principle to develop GABA
rice snack product and Kansei Engineering to design its package, in order to comply with 4
groups of consumer type categorized by mood consumption concept: Innovation, Intuition,
Perfection and Satisfaction. First, interview and questionnaire were performed on 400 potential
consumers from Muang district of Chiang Mai province. The results from the questionnaire were
used to divide these consumers into 4 categories and provide customer requirements for product
development. Then, these needs were transformed into product technical characteristics by quality
function deployment (QFD) technique, following by prototype development for each categorized
consumer. As a result, it shows that majority of the target consumers come from Intuition group
who prefers snack product with puffed rice-cake style with Tom-Yum flavor. In the meantime,
Innovation consumer prefers bar-shape rice cracker with chili paste flavor. Satisfaction group
prefers bar-shape fried rice pastry with pepper flavor. Finally, Perfection group prefers cubic-
shape rice snack bar with chili paste flavor. Furthermore, when translate these needs into product
technical requirement, the result shows that the critical characteristics effecting decision making
criteria for all consumer groups are fat content, sugar content and total calorie of the product. This
result agrees with a characteristic of a health-awareness behavior of the target group. In the
second part of the research, Kansei Engineering was implemented to design packaging of the
target product. Only the package form is the criteria for packaging design in this preliminary
study. Packaging design expert has been cooperated in this study to select appropriate packaging

samples for consumer evaluation based on Kansei words. The results from this study show that



the Innovation and Intuition consumer identify “Easy to Eat” as Kansei word to cooperate with
their preferred package design. On the other hand, both Perfection and Satisfaction group prefer
“Attractive” .In addition, the result from package format shows that Innovation and Intuition want
“Quad Seal”, Perfection and Satisfaction want “Stand Up Bag” packaging which mean they are
not too different between “Easy to Eat” and “Attractive”. And almost every groups want

“Attractive” accept Intuition who wants “Protect”.



