.OOO....
~h

:

NN3RANLULATINAAUTUETNARUANIANGITNTG
THE BUSINESS MEDIA DESIGN FOR THE REFILL STATION
ON THE VENDING MACHINE OF THE NATURAL PRODUCT

FUNA LTEINAY

TURRINGAE NUNINLNRL ATUATUN T 136

2563



NN3R8NLLLATINAAMTLEITNARUAIAINGIINTG

U

SUNA LTINAY

ﬂ?mmﬁﬁwuﬁﬁLﬂudquuﬁqmmmﬁ‘ﬁﬂ‘mmwéfmﬁm
AaLlANamnsnmnTnanm mmﬁmm?ﬂ@mmmﬁ@ﬁ?ﬁ@
InenFeuiAnsTuAeansdann aanedeAuATuns o
Unnsdnun 2563

-

AUANTUDINPIN AL ATUATUNTI 1760



THE BUSINESS MEDIA DESIGN FOR THE REFILL STATION
ON THE VENDING MACHINE OF THE NATURAL PRODUCT

THANAPON NEAMKONG

A Thesis Submitted in Partial Fulfillment of the Requirements
for the Degree of MASTER OF ARTS
(Master of Arts (Design for Business))
College of Social Communication Innovation, Srinakharinwirot University
2020

Copyright of Srinakharinwirot University



Sryrytnug
A
BN
P a o o e a w a
NM9RANUULABGINAA TG INARUAININGIINTR
SN

FUNA LHeNA

IasuayiRantsininends iduiudeunilsassnisAneauvangms
UsyaunAatenansuuniingia a1a73a1n1seanuuiLiiegsna

YAINANINLN A ATUATUN T 196

(sR9A1aR?NAn e Wewwnddnste lanioynnana)

ADLLIALTUTMANENAEl

AuznITNNfTaaLLNnla Ty tnus

.............................................. AN uan O 1 £ -2 a1

(212197 ag. Dauaud Youpytlsznn) (]

N .
.............................................. NFnEnTN s 1TTHNNT

(HHaeANanT1AN9ET AT LUNAR BUNTIUNT) (HaeAana1ange Ag.19d Wnneuu)



'
=

o 4 a o o sum s -
78304 N120BNLLLAREINARMTLGTHARUAIANTITHTR
2 o a

ARLE FUNA LHENA

Foyon AadAransnunigien

Tnsnen 2563

81973¢MN1FN 1 81413¢] mg. Tauad Yoseyilsznn
81a13eMLFN1HN HaeAanaIansl g, unaa Bunsauns

a v a a

.ﬂl a o o ala o & Aﬂl =2 v v v
N17aaNLUUABFINAATNTL mi‘W@@uﬂ’W’mﬁﬁ‘i‘N"ﬁ’]ﬂ Nflmqﬂitﬂx‘]ﬂ TAWRANHIAUAIINITATINUL

' '
s . a o o 9al

susgsnaduiuganaduAglinaainassuanf 2. ien1sdeansuusudiavlszaduiusgsnadiniugsiagud

a

v ¥
o a9 o

gulnAansssngf Teluniideafatfide A liaansmdeuuuniideuasiauuiieandu 4 dunew Tuneun

U

'
a o

wiafudumeunsAN LA IR ZINITRBNULLILATNNIATIAA SN ULIUATINAA NI TR Ead B esaNaNTg

o

drmanganssnuariadaninasionissindnlaresfizinalunnsdenTe@ud1aInsssuan s ANJUNNNIIUAT

H1UTaIM19 Google Forms HAWUIT AN3zuaun1sdIAty 4 Tunew laun Tumaun 1 nszingudvung

34

'
a

duRaU 2 N1TEANLLLULITUA TUAaE 3 NTTLaUNITaFNeRaNEiLuTUA Junaun 4 nnsuinduadanim e

Anwunnguituang waznaunanudntadanissnunnansniuazdalssandunusaueenuuLT AR el

13
o o v o

a dl 3 v ] o a ‘!i X2 a o o o
[INTITHNTIF V]ﬂﬂqNLﬂ’MN’]F;ISLMWJ’m’ZQuSLQ uiiifli 3 anaL AT WAL 1 NNTARTNANEITNENRIN AN AUAL 2

1
o

& A = \ & v o & A = o » a [y v o
AaN1IReDINTIItL AR dIANUATTNTY SUAL 3 AAN1AeleANTNANY Tunaunaetdidaliuinaann
- Y 44 - . ey o e . 5
nsAnE luduneunuilanIaaniuLgInAkar UL a A A9l inAInsss T ANRWAIEHAINANFARINIS
aannauivRNg AisuNe 6 Wy 3 AewdlsT 1.Natural Harmony liaau3@ntienssutnf 2.Secret Story WnAumn

WD9iFe9919UuNa NN AL ULUT 3. Modern Cozy viuaneldlaguandasn dunaunaufidaiuuusem

aanuuyldreAuzdIa N iE 891y A UNNTAF U LITUALAZ N 1T NLULKNARS U9 A1uaU 3 vy wawudn

U

ey ieauvinuiunsaiuazaulauuy A2 uaziiinidnlaenisiinisianzlazegluuy B wnsaniuiy

v o o K 9

WL A2 uazuuy A2 HguzessiagnlAsndsldausnesnuuuuas idannliase inddeaeieiugluuugiu

1995 lunuL A2 WignudnaesniseenuuLNAA TN TULAERRLFULLLEA AUAAIN ST TNTRANAIIN

FABIN1389NqHIMNE

v

ANENATY : Aagania, g, AuAglinAaInsssNTg



Title THE BUSINESS MEDIA DESIGN FOR THE REFILL STATION
ON THE VENDING MACHINE OF THE NATURAL PRODUCT

Author THANAPON NEAMKONG

Degree MASTER OF ARTS

Academic Year 2020

Thesis Advisor Dr. Pilan Boonyaprapha

Co Advisor Assistant Professor Dr. Noppadol Inchan

The aims of business media design for natural product refill container objectives (1) to study
and research on creating a brand for natural products refill container; (2) to communicate and promote the
brand for natural products refill containers. In this research, the researcher has used the research and
development method which is divided into four steps. The first step is the study and analysis of the design
and business branding based on research and related documents including consumer behavior surveys and
factors affecting the decision of consumers in choosing natural products in the Bangkok area by Google
Forms. The results revealed that there were four important processes, which are as follows: Step One: target
audience analysis; Step Two: brand design; Step Three: brand identity process; and Step Four: presentation
of the results to the target group. It was found that brand image and brand design communication of natural
products of the target group were divided into three categories as follows: (1) to design a refill container
design that demonstrates the eco-friendliness of the brand; (2) to design a refill container that represents
social and community contributions; (3) to design a refill container that reflects lifestyle and modernity. In the
second step, the researcher used the results of the first study to design a business and a draft of natural
product refill containers according to the needs of the target group, divided into six main types with three
concepts: (1) natural harmony or feeling close to nature; (2) secret story or an interesting background story;
(3) modern cozy or modern but environmentally friendly. In the third step, the researcher consulted with three
branding and product design experts. Among the six refill container designs, the experts agreed that Type
A2 was the most interesting and suggested to combine the transparency of pattern B to mix with Type A2. A
further suggestion was that A2 had an impractical base design. Therefore, the researcher had to adjust the
form of the base of the cabinet in the A2 format to be more suitable according to the principles of product
design and develop a refill prototype to sell cleaning products with natural extracts and based on the

concept of designing according to the needs of consumers.
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https://www.thoughtco.com/atoms-in-a-drop-of-water-609425
https://shanewoolridge.co.nz/artworks/drop-of-water/
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11 BAMBOO PEEL & STICK WALLPAPER | WallDecals.com


https://walldecals.com/products/bamboo-peel-stick-wallpaper?variant=39253688516706
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https://www.aromaweb.com/articles/fda-aromatherapy-regulations.asp
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https://shop.thedpages.com/collections/tableware/products/limes-bookends
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https://thecoolhunter.net/house-in-tenerife-canary-islands/

69
v o K ¥ o % v v o ] [ a [ I3
mﬂ]@ﬁl@\ﬂﬂu’]‘ﬂ@%}@?ﬂﬂmuN’Wﬂﬂ’]’j‘ﬁ"NLL‘LI‘]_I C2 TAgNaNNITRANWLLNA R U]
U a dll o =R ¥ ai = a ¥
ﬂ’]ﬂiﬁlLLu@ﬁ@Iuﬂ’ﬁ‘ﬂﬂﬂLL‘]_I‘]_IZQ@'&’]ﬁ‘ﬂ’]W@ﬂEmmﬂﬂ’]ﬂ‘ﬁgﬂWNV}L@ﬂuLL‘LI‘LIﬁﬁ‘ﬁ‘NﬂJ’W] T@EIVLF“WLLN
KX v o a

Tuanalaannfslunuazanug iWFauaiaunisdiieiunifincnessuagns nslausaues

AYINBITHENG N1TADNULILKANNAWNaARAIN AN EARIANTuade TR fud T

laq1iiy

AWLIZNAU 27 LAAIAINAN UL URITI 11N

1 Envers du Decor (tumblr.com)
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https://enversdudecor.tumblr.com/page/84
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https://www.trendhunter.com/trends/hanging-lounger
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