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Abstract 
 The purpose of this research is to study the personality of Thai spa product packaging and 

shape that communicate personalities.  The population and the sample of this research are the 

clients who consume Thai spa products from the shops located in Bangkok area.  A structured 

questionnaire with rating scale was used to collect data, and only the item score higher than 

4.21 was selected.  The results of this research are as follows; 
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 1. The target group is mostly single females aged 21-30 years old, with a bachelor’s degree 

and a average monthly income of 20,001-30,000 baht. 

 2. The correspondence between Thai Spa product packaging personality and Thai people 

characteristics is enchantress, lover and magician. 

 3. The element of packaging which is matched with magician personality is wide shape, bell 

shape, and small cylinder; the one matched with lover personality is arched cylinder or wide 

shape and concave cylinder, and with enchantress personality is arc square, concave cylinder 

and small cylinder or wide shape. 

 

Keywords: Shape of Thai Spa Packaging, Thai Spa Product, Thai Spa Product Personality 

 

 
 

 

  

   

 

 

 

 . . 2540 

 

 (  , 

2553) 

 

 

 15  

 5-6   15,000-

16,000  

 (SMEs) 

 

( , 

2554) 

 

  

  

 

 

  (  , 

2556)  

  

 

 

 (Personal 

Marketing Orientation)   

  

 

  

 

 

 

      

 

 

 
 1. 

 



35

Vol. 14, No.2, July - December 2015

 2. 

  

 

 
 1.   

 

 

 2.   

  

 

  

 3.    

 

 
 

 

 

  -   

   21 

  

  Yamane (1960;  

  2548)  95 

 5 

 400  

  

 
 1.  

 

   

    

   (2556)  

 

 (  1) 

 

 1  

  

 

(Essential Oil) 

    

  

 

 

    

    

 

  

   

  5    

   

   

  

  

  

 

     

     

    

  

    

 

  

    

 

 

 (  , 2550)  (  2)  

 

 



BU ACADEMIC REVIEW

36

 2   

 

      

      

      

  Lavender, Peppermint  Jasmin

 

 

 

   (2548)   

 

  (  3) 

 

 

 3  

 

    

   

   

 

    

 

    

 

 

   (2556)   

 (Home Spa)  

   

     

 /  

 2.  

   (2558)   

 

 

 

 

 

 

  

   (2558)  

 

 

 

 

 

  

 -   (Protection)  

      

 -     

(Portability) 

 



37

Vol. 14, No.2, July - December 2015

 -  (Presentation) 

 -  (Promotion) 

 

   

  

  

  

  

 

 

 -   

  

 (Loyalty)  

  

(Brand Name) 

 -  

  

 1  

 12   

 

  

 -  

    

   

  

 

  

   (2558) 

 

  

 

  

 

 

 

  

  

  

  

  

 

 (  , 2549)     

( , 2556, 13 )  

 

  

 

  

 

 

 

 

 

 

  

   

 ( , 2556, 24 )  

 

  

 

  

 

 



BU ACADEMIC REVIEW

38

 

 

 3. 

 3

 B

 

 

.1 

avelas (1978)

 

 

 

:

 

 

)  

 

 (2535) 

 

 

:  

 

 

 

 

 

 

 1 

 (

 

 

, 2556, 13 

 Trait 

 

 

) 

 

  (254

 

 

 

 

 

42) 

 

 

  

 

 

  

 



39

Vol. 14, No.2, July - December 2015

  

  

 

 

  

  15  (  

,  2552) 

 

   15  

 

  1.  (Warrior)   

   

  2.  (Magician)   

   

  3.  (Sage)    

    

  4.  (Trickster)  

    

 

  5.  (Lover)   

   

  6.  (Enchantress)   

  

  7.  (Innocent)    

  

  8.  (Mother)  

  

  9.  (Rebel)    

   

 10.  (Loner)   

   

 11.  (Seeker)   

   

 12.  (Helper)  

   

 

 13.  (Companion)  

   

 14.  (King)    

 

 15.  (Hero)   

    

 

 3.2  

  (Perception)  

  

(Recognize)  (Select)  (Organize) 

 (Interpret) 

  

    

 5    

      

  

 

 

 

    

 

 

  

   3   

  

 

   

  

( , 2554)  

 

 (Presenter) 

  

  

 

  (  ,   

 , 2557) 

 

 



BU ACADEMIC REVIEW

40

   

   (2555) 

  

 1.  (Store Perception)  

 

  

  

     

 

 

 2.  (Product Perception) 

 

 

  

  

  

 ( ) 

 

  

 3.  

(Promotion Perception) 

 

 

 

 

  

 

 4.  

(Perception of Honesty and Ethics) 

 

  

  

 

  

 

 

  

 

 

  

 

 

 

 

 
 

 

 

 1. 

 

 2. 

 

 

 
   

 3  

  1  

  

  

 

  2 

  400  

  

    

 21 



41

Vol. 14, No.2, July - December 2015

 

 

  3 

 

  7  

  3  

 5   4  

  

 2  

 

 

   

 (Structured 

Questionnaire)  3   

  1 

 

  

 2   

  1  

      

 

  2  

 

 5  (Rating Scale) 

 (Likert Scale) 
  15  

  2 

 

 

  (  

 )  7  

 5  
   14   

 
  2  

 3   

 

 

(Pretest) 

  10  

  (Cronbach’s 

Alpha Coefficient) 

 1  0.96 

 2  0.91  1 

 2  (  0.80) 

 

 
 

 

  

  

5   4.30 

 

  

 
 

  

 (  74)  

30-21  (  68)  40-31  (  23) 

 (  80)  

(  65)  (  35) 

 20,001-30,000  (  

50)  30,001-40,000  (  40) (  4) 

 

 

 

 

 

 



BU ACADEMIC REVIEW

42

 4  

  (  400)  

      

      

104 

296 

26 

74 

     21 – 30   

     31 – 40  

     41 – 50  

     51  

272 

92 

36 

0 

68 

23 

9 

0 

 

       

      

       

320 

80 

0 

80 

20 

0 

 

      

      

      

0 

260 

140 

0 

65 

35 

 

      20,000  

     20,001 – 30,000   

     30,001 – 40,000   

       40,000   

0 

240 

160 

0 

0 

60 

40 

0 

 

  

 

    

   

     

  

   

    

 (  5) 

 

 

 

 

 

 

 

 



43

Vol. 14, No.2, July - December 2015

 5  

  

  4.59         

  4.40  

  4.37         

  4.19  

  4.14     

  4.09            

  4.00            

  3.81  

  3.60           

  3.35  

  3.32  

  3.29  

  2.59        

  2.40  

  2.10  

 
  

 5  

 (   

)  7  

   

6-8 

 

 

  

   

 

    

   

  

    

   

  (  6) 

 

 6  

 

                4.48  

 4.44  

 4.33  

           4.28          

4.28

            4.19 



BU ACADEMIC REVIEW

44

 6  ( ) 

 

 4.09

 3.60

3.58

 3.32  

3.15  

 2.20

2.10

2.10

 2.05
 
 

 

   

  

 

    

  

   

   

 

    

(  7) 
 

 7   

  

 4.57  

4.57  

4.55  

4.20

 4.14

4.09

 4.02

 3.81

 3.35  

 3.29  

3.25  

 3.20  

3.12  

 2.40

 2.20



45

Vol. 14, No.2, July - December 2015

 

 

  

   

 

    

   

     

  

  

 (  8) 

 

 8  

 

 4.40

 4.35           

 4.25

             4.25

            4.14

 4.09

3.81           

   3.81       

 3.81

 3.35  

 3.35  

 3.25  

 3.10  

             3.00  

         2.59          

 

 

   

 

 

 1. 

  

   

    

    

  

   

     

 

 2. 

  

 2.1 

 -

 

    

 

    

    

 



BU ACADEMIC REVIEW

46

    

   

  

 2.2 

 -

 

   

 

    

   

  

    

 

   

 

 2.3 

  

    

  

   

   

 

   

    

   

 3. 

 

  

 

 
   

 

   

 

  

    )2548 (  

 

  

   

 (2545) 

   

(Would Image Scale) 

 140 

 

  

  

 (Enchantress) 

    

   (Lover) 

    

    

   (Magician) 

   

  

  

 

 

 

  

 

    

 

 

 

 



47

Vol. 14, No.2, July - December 2015

 
 1. -

-

   

 

 

 2. 

 

  

  

 3.  

 

 

 4. 

 

 

 

 5. 

 

 

 

 . (2555).  

  

   (

 , ). 

 . (2556). . , 

 12(3), 24-26. 

 . (2548). 

 

  ( ,  

 ). 

 

 

 

 

 ,    . 

 (2557). 

 . 

 , 4(2), 33. 

 . (2542).  (  2). 

 : .  

 . (2558). 

 

  

  . 

  , 8(16), 20-26. 

 . (2556).  (

  2). : .  

 . (2550). . : . 

 . (2556). . 

 : . 

 . (2549). 

 . : . 

 . (2535). 

 : 

  (

 , ). 

 . (2548). 

  (

 , ). 

 . (2545). 

  

  ( , 

 ). 

. (2554). .  11  

 2556,  http://www.sara-dd.com/index.php? 

 option=com_content&view=article&id=466:-the 

 -psychology-of-marketing-&catid=25:the-projec 

 t&Itemid=72 

 

 

 

 



BU ACADEMIC REVIEW

48

. 

 (2554). 

 .  

 02  2557,  www.sme.gz%E0%B8 

 %AA%E0%B8%9B%E0%B8%B2%E0%B9%81%

 E0%B8%A5%E0%B8%B0%E0%B8%9A%E0%B8

 %A3%E0%B8%B4%E0%B8%81%E0%B8%B2%

 E0%B8%A3%E0%B8%AA%E0%B8%B8%E0%B8

 %82%E0%B8%A0%E0%B8%B2%E0%B8%9E%

 20_final.pdf 

 . (2548). 

  (

 , 

 ).   

 . (2552). 

   

 ( ,  

 ).  

 . (2553). . : 

 . 

Bavelas, J. B. (1978). Personality: Current theory and 

 research (2nd ed.). Monterey, London: Cole. 

Cronbach, L. J. (1970). Essentials of psychological 

 testing. New York: Harper and Row. 

 

Translated Thai References 
Akraudom, A. (2009). Development of brand 

 archetype concept and its measurement for 

 marketing communications applications 

 (Doctoral dissertation, Chulalongkorn University). 

 (in Thai) 

Amponstira, F. (1992). The satisfaction of consumers 

 in Bangkok towards direct mail advertising: 

 Case study of credit card users (Master’s 

 thesis, Thammasat University). (in Thai) 

Benjadol, P. (2006). Packaging and graphic design 

 on packag ing .  Pathum Thani :  Bangkok 

 University. (in Thai)  

Chaisanit, D. (1999). Marketing strategy (2nd ed.). 

 Bangkok: Wangaksorn. (in Thai) 

Chelimkeyrtikul, P. (2013). Well-rounded (2nd ed.). 

 Nonthaburi: Thong. (in Thai) 

Intarasuwan, P. (2013). Business and Thai herb. 

 Nakhon Ratchasima: Sara Printing. (in Thai) 

Jareansub, K. (2012). Information acknowledgement 

 of agriculturists from public relations of Maejo 

 University (Master’s thesis, Maejo University). 

 (in Thai) 

Juthabudthi, A. (2010). Spa products. Ratchaburi: 

 Sarnthai. (in Thai) 

Midjarernthaworn, M. (2005). Packages for men's 

 cosmetics (Master’s thesis, Chulalongkorn 

 University). (in Thai) 

Office of Small and Medium Enterprises Promotion. 

 (2011). Factors and trends affecting the field 

 of spa and wellness services. Retrieved 

 November 02, 2015, from www.sme.gz%E0%B 

 8%AA%E0%B8%AA%E0%B8%9B%E0%B8%B2

 %E0%B9%81%E0%B8%A5%E0%B8%B0%E0%

 B8%9A%E0%B8%A3%E0%B8%B4%E0%B8%81

 %E0%B8%B2%E0%B8%A3%E0%B8%AA%E0%

 B8%B8%E0%B8%82%E0%B8%A0%E0%B8%B2

 %E0%B8%9E%20_final.pdf (in Thai) 

Palin, J. (2013). Thai spa. DPI Journal, 12(3), 24-26. 

 (in Thai) 

Pintong, C., Patum, C. & Luchitamas, P. (2014). 

 Consumer percept ion of the products 

 produced in Thailand for the ASEAN economic 

 community. STOU Journal, 4(2), 33. (in Thai) 

Pongnetpanich, M. (2002). The use of packaging to 

 communicate personality for reproductive 

 health products for female teenagers (Master’s 

 thesis, Chulalongkorn University). (in Thai) 

Pongsuteeniweit, C. (2004). A study of usage and 

 needs of spa products in spa establishments 

 (Master’s thesis, King Mongkut’s Institute of 

 Technology North Bangkok). (in Thai) 



49

Vol. 14, No.2, July - December 2015

Saradeedee. (2014). The Psychology of Marketing. 

 Retrieved August 11, 2014, From http://www. 

 sara-dd.com/index.php?option=com_content& 

 view=article&id=466:-the-psychology-of-marke 

 ting-&catid=25:the-project&Itemid=72 (in Thai) 

Sriwong, P. (2010). Thai Spa. Bangkok: Nana Printing. 

 (in Thai) 

Tinnabut, P. (2015). Branding and packaging design 

 development for herbal spa and wellness 

 products of community enterprise group of 

 Chainat Province to connect to cultural 

 tourism. Community Enterprise Group of 

 Chainat Province Journal, 8(16), 20-26. (in Thai) 

Tirakanan, S. (2015). A study of usage and needs 

 of  preserve product  (Master’s thesis, King 

 Mongkut’s Institute of Technology North 

 Bangkok). (in Thai) 

 
 

   

  

(MFA)  

 (  2)  

 (BFA)  

 

 

 
 
 

 


