DOI: https://doi.org/10.55164/ecbajournal.v18i1.275958

N1390NUUULATWAILINAAA MW ITI03AIUANNABINITVRIEUTLNA:
nsalAnwindadagianninalaualuaivaynsadimse Jamingasan
Furniture Product Design and Development Based on Consumer
Demands: A Case Study of Products Made from Palmyra Palm Leaf
Stalk in the Singha Nakhon Peninsula, Songkhla Province
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Abstract

Promoting knowledge in developing furniture products to align with market
demands, while utilizing agricultural waste, serves as a sustainable approach for local
businesses. This research aims to (1) study market demand trends for furniture made
from sugar palm wood, (2) develop and create product prototypes, and (3) transfer
technology to the community. A survey of 400 participants revealed that most
consumers are females aged 21-40, engaged in business occupations, and make
purchasing decisions based on product attributes with an average score of 4.00.
Consumers showed the highest interest in living room and lounge sets, accounting for
60% of preferences. Product development prioritized functionality and quality, including
testing upholstery fabrics enhanced with nanotechnology for dyeing, water repellency,
and fire resistance. Satisfaction assessment from 400 participants indicated high approval
in terms of utility, aesthetics, price, value, distribution channels, and marketing
promotion. Marketing strategies should focus on showcasing physical products and
online sales. Finally, the research successfully transferred knowledge and technology to
community enterprises for commercial production.

Keywords: Product Design, Product Development, Customer Need, Palmyra Palm Leaf
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unin

MsiifiugsAafdsBu wie Sustainable Business laildifuifisauumal foamluly
aagsna widelduedeafleddniitieduindeussiaundunazonamnssudmeliaiunsa
Aulaugldfunsiaudsauuardwndousgisauga uufndildyadufiomisinm
?{QLLmﬁamwiﬂfu uAgensaunquisnsensziugunmiInvesauluviadldgniu Haus
NYAINT mwamawa Tsseudme lanfedasimhefinedesuar el

flufieuaynsafiansy Yvinawar aseuequ 4 sune ldun suneszlun sne
nIghadug auneannge Lazdnoduns fiusgansTIuvied 152,692 AU (National
Statistical Office Thailand, 2021) lagUsgansdrulugusznauo1TnnunInssu LWU nN15v
w1 virlsuraunay wazvhanalaun Aufwisdifulufieanuvainvaismsiaussunes
nSwennssssumaTiamey eglsiiny Ussrnsluituiigesndgfumnuimenanedsenis
fiAnanaaunsaliasugalandifuniu Msiwasuulasaningfionnia LagHansENuIINNT
WNTSEUINYDILIA

mMsdsuuasiiiaunfivesanimgionneanansndssaliiasugialassiuuazninnis
NAANEn TnglanIzAmNERsNTIN Nefasesdmau Sudunilduthidedifyiidmanseny
sogurulufiufiannuidevas Prommawin et al. (2024) sy msl,ﬁwﬁumaqqmmﬁdwa
Tnandanianisinunsanatedaiveddy InewmsluasideudlufissuuvaUseniunied
fufinunsnssuvuelvg Sedmiuavaunsafiassiivssmnsdlngfioinunsnssandy

?ﬁ NIANTATYFANANTUALUINTFIND Wi devinSes UN 18 adud 1
28 357 . . R . R
RE?’) Economics and Business Administration Journal, Thaksin University

ECBA



o1 dnwidntu nansenudanandeudelild Bsluniidudununmandndifingeduanian
fngRuuasndsnuitunusadudnndsanuimedmiununsnsluiud

uanandn1sunsseuinvedlsa Covio-19 Iiadrsmansgnuluianine :eauves
World Bank (2021) ¥y msszunelngjadadléviliiasuginlnenamotnsguuss wazan
aruannsalunsadsglivesszmluaeiuil nudsiuiiauaymsadioss doyann
Thai People Map Analysis Platform (2022) auanaliiiuii snneafensyddnadiunuau
awgalufoninasan Andudosas 6.45 sesasunfosinenssuadusiisoas 5.64 foyaimanil
agvioudamansgnuiiintunauiumunaassgiauarnisisusUasaningienied
wususau

Froaravimemaninenemunsnsluiiuioensammeenssdunuamdie
103U Ingtauawuimiliineasnsdneldaiuanmsinaunnieldvesnialaun 1
570 Waen waziduly wnaeyarifisluguresdudi 1wy wesiines in3oussnie uazveq
anusia agalsfionu TamRagsuluiuiidannesdmiudisiiuludumsoonuuundngios
nswAnfldmsgIu warnshmanain fiiunuideiialingussasdifiofnynginsuuas
AnudessiuNsnatnvesiuslaaistumlesdiaesliimanialnua Tnosjadunisieses
Hadviidmarionisindulateuazarufisnelavesfuslng saufsnsfaundnSsidunuy
NNEIAIUA Iz aLRUAINARINITYRIa1n IneAfladeUsslevilldany Aaunn way
ondnuaivoswdniudt naonsuntsdievenmaluladuaresdauilifugueuluiiuil e
aduayunsudndanduduaradiseudsiumaaseghalitugumiuiuiinuaymsafionse
NN

NUNIUITIUNIIU

maidenaniieduiiladdydwmsuiusenaunislunsimumdndasivaznisaniy
gsnaliuszauarudnialuszezed daeg199y n15@n¥1ves Duanguppama and
Phuworakij (2020) 7il&¥n15@NEILUIMNITHRILINTTANISAARE S URER SausianUan
wuuildhuslugusy wuiinssuaunsiumskdamsiduiinunmvessdafusiiieliaunsn
wdaduld wazmshuianssumsranadildineluladviuaioinaaondnwalliaud wu nsld
waluladansaumeadislunniiauendadug sudinmsindmaagusuiiadansidius
WALALATULATYINIYUYY UONMNHSIMUIINITTANINSRAIRT e el RusdyansEning
fnanuaziiotieainenrusiladuneldlftugumu fegratu mmedudiliuidmiiuie
mutennas MsafranTetneiuefaunats wagmsimuasaidaauszritggna

uana1nil Boonruang (2021) éAnwuuamsnagnsnsnaiadmiuimetuiiosan
afsuvuidrusanluguuu Tnoifu 4 nagws leun nagnsuandel nagnsian nagnivos
mansindming wagnagnnsdaaiunisuie Ssnquuniduiiunuimddnlunisimun
firmanismanna 1y M3t musiwssansusiiriunun g suar A AINzaN Rasnay
nsmvuanguidmngeg1adau

Tuiligtumsteaudesulatifiunniu Tnsamzihuunanwesudedsnuooulay 1wy
wlet]n Kassapa and Sirimongklon (2021) Td@nuniladedidsmasonisindulededudiuiu
wnAndLUsEAINIAATN 4C's Fagjafumeuaussmnudesnsvesiulanlususing o Tng

LR T A T A RV R D B R Y N PR N g DN A TR BT
fusen siwgasing uaveny RS




Ransundetadedrfiniinasenisanduladioduni loun arudesnisuazanudnduves
HUSLnA (Consumer Wants and Needs) 41131884N15n0UaUI#BAILABINITVDIGNAAIY

Y
a

Audnfivannuans suaty uazasatunnufesninanizresnguiming auazainlunisde
Auf (Convenience to Buy) 1y nMsidrisdudriuteimnisesulaiidaliusnisnasn 24
T2l mfensdndeii e waznsfnnuaniugdudilaog9dreane n194 oans
(Communication) fifiunumafglunistnauedudiyiaule wu nislavanidaiy
a¥1eassn nsuanadegsnslinudidiladne uaznsdaaiunisveegisasiiane dsiae
nseduliiuslaaAnauaulaludidud gaviiefe dunufiauel (Consumer’s Cost to
Satisfy) %awaamquﬁ%mmﬁuﬁw AW uazAUINsmInzay guilnafniiansanfeaiy
Audlumslddeiielildauiinssiunnudeinisuazaufianelagaan

FMSUNTOONLUULATHAILINAR S W5 T8 N1surans (Ergonomics) AUnum
d1Ay Chaiyanan (2021) %‘memqmimuummmL.Laua@muﬁuaqLv\laiuwaimaaamaamu
$umedldnu wu muguazpidsmondid Weiuauauisuarauasndy wenanni
mwmﬂmqaswwmLWaiuLaaimsaammﬂwmmuamma@w% wu 1 vSeTansssuvid
Sa-Ing (2014) yhmsWawunwesdiaesangun® lnenmsiaszvianumuizadludiiuanueny
NITUITNMINAR Uazdan nudmdndmeiaingus wu naeedd vy wadu waza1vueeng 9
losuanuianelaluseauasainguilan

Tuguneeruiansssuvd Laemlaksakul (2008) laeanuuuinesiveslivseiulilaeg
wiumseenuuuilindnmssmans wuitnisesnuuulassaiisiinszaneusslugadidnanunsa
ineaudsusauazanuvumuyeaEn Sasile

TududmenazYagidsdu Umasin (2018) ldfmunduloainnenavaiuas anmie
19 lnglduunfin “Zero Waste Design” lunsuwdsjuiduleuazannddonsssuuid wuiegifu
msaudulsangnamauazlundeiieriiuyadlugnannssudme Worachetwarawat et
al. (2016, 2023) wuidulesssuvAandanmastd 1w lumauwazniunaiy aunsaiuwls
sududmenaznansnsiameldegrsiiusansam

MNLUIAILALUITERN UL wandliiiulinsHaNnaIuTENININ1TAAIA N3
oonuuUidsdu wazmsldiansssumaniiluviosiu anansadfiuyadlifunaniaritazdaasy
iAsugiaYuvuliegliussdvznm

52U8UasNITIY
msawandasiivlitaudnvasdidulumuaudesnisvesgnéiinssuiunsdsd
1. msﬁﬂi')ml,axmitﬁu{faga (Idea Generation, Screening, and Evaluation)
‘Ui%sﬁ’]ﬂiEZJ’eNﬂﬁiaﬁﬂﬁ,ﬁ@E;:U%Iﬂﬂiuﬁjuﬁmﬁ‘wmﬂSﬁﬁuiﬁmaﬁ]ﬁm‘mwa%ﬁL‘\]@ﬂﬁ%’m
MALAUA NAUAIBEINAININIINATINNOY Krejcie and Morgan (1970) Tnerhuuadisyiuany
Fosiu 95% vuianguiieensie 400 au uladunduiiuszneumsuazguslaamly Taeldnis
duuUU Stratified Random Sampling nsiAvdayalduuvasuauiwamunduainnisdne
Assaunssuiiieades Tneutadu 3 dw léud 1) wofinssunisde 2) aufimelasendniost
3) Anudeenislumatn sauvienun 20 4o uuvasunwldSunisaTIRaUAIAIILTIBIASY

(Iindex of Item Objective Congruence: 10C) lnggidia¥ey 3 vinu AAUEBAAGBIBEN 0.98

?ﬁ NIANTATYFANANTUALUINTFIND Wi devinSes UN 18 adud 1

{E?’) Economics and Business Administration Journal, Thaksin University

ECBA



warfiAnmnuidedie (Cronbach’s Alpha) Winfu 0.949 nanzuuuadswlanaidu 5 sziu
lawA Aun (4.51-5.00), # (3.51-4.50), U1unane (2.51-3.50), Haey (1.51-2.50), LLasﬁaaﬁq@
(1.00-1.50)
2. MSNAIUILUIAALAZNAaBULUIAA (Concept Development and Testing)
nansdsathuimudundn susisuiuy Tngesnuuugamestaeslinisalaun

3 99 oA

[
Y A v

- yalfvownsUusenaume Menans 1 6 Bl 4 67
- gafuuunUszneude Wenans 1 6 1iE 2 eu 1 @ a1 au 2 i
- yaususumilvdeUsznaude iindususiunilide 1§ duneonlide 1 i
uenaniifaiinisesnuuumaansuaziauniymesineslilanautfasiouinay
fulwgnany
3. miii’]EWlElﬂWIﬂIuIaﬁLLa:a\iﬁﬂ’J’mi (Technology and Knowledge Transfer)
finsanenenssdnuFingulaviagusuluiunisesnwuy nMsndnwlesiesly
mamalaun wagnsiauiymesied iensuausinuieinsveinanLaziiiuniy
fatulunsiaundn o

HaNISANEI
wansAnwILUseanidu 3 drumdn fe 1. msaiiaunfn msndunsesiaznisuszidiy

wnAnYeINARSNI TINTemFlenziiieannagnsnissnaa emvesisnsnaa 2.
N1IRALILWIAALAZNITNAFBULLIAR) lagoankuukasTMUINaAduelnes dirasldn1g
malaun 3. deneamaluladuazesdmnuiliiamisgusy uazgusznounisiavla lned
Twazondel

Msa e MIndunsestaznsUseiiuinAnvesandam smfmsiinsgiiile
fanagrimensmaaiiomtesmamsnaiatiu vilasnisdmagesnmstedudesines
nlienalaunvesuslan wazdnssingnssuduslnauiuuaeunulaglavinnisiiu
Yoyariievriadelummunguuuundnine waznagndsunisnaindiuau 400 fog1s Tavdl
HansAnWd Table 1 SseaziBondsl

Table 1 General Information about Respondents

Number (person) Percentage
Gender
male 125 31.25
female 275 68.75
Age
under 21 years 22 5.50
21 - 30 years 152 38.00
31 - 40 years 128 32.00
41 - 50 years 61 15.20
51 - 60 years 31 7.80
60 years and above 6 1.50
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Number (person) Percentage
Civil status
single 248 62.00
married 111 27.70
divorced/widowed a1 10.30
Occupation
businessman 51 12.75
Government official 54 13.50
employee 38 9.50
state enterprise employee 29 7.25
farmer 21 525
trader / vendor / merchant 55 13.75
business owner / entrepreneur 118 29.50
retired government official 2 0.50
university student 31 7.75
student 1 0.25
Education level
under bachelor’s degree 66 16.50
Bachelor’s degree 267 66.75
bachelor’s degree and above 67 16.75
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Table 2 Analysis of Consumer Buying Behavior for Furniture Made from Palmyra Palm Leaf Stalk

Number (person) Percentage
Product type
- adinner table set 125 31.30
- aliving room set 93 23.30
- areading cozy set 126 31.50
- bar chairs 54 13.50
- others 2 0.40
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Number (person) Percentage
Sales locations (Place)
- shops in tourist areas 74 18.50
- furniture stores 203 50.70
- manufacturer's shops 123 30.80
Purchase Period
- pre-festival periods 119 29.75
- during religious festivals 50 12.50
- before traveling 68 17.00
- for everyday use 163 40.75
Reasons to Purchase Furniture*
- readily accessible 153 38.30
- reasonable price 154 38.50
- support to local products 187 46.80
- the product has unique and attractive appearance 161 40.30
- the product has both quality and reliability 138 34.50
- the product has unique and eye-catching 79 19.80
Perception of product information
- friends/relatives/Acquaintances 136 34.00
- radio 20 5.00
- internet 120 30.00
- billboard 61 15.25
- member groups 63 15.75

*The total number of survey responses exceeds 400 because respondents were allowed to select more than one

reasons To Purchase Furniture

Table 3 Satisfaction Assessment on Marketing Criteria for Purchasing Products

Percentage Mean Level of
5 4 3 2 1 X Satisfaction

Product

- utilization and quality 4750 2750 1400 780 330 4.08 high

- raw materials used 4400 3550 1400 430 230 4.15 high

- pattern design and color 44.00 3550 1450 550 1.00 4.17 high

- attractive appearance 43.00 3480 16.00 4.80 1.50 4.13 high
and product varieties
Price

- reasonable price 39.8 3330 19.00 550 @ 250 4.02 high

- price negotiable 40.50 3330 19.80 430 250 4.05 high

- clearly displayed price 4450 3350 17.00 430  0.80 a.17 high

tags
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Percentage Mean Level of

5 4 3 2 1 X Satisfaction
Place
- many distribution 40.00 2950 2250 6.80 1.30 4.00 high
locations, easy to find
and purchase
- cleanliness 3750 3650 1930 4.00 2.80 4.02 high
- convenience to access 39.20 3290 1930 7.00 1.50 4.01 high
- product display is 41.50 36.50 18.00 250 1.50 4.14 high
attractive, well-
organized, and easily
accessible
- sufficient and convenient  39.30  36.80 1850 3.80 1.80 4.08 high
Parking availability
Promotion
- staff available to provide ~ 41.30 3480 17.00 530 1.80 4.09 high
product information
- product brochure 41.00 36.00 1850 280 1.80 4.12 high
- discounts and 39.00 36.80 1850 430 1.50 4.08 high
promotions
- product demonstration 4130  37.30 16.00 4.00 1.50 4.13 high
- advertising and public 4200 36.80 16.00 3.80 1.50 4.14 high
relations
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Figure 1 Table Dining Set and Table Stool Set Bar
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Figure 2 Print Patterns and Wooden Batik Blocks with Laser Cutting Machine
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Figure 3 Product Prototypes
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Table 4 Satisfaction Assessment on Marketing Criteria for Purchasing Products (Product prototypes)

Percentage Mean  Satisfaction S.D.
5 4 3 2 1 X levels
Product
- modern design 388 440 129 31 12 416 4N .851
suitable for use
- sizeis suitable 414 390 163 19 14 417 4N .869
- easy to maintain and 373 385 189 36 17 4.06 {n .924
repair
- safe to use 404 433 108 38 1.7 417 4N .888
- convenient to use 428 419 120 19 14 423 41N .839
Utilization
- durable, strong, and 433 419 103 26 19 422 4N 876
Load-bearing capacity
- Easy move 40.7 411 152 14 1.7 418 N .858
- long-lasting 471 395 100 22 12 429 4N .826
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Percentage Mean  Satisfaction S.D.
5 4 3 2 1 X levels
Aesthetics
- elegant fabric prints 462 388 110 29 12 426 N .854
- colorful fabrics 450 392 124 17 17 424 4N 857
- attractive appearance 440 423 115 12 1.0 4.27 un .185
- product unique 455 400 117 22 07 427 un .806
Price
- reasonable price 428 411 127 22 12 422 un .837
- set the product price 385 364 203 36 1.2 407 un 914
high
Place and distribution
- exhibition/showcase 404 371 167 45 1.2 411 un .923
- online 347 368 177 84 24 393 41N 1.035
- manufacturer shops 368 440 136 33 22 410 bl .908
Market promotion
- advertising and public 287 232 244 222 14 356 un 1.164
relations
- discounts & special 266 275 2715 167 1.7 361 un 1.099
promotion in festivals
Table 5 Summary of Satisfaction Levels on Marketing Criteria for Purchasing Products
Mean Satisfaction S.D. Priority
X levels
- Product 4.15 high .874 3
- Utilization 4.23 high .853 2
- Aesthetics 4.26 high .825 1
- Price 4.14 high 875 4
- Place and distribution 4.04 high .955 5
- Market promotion 3.58 high 1.131 6
Total 4.06 high 918
Table 6 Result of Kolmogorov — Smirnov testing
Kolmogorov — Smirnov (a)
Statistic daf Sig.
Unstandardized Residual .082 418 .000

Note: a Lilliefors Significance Correction
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Table 7 Results of Spearman's Correlation Coefficient Analysis

Satisfaction on product prototypes Y(r)
1. Product 770”7
2. Utilization 744"
3. Aesthetics 690"
4. Price 751"
5. Place and distribution 3717
6. Market promotion 834"

Note: *significant at the 1%
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