UIFTUIUNIA

L3 LY

nowaT AN, (2551).0750RILIUTIANIINAIEAINUNATEYU.NTENSATUNNUITAY adu
uywemaniuardiaumans U7 : 8 atu s 1 wmih : 103-110

nsvienfiauisUssmalne.(2558). [oaulatl] https:/thai.tourismthailand.org/anui
vieuior/deuivvusen-deuldeimani--5494

unaa anduias. (2546). tanal15Usenaun1saewdy) Environment & Behavior. A1A
INTNRUNIAREZIETRY Anzan1Tnenssumans an1dumaluladnseveu-
NEAUNINT amNTel.

unaa anduias. (2551). Lanarsuszneunisaey 31In153senIseonuvuIionIuesd.
angan1nonssumans aunavineinsnfiduiiioniseenuuy anu nelulad
NILIBUNANIIAUNNIT A1ANTEUS.

LU gy . (2554). nIsHALINITNAIAUAENISYIRuTEIYesgIA VTN TUaNISEnTE UG
Jamnayuv nsalfing) : yurUmAUIALleIUN U Suneulkee TInTaTesln
WINEEETwAL el

ENG LANNTIO. (2544). TIANUFULINADY. NTINN: TAYS NMTAUN

3

v oa

W3 AU (2555). N1sARUIUTTIAUTIVNNNG FIvaruesun eunalilovanesil. Taudin
LRy WA INeSuITedlu.

5 neyaudnsiay (2550). Fuuyvussysasilmismsvsunlng tloiuyaruasauasy
gsAamIsviauiiea: nsdanmvuninesiiamesys. unninerdodaling. aus
Haunuiad.

A3a550u @33 (2550). nagmsnIseareuasnIsUSIsIEInagnslnesaing1n = Marketing
strategies & market oriented strategic management. NTNN: SUSTATAUN.

afAtnvieafisInazs ULz lUUAgNEULTINA NTUgNENUUiINR dniln uagtugity.
(2559). [paulail] http://www.dnp.go.th/NPRD/develop/data/stat58/fthai_58.pdf

W Wdum (2542). n15ATINgAnssugUTlan. nawne: usEvnsssildunagleing
19

Aaker, J. L. 2000. Accessibility or Diagnosticity? Disentangling the Influence of Culture
on Persuasion Processes and Attitudes. J Consum Res 26 (4); 340-57.

Ampuero O., Vila N. (2006). Consumer perceptions of product packaging, Journal of
Consumer Marketing, Vol. 23 Issue 2, 100 — 112.

Anderson, L. F. and M. A. Littrell. 1995. Souvenir-Purchase Behavior of Women Touirists.
Annals of Tourism Research 22 (2), 328-48.

Basu, K. 1995. Marketing Developing Society Crafts: A Framework for Analysis and
Change. In Marketing in a Multicultural World, edited by J. Costa and B.
Bamossy, Thousand Oaks: Sage Publications, 257-98.


http://www.dnp.go.th/NPRD/develop/data/stat58/fthai_58.pdf

88

Becker, L., van Rompay, T. J. L., Schifferstein, H. N. J., & Galetzka, M. (2011). Tough
package, strong taste: The influence of packaging design on taste impressions
and product evaluations. Food Quality and Preference, 22(1), 17-23.

Belk, R. and R. Groves. 1999. Marketing and the Multiple Meanings of Australian
Aboriginal Art. Journal of Macromarketing 19 (1), 20-33.

Bigné, E., Llinares, C., & Torrecilla, C. (2016). Elapsed time on first buying triggers brand
choices within a category: A virtual reality-based study. Journal of Business
Research, 69(4); 1423-1427.

Bix, L., Seo, W., & Sundar, R. P. (2013). The effect of colour contrast on consumers’
attentive behaviours and perception of fresh produce. Packaging Technology
and Science, 26(2), 96-104.

Christopher Simms and Paul Trott. (2010). Packaging development: A conceptual
framework for identifying new product opportunities. Marketing Theory, 10(4),
397-415.

Chrysochou, P., & Grunert, K. G. (2014). Health-related ad information and health
motivation effects on product evaluations. Journal of Business Research, 67(6),
1209-1217.

Creusen, M. E., & Schoormans, J. P. (2005). The different roles of product appearance
in consumer choice. Journal of Product Innovation Management, 22(1), 63-81.

D. Auttarapong. (2011). Package Design Expert System Based on Relation between
Packaging and Perception of Customer. Procedia Engineering 32 (2012), 307-
314

Deliza, R., & MacFie, H. (2001). Product packaging and branding, Food, people and
society: A European perspective of consumers’ food choices. Berlin: Springer.
55-72.

Fairhurst, A., C. Costello, and A. F. Holmes. (2007). An Examination of Shopping
Behavior of Visitors to Tennessee According to Tourist Typologies. Journal of
Vacation Marketing 13 (4), 311-20.

G.Schiffman,L & Kanuk,L. (2000). Consumer Behavior. (2nd ed.). New Jersey: Prentice-
hall, INC.

Goeldner, C. R, Ritchie, J. R. B. & McIntosh, R. W. (2000). Tourism. Principles, Practices,
Philosophies, New York: John Wiley & Sons, Inc.

Gon P,Calves, Ricardo. (2008). Consumer Behavior: Product Characteristics and Quality
Perception. MPRA (11142), 1-29.



89

Gordon, B. (1986). The Souvenir: Messenger of the Extraordinary. Journal of Popular
Culture 20 (3), 135-46.

Graburn, N. 1977. Tourism: The Sacred Journey. In Host and Guest: The Anthropology
of Tourism, edited by V. Smith, Philadelphia: University of Pennsylvania Press.
17-31.

Handa, R. 1999. Against Arbitrariness: Architectural Signification in the Age of
Globalization. Design Studies 20 (4), 363-80.

Hawkes, C. (2010). Food packaging: The medium is the message. Public Health
Nutrition, 13(2), 297-299.

Hudman, L. E., and D. E. Hawkins. 1989. Tourism in Contemporary Society. Englewood
Cliffs: Prentice Hall.

HUME, D.L. (2009). The Development of Tourist Art and Souvenirs - The Arc of the
Boomerang: From Hunting, Fighting and Ceremony to Tourist Souvenir.
International Journal of Tourism Research 11(1), 55-70.

J.R. Jiao, Y Zhang, M Helander. (2006). A Kansei Mining System for Affective Design.
Expert Systems with Applications 30, 658 — 673.

James U. McNeal, Mindy F. Ji, (2003), Children’s visual memory of packaging, Journal
of Consumer Marketing, Vol. 20 No. 5, pp. 400-427.

Keowin, C. 1989. A Model of Tourists’ Propensity to Buy: Case of Japanese Visitors to
Hawaii. Journal of Travel Research 27 (3), 31-4.

Khwanrat Chinda and Nopadon Sahachaisaeree. (2012). Purchasers’ Perception on
Packaging Formal Design: A Comparative Case Study on Luxury Goods
Merchandizing. Social and Behavioral Sciences 42 (2012), 436-442.

Kim, S. and M. A. Littrell. 2001. Souvenir Buying Intentions for Self Versus Others. Annals
of Tourism Research 28 (3), 638-57.

Lee, K. P. 2004. Design Methods for a Cross-Cultural Collaborative Design Project. In
Proceedings of Desien Research Society International Conference -
Futureground 135 edited by J. Redmond, D. Durling, and A. de Bono.
Melbourne: Monash University.

Leong, D. and Clark, H. 2003. Culture-Based Knowledge Towards new Design Thinking
and Practice - A Dialogue. Design Issues 19 (3), 48-58.

Lin, R. T. 2005. Creative Learning Model for Cross Cultural Product. Art Appreciation 1
(12), 52-9

Lin, R. T. 2007. Transforming Taiwan aboriginal cultural features into modern product
design: A case study of a cross- cultural product design model. International
Journal of Design 1 (2), 45-53.



90

Littrell, M. A., S. Baizerman, R. Kean, S. Gahring, S. Niemeyer, R. Reilly, J. Stout. 1994.
Souvenirs and Tourism Styles. Journal of Travel Research 33 (1), 3-11.

M. Nagamachi. (2008). Perspectives and new trend of Kansei/Affective Engineering.
TQM Journal.

M. Nagamachi. (2010). Kansei Engineering: Kansei / Affective Engineering (Industrial
Innovation). CRC Press.

M.Meyers, H. & J.Lubliner, M. (1998). Marketer’s guide to successful package design.
Illinois: NTC Business books.

MacCannell, D. 1973. Authenticity: Arrangements of Social Space in Tourist Setting.
Journal of Sociology 79 (3), 589-603.

Milosavljevic, Milica, Vidhya Navalpakkam, Christof Koch and Antonio Rangel. (2012).
Relative Visual Saliency Differences Induce Sizable Bias in Con-sumer Choice,
Journal of Consumer Psychology, 22 (January), 67-74.

Mizutani, N., Dan, I., Kyutoku, Y., Tsuzuki, D., Clowney, L., Kusakabe, Y., et al. (2012).
Package images modulate flavors in memory: Incidental learning of fruit juice
flavors. Food Quality and Preference, 24(1), 92-98.

Mugge, R., Massink, T., Hultink, E.-J., & van den Berg-Weitzel, L. (2014). Designing a
premium package: Some guidelines for designers and marketers. The Design
Journal, 17(4), 583-605.

Nancarrow, C., Wright, L. T., & Brace, I. (1998). Gaining competitive advantage from
packaging and labelling in marketing communications. British Food Journal,
100(2), 110-118.

Ngo, M. K., Piqueras-Fiszman, B., & Spence, C. (2012). On the colour and shape of still
and sparkling water: Insights from online and laboratory-based testing. Food
Quiality and Preference, 24, 260-268.

Nicholas David, Carol Kramer. (2001). Ethnoarchaeology in Action (Cambridge World
Archaeology). Cambridge University Press, 8-20

Ohman, A, Flykt, A, & Esteves, F. (2001). Emotion drives attention: Detecting the snake
in the grass. Journal of Experimental Psychology: General, 130(3), 466—478.

Orth, U. R, & Malkewitz, K. (2008). Holistic package design and consumer brand
impressions. Journal of Marketing, 72(3), 64-81.

Park, M. K. (2000). Social and Cultural Factors Influencing Tourists’ Souvenir-Purchasing

Behavior: A Comparative Study on Japanese ‘Omiyage’ and Korean ‘Sunmul.’
Journal of Travel & Tourism Marketing 9 (1/2), 81-91.



91

Reimann, M., Zaichkowsky, J., Neuhaus, C., Bender, T., & Weber, B. (2010). Aesthetic
package design: A behavioral, neural, and psychological investigation. Journal
of Consumer Psychology, 20(4), 431-441.

Revilla, G., and T. H. Dodd. (2003). Authenticity Perceptions of Talavera Pottery. Journal
of Travel Research 42 (1), 94-9.

Ricardo Pires Goncalves. (2008). Product Characteristics and Quality Perception.
Consumer Behavior.

Riley, D., Martins da Silva, P., & Behr, S. (2015). The impact of packaging design on
health product perceptions, 81-89.

Robert, G. Hershberger. 1970. Architecture and Meaning. Journal of Aesthetic
Education, Special Issue: The Environment and the Aesthetic Quality of Life 4
(4), 37-55.

S. Lee & S. Lye. (2003). Design for manual packaging. Int J Phys Distrib. 33, 1/2.
ProQuest. 163.

Sabeehullah Shah, Adnan Ahmad and Nawaz Ahmad. (2013). Role of Packaging in
Consumer Buying Behavior. International Review of Basic and Applied Sciences
1(2), 35-41.

Sangarun, Ratakasikorn and Nij Hinchiranan. 2008. Laksana Thai (Thai Characters).
Bangkok: Amarin Printing & Publishing.

Sarath Simsiri. (2010). Comparisons of perception of identity for Thai craft souvenirs: A
cross-cultural study between Thai and Malaysian customers. The International
Journal of Designed Objects. VOLUME 9 ISSUE 3, September, 2015, pp.19-32.
Common Ground Publishing LLC, USA

Sarath Simsiri. (2010). Factors Affecting Buyers’ Perceptions in Accordance with
Marketing Strategy: A Case of Vernacular Thai Product. Social and Behavioral
Sciences 5, 1283-7.

Schifferstein, H. N. J., & Tanudjaja, I. (2004). Visualising fragrances through colours: The
mediating role of emotions. Perception, 33, 1249-1266.

Smets, G. J. F., & Overbeeke, C. J. (1995). Expressing tastes in packages. Design Studies,
16, 349-365.

Spence, C. (201 1). Crossmodal correspondences: A tutorial review. Attention,
Perception, & Psychophysics, 73, 971-995.

Spence, C. (2016). Multisensory packaging design: Colour, shape, texture, sound, and
smell. In M. Chen & P. Burgess (Eds.), Integrating the packaging and product

experience: A route to consumer satisfaction, 1-22.


http://www.sciencedirect.com/science/journal/18770428
http://www.sciencedirect.com/science/journal/18770428

92

Steinberger, V. and L. Horne. 2004. Consumers of Indigenous Canadian Aboriginal
Textile Crafts in Aboriginal Cultural Landscapes. edited by J. Oakes, R. Riewe,
Y. Belanger, S. Blady, K. Legge and P. Wiebe, 214-24. Winnipeg: Aboriginal Issues
Press.

Taufik Djatna and Wenny Dwi Kurniati. (2015). A system analysis and design for

packaging design of powder shaped fresheners based on Kansei engineering.
Industrial Engineering and Service Science 2015, IESS 2015, 115 - 123

Van Rompay, T. J. L., Pruyn, A. T. H., & Tieke, P. (2009). Symbolic meaning integration
in design and its influence on product and brand evaluation. International
Journal of Design, 3, 19-26.

Van-Nam Huynh, Hongbin Yan, and Yoshiteru Nakamori. (2010). A Target-Based
Decision-Making Approach to Consumer-Oriented Evaluation Model for
Japanese Traditional Crafts. IEEE Trans. Eng. Manag, 57 (4).

Velasco, C., Salgado-Montejo, A., Marmolejo-Ramos, F., & Spence, C. (2014). Predictive
packaging design: Tasting shapes, typographies, names, and sounds. Food
Quality & Preference, 34, 88-95.

Velasco, C., Woods, A. T., Hyndman, S., & Spence, C. (2015). The taste of typeface. i-
Perception, 6(4), 1-10.

Vidales Giovannetti, M.D. (1995). El mundo del envase. Manual para el disen™o y
produccio ‘n de envases y embalajes, Gustavo Gili, Mexico City, 90.

W. Jedlicka. (2009), Packaging Sustainability Tools, Systems and Strategies for
Innovative Package Design. USA, John Wiley and sons.

Wells, L. E., Farley, H., & Armstrong, G. A. (2007). The importance of packaging design
for own-label food brands. International Journal of Retail & Distribution
Management, 35 (9), 677-690.

Xiaoyan Deng and Raji Srinivasan. (2013). When do transparent packages increase (or
decrease) food consumption? Journal of Marketing, 77(5), 104-117.

Yuri Lee, So Young Kim, Yoo-Kyoung Seock, Yunjin Cho. 2009. Tourists” Attitudes
Towards Textiles and Apparel-Related Cultural Products: A Cross-Cultural
Marketing Study. Tourism Management 30, 724-732.



