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Abstract

The research on developing value in scented products aims to (1) analyze the
demand for fantasy-themed scented products, (2) develop products through a design
thinking process, (3) design packaging and graphics on the packaging, and (4) study
satisfaction with the design and development of packaging. Findings are as follows: (1) the

survey of consumer behavior results: majority of the sample group purchase fantasy-

NsUsERMA AN TsEAUTIALaLUIUINR AT 15 1412
The 15" Hatyai National and International Conference



5 URMBnendamAlrny
@ HATYAI UNIVERSITY

themed scented products every month, accounting for 28.9%, 41.9% purchase 2-3 items
per occasion, top three reasons for purchase are scent (77.8%), quality and ingredients
(77.8%), and product design (46.7%). For desired product characteristics: the top three
desired product characteristics are relaxation-inducing scent (73.3%), attractive shape and
color (55.6%), and providing benefits beyond just fragrance, such as home decoration
(53.3%). Sample group is interested in cute-themed scented products for various
occasions, with 57.8% interested in cake-shaped designs. (2) Packaging design and graphics:
the product name "The Scented" is straightforward, clear in meaning, easy to remember,
and effectively communicates the product. The use of cursive fonts conveys warmth,
gentleness, and relaxation, aligning with the ambiance the scented products provide. The
logo, depicting a heart-shaped flame, symbolizes liveliness and vitality. (3) Consumer
Satisfaction Testing: 100% of the sample group preferred design 1, with 80% expressing a
strong preference for the vanilla scent.

Keywords: The Development of Values, Scented Candles
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