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Abstract

A study of consumer perception for packaging design for OTOP products. That is
consistent with that product as well as responding to the presentation of forms and creating
appeal to the target group that meets the needs of consumers. Play a role in marketing
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promotion and consistent with the local identity of Yala province. The operations are in line
with the research objectives for Study relevant factors for use as a guideline in packaging
design. Emphasizing design for the uniqueness of Yala province and then study consumer
perception in order to be a guideline for the development of packaging formats by specifying
the selected product as an example in the design and development of 5 types of packaging
which can be divided into 4 categories which are 1. Durian Kuan 2. Processed Banana and
Crispy Durian 3. Veil and 4. Cold pressed coconut oil. The study found that Town plan in Yala
province Is what people perceive to reflect their unique and unique characteristics. Of Yala
province best Followed by the slogan Provincial Symbols Which can communicate the
unigueness of Yala province Due to people who know and can remember from various
media. The study found that Town plan in Yala province Is what people perceive to reflect
their unique and unique characteristics. Of Yala province best Followed by the slogan
Provincial Symbols Which can communicate the uniqueness of Yala province Due to
people who know and can remember from various media. While the factors in packaging
design - found that the form of packaging is diverse According to the needs from the benefits
and the packing size as for the packaging materials, in addition to packaging the products for
sale Will also contribute to maintain the product quality to the consumer in a timely manner
Without any damage Creating confidence for buyers and can show the products inside

Keywords: perception, OTOP product packaging, Yala province, collective identity
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