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'PACKAGING : THE SCIENCE AND ARTS FOR INCREASING ADDED VALUE
‘OF FOOD PRODUCTS IN SMALL AND MEDIUM ENTERPRISES (SMEs)
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..Competition of food products industry in Thailand turns serious. There are several marketing
tools to attract the customers for the Small and Medium Enterprises (SMEs) products. Usually marketing
tools éfe product qualities and services including various kinds of marketing promotion and also build

D new usages of the product in order to make an outstanding product. The packaging can be one of

& vital factors that distinguish the product from athers, An outstanding packaging captures customers
ttention in the stores and supermarkets shelf. A fine packaging can add product value and induce
customer to make final decision on purchasing. The SMEs traders have study more serious to create
suitable packaging to capture customer's final decision . The process should include international
-design of packaging structure and packaging graphic such as shape, color, labeling, brand name and

:lago to suit the customer needs and satisfaction.
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