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Abstract

This research aim was to develop formulation and process of ready to drink
healthy beverages from Thai herbs, and study on packaging design, consumer test
and marketing planning for the developed herbal beverages. Four standard
formulations of herbal beverages from an entrepreneur including Murataton,
Chakkadow, Nualchan and Buddhajit were developed to meet consumer preference.
Sensory evaluation methods including ratio profile test, 9-point hedonic scale and
just about right were used to evaluate sensory attributes and preference of the
herbal beverages. Then, the optimum heating condition for production of the
developed herbal beverage was carried out by varying pasteurization temperature at
80, 85, 90 and 95 °C for 5 minutes. The optimum pasteurization condition was 85 °C
for 5 minutes which yielded the products with the highest overall liking score and
rated as moderately like. Total soluble solid, pH values, total plate count and yeast
& mold of all products were 7.0-16.0 °Brix, 3.12-4.45, less than 1.0 x 1O1 CFU/g and
less than 1.0 x 10’ CFU/g, respectively. Next, a prototype package was designed such
as the brand name and the product labels were developed by using the
combination methods of focus group discussion and brain storming. The four
formulation herbal beverages contained in the prototype packages were tested by
the target consumers, and found that 91.5% and 95.5% of the consumers agreed
with the product brand name and labels, 67.0-79.0% made decision to buy the
products, and all formulations were rated as moderately like. The marketing
strategies (4P’s) of the developed herbal beverages were the followings: (1) product
was informed to the target consumers that it was a distingue herbal beverages in
terms of using Thai herbs and drug formulations which contained bioactive
compounds and medicinal properties, (2) price was 30-40 baht/ 250 ml bottle, (3)
distribution channels of market place were convenient stores and social networks
including Facebook, Line, etc., and (4) promotion were simple management and low

cost including application of entrepreneur and social networks.



