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Abstract 

 

Instant noodles are universally consumed because they are convenient, inexpensive, and tasty. 

However, the majority of instant noodles contain MSG and potentially harmful chemicals. The 

goal of Urmatt, our sponsor, is to produce an organic instant noodle product with biodegradable 

packaging. We conducted research to help Urmatt with strategic marketing to enter this saturated 

market. Through surveys, interviews, and research, we presented Urmatt with the most effective 

labeling claims and maximum price points for the US and Thailand. 
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Executive Summary 
 

Introduction  
The Instant noodle market is one of the largest food markets in the world. Millions of 

people around the world consume instant noodles every year. These noodles are inexpensive, 

convenient, tasty, and found in just about every grocery and convenience store. With this large 

market also comes a lot of competition. The price of instant noodles has stayed low because of the 

inexpensive chemicals and preservatives used for taste and extended shelf life. The preservatives 

and chemicals put into many noodles have a negative impact on health, yet they still sell extremely 

well. This is because one of the main factors in the instant noodle industry is product perception. 

If a new instant noodle product enters the market, it must win over consumers through just its 

attributes and price. 

 

The Problem 
 

In the instant noodle market, there is currently no healthy and 100% organic product. There 

are products that are partially organic however they often have artificial flavors and preservatives. 

Urmatt and Perfect Earth set out to change the market. Their new instant noodle product will be 

100% organic, with every ingredient grown on their farms. It will also be gluten and allergen free, 

as well as vegan. While this product will be a healthier option in the market, it will be more 

expensive than most of its competition and will appeal to a niche category of consumers. Due to 

this, Urmatt and Perfect Earth need to ensure that this product will sell to these consumers when it 

gets to market. The perception of this product is extremely important, especially in the instant 

noodle market. The customer will often decide which product to buy just based on the label and 

price. This new instant noodle product must have a label that appeals to the customer at a price 

point where they will be willing to buy it. 

 

Goals and Objectives 
 

In consultation with Urmatt and Perfect Earth, we developed 3 objectives for our project 

to help them overcome this challenge. They were:  
• Identify the food labeling claims that are applicable to Urmatts organic instant 

noodles and study consumer’s attitudes towards them 

• Determine the price that consumers are willing to pay for each set of favorable 

claims 

• Provide recommendations on a set of claims that will maximize the sales of the 

product 

 

Since the label of the product is very important to the sales of the instant noodles, it is 

important to understand what claims resonate the best with consumers. Often claims can mean 

almost the same thing, such as Organic vs. Certified Organic We analyzed consumer attitudes 

towards each variation to determine which was most influential. This would help determine the 
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best claims to go on the product in order to maximize sales. Along with this, it is important to 

evaluate how much a consumer would pay for this new product. Finally, we gave 

recommendations based on data we found on both popular claims and price points for Urmatt and 

Perfect Earth’s potential product. 

 

Methods 
 

In order to complete these objectives, we created two surveys that would encompass our 

objectives and provide data we could analyze. They were:  
1. Claims Survey  
2. Pricing Survey 

 

The claims survey, found in Appendix A, was the first method we completed. We began 

by going to local supermarkets that carried organic and instant noodle products and recorded the 

claims utilized on product packaging. Through this, we gained knowledge of popular claims 

already in use by other products. In theory, these were some of the best claims, since the 

competition used them with success. We also brainstormed some additional ideas which we did 

not see on any other packaging, however were claims found on other types of products. We 

grouped these claims into 3 categories: 
 

• Organic  
• Dietary  
• Environmental and Social 

 

The first group, organic, contained all claims explaining the product as organic. This 

include general claims such as the basic Organic, as well as other types of certificates and ratings 

from organizations such as USDA Organic. 
 

The second group, dietary, contained all claims that dealt with the ingredients and contents 

of the instant noodles. This included claims such as Gluten Free and Chemical and Preservative 

Free. 
 

The final group, environmental and social, contained claims that dealt with how the product 

affected the environment or society in general. Examples of claims in this group included 

Biodegradable Container and Supports Family Farms. 
 

With all of the claims grouped, we sent out a survey asking how likely consumers were to 

buy an instant noodle product with each claim on a scale of 0 (not likely) to 6 (most likely). We 

sent this survey out via social media and student organization email aliases. To analyze the data 

we assigned each answer (0-6) a weight and then calculated the average weight across all 

respondents per claim. This gave us data on the most favorable claims in each category in both the 

United States and Thailand, showing trends between the different categories. 

 

Using the top claims in each category we created our pricing survey found in Appendix E. 

We drafted concept boards with the help of Urmatts in-house graphic designer containing 
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combinations of these claims. We then sent out a survey of 4 of these combinations as well as one 

control product, asking respondents the maximum price they would pay for a product with those 

claims. This followed a L4(2^(3) ) / Placket-Burman design. With the data from this survey 

retrieved, we conducted a conjoint analysis. This allowed us to take the answers from the 4 

combinations asked in the survey and accurately model the respondent’s prices for the other 4 

combinations. We then created a sheet of consumer surpluses which we used to create an estimated 

profit for an inputted product price. Using a solver, we optimized the price of each combination of 

claims in order to maximize the profit. This gave us data on both the best combination of claims, 

as well as the best price point to sell each combination at. 

 

Claims Survey Results Summary 
 

After looking at the data recovered from the claims survey we were able to learn a lot. First, 

we identified claims ranked amongst each other as well as how they differed between the United 

States and Thailand. 

The top organic claims were:  
United States:  

1. All Natural  
2. Organic  

Thailand:  
1. All Natural  
2. Certified Organic 

 

The top dietary claims were:  
United States: 

1. Chemical and Preservative Free 
2. No MSG 

Thailand: 
1. Chemical and Preservative Free  
2. No MSG 

 

The top environmental and social claims were:  
United States: 

1. Supports Family Farms 
2. 100% 

Sustainable Thailand: 
1. Biodegradable Container  
2. Environmentally Friendly 

 

As seen above, we observed numerous similarities and differences between the United States 

and Thailand. From our data we also discovered that the environmental and social claims were 

unanimously positive. This means that putting any of those claims on the packaging will only help the 

product sell. In contrast, the dietary claims were mostly negative. Claims such as Gluten 
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Free and Vegan fell into this group due to the large population that are not in these restrictive food 

groups. These claims could negatively impact the product sales. Similar to the environmental and 

social claims, the organic claims were generally positive. The only outlier was USDA Organic, 

which had a positive reaction in the United States and a negative reaction in Thailand. This shows 

that it is important to use claims from organizations familiar to the consumers in the region the 

product is being sold in. 

 

Price Survey Results Summary 
 

We took the top 2 claims in each category for use in the pricing survey, as listed below:  
• Certified Organic  
• All Natural  
• MSG Free  
• Chemical and Preservative Free  
• Biodegradable Container  
• Supports Family Farms 

 

We used 1 claim from each group to create concept boards for a pricing survey. This 

created 8 combinations of 3 claims. After sending out the survey on social media and analyzing 

the responses, we determined the best combinations along with their optimal price points. These 

are as follows: 
 

United States:  
Certified Organic, Chemical and Preservative Free, Supports Family Farms at $3.00 

 

Thailand: 
 

All Natural, Chemical and Preservative Free, Biodegradable Container at $0.64 

 

The United States had very high base price with even the least popular combination having 

an optimal price at $2.00. In Thailand however, a price ceiling was present at THB 20 or 

approximately $0.64. Increasing the price to $1.00 resulted in a 40% decrease in predicted profit. 

 

Recommendations 
 

Based on the results from the claims and pricing surveys, our team has come up with these  
3 recommendations for Urmatt and Perfect Earth in regard to their future instant noodle product:  

• We recommend Urmatt markets the product in global markets rather than in Thai 

markets. The importance on low price in Thailand is not sustainable for the sale of 

an organic product. Meanwhile, in the United States and similar markets, the 

product could be for a much more reasonable price, especially if put into the niche 

stores. 
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• We recommend Urmatt creates packaging that feature environmental and social as 

well as general organic claims. These claims all have positive impacts on the 

product and their presence will not deter consumers from purchasing it. However, 

it is important to keep in mind the organizations known to the consuming region 

and ensure consumers will be familiar with them. 

 

• We recommend Urmatt limit the use of claims that address specific dietary 

preferences. While these claims are important to gain the business of consumers 

with these dietary constraints, they also have a strong potential to deter consumers 

from the general population. The presence of the claims on the back or side of the 

packaging may be ideal since it will not deter the average consumer, but will still 

appeal to the consumers with dietary concerns looking at the ingredients list or 

contents 
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บทสรุปส ำหรับผู้บริหำร 

ค ำน ำ 
 

บะหม่ีก่ึงส ำเร็จรูปเป็นหน่ึงในอำหำรท่ีมีตลำดใหญ่ท่ีสุดในโลกเน่ืองจำก เป็นอำหำรท่ีมีผูบ้ริโภคเป็นจ ำนวนมำก บะหม่ีก่ึงส ำเร็จรูปมี
รำคำถูก สะดวกในกำรรับประทำน รสชำติดีและหำซ้ือไดง่้ำย เรำสำมำรถหำซ้ือบะหม่ีก่ึงส ำเร็จรูปไดจ้ำกร้ำนสะดวกซ้ือทัว่ไป บะหม่ีก่ึงส ำเร็จรูปนั้น
มีหลำกหลำยยีห่้อให้เลือก ซ่ึงนัน่ท  ำให้ในตลำดบะหม่ีก่ึงส ำเร็จรูปมีกำรแข่งขนัสูง รำคำของบะหม่ีก่ึงส ำเร็จรูปค่อนขำ้งต ่ำเพรำะใชส้ำรเคมี และสำร
กนับูดรำคำถูกเพ่ือถนอมอำหำร กำรใส่สำรกนับูดและใชส้ำรเคมีในบะหม่ีก่ึงส ำเร็จรูปท่ีมำกเกินไปนั้นอำจส่งผลกระทบต่อสุขภำพในระยะยำว 
อยำ่งไรก็ตำมบะหม่ีก่ึงส ำเร็จรูปยงัคงมียอดขำยสูงถึงแมว้ำ่จะไม่ดีต่อสุขภำพของผูบ้ริโภค ปัจจยัหลกัของอุตสำหกรรมบะหม่ีก่ึงส ำเร็จรูปนั้นคือ
แนวควำมคิดของผลิตภณัฑ ์ถำ้หำกตอ้งกำรขำยผลิตภณัฑบ์ะหม่ีก่ึงส ำเร็จรูปแบบใหม่ ผลิตภณัฑจ์ะตอ้งชนะใจผูบ้ริโภคดว้ยฉลำกและรำคำ 
 

ปัญหำ 
 

ในปัจจุบนั ตลำดของบะหม่ีก่ึงส ำเร็จรูปยงัไม่มีผลิตภณัฑท่ี์เนน้สุขภำพ และ เป็นผลิตภณัฑอิ์นทรีย ์100% โดยถึงแมผ้ลิตภณัฑบ์ำง
ชนิดถึงแมจ้ะเป็นผลิตภณัฑอิ์นทรียเ์ป็นหลกั แต่ก็ไม่ใช่ผลิตภณัฑอิ์นทรียอ์ยำ่งสมบูรณ์และนอกจำกน้ี มีกำรปรุงแต่งรสชำติและใส่สำรกนับูด ดว้ย
เหตุน้ีบริษทั อูรมตั และ เพอร์เฟคเอิร์ธ จึงเขำ้มำสร้ำงควำมเปล่ียนแปลงให้กบัตลำดน้ี ผลิตภณัฑใ์หม่ท่ีทำงบริษทัวำงแผนจะท ำจะเป็น ผลิภณัฑ์
อินทรีย ์100% นอกจำกน้ี วตัถุดิบทุกชนิดจะมำจำกเกษตรกร ตวัผลิตภณัฑจ์ะไม่มีกลูเตน็และสำรท่ีก่อให้เกิดกำรแพอ่ื้น ๆ และ เป็นอำหำร
มงัสวิรัต ผลิตภณัฑน้ี์จะเป็นทำงเลือกท่ีดีต่อสุขถำพผูบ้ริโภคมำกกวำ่ แต่ก็ตำมมำดว้ยรำคำท่ีสูงกวำ่ผลิตภณัฑข์องคู่แข่งในทอ้งตลำดเช่นกนั 

ผลิตภณัฑน้ี์จึงเหมำะสมท่ีจะเเป็นผลิตภณัฑท่ี์เจำะลูกคำ้เฉพำะกลุ่มมำกกวำ่ ดว้ยเหตุผลท่ีกล่ำวมำ อูรมตั และ เพอร์เฟคเอิร์ธ จึงตอ้งกำรมัน่ใจว่ำ
ผลิตภณัฑน้ี์จะท ำยอดขำยได ้เม่ือผลิตภณัฑน้ี์เขำ้สู่ตลำด ควำมคิดเห็นของผูบ้ริโภคจึงเป็นส่ิงส ำคญั เน่ืองจำกบะหม่ีก่ึงส ำเร็จรูปทัว่ไปท่ีพบในตลำด 
มีคุณสมบติัและรำคำท่ีคลำ้ยกนั ปัจจยัหน่ึงท่ีท ำให้ลูกคำ้ตดัสินใจซ้ือคือขอ้ควำมบนฉลำก เพรำะเหตุน้ีผลิตภณัฑใ์หม่ของ อูรมตั จึงควรมีขอ้ควำมท่ี
จูงใจผูซ้ื้อ และรำคำท่ีเหมำะกบัควำมตอ้งกำรและก ำลงัซ้ือของผูบ้ริโภค 

 

เป้ำหมำยและจุดประสงค์ 

 

จำกควำมร่วมมือระหวำ่งคณะผูวิ้จยั บริษทั อูรมตั และ เพอร์เฟคเอิร์ธ เรำไดต้ั้งจุดประสงคข้ึ์นมำ 3 ขอ้ เพ่ือท่ีจะบรรลุเป้ำหมำยท่ีตั้งไว ้
 

 จุดประสงคท่ี์ 1: ระบุขอ้ควำมบนฉลำกท่ีจะสำมำรถน ำมำใชไ้ดก้บัผลิตภณัฑข์องอูรมตั และเขำ้ใจควำมรู้สึกและควำมเห็น
ของผูบ้ริโภคท่ีมีต่อขอ้ควำมนั้น ๆ 

 จุดประสงคท่ี์ 2: หำรำคำของผลิตภณัฑท่ี์ผูบ้ริโภคยนิดีท่ีจะจ่ำยให้กบัผลิตภณัฑท่ี์มีขอ้ควำมท่ีระบุไดจ้ำกจุดประสงคท่ี์ 1 

 จุดประสงคท่ี์ 3: ระบุรำคำท่ีเหมำะสมท่ีสุดส ำหรับผลิตภณัฑ์ 
 

  

ฉลำกของบะหม่ีก่ึงส ำเร็จรูปนั้นมีควำมส ำคญัมำกต่อกำรขำยบะหม่ีก่ึงส ำเร็จรูป เรำจึงจ ำเป็นท่ีจะตอ้งท ำควำมเขำ้ว่ำฉลำกแบบไหนท่ี
สอดคลอ้งกบัควำมตอ้งกำรของผูบ้ริโภคมำกท่ีสุด หลำยคร้ังท่ีขอ้ควำมบนฉลำกท่ีถูกเลือกใชต่้ำงกนั แต่มีควำมหมำยคลำ้ยกนัมำกจนเกือบมี
ควำมหมำยเดียวกนัเช่น “ผลิตภณัฑอิ์นทรีย”์ กบั “รับรองวำ่เป็นผลิตภณัฑอิ์นทรีย”์ เรำจึงตอ้งวิเครำะห์ควำมคิดเห็นของผูบ้ริโภคท่ีมีต่อขอ้ควำม
ต่ำง ๆ นั้น และหำขอ้ควำมท่ีมีผลต่อกำรตดัสินใจในกำรเลือกซ้ือมำกท่ีสุด ส่วนน้ีเองจะเป็นส่วนท่ีช่วยในกำรระบุขอ้ควำมบนฉลำกท่ีจะท ำยอดขำย
ไดดี้ท่ีสุด หลงัจำกนั้น คณะผูวิ้จยัยงัหำรำคำท่ีผูบ้ริโภคยนิดีจ่ำยให้กบัผลิตภณัฑท่ี์มีขอ้ควำมบนฉลำกดงักล่ำว และทำ้ยท่ีสุด ให้ขอ้เสนอแนะกบั 

อูรมตั เก่ียวกบัขอ้ควำมและรำคำท่ีวิเครำะห์มำได ้
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กระบวนกำร 
 

 เพ่ือจะบรรลุวตัถุประสงคท่ี์ตั้งไว ้เรำไดท้  ำแบบสอบถำมข้ึนมำ 2 ชุด ท่ีจะสำมำรถให้ขอ้มูลท่ีเรำตอ้งกำรจำกกลุ่มคนท่ีเรำสนใจได ้

 

1. แบบสอบถำมเก่ียวกบัขอ้ควำมบนฉลำก 
2. แบบสอบถำมเก่ียวกบัรำคำท่ียนิดีจ่ำยเม่ือเห็นขอ้ควำมดงักล่ำว 

 

แบบสอบถำมแรกเป็นแบบสอบถำมเก่ียวกบัขอ้ควำมบนฉลำก คณะผูวิ้จยัเร่ิมจำกกำรเขำ้ซุปเปอร์มำร์เก็ตในกรุงเทพท่ีมีกำรขำยผลิตภณัฑ์
ออร์แกนิค และบะหม่ีก่ึงส ำเร็จรูป จำกนั้นบนัทึกขอ้ควำมต่ำง ๆ ท่ีใชบ้นฉลำกผลิตภณัฑน์ั้น ๆ กำรส ำรวจน้ีท ำให้เรำไดข้อ้มูลวำ่ขอ้ควำมไหนเป็นท่ี
นิยมท่ีผูผ้ลิตผลิตภณัฑอ่ื์น ๆ มกัน ำมำใช ้ในทำงทฤษฎีแลว้ ขอ้ควำมเหล่ำนั้นถือเป็นขอ้ควำมท่ีดีท่ีสุด เพรำะถูกใชโ้ดยผูผ้ลิตท่ีท ำยอดขำยได ้อยำ่งไร
ก็ตำม คณะผูวิ้จยัไดแ้บ่งขอ้ควำมต่ำง ๆ ท่ีเรำบนัทึกมำออกเป็น 3 กลุ่มหลกั ๆ ไดแ้ก่  
 

1. ผลิตภณัฑอิ์นทรีย ์
2. สำรอำหำร 
3. ส่ิงแวดลอ้มและสงัคม 

 

กลุ่มท่ี1 ผลิตภณัฑอิ์นทรีย:์ คือกลุ่มท่ีรวมขอ้ควำมอธิบำยว่ำผลิตภณัฑน้ี์เป็นผลิตภณัฑอิ์นทรีย ์ซ่ึงรวมไปถึงขอ้ควำมอยำ่ง ผลิตภณัฑ์
อินทรีย ์และ กำรรับรองวำ่เป็นผลิตภณัฑอิ์นทรียจ์ำกองคก์รต่ำง ๆ เช่น USDA Organic 

 

กลุ่มท่ี2 สำรอำหำร คือกลุ่มขอ้ควำมท่ีเก่ียวกบัส่วนประกอบของบะหม่ีก่ึงส ำเร็จรูป ขอ้ควำมในกลุ่มน้ีรวมถึง ปรำศจำกกลูเตน็ และ
ปรำศจำกสำรเคมีและสำรกนัเสีย 
 

กลุ่มท่ี3 ส่ิงแวดลอ้มและสงัคม คือกลุ่มขอ้ควำมท่ีช้ีแจงว่ำผลิตภณัฑน้ี์มีผลกระทบท่ีดีต่อส่ิงแวดลอ้มและสงัคมอยำ่งไร เช่น บรรจุภณัฑ์
สำมำรถยอ่ยสลำยไดต้ำมธรรมชำติ หรือ ผลิตภณัฑน้ี์สนบัสนุนครอบครัวเกษตรกรรำยยอ่ย 
 

หลงัจำกท่ีจ ำแนกขอ้ควำมต่ำงๆ ตำมกลุ่มขำ้งตน้ คณะผูวิ้จยัส่งแบบสอบถำมเก่ียวกบัขอ้ควำมบนฉลำกออกไป โดยให้ผูบ้ริโภคตอบให้
คะแนนวำ่อยำกซ้ือผลิตภณัฑท่ี์มีขอ้ควำมแต่ละขอ้ควำมมำกนอ้ยเพียงใด จำก 0 (นอ้ยท่ีสุด) ถึง 6 (มำกท่ีสุด) แบบสอบถำมถูกส่งทำงส่ืออนไลน์
และองคก์รนกัศึกษำของ WPI ในกำรวิเครำะห์ขอ้มูลนั้นเรำให้น ้ำหนกักบัคะแนน 0 ถึง 6 แลว้ค  ำนวณหำค่ำเฉล่ียจำกทุก ๆ ค ำตอบท่ีมีต่อแต่ละ
ขอ้ควำม วิธีน้ีจะช่วยให้คณะผูวิ้จยัไดข้อ้ควำมท่ีดีท่ีสุดในแต่ละหมวดหมู่ทั้งในประเทศสหรัฐอเมริกำ และ ประเทศไทย แสดงแนวโนม้ท่ีแตกต่ำง
ระหวำ่งหมวดหมู่ได ้ 

 

หลงัจำกท่ีไดผ้ลลพัธ์จำกแบบสอบถำมเก่ียวกบัขอ้ควำมบนฉลำกแลว้ คณะผูวิ้จยัเลือกใชข้อ้ควำมท่ีมีคะแนนเฉล่ียสูงสุด 2 ขอ้ควำมแรก
จำกแต่ละกลุ่ม และไดอ้อกแบบตวัอยำ่งบรรจุภณัฑด์ว้ยควำมช่วยเหลือจำก นกัออกแบบกรำฟิคของบริษทั อูรมตั เรำใชต้วัอยำ่งบรรจุภณัฑท่ี์
ออกแบบมำเพ่ือกำรท ำแบบสอบถำมเก่ียวกบัรำคำท่ีผูบ้ริโภคยนิดีท่ีจะจ่ำย โดยเรำสุ่มขอ้ควำมจำกต่ำงกลุ่มขอ้ควำมมำใส่ในตวัอยำ่ง ทั้งหมด 4 

ตวัอยำ่ง และถำมถึงรำคำท่ีผูต้อบยนิดีท่ีจะจ่ำยให้กบัผลิตภณัฑท่ี์มีขอ้ควำมนั้นๆ บนฉลำก เปรียบเทียบกบัตวัอยำ่งท่ีไม่มีขอ้ควำมขำย วิธีน้ีเป็นกำรท ำ
แบบ Plackett-Burman Design หลงัจำกท่ีไดผ้ลลพัธ์จำกแบบสอบถำมน้ีมำท ำ Conjoint Analysis เพ่ือจะหำควำมเช่ือมโยงกนั
ระหวำ่งขอ้ควำมบนตวัอยำ่งบรรจุภณัฑแ์ละรำคำท่ีผูบ้ริโภคยนิดีท่ีจะจ่ำย จำกนั้นระบุขอ้ควำมท่ีมีผลดีท่ีสุดและรำคำท่ีเหมำะสมท่ีสุดของผลิตภณัฑ ์
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แบบสอบถำมเกีย่วกบัข้อควำมบนฉลำกและผลลัพธ์ 
 

คณะผูวิ้จยัระบุขอ้ควำมท่ีโดดเด่นท่ีสุดในแต่ละกลุ่ม รวมไปถึงวำ่แต่ละขอ้ควำมในกลุ่มแตกต่ำงกนัอยำ่งไรในสหรัฐอเมริกำและประเทศ
ไทย  
 

ผลลพัธ์ขอ้ควำมในกลุ่ม ออร์แกนิค ท่ีไดค้ะแนนสูงสุดคือ 
สหรัฐอเมริกำ 

1. All Natural (ธรรมชำติทั้งหมด) 
2. Organic (ผลิตภณัฑอิ์นทรีย)์ 

 

ประเทศไทย 
1. All Natural (ธรรมชำติทั้งหมด) 
2. Certified Organic (ไดรั้บกำรรับรองว่ำเป็นผลิตภณัฑอิ์นทรีย)์ 

 

ผลลพัธ์ขอ้ควำมในกลุ่ม สำรอำหำร ท่ีไดค้ะแนนสูงสุดคือ 
สหรัฐอเมริกำ 

1. Chemical and Preservative Free (ปรำศจำกสำรเคมีและวตัถุกนัเสีย) 
2. No MSG (ไม่มีผงชูรส) 

ประเทศไทย 
1. Chemical and Preservative Free (ปรำศจำกสำรเคมีและวตัถุกนัเสีย) 
2. No MSG (ไม่มีผงชูรส) 

 

ผลลพัธ์ขอ้ควำมในกลุ่ม ส่ิงแวดลอ้มและสงัคม ท่ีไดค้ะแนนสูงสุดคือ 
สหรัฐอเมริกำ 

1. Supports Family Farms (สนบัสนุนครอบครัวเกษตรกรรำยยอ่ย) 
2. 100% Sustainable (ผลิตดว้ยกระบวนกำรท่ีย ัง่ยนื 100%) 

 

ประเทศไทย 
1. Biodegradable Container (บรรจุภณัฑย์อ่ยสลำยได)้ 
2. Environmental Friendly (เป็นมิตรต่อส่ิงแวดลอ้ม) 

  

อยำ่งท่ีไดเ้กร่ินในขอ้ควำมขำ้งตน้ ว่ำเรำไดท้  ำกำรเปรียบเทียบระหว่ำงสหรัฐอเมริกำ และประเทศไทยในดำ้นผลส ำรวจ จำกขอ้มูลท่ีเรำ
ไดม้ำ เรำพบว่ำขอ้ควำมเก่ียวกบัส่ิงแวดลอ้มและสงัคม เป็นกลุ่มขอ้ควำมท่ีมีผลตอบรับดีท่ีสุด ซ่ึงหมำยควำมว่ำ หำกขอ้ควำมพวกน้ีอยูบ่นบรรจุ
ภณัฑ ์ น่ำจะมีส่วนช่วยในกำรเพ่ิมยอดขำย ในทำงกลบักนัขอ้ควำมเก่ียวกบัสำรอำหำรส่วนใหญ่มีผลตอบรับในทำงลบ เช่นขอ้ควำม ปรำศจำกกลู
เตน็ หรือ มงัสวิรัต เน่ืองจำกผูต้อบอำจไม่ไดมี้กำรเลือกรับประทำนอำหำรแบบท่ีขอ้ควำมกล่ำวไว ้หำกขอ้ควำมพวกน้ีอยูบ่นบรรจุภณัฑ ์อำจท ำให้
ยอดขำยลดลงกวำ่ท่ีควรจะเป็น และอีกกลุ่มขอ้ควำม ออร์แกนิค มีผลลพัธ์ท่ีเป็นไปในทำงบวกอยำ่งท่ีเรำคำดไว ้อยำ่งไรก็ตำม ผลลพัธ์ท่ีไดมี้ค่ำ
ผิดปกติในขอ้ควำมหน่ึงท่ีใชใ้นแบบสอบสอบถำม USDA Organic ซ่ึงไดรั้บผลเป็นบวกจำกผูบ้ริโภคจำกสหรัฐอเมริกำ และมีผลเป็นลบใน
ผูบ้ริโภคจำกประเทศไทย ผลลพัธ์น้ีบอกไดเ้ป็นนยัน์วำ่องคก์รท่ีรับรองผลิตภณัฑ ์ควรเป็นองคก์รท่ีโด่งดงั หรือเป็นท่ีรู้จกัในท่ีท่ีผลิตภณัฑจ์ะถูก
วำงขำย 
 

 

 

 

 

 

 

GLOBALLY MARKETING ORGANIC INSTANT NOODLES 

xv 



แบบสอบถำมเกีย่วกบัรำคำและผลลัพธ์ 
 

เรำเลือกขอ้ควำมมำ 2 ขอ้ควำมจำกแต่ละกลุ่มเพ่ือมำใชใ้นแบบสอบถำมเก่ียวกบัรำคำ ซ่ึงขอควำมเหล่ำนั้นไดแ้ก่ 
 Certified Organic (รับรองวำ่เป็นออร์แกนิค) 
 All Natural (ธรรมชำติ) 
 MSG Free (ปรำศจำกผงชูรส) 

 Chemical and Preservative Free (ปรำศจำกสำรเคมีและวตัถุกนัเสีย) 
 Biodegradable Container (บรรจุภณัฑย์อ่ยสลำยได)้ 
 Supports Family Farms (สนบัสนุนเกษตรกร) 

 

เรำสุ่มจบักลุ่มขอ้ควำม และไดส้ร้ำงบรรจุภณัฑต์วัอยำ่งมำ 8 ภำพ หลงัจำกนั้นเรำส่งแบบสอบถำมออกไปทำงส่ืออนไลน์เป็นหลกั เพื่อ
จะหำกลุ่มขอ้ควำมท่ีมีผลตอบรับดีท่ีสุดและรำคำท่ีเหมำะสมท่ีสุด โดยไดผ้ลลพัธ์ดงัน้ี 

สหรัฐอเมริกำ 
Certified Organic, Chemical and Preservative Free, Supports Family Farms ในรำคำ 3.00 ดอล

ล่ำร์ 
 

ประเทศไทย 
All Natural, Chemical and Preservative Free, Biodegradable Container ในรำคำ 0.64 ดอลล่ำร์ 

หรือประมำณ 25 บำท 

 

สหรัฐอมเมริกำมีรำคำฐำนท่ีค่อนขำ้งสูง แมแ้ต่กลุ่มขอ้ควำมท่ีไดรั้บผลตอบรับต ่ำท่ีสุดก็ยงัมีรำคำเฉล่ียอยูท่ี่ 2.00 ดอลล่ำร์ ในประเทศ
ไทยมีรำคำขั้นสูงอยูท่ี่ประมำณ 20 บำท และหำกเพ่ิมรำคำไปเป็น 1.00 ดอลล่ำร์ หรือประมำณ 33 บำท ก็จะท ำให้เสียก ำไรไปถึง 40% 

 

 

 

ค ำแนะน ำ 
 

ดว้ยขอ้มูลท่ีไดจ้ำกทั้งสองแบบสอบถำมขำ้งตน้ เรำไดส้รุปขอ้แนะน ำมำได ้3 ขอ้ เพื่อเป็นกำรประกอบกำรตดัสินใจทำงกำรตลำดของ
บริษทั อูรมตั 

 

1.บริษทั อูรมตัควรแนน้ขำยผลิตภณัฑน้ี์ในตลำดต่ำงประเทศมำกกว่ำตลำดในไทย แมว้ำ่คุณสมบติัของผลิตภณัฑจ์ะเป็นท่ีถูกใจในตลำด
ไทย แต่ผลิตภณัฑน้ี์สำมำรถท ำก ำไรไดม้ำกกวำ่ดว้ยรำคำตั้งท่ีมำกกวำ่ในสหรัฐอมเมริกำ 
 

2. บริษทั อูรมตัควรผลิตบรรจุภณัฑท่ี์ท่ีขอ้ควำมในกลุ่มส่ิงแวดลอ้มและสงัคม และ ออร์แกนิค เน่ืองจำกเป็นกลุ่มขอ้ควำมท่ีไดรั้บผล
ตอบรับท่ีดีจำกแบบสอบถำม อยำ่งไรก็ตำมหำกมีกำรรับรองใด ๆ ควรเป็นกำรรับรองท่ีมำจำกองคก์รท่ีลูกคำ้รู้จกัหรือไวว้ำงใจเป็นอยำ่งดี 

 

3. บริษทั อูรมตัไม่ควรเนน้ขอ้ควำมท่ีเก่ียวกบัสำรอำหำร ถึงแมจ้ะเป็นขอ้มูลส ำคญั แต่ก็อำจเป็นขอ้ควำมท่ีมีควำมเป็นไปไดสู้ง ท่ีจะท ำ
ให้ลูกคำ้หลำยคนตดัสินใจไม่ซ้ือ ขอ้ควำมกลุ่มน้ี ควรอยูบ่นบรรจุภณัฑใ์นต ำแหน่งท่ีไม่เด่นจนเกินไป เพ่ือท่ีจะไดต้อบโจทยลู์กคำ้ท่ีมีขอ้จ ำกดัในกำร
ทำนอำหำรดงักล่ำว แต่ในขณะเดียวกนั ไม่ส่งผลลบกบัลูกคำ้กลุ่มอ่ืน 
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Chapter 1: Introduction 

 
 

Since the late 1900s, global consumption of instant noodles has skyrocketed. First spreading 

through Asia and eventually across the globe, the demand increased exponentially from 15 billion 

servings sold in 1990 to over 100 billion servings sold in 2012 (History, n.d.). Instant noodles are 

inexpensive and convenient, making them popular worldwide and across many social classes. 

Traditional instant noodles on the market have a significant amount of Monosodium Glutamate (MSG), 

artificial flavor enhancers, sodium, preservatives, and other chemicals. Although they are convenient, 

instant noodles lack nutrients, such as fiber and protein, needed to provide adequate daily nutrition. 

Chemicals and artificial flavors, consumed in large amounts, can also have adverse health effects on 

individuals, especially children (Bloom, 2017). The current instant noodle market lacks a product that 

is organic, flavorful, as well as inexpensive. 
 

Asia is the world's largest consumer of instant noodles. Other regions around the world, 

such as the United States, have also created significant markets for instant noodles that continue 

to grow (Park et al., 2011). Although vegan and partially organic instant noodles do exist in the 

market through brands like Mr. Lee’s and Mike’s Mighty Good, they are not completely organic, 

and the packaging is not eco-friendly. These brands appeal to consumers that are actively searching 

for healthy alternatives, as they are normally located in the natural food sections in grocery stores 

(Gulia et al, 2014). This lack of competitors in manufacturing and marketing creates an opportunity 

for Urmatt to enter the market.  
While organic food consumption has increased globally by 20% each year since the 1990s, 

the instant noodle market remains predominantly inorganic (Organic Trade Association, 2018). 

Studies have shown that the high levels of MSG and preservatives like Butylated hydroxy anisole 

(BHA) and Butylated hydroxytoluene (BHT) in instant noodles can have a negative health impact 

such as weight gain, migraines, nerve cell damage, and cancer (Martini, 2006). There is a need to 

determine whether a healthy instant noodle alternative can satisfy the consumer and successfully 

compete in the market. 
 

In this project, we collaborated with Urmatt to develop a new organic instant noodle that 

can compete in the existing global market. While Urmatt has been successfully integrating organic 

products into the food market worldwide, they have yet to venture into a market that presents few 

organic alternatives. More specifically, our goal was to determine food labeling trends that would 

allow Urmatt to make the most profit in each of their target countries, ensuring the success of their 

product. 
 

The instant noodle market is highly competitive, and in addition to this, Urmatt will be 

introducing an extremely niche product which is not currently popular in the market. This presents a 

large challenge. In order to successfully integrate this product into the global market, Urmatt must 

understand the varying needs of its consumers. We established three objectives to address Urmatt’s 

road to success. First, we identified influential food labeling claims that are present on existing organic 

products and determined which were most favorable for each target country. Second, we identified the 

price ceiling for each set of claims that were most favorable among consumers. Lastly, we created 

recommendations for highlighted claims on the product’s packaging as well as price points for each 

target country. After accomplishing these objectives, we provided 
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Urmatt with a detailed report of our global market research and analysis, as well as recommendations 

on main focus areas and future steps for the further development of the product. As this project was in 

its initial stages when we conducted our research, we hope that with our recommendations, Urmatt will 

continue testing and developing their product in the future stages to develop a healthy instant noodle 

alternative that will satisfy consumers around the world. 
 

The results of this project will help Urmatt strategically enter the large instant noodle 

market and ultimately create a successful organic instant noodle product that will increase the 

company's total revenue. In addition, Urmatt will eventually need to expand their network of 

family farmers in order to keep up with the demand, positively impacting the farming community 

in Thailand. 
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Chapter 2: Background 

 
 

2.1 Expanding the Global Instant Noodle Market 
 

Instant noodles are a growing staple in the lives of people around the world. Through initial 

growth in Asia and spreading to the rest of the world, instant noodles are an affordable and reliable 

meal choice for the lower and working social classes (Zhang & Ma, 2016). Young adults that have 

little to no income also constitute a large part of the market. Even though the instant noodle demand 

around the world continues to increase, the reasons for consumption remain relatively constant. 

Convenience and price are the most important factors for consumers when purchasing an instant 

noodle product (Brunner et al., 2010). In the past two decades, the world consumption of instant 

noodles has grown exponentially, with predictions to grow 22% from 2016 to 2021 as seen in 

Figure 1(Technavio, 2017). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 1. Predicted instant noodle global market. Adapted from Top 6 Vendors in the Global Noodles 

Market from 2017-2021 by Technavio, 2017. 

 

2.2 Health and Environmental Problems 
 

Instant noodles are notorious for being convenient, inexpensive and widely consumed 

across many demographics. Although they may have a pleasant taste and are a filling meal, most 

consumers tend to overlook the chemicals, true nutritional content, and environmental impact of 

the packaging. These factors are significant to consider when creating a new product to compete 

in this market. 

 

2.2.1 Harmful additives. 
 

The most common additive in instant noodles is monosodium glutamate or MSG. This is the 

most abundant, naturally occurring nonessential amino acid. It is mainly utilized as a flavor enhancer 

in the food industry. MSG promotes a flavor greater than basic taste called Umami (Jinap and Hajeb, 

2010). Although the body does need MSG in small amounts as an energy source for certain tissues and 

bodily processes, consumption in large amounts can be harmful, especially in 
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children, pregnant women, and people with preexisting health conditions such as asthma. Studies 

show that MSG can increase both appetite and the frequency of migraines when consumed in 

significant quantities. Children need to consume a much lower amount to see these effects 

(Martini, 2006). 
 

Other additives present in instant noodles include Butylated hydroxy anisole (BHA), 

Butylated hydroxytoluene (BHT), and tert-Butylhydroquinone (TBHQ). These additives act as 

preservatives in the product, but they also exhibit similar reactions in the human body. They have 

been linked to neurological behavioral changes like slower learning, decreased orientational reflex, 

and increased social isolation and aggression (Martini, 2006). TBHQ has a high potential to 

strongly induce oxidative DNA damage as well. An additional safety concern regarding instant 

noodles is the large amounts of fat and sodium which can contain up to 40% and 30% respectively 

of the recommended daily intake (RDI) (Sikander et al., 2017). 

 

2.2.2 Lack of nutrition. 
 

The nutritional content of instant noodles is very low and does not compensate for the 

harmful chemicals previously mentioned. A single serving is high in carbohydrates and fat, while 

very low in protein, fiber, vitamins, and minerals. Even the addition of dehydrated vegetables does 

not significantly affect the nutritional value of the meal (Gulia et al., 2014). Recently, instant 

noodle companies have been adding fortifications to increase the nutritional significance. Flour 

fortification allows for the incorporation of additional micro and macronutrients to the noodles 

during production. An example of this is the integration of powdered fiber to increase the 

nutritional value. Flavoring fortification is similar, the only difference being the flavoring 

constituents that are sprinkled into the soup contain the additional nutrients (Sikander et al., 2017). 

The practice of fortifying instant noodles, although only recently implemented, has become 

popular among large brands currently in the market (Park et al., 2011). 

 

2.2.3 Non-eco-friendly packaging. 
 

Beside the contents of the noodles, the packaging of many products raises concerns as well. 

Excessive levels of fluorescent agents, such as polystyrene terephthalate, have damaging effects 

on the human body and are carcinogens, proven to be harmful through long term use. The most 

common form of this plastic, Styrofoam, is a popular material for packaging since it insulates the 

heat of its contents, keeping them warm for longer (Hocking, 1991). Fluorescent whitening agents 

(FWAs) enhance the whiteness and brightness of packaging giving it a more appealing look on the 

shelves (Wu et al., 2016). Other compounds found in the inner packaging create their own risks. 

Bisphenol A is a transparent and unbreakable material used in many disposable containers that has 

the tendency to dissolve into fluids held in these containers. This is most prevalent when exposed 

to hot liquids. Consuming Bisphenol A can induce allergies and asthma in children, as well as have 

a profound effect on cell DNA and genetic mutations (Sikander et al., 2017). These harmful 

materials are found in most instant noodle packaging. 
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2.2.4 Environmental impact. 
 

The materials found in product packaging can affect the environment just as much as they 

affect people. The two major groups of waste created from instant noodle packaging are plastic and 

Styrofoam. The plastic packaging is usually disposed into landfills rather than recycling plants which 

contributes to the world's plastic waste problem. There are many types of plastics that the industry use 

as packaging, for example, HDPE, LDPE, PET, and polystyrene which is commonly found in the food 

industry (Resins and Types of Packaging, 2011). Most noodle cups are made of polystyrene (also 

known as Styrofoam), paper with coated polyethylene, and pure polypropylene (The Food Safety of 

Instant Cup Noodle Containers, 2009). The plastic also has a low rate of decomposition compared to 

organic material, which means it has long term effects on the wildlife in and around the disposal area 

(Buckhorn et al, 1999). In a single unit of instant noodles, there is plastic in the container, flavor pack, 

and its sealants. Given the volume of instant noodles produced each year, the industry is a large 

contributor to plastic pollution. These plastic pollutants have an extremely low rate of decomposition 

as seen in Figure 2. The Styrofoam cups also prove to be hazardous to the environment. Styrofoam can 

take up to 1 million years to decompose. This means that all instant noodle cups made of Styrofoam 

will be present in landfills through many generations without sufficient decomposition (Krueger et al., 

2015). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 2. Graphical representation of decomposition times for commonly used materials in instant noodle 

packaging. 
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Even the contents of the noodles affect the environment. The vegetable oil of choice for 

many foods including instant noodles is palm oil. Due to its nutritional content (no cholesterol and 

no trans-fat), the food industry has created a large demand for the oil, which production can no 

longer keep up with. This has resulted in the deforestation of palm trees and the subsequent 

disruption of those ecosystems. (Ong and Goh, 2002). Two of the leading companies in instant 

noodles “Nissin Foods Holdings and Toyo Suisan Kaisha (Maruchan) have failed to adopt a truly 

responsible palm oil policy” and continue to use massive quantities in their products (Nissin, 

Maruchan, n.d.). This has led many other companies and a large portion of the industry to do the 

same. 

 

2.3 Urmatt and Perfect Earth 
 

Urmatt is a major organic food producer in Thailand. Arvind Narula founded the company 

in 1983 with a vision and one product, rice. Since then, they have added more products such as 

beans, chia seeds, eggs, pasta and coconut-based products. Urmatt is a fully integrated company, 

meaning that they produce, process, and ship all of their products on their own. This allows them 

to ensure they produce the highest quality products. They do, however, rely on small farms for 

participation in their contract farming system. The goals of this system are poverty alleviation as 

well as high-quality organic food production. In this structure, Urmatt obtains a predetermined 

quantity of produce at a particular price from smaller farmers. In order to ensure that the quality 

of produce meets their standards, Urmatt trains these farmers, provides machinery, and performs 

crop trials. As a result of contract farming, Urmatt has provided over one thousand families with 

incomes three or four times what they would normally make, while still obtaining high-quality 

produce (Narula, 1998). 

For over thirty years Urmatt has been concerned with the social impact of their business. 

The company has focused on organic agriculture, environmental sustainability, and poverty 

alleviation while also giving back through scholarships, temple works, women's programs, and 

village work sponsorships (Narula, 1998). 

Urmatt firmly believes that “waste is value” and their mission to generate zero waste has 

contributed to the development of multiple new innovative and profitable projects (Liechtenstein 

Dialogue for Development, 2018, 31:28). One example of Urmatts value-adding strategy is their 

rice pasta. Urmatt uses broken rice, the remaining rice fragments that break during processing, to 

produce gluten-free rice pasta. Urmatt is currently working on numerous projects along this same 

vein, including organic instant noodles. By utilizing all of the byproducts of their production 

methods, Urmatt not only reduces their waste but also increases the value of their products, thus 

generating more revenue. The new instant noodle product that Urmatt will be producing is no 

exception to this goal. 

 

2.3.1 Perfect Earth. 
 

Urmatt is a parent company, represented by many different brands. Perfect Earth is the 

brand that will produce organic instant noodles. As a brand, their core beliefs include, “that 
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everyone on this planet we call home should respect both what it gives and what it needs. As all 

living things require nourishment, this is one very essential link mankind has with nature” (Perfect 

Earth, 2019). Currently, Perfect Earth offers free-range eggs, organic chia seeds, and gluten-free 

pasta, all provided by the resources and farms of Urmatt. When Urmatt releases the organic instant 

noodle product, it will be branded as Perfect Earth and will join these other organic, ethical, and 

healthy options. 
 

Before they can begin to manufacture the instant noodles from the leftover broken rice, 

Urmatt and Perfect Earth must first ensure they can sell the product. With this in mind, there are 

several challenges that lie ahead. 

 

2.4 Challenges 
 

The creation of new organic instant noodles presents Urmatt with multiple challenges 

from the development of the product, to its introduction into the global market. The different 

challenges to overcome in order to achieve the success of a new product can be grouped in the 

three following categories: consumer-based challenges, developer-based challenges, and 

market-based challenges. This section presents some of the challenges our sponsors will 

encounter in each of these categories (Fredric, 2014). 
 

Consumer based challenges are based on the willingness and ability of a consumer to 

purchase a particular product based on previous experiences and present conditions. For this set of 

categories our sponsor's main challenges are the following: 
 

1. Discredit the idea that all instant noodles are unhealthy.  
2. Provide a healthy instant noodle product that is credible to consumers.  
3. Convince consumers to abandon their existing preferences and purchase this new product. 

 

Developer-based challenges encompass the selection of distribution channels, marketing 

and sales tactics, and product offering characteristics. Some of the challenges our sponsor might 

encounter include: 
 

1. Develop a product that considers and satisfies the varying preferences for instant noodle 

products within different cultures. 

2. Develop a product design that highlights all of the products attributes while still attracting 

consumers attention. 

3. Develop an instant noodle product with no chemical additives and only ingredients 

obtained from their contract farming system. 

 

Market based challenges involve the availability of substitutes, market pricing and dynamic, and 

the existing market structure. The challenges for this category include: 
 

1. Compete in a market that is predominantly inorganic.  
2. Find the right customers that are willing to pay a higher price. 

 

Overall, Urmatt will face many challenges and barriers of entries when introducing a new 

product into the market. In order to facilitate Urmatt’s development of their new organic instant 
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noodle product, we have chosen to focus on two of these challenges. We focused on developer-

based challenges that assessed differences in preferences among various cultures as well as 

creating a design that highlights product attributes that will draw consumers to the product. 

 

2.5 Establishing the Scope 
 

We recognize that introducing a new product into the market is a large undertaking. To 

begin this process for Urmatt and Perfect Earth, we focused on marketing an organic instant 

noodle product through select labeling claims and determining the price range that a product with 

these attributes can sell for. With this information, Urmatt and Perfect Earth can determine their 

next steps in production and development. 

 

2.5.1 Packaging claims. 
 

Regardless of the quality of a product, it won’t sell nearly as well without eye-catching 

packaging. Packaging claims convey to the consumer that the product has certain advantages over 

the competitors. Therefore, products with convincing packaging claims, often regarding health and 

the environment, sell more effectively. The key to attaining consumers’ attention through these 

claims is connecting with them through their interests and the things they care about. When people 

debate purchasing a product, the consumer’s thought process is actually very personal. They are 

most interested in how the product will affect their well-being and overall quality of life. In the 

past decade, there has been a rise in demand for transparency and “73% of [consumers said] they 

would be willing to pay more for a product that offers complete transparency” (The Most Powerful 

Packaging Claims, 2017). Packaging claims are the key factor in transparency, as they directly 

speak to the consumer for the company and product. When considering purchasing a product, if 

there are powerful words, pictures, or icons that stick out to them, the consumer is much more 

likely to choose that product over a competitor. In fact, “more than half of shoppers (51%) say 

package label claims are either extremely or very important to their product purchases” (The Most 

Powerful Packaging Claims, 2017). Because of this, “food manufacturers use every possible word 

they can to magnify the desirability of a product”, in order to draw in consumer and in turn increase 

their sales (W. Willett, 2017). 

 

2.5.2 Organic food marketing. 
 

Over the past 24 years, a small section of the food industry has set out to reduce the 

problems associated with products such as the standard instant noodles by creating products that 

are environmentally friendly and have less added preservatives than their counterparts. The organic 

market has increased by over 3400% since it first began to take hold, making it the fastest growing 

food and lifestyle trend in modern history (Food Safety News, 2014). As information is now widely 

available to the public, people understand and care about what they are consuming. Trader Joe’s, 

Whole Foods, and other health-focused, organic grocery stores are prospering in today’s market 

thanks to this immense trend. 
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Due to this, companies have taken advantage of the consumer’s eye through strategic 

packaging and marketing that commonly includes natural colors, such as greens and blues, and 

images that portray local, ethical farming. While these products may seem healthier and more 

ethical to consume than inorganic foods, many companies intentionally deceive consumers 

through these marketing tactics. In fact, “the FDA does not regulate the use of the term ‘organic’ 

on food labels” (FDA, 2017). A Stanford University study conducted over four years found that 

organic foods "have no significant advantage over conventional foods, even though consumers pay 

more for them" (Weise, 2012). When purchasing food at the store, people are easily persuaded into 

paying more through packaging that conveys a healthier lifestyle. It was found that 53% of 

consumers will spend more on organic food in order to avoid pesticides and toxins (Krasny, 2012). 

The means-end chain, or MEC illustrated in Figure 3, visualizes how people’s knowledge 

regarding a product relates to their knowledge of consequences and values (Zanoli & Naspetti, 

2002). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 3. The means-end chain model. Adapted from Consumer motivations in the 

purchase of organic food: A means-end approach, by Zanoli and Naspetti, 2002. 

 

 

According to the MEC, when one considers purchasing a food product, the decision 

becomes an opportunity cost of benefits and risks, as well as considering personal consequences 

(Zanoli & Naspetti, 2002). From this, it is clear why people are so inclined to spend more on what 

might look like a healthier or safer option. 
 

While scientifically organic food may not be as remarkable as packaging portrays, the industry 

is booming. Today’s market is the prime opportunity for companies to introduce and market organic 

products. Frito-Lay, a conventionally inorganic company, “recognized the growing intersection among 

its consumers’ concerns for their health and the health of the planet” and started ‘green’ marketing 

their Sun Chips and the “One Small Step at a Time” initiative (Howell, 2017). Frito-Lay was very 

transparent with this organic initiative and improved the entire brand’s reputation (Howell, 2017). 

When it comes down to it, selling organic food is about connecting with the consumer, whether that is 

through utilizing earthy colors and images, or telling a story. 
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The consumer will spend the extra dollar if they feel they are making the right decision and 

positively contributing to their health and well-being. 
 

Urmatt has already paved its path into the organic market and hopes to do the same with 

the instant noodles market. Infiltrating the instant noodle market might present a difficult task, 

however, Urmatts main challenge lies in successfully selling this product within both of these 

markets. It will be important to understand the impact of marketing this product in order to provide 

the sponsors will helpful recommendations. 

 

2.6 Summary 
 

Introducing a new product into an existing saturated market presents many challenges. 

Urmatt has a depth of experience marketing organic products to consumers that are interested in 

that niche market, however, entering the instant noodle market is different. In order to market a 

healthier and more expensive version of a product in an overwhelmingly unhealthy and cheap 

market, Urmatt will have to thoroughly understand their consumer base. The following chapter 

will explain how we conducted research to understand the potential purchasing intent of consumers 

based on marketing claims across different cultures for organic instant noodles. 
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Chapter 3: Methodology 
 

The aim of this project was to help Urmatt develop organic instant noodles under the 

Perfect Earth brand that could successfully compete in the existing instant noodle markets in the 

United States, India, Australia, China and Thailand. In order to achieve this goal, Urmatt and our 

team agreed to focus on two main aspects of the new product. First, we aimed to understand how 

food labeling claims influence consumer behaviors when purchasing instant noodles. We also 

determined a price point for the most influential set of claims. In order to accomplish the goals 

stated earlier, we established the following objectives: 

 

Objective 1: Identify the food labeling claims that are applicable to Urmatt’s organic instant 

noodles and study consumer’s attitudes towards them. 

 

Objective 2: Determine the price that consumers are willing to pay for each set of favorable claims. 

 

Objective 3: Provide recommendations on a set of claims that will maximize the sales of the 

product. 

 

For this project, we conducted market research to determine labeling claims for Perfect 

Earth's organic instant noodles. We also surveyed consumers to assess the impact of these claims 

and potential price points for a product with those qualities. A detailed description of the methods 

utilized in this project are in the following sections. Figure 4 illustrates the sequence of steps 

performed to achieve our objectives. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 4. Methodology Flowchart 

 

3.1 Objective 1 

 

The first objective was to identify the claims that are applicable to Perfect Earth’s organic 

instant noodles and study consumer’s attitudes towards them. In order to ensure that the product 

appealed to consumers, we studied what claims would prove most successful for Urmatt when 
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advertising their organic instant noodle product. Understanding the impact of food labeling claims 

utilized by other instant noodle products, potential competitors, and organic products on 

consumers was one of the first steps taken in this project. We used this information to obtain a 

price point for the product. 

 

3.1.1 Meeting Perfect Earth. 
 

In order to clearly understand what claims were relevant to this product, we met with 

Urmatt’s partners from Perfect Earth. In this meeting, we sought to understand which claims they 

were most interested in studying and specific details about the manufacturing and production of 

the new product in order to determine other applicable claims. During the meeting there were 

opportunities to ask questions, but this was not a structured interview. The questions investigated 

were the following: 

 

1. Are you interested in producing non-vegan flavors with vegan ingredients?  
2. Are you interested in selling this product in Thailand?  
3. Are you interested in the instant noodle market or the organic market?  
4. What qualities of the product are you most interested in promoting? 

 

From the information gathered in the meeting we developed a set of criteria that we used to filter 

out claims that were not applicable to Perfect Earth’s instant noodles. 

 

3.1.2 Identifying labeling claims.   
In order to gather a wide variety of claims, we 

researched products found in supermarkets located in 

Bangkok and online websites. We found an extensive 

instant noodle isle as seen in Figure 5. Our goal was to 

gather labeling claims used by current instant noodles 

and other organic products. Since Perfect Earth’s instant 

noodle product must appeal to customers in four 

different countries, we chose frequently visited 

supermarkets that sold a larger variety of international 

products as well as local products. The supermarkets 

that we visited are in Table 1. In our online research, we 

focused on Perfect Earth’s potential competitors. Perfect 

Earth provided us with a significant number of these 

competitor brands. 
 

During the supermarket visit we attempted to interview managers in order to investigate 

what brands of noodles were selling the most, however, we were unable to obtain any responses. 

In addition, our research was limited to the supermarkets found in Bangkok, so there is a possibility 

that we failed to identify some competitors. 
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Table 1. Grocery stores and their respective locations visited for market research. 
 

Grocery Store Location 
  

Tops Market CentralWorld 
  

Tops Market Silom Complex 
  

MaxValue Gateway Ekamai 
  

Foodland Taniya Building 
  

Gourmet Market Siam Paragon 
  

Gourmet Market Emquartier 
  

Gourmet Market Emporium 
  

 

 

3.1.3 Claims survey. 
 

The claims survey showed us consumer attitudes towards the selected labeling claims. It 

assessed consumer’s reactions to claims by 
 
asking them to choose from a scale of 0-6 how 

likely they were to buy a product with a 

particular claim. In this scale, 0 stood for not 

likely, 6 stood for very likely, and 3 was 

indifferent. The survey was both confidential 

and anonymous and it grouped people based 

on their native country and age. This 

categorization was important in order to 

determine if we obtained a statistically 

significant sample from the countries of 

interest. The each of the group members shared 

the survey on social media, student 
 
organizations, Facebook groups, and numerous Figure 6. The team surveying students at Chulalongkorn 

Reddit threads relating to instant noodles and University 

organic products. In Appendix B the complete  

list of survey recipients are found. We also surveyed students from Chulalongkorn University in 

person as well as people around Bangkok. Figure 6 shows our team surveying students around 

Chulalongkorn University. The full survey is shown in Appendix A. 
 

One of the limitations for the survey was the sample populations. We were not able to 

obtain a statistically significant sample for each country of interest and therefore we focused on 

the two countries we had the best access to: The United States and Thailand. We were limited with 

the responses obtained for both of these countries since they focused on people at Worcester 
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Polytechnic Institute and in Bangkok. In addition, every online survey is susceptible to response 

bias, therefore, we had to acknowledge the inflation of the consumer's’ willingness to purchase 

instant noodles with healthier claims. 

 

3.2 Objective 2 

 

The second objective was to determine the price customers are willing to pay for each set 

of favorable claims gathered in the first objective. From this information we intended to answer 

the following questions: 

 

1. Which claims were most appealing to consumers?  
2. How much money are consumers willing to pay for a product exhibiting certain claims?  
3. Do consumer preferences differ among countries? 

 

To gather this data, we first analyzed and weighted the responses from the claims survey. 

We ranked each claim within their perspective groups. We utilized this analysis to determine 

claims for the pricing survey. 

 

3.2.1 Claims data analysis. 
 

We analyzed the data from the claims survey. First, we sorted the responses based on native 

country. We identified statistically significant survey populations as the countries with a volume 

of surveys greater than 200. These groups were the United States and Thailand. We received 

similar volumes of responses from the United States and Thailand. Due to the large population 

size of each country, our results presented with a 7% error at a 95% confidence interval (Graglia, 

n.d). Other groups of interest including India, China, Australia, and China (Hong Kong SAR) were 

evaluated for trends but were not regarded separately due to the limited number of survey 

responses. 
 

The first survey asked participants to rate their likeliness to purchase a product based on 

claims present on labels as seen in Appendix A. After we grouped the results into their respective 

countries, we assigned values to each rating as seen in Table 2. 
 

Table 2. Claims survey quantitative weighting method. 
 

Qualitative Rating Not Likely   Indifferent   Very Likely 
        

Quantitative Rating 0 1 2 3 4 5 6 
        

Weight -3 -2 -1 0 1 2 3 
        

 

 

Once we assigned the new weighted values, we calculated the average score for each claim. 

We graphed the new weighted scores to visually compare the perceptions of claims between the 

US and Thailand. These are shown in Figures 8, 9, and 10. 
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We created three categories for ranking the claims: organic claims, dietary claims, and 

environmental & social claims. We chose claims based on researching existing products that claim 

to have the same attributes as Perfect Earth’s new product. We also conducted a meeting with the 

leaders of Urmatt and Perfect Earth discussing what claims are possible to achieve in their new 

product. Based on this information, we grouped similar claims together to narrow the scope of our 

results. Each one of these groups contained multiple claims that described similar product 

attributes in order to determine which claims were most important and influential to the consumer. 

We ranked the claims in each group in ascending order based on their value. We used the top 2 

claims in each category to conduct the pricing survey. 

 

3.2.2 Concept map production. 
 

Using the information gathered from the claims survey analysis, Urmatts graphic designer 

created 9 concept maps. The initial concept map did not include any claims. We used the claimless 

board as a control to determine how much consumers would pay for a generic serving of instant 

noodles. The remaining 8 concept maps included all the combinations of 3 claims, one from each 

category as seen in Appendix D. We used the concept maps to gauge consumer interest through 

visualization rather than words descriptions. The only variable was the claims used in order to 

minimize explicit bias. 

 

3.2.3 Pricing survey. 
 

In order to determine the optimal price point for each set of claims, we used a conjoint 

analysis to analyze our pricing survey. The pricing survey consists of 5 of the 9 concepts, 1 control 

with no claim and 4 different sets of claims that encompassed all the top claims at least once. We 

asked the consumer the maximum price they were willing to spend on each product, which allowed 

for measurable consumer surplus to be recorded. The survey is found in Appendix E. The same 

limitations experienced in the claims survey are also applicable to the pricing survey. We used the 

information gathered from this survey in the conjoint analysis. 
 

With the price/product combinations from the participant, we determined the importance 

of specific claims were to consumers and how much they would be willing to pay per claim. We 

used conjoint analysis, resulting in part worth utilities for the individual. Then, using these utilities, 

we created a model that accurately calculated the price that respondent would be willing to pay for 

an instant noodle product depending on the claims it possessed. This is very similar to 

mathematical psychology, where we can accurately model a person’s subconscious and decision 

making (Townsend, 2008). This allowed us to accurately calculate the price for any number of 

given combinations without having to manually test for each one. 

 

3.3 Objective 3 

 

The third objective was to develop recommendations for a set of claims that would maximize 

the sales of the product by determining each combination’s optimal price point. In order 
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to accomplish this goal, we analyzed the data gathered from the claims and pricing surveys and 

identified the combinations of claims that consumers said they would pay the most for. 
 

We began by using the analysis from our claims survey in order to create our pricing survey. 

We created this survey using a L4(2^(3) ) / Plackett-Burman design which was the best option due to 

the number of variables used and the small scope of the project. This meant that while 8 combinations 

existed, we only needed to ask the respondents about their maximum price for 4 specific combinations. 

From these 4 combinations we are able to determine the part worth utilities of the consumer from which 

we can create a model of their price generating behavior based on the present claims. We then ran each 

combination through these models in order to determine the consumer surplus based on an inputted 

price for that specific combination and respondent. We added the number of consumers with a non-

negative consumer surplus and multiplied by the price to determine the amount of potential profit that 

would be made from that product at that price. 
 

Using this consumer surplus data, we ran an evolutionary solver to first determine the best 

price point and combination out of all options. Once we knew the best answer we went back and 

used the solver on each combination in order to both double check our calculations, which could 

be incorrect due to local optima issues, as well as get data on the price points for all combinations. 

We mitigated the possibility of a local optima issue which is an inherent flaw of evolutionary 

solver both by running the solver twice on the best result as well as calculating all other optimal 

prices. While this means that our answers may not be 100% correct, the evolutionary solver was a 

better choice than the GRG Non-Linear or Simplex LP solvers. This is due to the non-smooth 

nature of our profit curve. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 7. Optimal price combinations for the United States 

 

The image shown in Figure 7 above presents the excel sheet showing the optimal prices for 

claim combinations. The part worth utilities for each respondent which were multiplied against the 

combinations listed below price. This created a consumer surplus for each combination for every 

respondent. When a price was inputted, we recalculated the consumer surpluses and determined a profit 

by multiplying price by those who have a non-negative value in their surplus. 
 

The final step in the process was to compare these optimal price points of each set of claims 

and identify which set of claims will maximize profit. We went through each region noting the 

best combination and price and looking for any similarities or differences between them. We used 

this analysis to provide Perfect Earth with a comparative analysis of the claims. 
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Chapter 4: Findings and Analysis 
 

Through surveying target groups of potential consumers in the United States and Thailand, 

we analyzed trends regarding influence of claims on purchasing as well as the price range 

consumers were willing to pay for each individual claim. Our main findings were:  
1. The most influential marketing claims in the dietary category were chemical and 

preservative free and no MSG for both the United States and Thailand. 

2. The most influential marketing claims for the organic category were different in the 

United States and Thailand. Both countries ranked all natural as first. Thailand ranked 

certified organic second and the United States ranked organic second.  
3. The most influential marketing claim for the environment and society claims were 

different for Thailand and the United States. For Thailand, biodegradable container 

and environmentally friendly were ranked first and second respectively. For the 

United States supports family farms and 100% sustainable were ranked first and 

second respectively.  
4. The set of claims that will sell for the best price in the United States was Chemical and 

Preservative Free, Certified Organic, and Supports Family Farms. This 
 

product will sell at an optimum price range of $2.50 to $3.00  
The set of claims that will sell for the best price in Thailand was Chemical and Preservative Free, 

Biodegradable Container, and All Natural. This product will sell at an optimum price range of 

$0.64 to $0.80. 
 

4.1 Findings about Marketing Claims 

 

Product success is largely dependent on marketing strategies. Through discussions with 

Urmatt and Perfect Earth about their current product and ideas for their new organic instant noodle, 

we determined potential claims for package labeling. We grouped the claims and tested them 

against each other to determine which claims should be emphasized on the packaging in order to 

promote success. We gathered the information through a series of surveys among large groups of 

people in Thailand and the United States. 
 

Limitations, as discussed in the methodology, do exist within this data. By targeting college 

students, about 67% of the overall data collected was from participants between the ages of 18 and 
 
22. Students of this age tend to lack financial stability and value convenience and price more than 

health. It is important to acknowledge that the population surveyed may not be the ideal target 

population for a final product. 

 

4.1.1 Grouping claims. 
 

Through market research online and in local grocery stores, we determined claims that were 

most prominent on the packaging of general organic products as well as instant noodle brands that 

aimed to be healthier alternatives and would be our largest competitors. We grouped the claims and 

tested them against each other to avoid repetitive marketing on the package. We combined top claims 

and emphasized them on the packaging for further testing. The complete list of claims is 
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shown in Appendix C. We grouped claims into three categories: Dietary, Organic, and 

Environment and Society claims. Claims were ranked within each group. Each claim grouping was 

weighted and evaluated. 

 

4.1.2 Dietary claims. 
 

The claims regarding dietary preferences showed the strongest preferences among people 

in the United States and Thailand. Table 3 shows the top 4 claims for Thailand and the United 

States. This group of claims shows the highest similarities among the two countries. 
 

Table 3: Dietary claims rankings for Thailand and the United States  

Rank Thailand United States 
   

1 Chemical and Preservative Free Chemical and Preservative Free 
   

2 No MSG No MSG 
   

3 Allergen Free Artificial Flavor and Coloring Free 
   

4 Non-Fried Non-Fried 
    

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 8. Comparative graph of United States and Thailand opinions on dietary claims 

 

In addition to ranking the top claims, consumers in both countries felt strongly against 

vegan, meat free, and gluten free claims. These three claims were almost unanimously negative 

when weighted. Although there is a strong difference in culture between the United States and 

Thailand, both nations agree on the top and bottom claims. This can give some insight on what to 

test in other areas of the world. Figure 8 shows the comparison of opinion between the United 

States and Thailand regarding dietary claims. 
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4.1.3 Organic claims. 
 

There are many ways to market a product that is organic. Some examples include certified 

organic, USDA organic, and organic. We suggest the product is not advertised with multiple claims 

that mean the same thing in order to not overwhelm the consumer, so the conducted market 

research isolated the claims that were most favorable to consumers when purchasing an instant 

noodle. We weighted the claims based on how favorably they were ranked in the first survey. We 

rated the claims 1 to 4 as seen in Table 4. 

 

Table 4: Organic claims rankings for Thailand and the United States  

Rank Thailand United States 
   

1 All Natural All Natural 
   

2 Certified Organic Organic 
   

3 Organic Certified Organic 
   

4 USDA Organic USDA Organic 
   

 

The data, as shown in Table 4 and Figure 9, indicate significant differences in preference 

between the United States and Thai populations. Although both groups claimed that all natural is the 

most important organic claim, the results were much closer and positive in the United States compared 

to Thai. From this information, we concluded that the lack of an organic instant noodle is not significant 

in Thailand as the survey respondents had very little interest in purchasing a product with these claims. 

On the other hand, consumers in the United States showed high interest in an instant noodle product 

with organic claims. Unlike in the Thai responses, all 4 organic claims resulted in an overwhelmingly 

positive weighted value in the United States responses. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 9. Comparative graph of United States and Thailand opinions on organic claims 

 

4.1.4 Environmental and societal claims. 
 

The ranking for the environmental and social claims varied between the United States and Thai 

population. As seen in Table 5, the United States group valued the claim Support Family 
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Farms more than the other environmental claims. This information shows that people in the United 

States are interested in products that not only help the environment but society as well. Unlike the 

United States, the Thai population was more interested in the environment. The United States 

valued Biodegradable Container and Compostable Container equally, however Biodegradable 

Container was ranked first due to its high value in the Thai group. 

 

Table 5: Environmental and social claims rankings for Thailand and the United States  

Rank Thailand United States 
 

   
 

1 Biodegradable Container Supports Family Farms 
 

   
 

2 Environmentally Friendly 100% Sustainable 
 

   
 

3 100% Sustainable Biodegradable Container 
 

   
 

4 

Made with care for the environment Compostable Container 
 

  
 

   
 

 

After we collected the data and weighted it accordingly, both populations exhibited larger 

values for this set of claims compared to the organic and dietary claims. We calculated the average 

value for each group of claims and used the Grubbs test to eliminate any outliers. The only outlier 

identified was compostable packaging. From this information we can conclude that both 

populations are willing invest more in a product that values the environment and society compared 

to a product with other organic or dietary claims. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 10. Comparative graph of United States and Thailand opinions on environmental & social 

claims 

 

During the survey we observed that the Thai population was not familiar with the term 

compostable and often asked questions about it. This behavior explains the low value for the claim 

Compostable Packaging that identified it as an outlier. Despite the cultural differences that causing 

variations between the claims, we determined that both populations greatly value the environment 
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when purchasing products. Figure 10 shows the comparison of opinion between the United States 

and Thailand regarding environmental & social claims. 

 

4.2 Findings about Price Points 

 

Since we only recovered 11 usable respondents outside of the United States and Thailand, 

we were not able to create statistically significant data on their optimal price point. This has limited 

the scope of our findings to just the United States and Thailand. 
 

As for the United States, we found that the best combination was Certified Organic, 

Chemical and Preservative Free, and Supports Family Farms. If our 215 respondents saw this 

product, it would make a net profit of approximately $321 with 107 of the respondents buying it. 

Its optimal price point is $3.00. While the other combinations did not do as well, all of their profit 

optimized prices were $2.00 or over, showing that across the board United States residents would 

be willing to spend at least that much for a Perfect Earth product. The findings in Thailand 

contrasted greatly. 
 

In Thailand, the most popular combination was different than that of the United States. It 

was All Natural, Chemical and Preservative Free, and Biodegradable Container. Even this most 

popular product did not bring in significant net profit. If shown to our 228 Thai participants, it 

would make only $118 from 186 respondents. While the number of purchases is high, the amount 

that Thai people were willing to pay for it was not. The optimal price point for this product was 

THB 20 or approximately $0.64. With the potential manufacturing costs of Perfect Earth’s organic 

noodles, this could be unprofitable. 
 

The data differed greatly between the United States and Thailand both on popular claims 

as well as optimal price point. In the United States, there was a much larger disparity in profit 

made as well as units bought across the combinations. In Thailand however, all profits were within 

half of the profit range of the United States, and all combinations shared the same optimum price 

of THB 20. This indicated an added importance of price over claims in Thailand when compared 

with the United States. 

 

4.2.1 Additional United States data analysis. 
 

After sharing our initial results with our sponsors, we decided it was important to do some 

added analysis on our data especially the data from the United States. Due to this we decided to 

determine the number of consumers that would buy the product at each price point. This would 

allow Urmatt and Perfect Earth to better determine a price point to use. For example, while they 

may make the most money at $3.00, they might be able to reach more people at a lower price point 

and make a similar profit. We began by creating a frequency histogram for the maximum consumer 

surpluses calculated during the price optimization process. We then were able to create a 

cumulative percentage which represents the percentage of the consumer base willing to buy the 

product at a price point. 
 

As expected, the largest frequency of answers across all combinations of claims were in 

the $2.00 to $3.00 price range. This aligns very well with the price points for the closest 
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competitors the new product will potentially have. This price range is also where people are the most 

sensitive to price. Over 25% of consumers are lost between $2.00 and $3.00. This data shows the 

relationship between price and purchasing intent. Before choosing a final price point, this key data 

should be examined. The pricing graphs for each combination are located in Appendix F. 
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Chapter 5: Conclusion and Recommendations 

 

Urmatt will face challenges when entering the existing saturated instant noodle market. 

Through targeted market research, we have determined recommendations for marketing this 

product. 
 

We recommend Urmatt markets the product in global markets rather than in Thai 

markets. Organic products cost much more to produce compared to heavily artificial products. 

This means that in order to succeed, organic products will need to have a much higher price point, 

yet still be able to sell. Our research showed that consumers in the United States would spend up 

to $3.00 for a product that claims to be Chemical and Preservative Free, Certified Organic, and 

Supports Family Farms. This combination of claims resonated the most positively with the largest 

group of consumers in the United States. On the other hand, consumers in Thailand would only 

spend up to $0.64 for the most popular product which claims to be Chemical and Preservative 

Free, All Natural, and Biodegradable Packaging. It would be challenging to make a profit on a 

product that has a maximum selling price that low. 
 

One of the major limitations that we encounter when making this recommendation is the 

lack of knowledge of unit price of production. Without this knowledge, we are unable to make an 

accurate prediction of sales and profit in the United States and Thailand, however we expect it to 

be quite high.  
The information about the vast difference in markets between the United States and 

Thailand are important to consider. This will give Urmatt insight about the differences between 

developed and developing nations around the world and their affinity for a high-end instant noodle 

product. We have identified that consumers reliant on instant noodles choose a product that is 

convenient and inexpensive. For Urmatt to target the largest population already consuming instant 

noodles, the product must be inexpensive and comparable to the preexisting products in the market. 

The largest challenge that will be creating an organic product that will be inexpensive enough for 

the average consumer. 

 

We recommend Urmatt creates packaging that feature environmental & social and 

general organic claims. Our results showed us an overwhelmingly positive attitude toward 

environmental & social claims. Consumers in the United States and Thailand agreed that these 

claims would make them more likely to buy the product for a higher price. 
 

We also found that almost all organic claims were positive across the United States and 

Thailand as well. Thai consumers did not favor the USDA Organic claim and, in general, favored 

organic claims slightly less than consumers in the United States. Regardless, if an organic claim 

was present on the packaging, most consumers surveyed would find that positive. 

 

We recommend Urmatt limits the use of claims that address specific dietary 

preferences. Through our research, we found that dietary claims that focus on specific lifestyles 

were largely polar with the majority of responses being negative. Consumers, both in the United 

States and in Thailand, claimed that it was very unlikely for them to purchase instant noodles 
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claiming to be vegan, meat free, or gluten free. These claims were very positive to a small group of 

consumers who live their daily lives on a specific diet. We recommend that these claims should not be 

highlighted on the packaging. While it is still important to advertise these claims, especially to greatly 

appeal to those with dietary concerns, we believe that putting these on the side or back of the container 

would help minimize the negative effect towards the general population. 
 

With these recommendations, Urmatt has the ability to move forward in additional product 

testing with a narrower scope of what potential consumers view as positive and negative attributes 

to a product. 
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Appendix A: Claims Survey 
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Appendix B: Table of Survey Recipients 

 

Platform Group/Email Alias 
  

Facebook Personal Accounts 
  

 Bristol, CT Talks 
  

 WPI Class of 2021 
  

 WPI Class of 2020 
  

 Chula International Exchange Students 
  

Worcester Polytechnic Institute Email Aliases Society of Hispanic Professional Engineers 
  

 Hispanic and Caribbean Student Association 
  

 Promotion of Animal Welfare Society 
  

 Omicron Delta Kappa 
  

 Alpha Xi Delta 
  

 Women’s Club Rugby 
  

 International Student Council 
  

 Alpha Phi 
  

 ASBMB 
  

Chulalongkorn University Line Groups STA Group 
  

 Basketball Team 
  

 SG 
  

 Baan 
  

 ybep 
  

 ISA Team members 
  

 International 
  

 ASEAN Group 
  

 Tris 
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Appendix C: Complete List of Claims 

 

Category Claim 
  

Dietary Vegan 
  

 Artificial flavors and coloring Free 
  

 Allergen Free 
  

 Gluten Free 
  

 Chemical and Preservative Free 
  

 Meat Free 
  

 MSG Free 
  

 Non-Fried 
  

Organic USDA Organic 
  

 Certified Organic 
  

 Organic 
  

 All Natural 
  

Environment and Social Compostable Packaging 
  

 Eco Packaging 
  

 Environmentally Friendly 
  

 100% Sustainable 
  

 Made with care for the environment 
  

 Eco Certified 
  

 Supports Family Farm 
  

 Biodegradable Container 
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Appendix D: Concept Boards 
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Appendix E: Pricing Survey 
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Appendix F: Pricing Graphs 
 
 
 
 
 
 
 
 
 
 
 
 

 

*Most profitable set of claims is product combination #7  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Certified Organic, MSG Free, Biodegradable container 
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All Natural, MSG Free, Biodegradable Container  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Certified Organic, Chemical and Preservative Free, Biodegradable Container 
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All Natural, Chemical and Preservative Free, Biodegradable Container  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Certified Organic, MSG Free, Supports Family Farms 
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All Natural, MSG Free, Supports Family Farms  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Certified Organic, Chemical and Preservative Free, Supports Family Farms 
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All Natural, Chemical and Preservative Free, Supports Family Farms 
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