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PURCHASING DECISION PROCESS IN BUYING THAI HERBAL
MEDICINE OF CONSUMERS IN BANGKOK

Nualpan Thtemsuwan

Dr. Teerawat Paibunkulkorn

ABSTRACT

The objectives of this study can be classified mnto 3 goals{“The first goal 1s to study the

icvel of consumers’ purchasing decision process in -buying Thai Herbal Medicine. The second goal

15 to find out the impacts of the demographic tactor towards consumers’ purchasing decision process
in buying Thai Herbal Medicine. The last goal 18 to scrutinize the impacts ot thermarketing mix
factor towards such process. The study is based on the survey research using questionnaires-to collect

the data for 450 samplings from- the target population, that 1s, the consumers-m- Bangkok miterested

in Thair Herbal Medicine and having purchasing power to buy this medicine in-the future through

the multi-stage random _sampling method. In order to analyze the dath, both descriptive statistics
such as<he frequency, the percent frequency, the means the standard deviation and inference statistics
particularly the t—test statistics, the F—test statistics, and the regression analysis are applied in this study.

The results obtained from the descriptive statistics suggest that most of the respondents are

female and single. The ages are between 20-30 years old with highly educational level at bachelor

]
k

degree. Most are working \in private companies or as employees having average income of aboult
0,001-15,000 bah(. Wilh respect to consumers’ purchasing decision process as  a whole and in details,

they are foundlout to be on the high level ranking from need rccognition tollowing by cvaluation

ol alternative, and information scarch.

As far as the inference statistics 1s concerned, 1t can be concluded that differences in
demographic factor such as gender, age, occupation, and income causecs no differences in consumers'
purchasing decision process. Diffcrences 1n status gencrates differences in consumers' purchasing

decision process in terms of need recognition, evaluation of alternatives, and purchase decision while

differences in education generates differences in consumers' purchasing decision process in terms of
information search.

The marketing mix factor, namely, product, price, place, and promotion play an important
role to consumers' purchasing decision process on the whole and m terms of evaluation of alternatives,
In terms of need recognition, it 1s influenced by pricc and promotion while the mformation search

is influenced by placc and promotion.

Keywords: Purchasing decision process in buying/ Thai herbal medicine
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