1 ¥ d * @ L4
¥osesnsnuaiwuvdasy mwAafiuvesdilssneuns Sumnendsilifedmedu
dszaunnnisananiiinadenisaadulodadiniie

a o v 1 ‘ o =) o @ el ]
naafas Ny Iws Insluduneidias Sanmiadealu

Yorjilau od  ofuRuned
UFmIgshoumasia MNIFIUIHITYING
174 2y N 4 ~ o«
AnznssuMsapuMIRunuULdass fHemannsdeosys. udlassl  Uszsunssunis
819158 7. W37 Auddszm  Assums
p191sfesfing duaisna  nssums
UnAnaLe

msAnndadl Tagilsyaadifednummufaiuvesdusznounms fuuise
deflefodmudrulszmmunaniaiifinadensdadulefasmiendasudionayy i Tne
Tﬂatﬁusmsmq’:’ay‘ﬂmi%’amuﬁﬂumumné’ﬂsznaumﬁ%’mmum%nmfluénnmﬁm danda
@oelnai $au 131 au et lsiewfiuuureuanudies 112 8 Agunsai 118

ﬁﬂizﬂaumi%'mmumﬁmmmnﬁammﬁ";u‘lmjﬁmqsznin 41-50 1 5049
aaun fe filszneumsiifiongsendne 3140 3 GilszaeuntsdalugfiszernmdwdivAenisun
1 10 U sesann fle lidutiufvaassvin 5108 dreunvvasunmdmau 59.82 % fug
Uszasunnildadusinnmp wsvesesinandenssusmie 25.80 witugilszneunisii li
wefismmionaeu unz1420% dudilszaeunsiimeiiudiinsimie manandniifilszney
s Hrunndndimionas limesmioniasasionayuTnsvesssdmsindenssy As <hid
winauuSsnnanademiouuSinoy

aan1sAnE YD fuszneunisimvoniarudidudeileseduilssanmig
mramadiiinadensdafuladasimiheninio Aluszduanudfgfiuanaraiy &l

Q) osunBadun dilszreuntsfruvisnlianuddniusedy “drigannd
o> deilededes deluil Ao mmlneafevesndaiaid uagnsnlfoufuAudmuaeiguasfu

AMdga



@) fhodsdwsmn FuszasuntsFmvesnldnnuddgluszdu “ﬁﬁ'wmn"
aoilofuden deluil Ao sfmnzanindifosdundafustguediiludu nslilefidud
flige nsdeneszunsAa |

@3) fledsdrunistasmia ﬁﬂsznaums%’mmam‘lﬁmmﬁﬁmiﬁszﬁu
“difapnn” detlafadesde il Ae mmazmnlunsdade uitniadedudinais winau
euFntedw e TnswSmedenmieiAuusingnd

@ ihivdunsduriunssan filsveeumsiuvnitauddyiy
sty “didgpnn deilededesdelil e winnuviedlamlundasoeifivie msidaawd
Aeafump Insimdedng  mslawarhnfedey wiwiudiidfuassoudeasulse Tond
vesmyulns andadszpldmudfnsumuinadiudilaoddony  winoudld
usMs@

uenmnﬁyﬂné’nﬁ"uf‘iﬁﬂizfmums%’mmwm“lﬁmmﬁﬁ%ﬂmsﬁ’u “drfgun”
anilefudevdeluiide mmé’mma#éamaaﬁ'uﬂtmﬂ?‘aqnﬁ"lmzwﬁanm awauladiudaly

e a o -
mandnstonayu Insveadilszneuns nazanudesmsaanyududi lng



Independent Study Title The Opinion of Drug Store Owners toward Marketing Mix Factors
Effecting to the Decision to Distribute Thai Herb Products in

Muang District, Chiang Mai Province

Author Wiboon Asumpinpong
M.B.A. Business Administration
Examining Committee Asst, Prof. Orachorn Maneesong Chairman

Lecturer Dr. Patchara Tantiprabha Member
Lecturer Orapin Santidhirakul ~ Member

Abstract

The purpose of this study is the opinion of drug store owners toward marketing mix
factors effecting to the decision to distribute Thai herb products in Muang District, Chiang Mai
Province, Questionnaires were used to collect data from drug store owners in Muang District, Chiang
Mai Province. However, only 112 questionnaires were usable.

Most of the respondents were 41-50 years old. The second largest group of
respondents were between 31-40 years old. The majority had operated businesses for more than 10
years. The second largest group had operated businesses between 5-10 years,

Approximately 59.82 percent had distributed Government Pharmaceutical
Organization’s herb products. Those who had never distributed Government Pharmaceutical
Organization’s herb products and those who stopped distributing them that were 25.89 percent and
14.29 percent, respectively.

The findings indicated that the main reason that drug store owners stqpped
distributing the hex:b product of . the Government Pharmaceutical Organization .and had never
distributed them was “no contact from salesperson of the Government Pharmaceutical Organization.

The results of the study showed that drug store owners rated the importance of each

marketing mix factor as follows.



1. Product factor: The drug store owners rated the following subfactors as “the most
important level;” the safety of pr(;dncts and the exchanging of expired and damaged products.

2. Price factor: The drug store owners rated the following subfactors as “the very
important level;” the reasonable price, high profit margin and credit offering,

3. Place factor: The drug store owners rated the following subfactors as “the very
important level;” the convenience of ordering, fast delivery, toll fiee telephone for ordering or
consulting.

4, Promotion factor: The drug store owners rated the following subfactors as “the
very important level;” the product related knowledge of salesperson, the publicity of herb products,
advertising , the attractiveness of brochures related herb product attributes, distributor seminars
related herb products, and well-performed salespeople .

Furthermore, other subfactors that were rated as “‘the very important level” were
consumer demand, personal interest of drug store owners in Thai herb products and in supporting

Thai products.



