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ABSTRACT

The objective of this independent study was to study the marketing mix faqtors affecting
consumer decision to purchase Thai herbal shampoo in Bangkok metropolitan area. The samples
of this study were 350. Questionnaire survey was employed. Data was and analyzed by
descriptive statistics, such as frequency, percentage, and mear.

The study found that the majority of respondents were female with single status, and ages
were between 21-30 years old. Most of them were employees of a private sector. The average
incomes was 5,001-10,000. In addition they received the bachelor degree.

Marketing mix factors affecting consumer decision to purchase herbal shampoo the study
found that the respondents rated the importance of marketing mix factors to purchasing herbal
shampoo at average of high level as following channel of distribution, price, product, and
promotion respectively. The highest mean for subfactor of the channel distribution was in buying.
The highest mean for subfactor of the price was price per item. The highest mean for subfactor of
the product was quality. and the highest mean for subfactor of the promotion was sales

promotion, such as sales discount and premiums.



In terms of purchasing behavior, the study found that most of the respondents bought
herbal shampoo once a month. The persons who influenced on their purchase decision were
themselves. Most of the respondents bought herbal shampoo from department stores or
convenient stores. The reasons for buying were depend on product quality. For sales promotion
most of the respondents want to have price discount . The most affective advertising media was
televisions. The cause for changing the brand was they want to try the other brand. For using
behavior aspect, the study found that the using period of the product was 2-3 days. The most
important reason of using herbal shampoo was the respondents wanted to try the product. Most
of the respondents using herbal shampoo mixed with Citrus hystrix, and premiums that they to
interesting was cosmetics bag.

For the problems of marketing mix factors, the study found that the respondents rated at
average of mean at high level as following price, channel distribution, product and promotion,
respectively. The highest mean for subfactor of the price was price per item. The highest mean for
subfactor of the channel distribution was difficulty to find the product. The highest mean for
subfactor of the product was quality, and the highest mean for subfactor of the promotion was no

advertisement.



