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ABSTRACT

This independent study aimed to explore marketing mix factors affecting the 
consumer buying decisions of Thai Herbal Soap and Shampoo products in Mueang district, 
Chiang Mai province.  Data collection was conducted via the distribution of questionnaire to 
400 sample populations whose domiciles or residences were in Muang district, Chiang Mai and 
who were currently or used to be customers of Thai herbal soap and shampoo products. The 
data was then analyzed by descriptive statistic using for frequency, percentage, and means.

Based upon the studying result, most respondents were single female in the age 
between 20 -30 years old. They mostly held the independent type of career and earned for 5,000 
d 10,000 baht as monthly income. Their highest graduate level was the Bachelorfs degree. The
respondents learnt about Thai herbal soap and shampoo products from friendfs 
recommendation. The frequency for buying those products was once a month. The reason of 
buying the products was mentioned that the respondents wanted to try to use them. Purpose in 
using the products of those respondents was to have healthy skin. They made their own decision 
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to buy those herbal soap and shampoo products, and the place where they bought them was at a 
department store. The respondents bought the herbal soap and shampoo products in accordance 
with the beneficial effects they could gain from the products. Most of them would rotate to use 
different brands of product because they would like to try the new one. The most favorite type 
of herbal soap was the honey soap, and the most favorite herbal shampoo was the bergamot d
aloe shampoo.

From the study of marketing mix factors affecting consumer buying decisions of 
Thai herbal soap and shampoo products, respondents paid high level of concern respectively 
towards the factors namely product, price, promotion, and place/distribution channel.

In term of product factor, the respondents paid concern on the first three sub-
factors namely productfs beneficial effects, safety and non-irritation, and the product quality 
certified by Department of Medical Sciences.

In term of price factor, the respondents paid concern on the first three sub-factors 
namely reasonable price comparing with its quality, explicit price label, and various rates of 
price.

In term of distribution channel factor, the respondents paid concern on the first 
three sub-factors namely easy accessibility, product availability, and many places for 
distributions that facilitated consumers to purchase products.

In term of promotion factor, the respondents paid concern on the first three sub-
factors namely services from sale officers, promotions such as price reduction and premium 
products contribution, and the given documents introduced products and advantages of each 
herb, and offered product information such as sources of raw material used for each product.
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