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ABSTRACT

The objectives of this thesis were to study the consumers’ attitude toward Chinese
herbs marketing mix and to study the factors affecting Chinese herbs purchasing behavior of the
consumers.

The sample consisted of 400 customers from Chinese herbs shop in Samphunthawong
district. Questionnaire was used as research tool and the statistic for analysis were Descriptive
statistics (Percentage, Mean, and Standard Deviation), t-test, One-Way ANOVA, Chi-Square test
and Correlation Analysis.

Research results show that the name of Chinese herbs that consumers knew the most
was chrysanthemum, shiitake mushroom, and ginseng accordingly. The pictures of Chinese herbs
that consumers knew the most were shiitake mushroom, chrysanthemum, lingzhi and ginseng
accordingly. Consumers had average attitudes toward all aspects of Chinese herbs marketing mix
(product, price, place, and promotion). Regarding the purchasing behavior, most consumers
bought Chinese herbs less than 1 time per month and the value was less than 500 baht per time.
Most consumers bought Chinese herbs to relieve aphthous, nourish their body and to refresh their
body. The people influencing purchasing behavior of the consumers the most was their family.
Results of hypothesis testing revealed that the level of Chinese herbs knowledge and the attitude
toward Chinese herbs were significantly different among different personal characteristics (for
example gender, age, highest education, monthly income, and race). Most consumers who had

different levels of Chinese herbs knowledge had significantly different purchasing behavior.



Lastly, the attitudes toward marketing mix of Chinese herbs affect the frequency and value of

purchase.



