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Abstract

The purposes of this independent study were to study and
analyze 1) personal factors 2) marketing mix factors 3) their buying
behaviors of health food supplement from herbal of 400 consumers
aged over 25 years old in Yaowaraj business area, Bangkok. By using
closed questionnaire and analyzing data of percentage, frequency,
mean, standard deviation and One-way ANOWA at the statistical
significance level of .05.

The study result found that most respondents were female,
aged 25-35, single status, held bachelor's degree, employee and
earning 9,000-20,000 baht a month. Buying once a month with expense
501-1,000 baht. Product perception gain from relatives/friends. The
most influencers were a doctor/pharmacist. The reasons were to
maintain healthy by focusing on the heart and lung. The first time trial
was from the relatives recommended. And the shopping place was
pharmacies. The marketing mix factors affected buying behavior
showed that the impacted of price was at high level, allow for bargain.
The product at high level, focusing on products flavors variety.

Distribution channel at moderate level, require ease of
opening hours and the marketing promotion at moderate level should
be having free sampling. The respondents had a high level of opinions
and agreed on herbal health food supplements are increasingly. The
result of this hypothesis was found that consumers with different
demographic vary in age, level of education, status, occupation and
income were not different in buying of marketing mix factors. But differ
on sex with marketing promotion factor of which females have more

purchasing decisions than males.

Keywords: Health Food Supplement, Herbal Products
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