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Abstract

The objectives of this research were to study the marketing strategies of healthy Thai herbs which
affected the purchase of consumers, Amphoe Pak kret, Nonthaburi and to compare the strategies, mentioned
above, based on demographic characteristics. The sample included 169 herbed-consumers. Questionnaires were
used as a research tool. Data were analyzed by frequency, percentage; mean, standard deviation, t-test, and
analysis of variance.

The results indicated that the overall marketing, strategies of healthy Thai herbs were determined
at high level. Considering into aspects, product and distribution channel aspects were determined at high level
while price and promotion aspects were determined at median level. The comparison between marketing
strategies of healthy Thai herbs which affected.the purchase of customers based on demographic characteristics
indicated that customers in different sex, age, marital status, monthly income, educational level had no
difference at significant level,in overall opinions. Those in different occupation had difference in overall
opinions at 0.05. Considering, into aspects, customers had difference in overall opinions toward product, price,
distribution channel; and promotion at 0.01. Considering into items, there was difference at 0.01 significant

level.
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