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Abstract 2 2 2 5 3 2

The purposes of this study were to investigate the consumers’ behavior and factors
affecting their decision to buy herbal tea. The informants of this study were 400 people
with the age of 15 years upward, living in Bangkok. Questionnaires were used to collect
the data. Frequency, percentage, arithmetic mean, standard deviation, Chi-square, t-test,
ANOVA, and Scheffe analysis were used to analyze the data via SPSS software.

It was found that most informants were female with the age range from 25-35 years,
holding bachelor’s degree, and earning 10,000-20,000 bath/month.

It was found that the chrysanthemum tea pack containing 10 bags was most popular
among consumers. OTOP herbal tea was preferable because the consumers were fond of its
smell and taste. The information labeled on the side of each pack was given importance. It
was consumed one day per week. The decision to buy the herbal tea was made by the
consumers themselves. Paper package was selected. The purchase of 51-100 baht per time
was made for self-consumption. The herbal tea was recommended by friends or relatives.
The trial of the tea at the promotion stall in department stores made them decide to buy it.

With respect to the analysis of relationship between the consumers’ personal status
with their behavior in buying herbal tea, 2 items were found related to sex, 6 to age, 2 to
educational background, and 3 items to average monthly income.

Regarding the significance level of factors affecting decision to buy herbal tea, it was
rated, as a whole, by aspects and by items at a high level. However, the detailed
investigation revealed that the items related to making method, net weight, variety of
packages, product arrangement on the shelves, gifts, and discount were rated at a moderate
level.

The comparison of the significance level of factors affecfing consumers’ decision to
buy herbal tea with regard to their personal status revealed no differences in an aspect
related to sex but differences were found in 2 items related to age, 1 to educational
background, and 2 items to avefage monthly income. The statistic significance level of this

study was set at .05.





