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Abstract 234149

~ This research aims at investigating market system and forecasting the demand
on herbal products, consumer behavior towards herbal products and presenting a
marketing plan for herbal products of small and micro community enterprise of
Ubonratchathani.

This research is to focus on herbal cosmetic products. As for the research
method, the population involved in this research can be classified into two groups: 1.
400 consumers using herbal products and 2. three groups of small and micro community
enterprise leaders producing herbal cosmetic products. Accidental Sampling and
Purposive Sampling were used with both of the groups respectively. Field survey was
done by the use of questionnaires to collect data. The collected quantitative data was
analyzed by using Descriptive statistics, LSD and Time series forecasting Method. The
analysis outcome was brought together with the results of qualitative analysis from
Depth Interview to draw a conclusion and design a marketing plan for herbal cosmetic
products, hold a Focus Group Interview between marketing specialists and product
designers together with the leaders of small and micro community enterprise to deal
with marketing plan improvement. :

The results of the study shows that a market system of herbal cosmetic products
in Ubonratchthani begins with purchasing raw materials that can be produced within the
community and some are imported materials. There are two types of distribution: 1.
Direct channel and 2. Indirect channel. Direct channel consists of a place of distribution
at Ubonratchthani’s OTOP center, telemarketing and a group membership. For Indirect
channel, the sale is done through cooperation with other shops. The forecast of the
demand on herbal cosmetic products tends to continue constantly.

The result of the investigation on consumer behavior towards herbal cosmetic
products shows that most of the consumers were female aged between 21 and 30,
graduated with Bachelor’s degree, mostly students, and had an income of 6000 Bahts
per month. Most of the informants used herbal soaps with the reasons that they were
good for their skin. They had used this type of products less than a year. They
purchased the products for their own use from general convenient stores. Money used
for each purchase was less than 500 Bahts. The frequency of their purchase was once a
month. They received the information of the products from friends. A major problem
mentioned by the consumers was the availability of the products in the market. The
most influential factor that affected the consumers’ decisions was 1. Products’ safety.
The products needed to have dates of manufacture and expiration, 2. Price. The price of
the products should be reasonable and varied, 3. Channel of distribution, The place of
distribution must be convenient and satisfy the consumers’ need, 4. Marketing
promotion. Salespersons must be well informed about the products and able to give
advice to customers.
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Marketing Plan for herbal cosmetic products should focus on potential
consumers especially female aged between 20 and 40, with moderate income,
bachelor’s degree, students and government officials, living in the northeast areas and
provinces with famous attractions. Secondary target group is focusing on spa and
beauty.

Marketing mix strategies should be as the followings:

Product strategy should aim at producing quality products from local wisdom
and having unique quality. There should be a wide range of products and improvement
on packages.

Price strategy should be made on the basis of cost oriented and relevant to
competitors’ price. However, pricing the products according to their quality and with a
wide range is also important.

Distribution strategy. There are two channels: 1. Direct channel is at the OTOP
center of Ubonratchathani, uses telemarketing and membership and has cooperation
with other businesses such as spa and beauty. 2. Indirect channel is made through
cooperation with other stores or business.

Promotion Strategy. 1. The use of Personal Selling should aim at recruiting
useful salespersons having sales techniques. 2. Advertising. This step aims at producing
advertising media such as brochures providing details of the products and making an
attractive point of purchase. 3. Sales Promotion. Credits such as free gifts and special
discount should be offered to spa or the businesses that purchase a large sum of the
products. There should be free trial products for customers as well. 4. Public Relations.
Participating in the trade shows organized by different organizations can help distribute
the products and make the customers know more about the products. 5. Direct
marketing should be done through phone calls.





