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JIRAPAK WONGCHEUN: FACTORS RELATED CONSUMERS DECISION
MAKING PROCESS FOR HERBAL SHAMPOO IN BANGKOK. INDEPENDENT STUDY
ADVISOR : ASST.PROF. DOWLOY KANJANAMANEESATHIAN. 99 pp.

This investigation aims to study the factors affecting the decision to buy herbal
shampoo in Bangkok. The population is 400 consumers in a department store in Bangkok.
Questionnaire is used as a tool to conduct a survey and to collect the data.

The result shows that the majority of the respondent is a
married female office worker, having the age between 31-40 years old and having the income
between 20,000-30,000 baht.

The respondents have familiar with the quality of the shampoo product, knowing
that an ingredient in the product may influence the quality. For instance, Kaffir Lime will
induce softness, light reflectance, and cleanliness of the hairs. This ingredient also helps to
prevent itchy of the scalp.

The respondents express that the characteristics of the product, such as non-
allergic to eyes, skin or hair falling; relatively cheap price; having quality-guaranteed symbol;
production and expiry date and having a variety of products with various prices, are important
factors affecting a decision to buy the product. They also feel that marketing channel, product
availability and promotion activity are also the crucial determinant in product consumption.
The sale-person who has represented the product is also affected the buying decision. Sale-
person with a good character working in a tidy and clean store will attract consumption. They
also anticipate that the sale-person knows the products in detail and can convey these good
characteristics to the consumers.

The contingency coefficient between the decision to buy the herbal shampoo and
the marketing strategy, marketing and sale channel, promotion activity, sale-person and
product presentation are highly related with statistical significant different at 0.05. The
respondents have used a herbal shampoo with Asian pigeonwings(Clitoria ternateal. as an
ingredient and they have brought the product once in every 3-4 months from the super market
in the department stores, based upon the suggestion from closed friends. Most of the
respondents have used this shampoo once in every 2-3 days for more than a year.
Concurrently, the “Apai Bu-Bet” herbal shampoo and “Dok-Bua-Koo” toothpaste are two
popular brand names of the herbal products.
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