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Abstract

The objective of the study is to develop a conceptual model of Thai herbal
purchasing loyalty. A qualitative in-depth interview is used to gather data from Thai
herbal online purchasing customers to modify the conceptual framework of the study,

Conceptual model consists of prior experience, E-quality, attitude toward
purchase, trust in online merchant and loyalty. A prior experience consists of an
experience of herb usage, online herb purchase and internet usage. Moreover an
E-quality consists of information quality, systems quality, services quality and products
quality.

The survey results of respondents who had experience in online purchasing
of Thai herbal products found that good attitude, best services, and product quality can
create loyalty. However, good attitude online herbal product purchasing can enhance
with more trust in online merchant, prior online herb purchase, and prior internet usage.
On the other hand, good quality of information, online system quality, services and
products enhance trust in online merchants.

The limitation of this research focuses the determinants that indicate loyalty
of respondents who have ever purchased Thai herb online. Future research can extend
the study by comparing online and offline purchases or studying the impact of culture

on online herbal product purchase in many countries.



