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Abstract
The purpose of this research is to study the market segmentation of Bangkok and
Surrounding Market and their target groups of Thai herbal products. The exploratory research was
sampled from 200 consumers in Bangkok (Siam-Square) and Surrounding areas (Nontaburi and
Patumthanee). Three sampling methods consisting of non-probability sampling, purposive sampling
and accidental sampling was used in this study. The collected data were analyzed by Hierachical

Cluster Analysis. The results were found that the segmentations and target markets of the herbal

products could be categorized to be nine groups depending on the market quality and market

size.
Key Word Market Segmentation , Market Targeting of Thai herbal Products,
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