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ABSTRACT

The purposes of this cross-sectional survey are to examine prevalence of herbal
cosmetic One Tambon One Product (OTOP) products purchasing and to survey
opinions regarding the products among undergraduate students in Bangkok using self-
administered questionnaires.

Of 1,700 questionnaires distributed, 1,188 completed questionnaires were
returned. The result indicated that 28% of the respondents had purchased herbal
cosmetic OTOP products. Soap/shower cream, shampoo/conditioner, and scrubbing
agents were the top three herbal cosmetic OTOP products purchased. The study also
revealed that 71.51% of the respondents indicated that they would purchase herbal
cosmetic OTOP products in the future.

With respect to opinions regarding the products, most of the respondents had
no idea about quality (48.73%), reputation (47.59%) or attractiveness of appearance,
packaging and color of the products (37.36%). However, most of them (59.54%)
agreed that the price of the products was lower than that of general cosmetics. About
43% of the respondents thought that distribution channels and selling places were not
sufficient. In addition, a majority of them (43.63%) thought that there was not enough
advertising through various media.

When comparing buyers and non-buyers, the results showed significant
differences in age, gender, places of birth, living style, types of university, buying
style, perception regarding quality of Thai-made products and frequency of using
herbal products. In addition, it was found that buyers had a significantly more positive
opinion regarding the product than non-buyers.

These findings suggest that to promote the sales of such products among this
population, several strategies should be employed. For example, the government
should launch campaigns to increase acceptance of Thai-brand products and establish
more distribution channels or selling shops. In addition, quality as well as appearance
and packaging of the product should be improved.

KEY WORDS: HERBAL COSMETIC/ OTOP PRODUCT/ UNDERGRADUATE
STUDENT/ OPINION/ PURCHASING DECISION
114 P. ISBN 974-04-5859-9
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CHAPTER |
INTRODUCTION

Background and rationale of the study

In 2002, Thai Government had established the “One Tambon One Product” or
“OTOP” policy in order to solve the country’s poverty issue, to build the strong
economy in the long run, and to facilitate prosperity. OTOP is a project aimed to
empower the local villages with the capacity to develop one unique major product of
their own that also possesses strong characteristics attribute to each of the local areas.
OTOP policy emphasizes on the self-reliance of the community, using its folk wisdom
and local resources, and walks of life from generation to generation to generate jobs
and income. The slogan of OTOP is “OTOP policy-development from the grass roots
to the economic roots” (1).

The Government launched a lot of campaigns and projects to promote OTOP
products. Lots of advertising via television, newspaper, radio and various types of
media showed the big effort to increase name recognition and to promote the sale.
Many OTOP centers in many areas were established in order to provide more
convenience for consumers such as Thailand OTOP Plaza at Pratunam Center, OTOP
Shops at Thailand Export Mart, and OTOP centers in many provinces such as Chiang
Mai, Mae Hong Son, Phetchaburi, Prachuap Khiri Khan, Ubon Ratchathani and
Nakhon Sawan (2). Furthermore, many OTOP festivals were established to stimulate
sales. Examples of these festivals are OTOP City Fair 1 and 2 at Impact Exhibition
Center, Muang Thong Thani, Nonthaburi, which have been established for two
consecutive years (3). As the result, starting from October, 2002 to October, 2003, the
OTOP products generated the total sales of 33,276 million Baht, which was 166.39%
more than expected (4).

Presently, various types of OTOP products are available in the markets.
According to the Office of Small and Medium Enterprises (SME) promotion (5), the

products are officially classified into six categories, which are food, drinks, garment



Farsai Chanjaruporn Introduction / 2

and clothing, utensil and ornaments, art pieces and souvenirs, and herbal products.
Herbal product is quite popular among Thai people. This product can be classified into
several categories, such as herbal medicine, herbal cosmetic, herbal food, and herbal
drinks. Presently, many promoting campaigns providing knowledge about the
advantages of the herbal products are launched via various types of media. Many
consumers perceived that by using herbal products, they would experience fewer side
effects (6, 7). Some believed that the price of herbal products is not expensive (7).
Based on the local wisdom and the non-complicated production technique, various
types of herbal products can be produced in the village level.

Among herbal products, herbal cosmetic product is one of the popular products
with enormously acceptance among Thai people. Some examples of herbal cosmetic
products include herbal hair shampoo, herbal hair conditioner, herbal soap, herbal
cream, herbal lotion, and herbal toothpaste. Due to the simple production procedure
and low cost of production, these products are produced throughout the country by lots
of housewife’s associations and OTOP associations. Since these products can be
produced and distributed for use in the village levels, moreover they can be used in
everyday-life then they are widely used throughout the country. According to the
survey of the National Statistic Office (8), 64.4% of the respondents said that they
tended to consume this kind of products in the future.

Undergraduate students or people at this age are more likely to be the target of
cosmetic products. Moreover, this group of people, especially undergraduate students
in Bangkok has been considered as the potential group of customers by cosmetic
industry. This people use various types of cosmetic products in everyday-life to
promote their good looking and personality. They also tend to seek for a variety of
satisfied products. Many studies were conducted to examine behavior on cosmetic
purchasing and factors related to cosmetic consumption behavior among
undergraduate students (9-10). A few studies examined specifically at herbal cosmetic
products. Several surveys were conducted to examine the prevalence of OTOP
products purchasing and characteristics of the purchasers. However, no previous
research was conducted in order to gather information regarding herbal cosmetic
OTOP products among undergraduate students before.
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Guided by related literatures (9-27) and Kotler’s model of buyer behavior (28),
this study is the first research examining the prevalence of herbal cosmetic OTOP
products and opinions regarding herbal cosmetic OTOP products among
undergraduate students in Bangkok.

Besides the fact that undergraduate students are considered as the new
generation, the undergraduate students in Bangkok were also considered as the leader
in fashion and in the new trend. They are also considered as the potential group of
cosmetic customers. By knowing how they think about the products would be of
importance to satisfy their need and, finally, to expand the market of such products
among this population. The knowledge gained from this study can be used by
producers for product development. Also, they can be used for planning the
appropriate marketing strategies to fit the desires and to gain more sales. In addition,
the results of this study may generate important benefits to the government because
the information and the findings gathered may contribute some ideas about the more
effective and efficient approaches to encourage the sales. Finally, if we can promote
the use and acceptance of herbal cosmetic products among the young people, the use

of such products would be longer sustained in the country.

Research questions

1. What is the prevalence of herbal cosmetic OTOP products purchasing among
undergraduate students in Bangkok?

2. What are opinions of undergraduate students in Bangkok regarding herbal
cosmetic OTOP products?

3. Are there any differences among those who have ever purchased herbal
cosmetic OTOP products and those who have never purchased herbal cosmetic
OTOP products before?

Objectives of the study
1. To survey the prevalence of herbal cosmetic OTOP products purchasing
among undergraduate students in Bangkok.
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. To survey opinions regarding herbal cosmetic OTOP products.
. To compare the differences among those who have ever purchased herbal

cosmetic OTOP products and those who have never purchased herbal cosmetic
OTOP products before.

Hypotheses

H 1: There are significant differences between buyers and non-buyers in their

H 2:

opinions regarding herbal cosmetic OTOP products, specifically;

y gl

H1.2:

HeE3

H1.4:

There are significant differences between buyers and non-buyers in
their opinions regarding product of herbal cosmetic OTOP products.
There are significant differences between buyers and non-buyers in
their opinions regarding price of herbal cosmetic OTOP products.
There are significant differences between buyers and non-buyers in
their opinions regarding selling place of herbal cosmetic OTOP
products.

There are significant differences between buyers and non-buyers in

their opinions regarding promotion of herbal cosmetic OTOP products.

There are significant differences between buyers and non-buyers in their

characteristics, specifically;

H21:

H2.2:

H2.3:

H 2.4:

There are significant differences between buyers and non-buyers in
their cultural factors.

There are significant differences between buyers and non-buyers in
their social factors.

There are significant differences between buyers and non-buyers in
their personal factors.

There are significant differences between buyers and non-buyers in
their psychological factors.
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Scope of the study
1. Only the following categories of herbal cosmetic OTOP products were
studied;

— herbal hair shampoo
—herbal hair conditioner
~ herbal soap
~ herbal cream and lotion
—herbal toothpaste
—herbal scrubbing agents
~herbal face-masking agents

2. Only the undergraduate students in Bangkok are studied.

3. The time period of the study is starting from September-December, 2004.

Significance of the study

From this study, the government may use the results to evaluate the current
promoting strategies whether they are efficient and effective in order to establish more
appropriate approaches to encourage the sales of herbal cosmetic OTOP products and
to develop more powerful plans to capture this new potential market.

The OTOP producers may gain benefits from this study as well. They may use
the findings to get insight into the needs of this group of people. Therefore, they would
be able to improve quality of existing products, to design new satisfied products, and

to design effective marketing strategy to fit the desires of these consumers.

Operational Definitions
1. OTOP product: A product that has been registered as ‘OTOP’ by the
Department of Industrial Promotion, Ministry of Industry.
2. Herbal OTOP Product: OTOP product that is classified as the herbal OTOP
product according to the Department of Industrial Promotion, Ministry of
Industry.
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3. Cosmetic: Preparations designed for use by applying, rubbing, powdering,
spraying, or otherwise applying to any part of the body to cleanse or beautify,
including skin-care products but excluding ornament and clothing (29).

4. Herbal Cosmetic OTOP product: Herbal OTOP product that designed for use
by applying, rubbing, powdering, spraying, or otherwise applying to any part
of the body to cleanse or beautify, including skin-care products but excluding
ornament and clothing. In this study, this product includes hair shampoo and
conditioner, shower soap and cream, cream and lotion, toothpaste, scrubbing
agents and face-masking agents.

5. Buyer: The respondents who have ever purchased herbal cosmetic OTOP
products.

6. Non-buyer: The respondents who have never purchased herbal cosmetic OTOP
products.

7. Intender: The respondents who indicated that they will purchase herbal
cosmetic OTOP products in the future.

8. Non-intender: The respondents who indicated that they will not purchase

herbal cosmetic OTOP products in the future.
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CHAPTER II
LITERATURE REVIEW

1. One Tambon One Product (OTOP)

As Thailand had faced the economic crisis in 1997, both agricultural and
industrial sectors were in recession period. Therefore, in 2002, the government had
established the “One Tambon One Product” or “OTOP” policy as one of the strategies
to solve the country’s poverty issue, to build the strong economy in the long run and to
facilitate prosperity.

The One Tambon One Product is a project aimed to empower the local villages
with the capacity to develop one unique major product of their own that also possesses
strong characteristics attribute to each of the local areas. The government is fully
confident that the One Tambon One Product Project would facilitate prosperity to the
local areas and enable the local people to raise their standards of living, mindful of the
production methods that take into account in transforming local resources to value-
added products in sustainable manner (30).

The One Tambon One Product (OTOP) was initiated by the inspiration from
the One Village One Product, which was originally started in Oita Prefecture in Japan
(31). The OVOP aimed to improve upon/refine the locally available resources and
produce goods that are acceptable internationally. Therefore, the Thai government has
been promoting the local industry through the manufacturing of attractive specialty
products based on the abundant native culture, tradition and nature. This campaign is
called, One Tambon One Product (OTOP) in Thailand because the target area is the
administrative unit called, Tambon, which is the equivalent of village or town in
English.

OTOP policy was initiated right along with the supportive policy of the SMEs,
both of which are regarded as laying the economic foundation of the country. In
essence, the policies of OTOP and SMEs have one goal in common, which is the

attempt to strengthen the small business units all over the country for the benefit of
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country's sustainable economy. The only difference is the OTOP policy stresses the
capability of community to be self-reliance, to generate job and income by using its
folk wisdom and local resources, and to promote future walks of life from generation
to generation. The slogan of OTOP is “OTOP Policy-development from the grass
roots to the economic roots” (1).

The process of creating income via self-reliance is an approach that focuses on
the ability of the local community to generate sustainable income from effective
commercialization of unique products that possesses strong geographical attributes.
The approach seeks to provide adequate support and to promote local production
capacity with the view to ensure that the local people can successfully develop and
market their distinctive village products by relying primarily on local expertise,
human capital tacit ness, natural resources, as well as creativity. To be self-reliance, it
is necessary that the process also strive to enhance the quality of the products to meet
the international standard in order to facilitate greater access to the global market.

In brief, policy rationales, objectives, goals and strategies of OTOP are

described, as follows (30).

Policy Rationale:

1. Employment and income creation for local community and people

2. Strengthening the capacity of the local community to be self-reliance in
areas of local development
Promoting traditional knowledge, local resources and manpower utilization

4. Promoting human resource and human capability development

5. Encouraging creativity and innovations of the local community, especially
in developing local products in accordance with traditional ways of living

and cultures

Objectives:

1. Developing local community capacity to create jobs, employment, income,
and better standards of living.

2. Strengthening the capacity of the local community to become self-reliance.
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Goals: Enhancing the capacity of the local community in producing high

quality-products that are suitable for marketing at the local, national, and international

levels.

1.

2.

Generating better standard of living and higher income for the people in
local villages.
Enabling the local villages to become self-reliance.

Strategies:

1.

Utilizing traditional knowledge, local labor and resources in the production
of local products with strong and distinctive local attributes.

Focusing on products that do not produce undesirable externalities to the
environment and natural resources.

Promoting local and regional economic development.

Establishing strong network of professional associations.

Emphasizing close cooperation and collaboration between central
government agencies and local governing bodies in the production process,
as well as on the expansion of national and international market bases

through retail and internet systems.

Thai Government has taken the OTOP policy seriously with a number of

tangible plans, for instances, establishment of the special agencies for assistance in

product development to meet the quality standards and marketing requirements,

arrangement of the financial sources, business advisory, market promotion, and the

promotional official website "www.Thaitambon.com".

Moreover, the government has also developed several projects to support the

OTOP policy. These projects are explained, as follow.

1.

Immediately grant a grace period for both interest and principle payments
for 3 years for individual small farmers. Therefore, theses projects could
relief their debt burden as part of a comprehensive reform of the traditional
farm economy to be more viable and self sustaining in the long term.

Establishment of the Village and Urban Revolving Fund, funded with one
million baht each as a loan facility available for individuals and households
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of each community to borrow for local investment and supplementary
vocations.

Establishment of People's Bank to ensure better and improved access to
banking facilities and resources for low income citizens to enhance their
capacity to increase their income from self employment and thus reduce
their dependence on unorganized and punitive money market sources.
Establish the Bank for Small-and Medium-sized Enterprise in order to
promote existing and to increase the number of entrepreneurs in a
systematic manner. The vision of the bank is to expand the national
productivity base, to increase additional employment opportunity, to create
income, to promote exports, and to serve as the mainstay for future

national economic growth and stability.

Figure 1 represents OTOP logos created by the Department of Export

Promotion (32). The OTOP logo is a symbol of excellence for grass-root products. It

is awarded to those handcrafted items produced in village communities that reach the

high standards set by the OTOP National Committee and have good potential for

Figure 1: OTOP logos created by the Department of Export Promotion
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However, at present, the logo has been changed as shown in figure 2 (33).

A
OTOP

. One Tambon One Product |

Figure 2: Logo of OTOP product at present

Since, there are various types of OTOP products available in the markets.
These products could be classified into six categories as follow (5):
1. Food
Drinks
Garment and clothing
Utensils and ornaments

At pieces and souvenirs

o o~ DN

Herbal products

Herbal OTOP product, one category of OTOP product, is quite well known in
Thailand. Herbal OTOP products can be further classified into herbal medicine, herbal
food and beverage, and herbal cosmetic. Examples of favorite herbal cosmetic OTOP
products are herbal shampoo, herbal hair conditioner, herbal soap, herbal toothpaste,
herbal cream and lotion. We can say that the above consumer products have direct and
indirect impacts for everybody in the family. At present, Thai people can easily buy
herbal product from anywhere. In addition, continuous support from the government
made the OTOP products including herbal OTOP products become more popular and
also encourage people to buy more. The reasons behind the popularity of herbal
products are as follows.
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1. Currently, the government has set up the policy to support the use of herbal
products as well as Thai Traditional Medicine and folk wisdom. Lots of campaigns
were launched to advertise and promote the benefits of them. Therefore, consumers
were more aware of using the herbal products. Also, as a result of the promoting
campaigns that provided knowledge about the advantages of herbal products,
consumers perceived that by using the herbal products, they would experience fewer
side effects and that herbal products are safer for use (6, 7).

2. Price of some herbal products is not that expensive (7). In addition, they
are widely available in Thailand. Moreover, people in the rural areas have the ability
to produce some kinds of herbal products by themselves for using and distributing in
the local levels. Examples of popular herbal products among village producers include
herbal medicine (e.g. turmeric), herbal cosmetic (e.g. herbal soap, shampoo, hair

conditioner, cream, lotion) and herbal food and beverage (e.g. ginger).
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The number of total OTOP producers in 2004 is equal to 37,754. Figure 3
shows the number of OTOP manufacturers/ entrepreneurs, in the year 2004, separated

by types of products (34).

8000

7367
7446

Number

Food Drinks Garmentand Utensilsand  Art pieces Herbal
Clothing ornaments and Souvenirs  products
Types of products

O Communities W SMEs

Figure 3: The number of OTOP manufacturers / entrepreneurs, in the year 2004,

separated by types of products
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Total revenue of OTOP sales as summarized by Bureau of Community
Enterprise Promotion, Community Development Department, Ministry of Interior (35-
38) is described in tablel.

Table 1: Total revenue of OTOP sales

Collection Period / Event -Re-venue Remark
(Million Baht)
Jan-Sep 2002 1o s -
Oct-Sep 2003 33,277 -
Oct-Sep 2004 46,277 -
OTOP City 835 Cash Sale only,
(21-28 Dec, 2003) Excluding
purchasing order
OTOP City 833 Cash Sale only,
(18-26 Dec, 2004) Excluding

purchasing order




Fac. of Grad. Studies, Mahidol Univ. M.M. (Health Business Management) / 15

There were 29,385 OTOP products from all over the country that took parts in
the OTOP product champion contest 2004, held at the Impact Exhibition Center,
Muang Thong Thani on November 15, 2004. This figure is greater than last year,
which was only about 16,000 products. The number of products applied for the OTOP
product champion certification in this contest, in district and sub-district level is
shown in table 2 (39).

Table 2: The number of OTOP products that applied for OTOP product

champion certification, 2004

Number of products applied in district

No. Category
and sub-district level (Items)
1. Food 8,041
2. Garment and clothing 7,567
3. Utensils and ornaments 7,514
4.  Art pieces and souvenirs 2,373
5. Drinks 2,077
6.  Herbal Products 1,813

Total 29,385
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After the contest finished, there were 28,910 products that received
certification, as shown in table 3 (40).

Table 3: The number of products that received certification from the OTOP

product contest in 2004

Number of products applied in district

No. Category —
and sub-district level (Items)

1. Food 7,837
2. Garment and clothing 2,045
3. Utensils and ornaments 7,476
4. Art pieces and souvenirs 7,426
5. Drinks 2,345
6. Herbal Products 1,781

Total 28,910

Of those 28,910 items, they were classified into 1-5 stars as described in table 4.

Table 4: Classification of OTOP product certification

Category Number of products (Items)  Percentage
5 Stars Products 2,987 10.33
4 Stars Products 5,240 18.12
3 Stars Products 8,395 29.04
2 Stars Products 10,060 34.80

1 Stars Products 2,228 7.71
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For herbal OTOP products, there were 779 items that have been certified as 3-
5 stars products. The details are presented in table 5.

Table 5: Classification of herbal OTOP product certification

Category Number of products (Items)
5 Stars Products 103
4 Stars Products 191
3 Stars Products 485
2 Stars Products 788
1 Stars Products 214
Total 1,781

2. Consumer buying behavior

Buying behavior is the decision processes and acts of people involved in
buying and using products. Consumer behavior is defined as the study of the buying
units and the exchange processes involved in acquiring, consuming, and disposing of
goods, services, experiences and ideas (41). Consumer behavior can be defined as the
behavior that consumers display in searching for, purchasing, using, evaluating and
disposing of products and services that they expect will satisfy their needs. The study
of consumer behavior is the study of how individuals make decisions to spend their
available resources (money, time, effort) on consumption-related items. It includes the
study of what they buy, why they buy it, how they buy it, when they buy it, where
they buy it and how often they buy it. It is an interdisciplinary science that involved
psychology, sociology, social psychology, cultural anthropology and economics
concepts (42).

Consumer behavior has several implications for marketing strategy. Knowing
consumer buying behavior helps marketer better understand why consumers make the
purchases they make, and what factors influence consumer purchases. As the result,

marketers can effectively design marketing strategies to promote their products. In
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addition, marketers are able to better predict how consumers will respond to their
marketing strategies by knowing consumer behavior.

While there are many models in consumer behavior theories decision (42, 43),
there is a core of information, which is represented. This study will mainly refer to
Kotler’s theory about consumer’s behavior due to his well-known model of buying
behavior. This model also explains a large picture of consumer’s buying behavior,
buying decision process, and factors affecting buying decision. This model is shown

in figure 4.
Marketing Other Buyer’s Buyer’s Buyer’s
Stimuli Stimuli Characteristics decision process decisions
-Product -Economic -Cultural -Problem recognition -Product choice
-Price -Technological s -Social -Information search N -Brand choice
-Place -Political -Personal -Evaluation of -Dealer choice
-Promotion | -Cultural -Psychological alternatives -Purchase timing
-Purchase decision -Purchase amount
-Postpurchase
behavior

Figure 4: Model of Buyer Behavior (28)

According to this model, factors that influence buyer’s decision can be
classified into three main groups:

1. Marketing Stimuli; Product, Price, Place, Promotion

2. Other Stimuli; Economic, Technological, Political, Cultural

3. Buyer’s Characteristics; Cultural, Social, Personal, Psychological

Marketing stimuli
Marketing stimuli concerns about the product itself, price of the products,
distribution channel, and the promotion strategy used to stimulate sales.
Product: Product characteristics such as quality, reputation, and

packaging are needed to be considered when developing and marketing any products.
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By knowing characteristics of products that consumers need, we can better develop
appropriate goods that fit their desired.

Price: Price of product is very crucial in marketing any product.
Consumer will evaluate the price as compare to the value of product before making
decision. Therefore, knowing what consumers think about the price will lead to better
develop pricing strategy for the product.

Place: In this model, place is related to distribution channel of the
products. This factor is also important because the consumers usually buy things at
convenient places. Therefore, understanding about the suitable places or locations that
provides convenience to the consumers may help generate more sales.

Promotion: Advertising and price discounting are two major factors
we need to concern whether they are sufficient and appropriate since these promotion

strategies are very powerful tools usually used to enhance sales.

Other stimuli
Besides marketing stimuli, there are also other stimuli that affect buying

decision. These stimuli consist of economic, technological, political and cultural.

Buyer’s characteristics

Not only the external stimuli that influence buying decision, consumer’s
purchasing decision is also affected by buyer's characteristics. These characteristics
can be classified as cultural, social, personal, and psychological factors.

Cultural: This factor includes culture, subculture, and social class.

Culture refers to the set of values, ideas, and attitudes that are accepted by a
homogenous group of people and transmitted to the next generation. Culture affects
what people buy, how they buy and when they buy. Also, it determines what is
acceptable with product marketing and advertising. Culture can be divided into
subcultures. On the other hand, social class is an open group of individuals who have
similar social rank. Social class does not only influence many aspects of our lives but
also determine to some extent, the types, quality, and quantity of products that a
person buys or uses.
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Social: This factor includes reference group, family, social roles and
statuses. Reference groups are the group of people who have a positive or negative
influence on a person attitude and behavior. The degree to which a reference group
will affect a purchase decision depends on an individual susceptibility to reference
group influence and the strength of his/her involvement with the group. Concerning
the influences of role, roles determine things you should do based on the expectation
of you from your position within a group. According to Kotler's model (28) and
several studies (9, 10), reference group, family, social roles and statuses were
considered as factors affecting buyer’s decision.

Personal: Personal factor is known as demography of people. It
includes personal information such as age, gender, occupation, income, education
level, etc. Many studies (26) found that these factors influence the buying decision.

Psychological: Psychological factor includes lifestyle, learning, and
belief. Lifestyle is defined as the consistent pattern people follow in their lives. Beside
lifestyle, learning and belief are also considered as psychological factors influencing
consumer behavior. Previous study (10) found that using experiences have an effect
on next buying decision. Also, it was found that information about the products would

create belief that may influence buying decision (23, 25).
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Buying Decision Process

It is also important to go beyond the various influences on buyers and develop
an understanding of how consumers actually make their buying decisions, and the
steps in buying process. According to the model, buyer’s decision process involved
five stages, which are 1) problem recognition, 2) information search, 3) evaluation of
the alternative, 4) purchase decision, and 5) post-purchase behavior. These stages are

presented in figure 5.

Problem recognition

A
Information search

A 4

Evaluation of
alternatives

A\ 4
Purchase decision

A
Postpurchase behavior

Figure 5: Five-Stage Model of the Consumer Buying Process (28)

According to figure 2, consumers pass through all five stages in buying a
product. However, in some cases, consumers may skip or reverse some stages. Each
stage is explained as follows.

Problem recognition: The buying process starts when the buyer
recognizes a problem or need. The need can be triggered by internal (e.g. hunger,
thirst) or external (e.g. television advertisement) stimuli. Interestingly, a need can be
triggered by the marketers by several methods including by advertising or distributing
product information.

Information search: An aroused consumer will be inclined to search

for more information. At the next level, the person may enter an active information
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search such as looking for reading material, phoning friends, and visiting stores to
learn about the product.

Consumer information sources fall into four groups:

~ Personal sources: Family, friends, neighbors, etc.

~ Commercial sources: Advertising, salespersons, displays, etc.

— Public sources: Mass media, consumer-rating organizations, etc.

— Experiential sources: Handling, examining, using the product, etc.

The relative amount and influence of these information sources vary
with the product category and the buyer’s characteristics. It is indicated that consumer
receives the most information about product from commercial sources, however, the
most effective information comes from personal sources. It is important for marketers
to identify the consumer’s information sources and evaluate their relative importance
in order to prepare effective communications for the target market. Consumers should
be asked how they first heard about the brand, what information came in later, and the
relative importance of the different information sources.

Evaluation of alternatives: There are three basic concepts in
understanding consumer evaluation processes: First, the consumer is trying to satisfy a
need. Second, the consumer is looking for certain benefits from the product solution.
Third, the consumer sees each product as a bundle of attributes with varying abilities
for delivering the benefits sought to satisfy this need. In this stage, consumer need to
establish criteria for evaluation, features they wants or does not want. Then, rank and
weigh alternatives.

Purchase decision: After consumer forms preferences among the
brands, consumer may also form an intervention to buy the most preferred brand.
However, two factors can intervene between the purchase intention and the purchase
decision as described in figure 6. These factors are attitude of others and unanticipated
situational factors.

- Attitude of others may have an impact on one’s purchasing
decision. Degree of influence of attitude of others on purchasing decision depends on
the susceptibility of buyers and his/her preference for a product. The influence of
others becomes complex when several people close to the buyer hold contradictory

opinions and the buyer would like to please them all.
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- Unanticipated situational factors may change one’s purchase
intention. For example, if a consumer has tendency to be unemployed, his or her
purchase intention might be changed. A consumer’s decision to modify, response, or

avoid a purchase decision is heavily influenced by perceived risks.

Attitudes of
others
Evaluationof | | Purchase Purchase
alternatives intention decision
Unanticipated

situational factors

Figure 6: Steps between evaluation of alternatives and a purchase decision (28)

Postpurchase behavior: After purchasing the product, the consumer
will experience some levels of satisfaction or dissatisfaction. For marketers, it is
important to monitor post purchase satisfaction, postpurchase actions and
postpurchase product uses.

— Postpurchase satisfaction

The buyer's satisfaction is a function of the closeness between the
buyer's expectation and the product’s perceived performance. If performance is lower
than the expectations, the customer is unsatisfied. On the other hand, if it exceeds
expectations, the customer is delighted. These feelings can predict whether the
customer will buy the product again or will talk favorably or unfavorably about the
product to others.

— Postpurchase actions

Satisfaction or dissatisfaction with the product will influence a
consumer’s subsequent behavior. If the consumer is satisfied, he or she will exhibit a
higher probability of purchasing the product again. The satisfied customer will also
tend to say good things about the brand to the others. Marketers say: “Our best

advertisement is a satisfied customer”.
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Dissatisfied consumers may abandon or return the product. They may
seek information that confirms its high value. They may take public action by
complaining to the company, going to the lawyer, or complaining to the other groups
(such as business, private or government agencies). Private actions include making a
decision to stop buying the product (exit option) or warning friends (voice option). In
all these cases, the seller has done a poor job of satisfying the customer.

—Postpurchase use and disposal

Marketers should also monitor how buyers use and dispose of the
product. If consumers store the product in the closet, the product is probably no very
satisfying, and word of mouth will not be strong. If they sell or trade the product, new-
product sales will be depressed.

Buyer's decision
According to the model, buyers' decision involved several decisions such as
product choice, brand choice, dealer choice, purchase timing, and purchase amount.

3. Previous related research

Rangsiwongs studied behavior on cosmetics purchasing of university students
in Bangkok (9) using questionnaire. Data were collected from 393 university students
in Bangkok. The study found that quality was an important factor that the student
considered when buying cosmetics. Major sources of information about cosmetic
distribution channel are the students' own experiences and their friends. It was also
found that the respondents mostly bought cosmetics from shopping malls and
supermarkets.

Puyakul studied factors related to cosmetic consumption behavior of State
university students in Bangkok Metropolis (10). Questionnaires were used to collect
data from 400 state university students in Bangkok. The study found that most of the
students used shampoo, toothpaste and body cleansing products. Main information
sources about cosmetic were television and radio. They asked for information from
their friends and family members before buying cosmetic. They looked for good and

intact packaging. They also looked for brands as well. They bought cosmetics at
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shopping centers because there were a lot of brands available and attractive
advertising. For post purchasing behavior, they would buy the products again and
persuade others to buy the products that they were satisfied with. Television
advertising and discounting were also important in their buying decision. These
respondents were more likely to buy the same cosmetics as their friends or family.
They used cosmetics that they had ever used before because they believed that such
cosmetics were harmless.

Termsrisuk studied consumer attitude and behavior for hanging pack
cosmetics and factors affecting buying decision (11). The study was conducted in 400
Bangkokians. The study found that quality, price, brand and price discounting
influenced purchasing decision on such products.

Chanthasittiporn studied factors influencing buying behavior of men’s facial
cleansing products (12). Data were collected from 325 people using questionnaires.
The study found that the respondents considered quality of the products, distribution
channel, which provides convenience to customer as important factors that influenced
buying decision.

Pachop studied marketing factors influencing purchasing decision of herbal
toothpaste in Sakon Nakhon Municipal in 2004 (13). Data were collected from 400
people. The study found that all four marketing factors, which are product, price,
place, and promotion, had an effect on purchasing decision.

Chaloempong et. al. studied herbal cosmetic consumption behavior of
working women in Bangkok (14). Data were collected from 405 women age 20-30
years old using questionnaire. The study found that the respondents made their own
decision when buying Thai herbal cosmetics. The information source about Thai
herbal cosmetics was their friends. Word of mouth was a good approach for using as
an attractive media among this group of respondents.

Rujira-apa et. al. studied factors affecting face nourishing cosmetic
purchasing decision among women in Bangkok (15). Data were collected from 398
women age 18-60 years old. The study found that buying convenience is the
influencing factor that the respondents considered the most when making decision.
The respondents also concerned about the expiration date, quality assurance

certification of the product and natural material content as influencing factors as well.
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Moreover, differences in family income and occupation had lead to different opinion
towards factors affecting cosmetic purchasing decision.

Jaidee et. al. studied factors affecting purchasing decision on direct-sale
cosmetic (16). Data were collected from 400 people in Bangkok. The study found that
the consumers considered quality and safety of the products as important factors. They
also concerned about advertising through various media and promotion such as
discounting or free gifts. In addition, they concerned about value of money so they
looked for the products that have reasonable price. Ordering convenience was also
important since direct selling approach did not need permanent stores for walk-in
customers. Using famous actors or actresses or popular singers as presenters was also
important. Furthermore, demographic factors such as education level, occupation and
income were found to be affected brand selection as well.

Boonlom studied consumer behavior on hair conditioning shampoo (17). The
study was conducted in Bangkok. It was found that most of the respondents thought
that, in general, price of the conditioning shampoo is too high. They thought that the
promotion and the availability of the products are appropriate. However, they
suggested that the producers should add more ingredients that provided benefits to
hair.

Yokpol studied behavior and factors affecting purchasing decision of shampoo
in Bangkok (18). The study found that the respondents concerned quality of the
products as the first priority and discounting as the most influencing factor in making
buying decision.

Benjaratananon studied factors affecting purchasing decision on direct-sale
products of consumers in Bangkok and Metropolis (19). It was found that purchasing
behavior varied due to different economic and social statuses. Consumers with lower
income tended to buy goods by considering price rather than quality whereas those
with higher income were focused more on quality. Advertisement on television and
reference group such as friends and relatives could influence customers’ purchasing
decision. Moreover, it was found that consumers tended to buy the products if they
had good attitude towards that product.

Buranadit studied impact of television on purchasing decision of energy drink

of Port Authority of Thailand’s workers, Klongtoey district, Bangkok (20). It was
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found that worker’s beliefs regarding benefits of the products had a great impact on
establishing brand loyalty and purchase decision making.

Ploydee studied factors affecting the successfulness and failure of community
business (21). The study found that production factor and marketing factor were
important factors.

Surachaichotipan et. al. studied factors affecting the implementation of
OTOP policy (22). The study found that one problem of implementing this policy was
that the communities were lack of knowledge and skills about raw material,
marketing, product development, packaging, management, financing, accounting, etc.

Pornprasertsuk studied factors affecting decision making on purchasing of
One Tambon One Product (OTOP) in Singburi Province (23). Data were collected
from 400 people who purchased OTOP products from 8 stores in Singburi. The study
found that shampoo was the forth non-food OTOP product the respondents bought.
The reasons of buying OTOP products were the quality of the products that were at
standard (60.31%) and cheap price (55.8%). Majority of the respondents received
OTOP information from radio (59%), television (56%) and leaflet/brochure (48.5%).
Buyers were influenced by their families, themselves and their friends when buying
OTOP. The study suggested that OTOP producers should develop better package
because some consumers thought that the products were not clean enough and that
prices of some products were higher than other products available in the markets. The
study also suggested that there should be more distribution channel so the consumers
can easily buy OTOP. Besides, price discounting and free gift strategy should be
established in order to attract customers.

Survey of Ramkamhaeng Poll about OTOP policy (24) indicated that the
most critical problems of OTOP policy were the lack of capital fund, lack of markets
to distribute the products, lack of production skill and knowledge and lack of
government support. The moderate-level problem was about the quality of the
products that does not comply with the standard.

Sanganate studied information exposure and its influence upon purchasing
decision of direct-sell cosmetics (25). The study found that marketing communication
factors i.e. price and promotion significantly correlated with the decision of

purchasing direct-sale cosmetics.
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Jansatit studied influence of cosmetic name in English and Thai language on
attitudes and purchasing decision in working women (26). The study found that
cosmetic name, price as well as quality were main reasons for making decision.

Svastiwat studied exposure to advertisement, attitude and cosmetic purchasing
decision (27). The study found that the respondents considered convenient places to
buy Thai-brand cosmetics as one of the important factors.

Survey of the National Statistic Office examined opinions of the people age
over 18 years old from 4 regions and Bangkok about OTOP project (8). The survey
indicated that 56.9% of the respondents had ever consumed OTOP products. In
addition, 78% of the respondents indicated that they had intention to use OTOP
products in the future. Soap, shampoo, toothpaste and cosmetic were indicated in the
second rank of the OTOP products that the respondents had intention to use. About
53% of the respondents indicated that OTOP products were easy to buy. Almost 71%
of the respondents indicated that OTOP products had good quality. When asking the
OTOP producers about their problems, most of them indicated that there were lacks of
market to sell their products and also lack of fund.
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As described above, there are many theories explaining consumer behavior and

factors affecting buying decision (42, 43, 28). These theories are quite similar in terms

of their main concepts, whereas, classification of influencing factors may differ.

Model of buyer behavior by Kolter (28) is one of the most famous models describing

buyer decision. In addition, it has been widely used as a guiding framework in a

variety of studies in this area (9, 14). Therefore, the conceptual framework of this

study was guided from the model of buyer behavior and the review of related studies,

as show in figure 7.

Independent Variables

Opinion regarding
1. Product (quality/brand/packaging)
2. Price
3. Place
4. Promotion (advertising/discount)

Dependent Variable

Buyer’s Characteristics
1. Cultural
- culture / social class
2. Social
- reference group / social role & status
3. Personal
- demographic
4. Psychological
- lifestyle / buying style/ belief /
learning & experience

Figure 7: Conceptual framework

A 4

Purchasing Decision of
Herbal Cosmetic
OTOP products
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According to the conceptual framework, two main factors associated with
purchasing decision of herbal cosmetic OTOP products are buyer’s characteristics and
opinion. The inclusion of these two variables is guided by the model of buyer behavior

and the review of related articles.

1. Opinion
According to the model of buyer decision, marketing stimuli are considered as

important factor influencing buyer’s decision. Marketing Stimuli includes product,
price, place, and promotion. In this study, opinions would be, therefore, examined in
these 4 areas of marketing stimuli, which are opinion regarding products, opinion
regarding price, opinion regarding place, and opinion regarding promotion. Many
previous studies indicated that there are the relationship between opinion and the
purchasing decision (9, 19). By examining opinions regarding marketing stimuli, we
will gain insight in how the samples think about the herbal cosmetic OTOP products
so we can effectively market the product among them.

1.1 Opinion regarding product

Product has been considered as the most important factor of all
marketing stimuli (12). Study by Rangsiwongs (9) indicated that quality was
considered as the first priority when the students make decision on buying cosmetics.
Packaging of the product was also found to be an important factor associated with
cosmetic purchasing in the study about Factors Related to Cosmetic Consumption
Behavior of State University Students in Bangkok Metropolis conducted by Puyakul
(10). Brand is found to be the important factors associated with cosmetic purchasing
among State university students, Puyakul (10). As suggested from the model of buyer
behavior and related literature, opinion regarding product will be examined in 3 areas,
which are quality, brand, and packaging of the products.

1.2 Opinion regarding price

According to the Kotler, price is one of the marketing stimuli that have
an effect on purchasing decision. Previous studies also found that the buyers

considered buying cosmetics that have reasonable price (25, 26).
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1.3 Opinion regarding place

Similar to the price, place is also one of the marketing stimuli essential
in understanding buyer decision. The studies of cosmetic purchasing behavior,
Svastiwat (27) and Chanthasitiporn (12) found that the consumers also considered
convenient places to buy cosmetics as one of the important factors.

1.4 Opinion regarding promotion

Promotion has been identified as one of the marketing stimuli in the
model of buyer decision. Previous study by Puyakul (10) found that buyers considered
advertisement in the television and discounting as influencing factors before buying
cosmetics. According to the conceptual framework, this factor will be examined in 2
areas, which are advertisement and price discounting. The advertisement as the part

of political campaign of the government is also considered in this study.

2. Buyer’s characteristics
Buyer’s characteristics are essential and needed to be focused as another main
factor because these will be used to explain the reasons why people are different.
People are not grown up at the same place or same time so they differ. These factors
included cultural, social, personal and psychological differences among people, which
will make purchasing decision of individual, vary. According to the conceptual
framework, buyer's characteristics include culture, social, personal and psychological
factors.
2.1 Cultural
Cultural is one of the buyer’s characteristics identified in Kotler’s
model. It is one of the important factors affecting buyer decision. As mentioned in
Kotler, when marketers want to successfully market any products, they need to know
the cultural difference in order to establish suitable marketing plans for each group of
market. In this study, this factor included culture, and social class, which are different
among people. In this study, culture will be determined by the places of birth of the
sample, while social class will be determined by income of the sample.
2.2 Social
According to Kotler, this factor includes reference group, family, social

roles and statuses which will affect buyer’s decision (28). The study of Rangsiwongs
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(9) and Puyakul (10) indicated that family and friends had influence on cosmetic
buying decision of university students in Bangkok. In this study, references group and
social role and status will be examined. Reference group will be examined by asking
the influential persons in purchasing decision, while social role and status will be
examined by types of universities.

2.3 Personal

Personal is similar to the demographic factors. It includes personal
information such as age, gender, occupation, income, education level, etc. Many
studies found that these factors influence the buying decision (28, 26). In this study,
age, gender and monthly income will be examined.

2.4 Psychological

Psychological is another important factor that has been considered to
have an affect on buying decision (28). Study of Puyakul (10) found that using
experiences had an impact on the next buying decision of cosmetic among university
students in Bangkok. Also, information about the products would create belief that
might influence buying decision as found by Pornprasertsuk (23) in the study about
factors affecting decision making on purchasing One Tambon One Product in Singburi
Province. In this study, learning and belief will be examined as their past-satisfaction,
and belief about herbal product and Thai-made products.

3. Purchasing decision of herbal cosmetic OTOP products

In this study, purchasing decision of herbal cosmetic OTOP products is
classified as have ever purchased herbal cosmetic OTOP product and have never
purchased such products. Those who have ever purchase herbal cosmetic OTOP
product are called buyers, while those who had never purchased such products are
called non-buyers. Both non-buyers and buyers will also be asked if they would
purchase the products in the future.

According to the Model of buyer behavior, besides marketing stimuli, other
stimuli are another factors affecting buying decision. These stimuli include economic,
technological, political, and cultural stimuli. In this study, political and technological
stimuli will be considered as parts of promotion and product factor, respectively.

Economic and cultural stimuli will be considered as parts of personal section in



Fac. of Grad. Studies, Mahidol Univ. M.M. (Health Business Management) / 33

buyer’s characteristic. Political stimuli will also be examined as opinion about the

Government supports and campaign in promotion factor.
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CHAPTER IlI
RESEARCH METHODOLOGY

This chapter was divided into two main parts, which were research design and
data analysis. In research design part, the population, the sample, sample size
calculation, sampling method, research instrument, pilot study and data collection
were described. Data analysis part explained the statistical method used to analyze and

interpret the collected data.

Research Design
This study was a cross-sectional survey research. Overall processes of the
study were displayed in the flow diagram, as shown in figure 8.

1) Determine Population

v

2) Calculate sample size

v

3) Indicate sampling strategy

v

4) Develop research instrument

v

5) Conduct pilot study

v

6) Conduct the survey

Figure 8: Work flow diagram
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Population
Undergraduate students, both from public and private universities located in
Bangkok, were the target population in this study.

Sample
The sample of this study was undergraduate students randomly selected from
public and private universities in Bangkok. Sampling method was described in the

sampling section.

Sample size calculation
Sample size was calculated by using the following formula (44);
N=Z2 P (1-P)

M .
Where, M = the margin of error in the estimate of the characteristic;
P = the proportion expected to be found

o = type 1 error

By setting o at 0.05, Z (42 Was equal to 1.96. In this study, the proportion
expected to be found (P) was equal to the prevalence of herbal cosmetic OTOP
product purchasing expected to be found among undergraduate students in Bangkok.
To be conservative, since there was no data available then P was set at 0.5. In this
study, M was set at 0.03. According to the above formula, the minimum sample size
required in this study was equal to 1,067. To account for the non-response rate, which
was assumed to be approximately 40-45 %, the sample size was increased to 1,700.
Then, the sample size for the public and private universities was calculated according
to the proportion of the number of undergraduate students of each setting. The sample
size for each university and each faculty were also calculated in the same way, as

described previously.
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Sampling method

Stratified multi-stage cluster sampling method was performed.

Sampling procedure

In the first step, 26 universities in Bangkok were stratified based on their
ownership into public university and private university. Then, four public universities
and four private universities in Bangkok were randomly selected. For each university,
randomly selected two faculties. For each faculty, randomly selected students in one
year of study.

The sampling diagram and result are shown in figure 9 and table 6, respectively.
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Table 6: Sampling result

Number of
No. University questionnaire ~ Ownership
distributed
1.  Chulalongkorn University Public
- Faculty of Sciences 150
- Faculty of Commerce and 145
Accountancy
2. Mahidol University Public
- Faculty of Dentistry 82
- Faculty of Public Health 113
3. Rajabhat Chandrakasem University Public
- Faculty of Education 150
- Faculty of Sciences 133
4.  Kasetsart University Public
- Faculty of Humanities 120
- Faculty of Economics 135
5.  Kasem Bundit University Private
- Faculty of Laws 80
- Faculty of Arts 70
6.  Dhurakijpundit University Private
- Faculty of Arts and Sciences 120
- Faculty of Communication Arts 125
7. The University of the Thai Chamber of Private
Commerce
- Faculty of Business Administration 150
- Faculty of Accountancy 97
8.  Krik University* Private
- Faculty of Business Administration 30
Total 1,700

* For Kirk University, only one faculty was selected due to the small number of
sample required.
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Research Instrument

In this study, self-administrative questionnaire was used as a tool to collect the
primary data from the respondents. The questionnaire consists of four parts as follows,

1. Question 1-15: Buying behavior on general products and beliefs about

herbal products

2. Question 16-25: Information regarding herbal cosmetic OTOP products

purchasing

3. Question 26-36: Opinions regarding herbal cosmetic OTOP products

4. Question 37-41: Demographic information of the respondents

The first part of the questionnaire contains 15 multiple-choice questions asking
about buying behavior on general products and beliefs about herbal products. The
second part examined the prevalence of herbal cosmetic OTOP products purchasing,
frequency of purchasing, and average expense of the purchasing in multiple-choice
questions and open-end questions. The third part consists of 11 questions asking about
opinions of the respondents, which focuses on four main categories of factors that
assumed to be affecting the purchasing decision of herbal cosmetic OTOP products. In
this part, the respondents were asked to mark in the appropriate box that reflects their
opinions the most. In the last part, 5 questions concerning demographic information of
the respondents such as gender, place of birth, age, and income were asked either in
multiple-choice questions or open-end questions.

After the questionnaire was developed, face validity and content validity was
assessed by the group of experts. For the reliability of the questionnaire, Cronbach’s
alpha was calculated. As shown in Appendix B, Cronbach’s alpha was equal to
0.7734.

Pilot study

The researcher conducted a pilot study in thirty undergraduate students in a
university in Bangkok. This step was performed in order to test the clarity,
understanding, and reliability of the developed instrument. The respondents in this
step were randomly selected from one faculty, which was not selected as the sample in



Farsai Chanjaruporn Research Methodology / 40

this study. After the pilot study was performed, ambiguous questions were corrected.

Also, the questionnaire was adjusted in terms of wording, sequencing and structure.

Data collection

Data collection processes were explained below.

1. After the questionnaire was approved by the groups of experts, the official
letters from faculty of pharmacy, Mahidol University were sent to the dean
of each faculty in order to request for their cooperation in data collection
process.

2. The researcher contacted the official in each faculty.

3. Self-administered questionnaires were distributed to the selected sample by
several means, according to each faculty's policy. In some settings,
questionnaires were distributed to the faculty’s representative and
appointment date for collecting the completed questionnaires was set after
a certain period of time, however, in some universities, the researcher was
asked to distributed and collected the completed questionnaires during a

specified time.

Data analysis

Data coding and data entry were performed. After that, data were cleaned
before the analysis process. The Statistical Package for the Social Science (SPSS)
version 11.0.0 for Windows was used in data analysis process. In the analysis,
descriptive statistics such as arithmetic mean, frequency, percentage and standard
deviation were used to describe buyer’s characteristics, opinions, prevalence of herbal
cosmetic OTOP product purchasing, and other factors.

For continuous data, T-test was used to determine the differences between
those who have ever purchased and those who have never purchased herbal cosmetic
OTOP products. If data were not normally distributed, nonparametric statistics were used.

For categorical data, Chi-square was used to determine the differences between
those who have ever purchased and those who have never purchased.
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CHAPTER IV
RESULTS

Results of this study were presented in three parts, as follows;

Part 1: Descriptive information of respondents

Response rate

Demographic information

Buying behavior on general products

Perception, belief, and use of herbal products

OTOP products and herbal cosmetic OTOP products purchasing
Opinions regarding herbal cosmetic OTOP products

Part 2: The comparison between herbal cosmetic OTOP product buyers and

non-buyers

Differences between buyers and non-buyers in demographic information
Differences between buyers and non-buyers in buying behavior on general
products

Differences between buyers and non-buyers in perception, belief, and use
of herbal products

Differences between buyer and non-buyers in sources of information and
opinion about the next purchase of herbal cosmetic OTOP products
Differences between buyers and non-buyers in opinions regarding herbal

cosmetic OTOP products

Part 3: The comparison between those who have intention to buy herbal

cosmetic OTOP products and those who have no intention to buy such products, and

other related results.
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Part 1: Descriptive information of respondents

1. Response rate
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Of 1,700 questionnaires distributed, 1,188 completed questionnaires were

returned, resulting in the response rate of 69.88%. The number of respondents and

response rate, classified by academic settings are presented in table 7.

Table 7: The number of respondents and response rate, classified by academic

setting
Number of Number of Response
No. University questionnaire  questionnaire rate
distributed returned (%)
1. Chulalongkorn University
- Faculty of Sciences 150 82 54.67%
- Faculty of Commerce 145 114 78.62%
and Accountancy
2. Mahidol University
- Faculty of Dentistry 82 65 79.27%
- Faculty of Public Health 113 73 64.60%
3. Rajabhat Chandrakasem
University
- Faculty of Education 150 98 65.33%
- Faculty of Sciences 133 87 65.41%
4. Kasetsart University
- Faculty of Humanities 120 94 78.33%
- Faculty of Economics 135 104 77.04%
5. Kasem Bundit University
- Faculty of Laws 80 56 70.00%
- Faculty of Arts 70 46 65.71%
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Table 7: The number of respondents and response rate, classified by academic

setting (Continued)

Number of Number of Response
No. University questionnaire  questionnaire rate
distributed returned (%)
6. Dhurakijpundit University
- Faculty of Arts and 120 101 84.17%
Sciences
- Faculty of 125 87 69.60%
Communication Arts
7. The University of the Thai
Chamber of Commerce
- Faculty of Business 150 82 54.67%
Administration
- Faculty of Accountancy 97 75 77.32%
8. Krik University 30 24 80.00%
- Faculty of Business
Administration
Total 1,700 1,188 69.88%

According to table 7, it was found that the lowest response rate (54.67%) was
found in faculty of sciences, Chulalongkorn University and faculty of business
Administration, the University of the Thai chamber of commerce. On the other hand,
the highest response rate (84.17%) was found in faculty of arts and sciences,

Dhurakijpundit University.
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Demographic information of the respondents was summarized in frequency

and percentage, as shown in table 8.

Table 8: Demographic information of the respondents

Demographic information Frequency Percentage

Gender (N = 1,167)

Male 366 31.36

Female 801 68.64
Place of birth (N=1,171)

Bangkok 540 46.11

Northern region 113 9.65

Southern region 161 13.75

Central region (excluding Bangkok) 250 21.35

Northeastern region 107 9.14
Individual income per month (N=1,162)

Below 3,000 Baht o Z2W/7

3,001-5,000 Baht 584 50.26

5,001-7,000 Baht 201 17.30

7,001-9,000 Baht 59 5.08

More than 9,000 Baht 65 5.59
Living style (N=1,172)

Living with parents 704 60.07

Not living with parents 468 39.93
Type of university (N=1,188)

Public 717 60.35

Private 471 39.65

According to table 8, it was found that 366 respondents (31.36%) were male
while 801 (68.64%) were female. Most of the respondents (46.11%) were born in
Bangkok. Approximately 21.35%, 13.75%, 9.65%, and 9.14% were from Central
region, Southern region, Northern region, and Northeastern region, respectively.
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About 50% of the respondents had individual income between 3,001 to 5,000 Baht per
month. Percentages of the respondents who had individual income below 3,000 Baht
and more than 5,000 baht are 21.77% and 27.97%, respectively. When looking at the
living style, most of the respondents (60.07%) were living with their parents while
39.93% were not. With respect to type of university, approximately 60 percent of the
respondents were studying in public university while about 40 % were studying in
private university.

In addition, it was found that the age of the respondents ranged from 17 to 30

years old with an average of 20.33 years old and standard deviation of 1.787.

3. Buying behavior on general products

Table 9: Buying behavior on general products

Buying behavior Frequency Percentage

The most favorite shopping place (N=1,050)

General store 152 14.48
Convenient store 177 16.86
Weekend market 42 4.00
Fresh market 10 0.95
Department store 664 63.24

Others 5 048
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Table 9: Buying behavior on general products (Continued)
Buying behavior Frequency Percentage
The most influential source of information
(N =977)
Television 496 50.77
Radio 49 5.02
Newspaper 11 1.12
Book / Magazine 101 10.34
Banner 42 4.30
Brochure / Leaflet Z» M5
Word-of-mouth 225 23.03
Internet 22 2.25
Others 10 1.02
The first thing to consider before buying
(N =1,093)
Quality 652 59.65
Price 271 24.79
Packaging 40 3.66
Brand name 60 5.49
Discount / promotion 12 1.10
Advertising 37 3.39
Others 21 1.92
Buying style (N = 1,181)
Like to try new products 703 59.53
Do not like to try new products 478 40.47
Brand preference (N = 1,081)
Prefer famous brand product 861 79.65
Prefer general brand product 220 20.35

According to table 9, the study revealed that most of the respondents (63.24%)

indicated that the most favorite shopping place was department store. The next two

favorite shopping places, indicated by the respondents were convenient stores
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(16.86%) and general stores (14.48%), respectively. Approximately 51 percent of the
respondents indicated that television was the most influential source of information.
Word-of-mouth (23.03%) and books/magazines (10.34%) were the next two media
that the respondents indicated as the most influential information source, respectively.
When looking at the buying style, quality was the first thing that most of the
respondents (59.65%) would consider before buying any products. In addition, price
was another factor on which many respondents (24.79%) would focus. Almost 60% of
the respondents indicated that they would like to try new products while 40.47% did
not think so. Moreover, it was found that about 80% of the respondents considered

buying famous brand name products.

Table 10: Reasons for brand preference

Reasons Frequency Percentage

Reasons for preferring famous brand products

(N =861)
Trust in high quality of famous brand products 800 92.92
Feel proud when using famous brand products 58 /o4
Other reasons 3 034
Reasons for preferring general brand products
(N =220)
Feel indifference in quality between famous and 122 55.45

general brand products
Perceive high price of famous brand products 87 39.55
Other reasons 11 5.00

Table 10 presents reasons for brand preference of the respondents. Of 861
respondents who preferred famous brand products, 92.92% believed in high quality of
famous brand products while 6.74% felt proud when using such products. On the other
hand, of 220 respondents who preferred general brand name products, 55.45% thought
that quality of famous brand and general brand products were the same and 39.55%

thought that price of famous brand products was very high.
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Table 11: Influential people (N=1,188)
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Influential people® Frequency Percentage

Family / Relatives 714 60.10
Friends / Colleagues 801 67.42
Teacher 38 3.20

Couple / boyfriend / girlfriend 286 24.07
Product specialist 227 19.11
Others 5 042

No one except himself / herself 320 26.94

a: Can choose more than 1 answer

Table 11 presents the influential people in purchasing decision. According to

table 11, when identifying the people who had influence on purchasing decision, the

result indicated that friends/colleagues (67.42%) and family/relatives (60.10%) were

two main groups of people who played the important role on respondents purchasing

decision, respectively. In addition, it was found that about 27% of the respondents

indicated that no one had an influence on their purchasing decision except themselves.

Table 12: Factors influencing purchasing decision

Degree of influence

Factors

High Low Not at all

Past experience (N= 1,185) 785 386 14
(66.25%) (32.57%) (1.18%)

Past satisfaction (N=1,176) 733 431 12
(62.33%) (36.65%) (1.02%)

Product information (N=1,177) 626 521 30
(53.19%) (44.27%) (2.54%)

Consumption of the product by family / 202 929 54
friends / surrounding people (N=1,185) (17.05%) (78.40%) (4.55%)
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Factors influencing purchasing decision and their degree of influence were
displayed in table 12. According to table 12, more than 60% of the respondents
thought that past experience and past satisfaction of using the product had high degree
of influence on their purchasing decision. Only 1% of the respondents indicated that
past experience and past satisfaction had no influence on their purchasing decision.
Approximately 53% of the respondents thought that product information they received
had high degree of influence on their purchasing decision. However, most of the
respondents (78.40%) thought that consumption of the products by their family,
friends or surrounding people had low degree of influence on their purchasing

decision.

Table 13: Perception regarding quality of Thai-made products

Perception Frequency Percentage

Perceive quality of Thai-made products (N=1,185)

Higher quality than other products 142 11.98
Lower quality than other products 234 19.75
Same quality as other products 809 68.27

Table 13 displays the perception regarding quality of Thai-made products.
According to table 13, most of the respondents (68.27%) perceived that the quality of
the products made in Thailand were as same as those made in other countries. It was
also found that about 20% of the respondents believed that Thai-made products had

lower quality than other products.
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4. Perception, belief, and use of herbal products

Table 14: Perception, belief, and use of herbal products

Information Frequency Percentage

Frequency of using herbal products (N= 1,187)

Always 139 11.71
Sometimes 909 76.58
Never 139 11.71
Belief in benefits of herbal products (N= 1,183)
Great benefits 466 39.39
Little benefits 694 58.67
No benefit at all 23 1.94
Perception about attractiveness of herbal cosmetic
(N=1,187)
More attractive than general cosmetic 305 25.70
Less attractive than general cosmetic 200 16.85
No difference than general cosmetic 682 57.45

Information regarding herbal products was shown in table 14. According to
table 14, most of the respondents (76.58%) sometimes used herbal products, while
11.71% of the respondents had never used any herbal products. About 60% of the
respondents believed that herbal products provided little benefits to their health while
approximately 40% believed that those products provided great benefits.
Approximately 57% of the respondents perceived that in general herbal cosmetics
were as attractive as general cosmetics while 25.70% perceived that herbal cosmetics

were more attractive than general cosmetics.
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5. OTOP products and herbal cosmetic OTOP products purchasing

Table 15: Prevalence of OTOP products and herbal cosmetic OTOP products

purchasing
Products Frequency Percentage

OTOP product (N=1,188)

Have ever purchased 563 47.39

Have never purchased 625 52.61
Herbal cosmetic OTOP product (N= 1,188)

Have ever purchased 332 27.95

Have never purchased 856 72.05

Prevalence of OTOP products and herbal cosmetic OTOP products purchasing
were displayed in table 15. According to table 15, 563 (47.39%) had ever purchased
OTOP products. Of those 563 who indicated that they had ever purchased OTOP
products, 332 (58.97%) had ever purchased herbal cosmetic OTOP products. The

prevalence of herbal cosmetic OTOP products purchasing among the respondents was,

therefore, 27.95%.
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Among those who have ever purchased herbal cosmetic OTOP products, types
of herbal cosmetic OTOP products purchased were shown in table 16.

Table 16: Types of herbal cosmetic OTOP products purchased by the

respondents
Types of herbal cosmetic OTOP products® Frequency Percentage
Soap / Shower cream 176 26.00
Shampoo / Hair conditioner 155 22.90
Cleansing gel / Facial gel 44 6.50
Lotion / Cream S R83
Scrubbing agent (face / body) 146 21.57
Face masking agent 50 7.39
Toothpaste 52 7.68
Others 3 043

a: Can choose more than 1 answer

According to table 16, soap/shower cream, shampoo/conditioner and scrubbing
agent were the top three herbal cosmetic OTOP products purchased by the
respondents. About 26.00%, 22.90% and 21.57% of the products purchased by the
respondents were soap/shower cream, shampoo/conditioner, and scrubbing agent,

respectively.

Table 17: The number of purchased items and purchasing expense per month

) No. of )
Topics Min. Max. Mean SD
respondents
The number of purchased 126 1 10 1.88 1.406
items (item per month)
Purchasing expense (Baht 121 20 2000 313.38 361.854
per month)

The number of purchased items and purchasing expense per month were

shown in table 17. According to table 17, the number of herbal cosmetic OTOP



Fac. of Grad. Studies, Mahidol Univ. M.M. (Health Business Management) / 53

products the respondents purchased ranged from 1 to 10 items per month. The average

number of purchased per month was 1.88 items. When looking at the purchasing

expense, it was found that purchasing expense on herbal cosmetic OTOP products
ranged from 20 to 2,000 Baht per month with an average of 313.38 Baht.

Table 18: Sources of information for herbal cosmetic OTOP Products (N = 1,012)

Sources of information Frequency Percentage
Television 407 40.22
Radio 53 5.24
Newspaper 37 3.66
Book / magazine 82 8.10
Banner 70 6.92
Brochure / Leaflet 86 8.50
Word-of-mouth 190 18.77
Internet 30 2.96
Others 57 5.63

Sources of information for herbal cosmetic OTOP products were displayed in

table 18. The result revealed that approximately 40% of the respondents indicated that

television was their important source of information for herbal cosmetic OTOP

products. About 18%, 8.50%, and 8.10% of the respondents answered that they mostly

received information about herbal cosmetic OTOP products by word-of-mouth,

brochure/leaflet, and book/magazine, respectively.
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Table 19: Opinion about the next purchase of herbal cosmetic OTOP Products

Topics Frequency Percentage

Will you purchase herbal cosmetic OTOP products

in the future?
Will purchase 841 7151
Will not purchase 335 28.49

Table 19 shows opinions about the next purchase of herbal cosmetic OTOP
products. When asking the respondents whether they will purchase herbal cosmetic
OTOP products in the future or not, the study showed that 71.51% of the respondents

would purchase while 28.49% would not purchase such products in the future.

Table 20: Opinions and information regarding herbal cosmetic OTOP products

purchasing

Opinion / Information Frequency Percentage

Past satisfaction (N= 329)

Satisfied with every products 156 47.42
Satisfied with some products 158 48.02
Not satisfied with any product 15 4.56
The most frequent purchasing place (N= 288)
General store 66 22.92
OTOP exhibition 107 37.15
Supermarket 29 10.07
Drug store 15 521
Department store 57 19.79
Convenient store 6 2.08
Others 8 2.78
Frequency of purchasing (N= 331)
Always 127 37.37
Sometimes 130 39.27

Rarely 74 22.36
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Opinions and information regarding herbal cosmetic OTOP products
purchasing were presented in table 20. According to table 20, of the 332 respondents
who had ever purchased herbal cosmetic OTOP products, 47.42% were satisfied with
every product they purchased. About 48.02% were satisfied with some products while
4.56% were not satisfied with any products. In addition, it was found that OTOP
exhibition (37.15%) was the most frequent place where the respondents purchased
herbal cosmetic OTOP products. General stores (22.92%) and department stores
(19.79%) were the next two frequent places, where the respondents purchased the
products. When looking at the frequency of purchasing, approximately 39% of the
respondents indicated that they sometimes purchased herbal cosmetic OTOP products

while 22.36% rarely purchased.

Table 21: Types of herbal cosmetic OTOP products that buyers were satisfied

with (N = 99)

Types of herbal cosmetic OTOP products® Frequency Percentage
Soap / Shower cream 39 39.40
Shampoo / Hair conditioner 24 24.24
Cleansing gel / Facial gel 2 2.02
Lotion / Cream ¥ 4101
Scrubbing agent (face / body) 26 26.26
Face masking agents 2 2.02
Toothpaste 4 4.04
Others 1 101

a: Can choose more than 1 answer

Table 21 displays types of herbal cosmetic OTOP products that the buyer
indicated that they were satisfied with. According to table 21, soap/shower cream
(39.40%), scrubbing agents (26.26%), and shampoo/conditioner (24.24%) were the top
three herbal cosmetic OTOP products that the buyers indicated they were satisfied

with.
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6. Opinions regarding herbal cosmetic OTOP product
Table 22: Opinions regarding herbal cosmetic OTOP product
Opinion
No Topics _ Not sure / Total
Agree Disagree
Not Know
1  The quality is high. 530 78 578 1186
(44.69%) (6.58%) (48.73%)  (100.00%)
2  The appearance, 432 309 442 1183
packaging and color are (36.52%) (26.12%) (37.36%)  (100.00%)
attractive.
3 The products have good 425 194 562 1181
reputation. (35.99%) (16.42%) (47.59%)  (100.00%)
4 The products provide 743 81 357 1181
good benefits to health. (62.91%) (6.86%) (30.23%)  (100.00%)
5 The price is lower than 705 145 334 1184
general cosmetics. (59.54%) (12.25%) (28.21%)  (100.00%)
6 The products have 595 127 457 1179
reasonable price (50.47%) (10.77%) (38.76%)  (100.00%)
comparing to their
quality.
7  The products can be 387 383 410 1180
easily bought. (32.80%) (32.46%) (34.74%)  (100.00%)
8  The distribution channels 226 510 448 1184
and selling places are (19.09%) (43.07%) (37.84%)  (100.00%)
sufficient.
9 The advertising 480 362 340 1182
campaign and promotion  (40.61%) (30.63%) (28.76%)  (100.00%)

from the government are

adequate and appropriate.
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Table 22: Opinions regarding herbal cosmetic OTOP product (Continued)

Opinion
No Topics Not sure / Total
Agree Disagree
Not Know
10 Price discounting is an 714 211 258 1183
attractive promotion. (60.35%) (17.84%) (21.81%)  (100.00%)
11 The advertising through 327 517 341 1185
various medias are (27.59%) (43.63%) (28.78%)  (100.00%)

sufficient.

Opinions regarding herbal cosmetic OTOP products were described in table
22. According to table 22, 48.73% of the respondents were not sure or did not know
about the quality of herbal cosmetic OTOP products while 44.69% thought that the
quality was high. When looking at the appearance, packaging and color of the
products, about 37% of the respondent thought that the appearance, packaging and
color of the herbal cosmetic OTOP products were attractive while 26.12% did not
think so. Approximately 36% of the respondents thought that herbal cosmetic OTOP
products had good reputation while 47.59% had no idea about this point. Most of the
respondents (62.91%) thought that herbal cosmetic OTOP products provided good
benefits to their health while 81 respondents (6.86%) did not think so. When looking
at the price of such products, most of the respondents (59.54%) thought that the price
of herbal cosmetic products was lower than general cosmetics. However, only 50.47%
thought that the price was reasonable when comparing to quality. Almost half of the
respondents (43.07%) thought that there were not enough distribution channels and
selling places available while some of the respondents (32.80%) thought that the
products can be bought easily. Most of the respondents (60.35%) thought that price
discounting was an attractive promotion for encouraging sales while only 18% did not
think so. Less than half (40%) of the respondents thought the advertising campaign
and promotion from the government were adequate and appropriate. In addition, many
of them (43.63%) thought that there was not enough advertising about herbal cosmetic

OTOP products through various media.
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Part 2: The comparison between herbal cosmetic OTOP products buyers and

non-buyers

1. Differences between buyers

information

and non-buyers

Table 23: Demographic information classified by buying experience

in  demographic

Number of respondent (%0)

a

Demographic data Have ever Have never p-value
purchased purchased
Gender (N = 1,167)
Male 83 (25.23%) 283 (33.77%) 0.005*
Female 246 (74.77%) 555 (66.23%)
Place of birth (N =1,171)
Bangkok 109 (33.23%) 431 (51.13%) <0.001*
Northern region 35 (10.67%) 78 (9.25%)
Southern region 73 (22.26%) 88 (10.44%)
Central region 74 (22.56%) 176 (20.88%)
Northeastern region 37 (11.28%) 70 (8.30%)
Individual income per month
(N =1,162)
Below 3,000 Baht 68 (20.99%) 185 (20.08%) 0.514
3,001 - 5,000 Baht 157 (48.46%) 427 (50.95%)
5,001 — 7,000 Baht 63 (19.44%) 138 (16.47%)
7,001 — 9,000 Baht 14 (4.32%) 45 (5.37%)
More than 9,000 Baht 22 (6.79%) 43 (5.13%)
Living style (N =1,172)
Living with parents 170 (51.67%) 534 (63.35%) <0.001*

Not living with parents

159 (48.33%)

309 (36.65%)
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Table 23: Demographic information classified by buying experience (Continued)

Number of respondent (%o)

Demographic data Have ever Have never p-value?

purchased purchased

Types of university (N = 1,188)
Public university 131 (39.46%) 586 (68.46%) <0.001*
Private university 201 (60.54%) 270 (31.54%)

a: Chi — square test, * Significant difference

Table 23 displays the demographic information of the respondents, classified
by buying experience. According to table 23, no significant difference in individual
income per month was found.

On the contrary, the result shows that there were significant differences in
gender, places of birth, living style, and types of university between buyers and non-
buyers. It was found that percentage of male who had ever purchased herbal cosmetic
OTOP products and those who had never purchased were 25.23% and 33.77%,
respectively. On the other hand, the number of female respondents who had ever
purchased herbal cosmetic OTOP products and had never purchased the products were
74.77% and 66.23%, respectively. For places of birth, the finding revealed that about
half of those who had never purchased herbal cosmetic OTOP products (51.13%) were
born in Bangkok. On the other hand, only 33.23% of those who had ever purchased
herbal cosmetic OTOP products were born in Bangkok. The results also revealed that
those who had ever purchased the products were more likely to born in other regions
outside Bangkok. When looking at the living style, it was found that non-buyers were
more likely to live with their parents. About 52% of the respondents who had ever
purchased the products were living with their parents. On the other hand, 63.35% of
those who had never purchased such products were living with their parents. For types
of university, it was found that buyers were more likely to study in private university.
According to table 23, 60.54% of the respondents who had ever purchased the

products were studying in private universities.
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o Age (Year)
Characteristics N p-value?
Mean S.D.
Buyers 319 20.62 1.655 <0.001*
Non-buyer 841 20.22 1.824

a: Mann-Whitney U test, * Significant difference

According to table 24, Mann-Whitney U test was used to analyze the

difference in age between two groups of the respondents. The study showed that there

was significant difference between buyers and non-buyers in age. It was found that the

average age of the respondents who had ever purchased herbal cosmetic OTOP

products was a bit higher than the respondents who had never purchased before.

2. Differences between buyers and non-buyers in buying behavior on

general products

Table 25: Buying behavior classified by buying experience

Number of respondent (%0)

Buying behavior Have ever Have never  p-value®
purchased purchased
The most favorite shopping place
(N=1,050)
General store 40 (13.79%) 112 (14.74%) 0.952

Convenient store
Weekend market
Fresh market
Department store
Others

45 (15.52%)
13 (4.48%)
3 (1.03%)

188 (64.83%)
1 (0.35%)

132 (17.37%)
29 (3.82%)
7 (0.92%)

476 (62.63%)
4 (0.52%)
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Number of respondent (%o)

Buying behavior Have ever Have never  p-value”
purchased purchased
The most influential source of
information (N= 977)
Television 135 (50.56%) 361 (50.85%) 0.434
Radio 8 (3.00%) 41 (5.78%)
Newspaper 6 (2.25%) 5 (0.70%)
Book / Magazine 26 (9.74%) 75 (10.56%)
Banner 12 (4.49%) 30 (4.23%)
Brochure / Leaflet 6 (2.25%) 15 (2.11%)
Word-of-mouth 66 (24.72%) 159 (22.39%)
Internet 5 (1.87%) 17 (2.39%)
Others S3CY: 17%0) 7 (0.99%)
The first thing to consider before
buying (N= 1,093)
Quality 200 (66.23%) 452 (57.14%) 0.005*
Price 77 (25.50%) 194 (24.53%)
Packaging 4 (1.32%) 36 (4.55%)
Brand name 11 (3.64%) 49 (6.19%)
Discount / promotion 1 (0.33%) 11 (1.39%)
Advertising 5 (1.66%) 32 (4.05%)
Others 4 (1.32%) 17 (2.15%)

Buying style (N=1,181)
Like to try new products 220 (66.87%) 483 (56.69%) 0.001*

Do not like to try new products 109 (33.13%) 369 (43.31%)

Brand preference (N=1,081)
Prefer famous brand product 245 (82.21%) 616 (78.67%) 0.196

Prefer general brand product 53 (17.79%) 167 (21.33%)

a: Chi — square test, * Significant difference
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Table 25 presents the comparison between those who had ever purchased
herbal cosmetic OTOP products and those who had never purchased such products in
their buying behavior. According to table 25, significant difference in buying style
between those who had ever purchased herbal cosmetic OTOP products and those
who had never purchased was found. The result showed that those who have ever
purchased the products were more likely to be those who liked to try new products.
About 67% of the buyers indicated that they liked to try new products while only
56.69% of the non-buyers indicated that they liked to try new products. When asking
about the first thing to consider before buying, buyers were more likely than non-
buyers to concern with high quality and price. On the other hand, non-buyers were
more likely to concern with packaging, brochure, discount and advertising.

No other significant difference in buying behavior was found. The results
showed that the most favorite shopping places in the respondents who had ever
purchased and had never purchase the products were department store. In addition,
the next two favorite shopping places among those who had ever purchased herbal
cosmetic OTOP products and those who had never purchased such products were
convenient stores, and general stores, respectively. About half of the respondents who
had ever purchased and had never purchase herbal cosmetic OTOP products indicated
that television was the most influential source of information, followed by word-of-
mouth, and books/magazines, respectively. For brand preference, it was found that
about 82% of the respondents who had ever purchased and 79% of those who had
never purchased the products preferred famous brand products. On the other hand,
approximately 18%-21% in both groups of the respondents, buyers and non-buyers

preferred general brand products.
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Table 26: Reasons for brand preference classified by buying experience

Number of respondent (%0)

Reasons Have ever Have never p-value®

purchased purchased

Reasons for preferring famous
brand products (N = 861)

Trust in high quality of famous 229 (93.47%) 571 (92.70%) 0.888
brand products

Feel proud when using famous 15 (6.12%) 43 (6.98%)

brand products

Other reasons 1 (0.41%) 2 (0.32%)

Reasons for preferring general
brand products (N = 220)
Feel indifference in quality between 34 (64.15%) 88 (52.69%) 0.278
famous and general brand
Perceive high price of famous brand 16 (30.19%) 71 (42.51%)
products
Other reasons 3 (5.66%) 8 (4.79%)

a: Chi — square test

When asking about reasons why they preferred famous brand products or
general brand products, no significant difference between two groups of the
respondents, buyers and non-buyers, was found. For those who had ever purchased
herbal cosmetic OTOP products, 93.47% of them considered purchasing famous
brand products because they trusted in high quality while 6.12% replied that they felt
proud when using famous brand products. Among those who had never purchased
herbal cosmetic OTOP products, 92.69% preferred famous brand products because
they trusted in quality of such products and 6.98% preferred famous brand because
they felt proud when using such products.

When asking the group of respondents who preferred general brand, 64.15% of
the respondents who had ever purchased herbal cosmetic OTOP products indicated
that they felt indifference in quality between famous brand and general brand while
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30.19% replied that the price of famous brand name products were expensive. Among
those who had never purchased herbal cosmetic OTOP products, 52.69% thought that
the quality of famous brand products was as same as general brand products and

42.51% thought that the price of famous brand products was very high.

Table 27: Influential people classified by buying experience (N = 1,188)

Number of respondent (%o)

Influential people® Have ever Have never p-valueb
purchased purchased
Family / Relatives 199 (59.94%) 515 (60.16%) 0.944
Friends / Colleagues 227 (68.37%) 574 (67.06%) 0.664
Teacher 8 (2.41%) 30 (3.50%) 0.336
Couple/ boyfriend / girlfriend 91 (27.41%) 195 (22.78%) 0.094
Product specialist 81 (24.40%) 146 (17.06%) 0.004*
Others 3 (0.90%) 2 (0.23%) 0.109
No one except himself / herself only 95 (28.61%) 225 (26.29%) 0.417

a: Can choose more than 1 answer, b: Chi — square test, * Significant difference

Table 27 presents the influential people in purchasing decision classified by
buying experience. The results showed no significant difference between those who
had ever purchased herbal cosmetic OTOP products and those who had never
purchased the products in influential people except product specialist. It was found
that friends and colleagues played the important role in purchasing decision in both
groups of the respondents, buyer and non-buyer. It was found that about 68.37% and
67.06% of the buyers and non-buyers indicated that friends and colleagues were those
who have influence on their purchasing decision, respectively. In addition, it was
found that about 60% of the buyers and non-buyers indicated that family and relatives
were those who have influence on their purchasing decision. About 26.29%-28.61% of
the respondents indicated that they made their own decision without influence from
others. For product specialist, the result found that 24.40% of the buyers indicated that
product specialist was those who have influence on their purchasing decision while
only 17.06% of the non-buyers indicated so.
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Table 28: Factors influencing purchasing decision classified by buying experience

Number of respondent (%0)

Factors Have ever Have never p-value®
purchased purchased
Past experience (N = 1,185)
High 217 (65.56%) 568 (66.51%) 0.796
Low 111 (33.53%) 275 (32.20%)
Not at all 3 (0.91%) 11 (1.29%)
Past satisfaction (N = 1,176)
High 203 (61.70%) 530 (62.57%) 0.630
Low 124 (37.69%) 307 (36.25%)
Not at all 2 (0.61%) 10 (1.18%)
Product information (N =1,177)
High 187 (56.67%) 439 (51.83%) 0.311
Low 136 (41.21%) 385 (45.45%)
Not at all 7 (2.12%) 23 (2.72%)
Consumption of the product by
family / friends / surrounding people
(N =1,185)
High 53 (16.01%) 149 (17.45%) 0.654
Low 265 (80.06%) 664 (77.75%)
Not at all 13 (3.93%) 41 (4.80%)

a: Chi — square test

Table 28 presents the comparison between two groups of the respondents,

buyers and non-buyers. According to table 28, no significant difference in factors

influencing purchasing decision was found. The results indicated that past experience

had high degree of influence on purchasing decision in both groups. About 65.56%

and 66.51% of those who had ever purchased herbal cosmetic OTOP products and

had never purchased the products indicated that past experience had high degree of

influence on their purchasing decision, respectively. When looking at the past



Farsai Chanjaruporn Results / 66

satisfaction, similar result was found. Most of the respondents in both groups, buyers
and non-buyers, indicated that past satisfaction of using the product had high degree
of influence on their purchasing decision. About 61.70% and 62.57% of those who
had ever purchased herbal cosmetic OTOP products and had never purchased the
products indicated that past satisfaction had high degree of influence on their
purchasing decision, respectively.

When looking at product information, about 51.83%-56.67% of the
respondents in both groups thought that information about the product had high
degree of influence on their purchasing decision. On the other hand, about 41.21%-
45.45% of the respondents in both groups indicated that information about the
products had low degree of influence on their purchasing decision. Only few percents
of the respondents in both groups indicated that product information had no influence
on their purchasing decision at all.

Moreover, 80.06% and 77.75% of those who had ever purchased herbal
cosmetic OTOP products and had never purchased the products indicated that
consumption of the product by family/friends or surrounding people had low degree

of influence on their purchasing decision, respectively.

Table 29: Perception regarding quality of Thai-made products classified by
buying experience

Number of respondent (%0)

Perception Have ever Have never  p-value®

purchased purchased

Perceive quality of Thai-made
products (N=1,185)

Higher quality than other products 31 (9.37%) 111 (13.00%)  0.004*
Lower quality than other products 50 (15.10%) 184 (21.54%)
Same quality as other products 250 (75.53%) 559 (65.46%)

a: Chi — square test, * Significant difference

Perception regarding quality of Thai-made products classified by buying
experience was presented in table 29. According to table 29, there was significant
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difference in perception regarding quality of Thai-made products in both groups. It

was found that about 76% of the buyers perceived that the quality of Thai-made

products was as same as the products made in foreign countries, while only 65% of the

non-buyers thought so. Among the respondents who had ever purchased herbal

cosmetic OTOP products, 15.11% perceived that the quality of the products made in

Thailand had lower quality as compared to 21.54% in non-buyers group.

3. Differences between buyers and non-buyers in perception, belief, and

use of herbal products

Table 30: Perception, belief, and use of herbal product classified by buying

experience
Number of respondent (%0)
Information Have ever Have never p-value®
purchased purchased
Frequency of using herbal products
(N=1,187)
Always 51 (15.41%) 88 (10.28%)  <0.001*
Sometimes 267 (80.66%) 642 (75.00%)
Never 13 (3.93%) 126 (14.72%)
Belief in benefits of herbal products
(N=1,183)
Great benefits 157 (47.58%) 309 (36.23%)  <0.001*
Little benefits 171 (51.82%) 523 (61.31%)
No benefit at all 2 (0.60%) 21 (2.46%)
Perception about attractiveness of
herbal cosmetics (N=1,187)
More attractive than general 119 (35.95%) 186 (21.73%)  <0.001*
cosmetics
Less attractive than general cosmetic 32 (9.67%) 168 (19.63%)

No difference from general cosmetic

180 (54.38%)

502 (58.64%)

a: Chi — square test, * Significant difference



Farsai Chanjaruporn Results / 68

Comparison between those who had ever purchased herbal cosmetic OTOP
products and who had never purchased such products classified by buying experience
was described in table 30. According to table 30, there were significant differences
between frequency of using herbal products, belief in benefits of herbal products and
perception about attractiveness of herbal cosmetic between two groups of the
respondents, buyer and non-buyer.

It was found that the respondents who had ever purchased herbal cosmetic
OTOP products frequently used herbal products. About 15.41% of the respondents
who had ever purchased herbal cosmetic OTOP product and 10.28% of those who had
never purchased the products indicated that they always used herbal products. When
looking at belief in benefits of herbal products, it was found that 47.58% and 36.23%
of the respondents in buyer group and non-buyer group believed that herbal products
provided great benefit to their health, respectively.

When looking at the perception of herbal cosmetics, 35.95%, and 9.67% of the
respondents in buyer group perceived that herbal cosmetics were more attractive, and
less attractive than general cosmetics, respectively. For those who had never
purchased the products, 21.73%, and 19.63% of the respondents perceived that herbal
cosmetics were more attractive, and less attractive than general cosmetics,

respectively.
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4. Differences between buyer and non-buyers in sources of information
and opinion about the next purchase of herbal cosmetic OTOP

products

Table 31: Sources of information for herbal cosmetic OTOP classified by buying

experience (N=1,012)

Number of respondent (%0)

b

Sources of information Have ever Have never p-value
purchased purchased
Television 75 (28.85%) 332 (44.15%) <0.001*
Radio 11 (4.23%) 42 (5.59%)
Newspaper 4 (1.54%) 33 (4.39%)
Book / magazine 17 (6.54%) 65 (8.64%)
Banner 14 (5.38%) 56 (7.45%)
Brochure / Leaflet 36 (13.85%) 50 (6.65%)
Word-of-mouth 87 (33.46%) 103 (13.70%)
Internet 7 (2.69%) 23 (3.05%)
Others 9 (3.46%) 48 (6.38%)

a: Chi — square test, * Significant difference

Sources of information for herbal cosmetic OTOP products classified by
buying experience were shown in table 31. According to table 31, there was
significant difference in sources of information for herbal cosmetic products. Among
the respondents who had ever purchased herbal cosmetic OTOP product, word-of-
mouth (33.46%), television (28.85%), and brochure/leaflet (13.85%) were found to be
the first three most frequent sources of information about herbal cosmetic OTOP
products cited by this group of the respondents. Among the respondents who had
never purchased herbal cosmetic OTOP product, television (44.15%), word-of-mouth
(13.70%), and book/magazine (8.64%) were found to be the first three most frequent

sources of information indicated by this group of respondents.
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Table 32: Opinion about the next purchase of herbal cosmetic OTOP, classified

by buying experience

Number of respondent (%0)

Topics Have ever Have never  p-value®

purchased purchased

Will you purchase herbal cosmetic
OTOP products in the future?

(N=1,176)
Will purchase 298 (90.30%) 543 (64.18%)  <0.001*
Will not purchase 32 (9.70%) 303 (35.82%)

a: Chi — square test, * Significant difference

Table 32 shows opinions about the next purchase of herbal cosmetic OTOP
products. When asking the respondents whether they will purchase herbal cosmetic
OTORP in the future or not, the study showed that 90.30% of the respondents who had
ever purchased the products before indicated that they would purchase the products
again in the future. On the other hand, only 9.70% indicated that they would not
purchase such products in the future. Among those who had never purchased herbal
cosmetic OTOP products before, 64.18% would purchase herbal cosmetic OTOP
products, while 35.82% would not.
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5. Differences between buyers and non-buyers in opinions regarding

herbal cosmetic OTOP products

Table 33: Opinions regarding herbal cosmetic OTOP product classified by buying

experience
Number of respondent (%o)
Topics Have ever Have never  p-value®
purchased purchased
The quality is high. (N= 1,186)
Agree 237 (71.39%) 293 (34.31%) <0.001*
Disagree 15 (4.51%) 63 (7.38%)
Not sure / Not know 80 (24.10%) 498 (58.31%)
The appearance, packaging and
color are attractive. (N= 1,183)
Agree 164 (49.55%) 268 (31.46%) <0.001*
Disagree 102 (30.82%) 207 (24.29%)
Not sure / Not know 65 (19.64%) 377 (44.25%)
The products have good reputation.
(N=1,181)
Agree 167 (50.76%) 258 (30.28%)  <0.001*
Disagree 55 (16.72%) 139 (16.32%)
Not sure / Not know 107 (32.52%) 455 (53.40%)
The products provide good benefits
to health. (N=1,181)
Agree 257 (78.12%) 486 (57.04%)  <0.001*
Disagree 17 (5.17%) 64 (7.51%)

Not sure / Not know

55 (16.729%)

302 (35.45%)
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Table 33: Opinions regarding herbal cosmetic OTOP product classified by buying

experience (Continued)

Number of respondent (%0)

a

Topics Have ever Have never p-value
purchased purchased
The price is lower than general
cosmetics. (N=1,184)
Agree 227 (68.58%) 478 (56.04%)  <0.001*
Disagree 41 (12.39%) 104 (12.19%)
Not sure / Not know 63 (19.03%) 271 (31.77%)
The products have reasonable price
comparing to their quality.
(N=1,179)
Agree 210 (64.22%) 385 (45.19%) <0.001*
Disagree 32 (9.79%) 95 (11.15%)
Not sure / Not know 85 (25.99%) 372 (43.66%)
The products can be easily bought.
(N=1,180)
Agree 146 (44.38%) 241 (28.32%)  <0.001*
Disagree 111 (33.74%) 272 (31.96%)
Not sure / Not know 72 (21.88%) 338 (39.72%)
The distribution channels and selling
places are sufficient.
(N=1,184)
Agree 98 (29.61%) 128 (15.01%) <0.001*
Disagree 143 (43.20%) 367 (43.02%)

Not sure / Not know

90 (27.19%)

358 (41.97%)
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Table 33: Opinions regarding herbal cosmetic OTOP product classified by buying

experience (Continued)

Number of respondent (%o)

Topics Have ever Have never p-valueb
purchased purchased
The advertising campaign and
promotion from the government are
adequate and appropriate.
(N=1,182)
Agree 164 (49.70%) 316 (37.09%)  <0.001*
Disagree 84 (25.45%) 278 (32.63%)
Not sure / Not know 82 (24.85%) 258 (30.28%)
Price discounting is an attractive
promotion. (N=1,183)
Agree 228 (68.88%) 486 (57.04%) 0.001*
Disagree 47 (14.20%) 164 (19.25%)
Not sure / Not know 56 (16.92%) 202 (23.71%)
The advertising through various
medias are sufficient. (N= 1,185)
Agree 119 (35.95%) 208 (24.35%)  <0.001*

Disagree

Not sure / Not know

137 (41.39%)
75 (22.66%)

380 (44.50%)
266 (31.15%)

a: Chi — square test, * Significant difference

Table 33 describs the difference in opinions regarding herbal cosmetic OTOP

products between those who had ever purchased herbal cosmetic OTOP products and
those who had never purchased the products. According to table 33, opinion about
product, price, place and promotion regarding herbal cosmetic OTOP products were
analyzed and compared between buyers and non-buyers using Chi-square statistics.
The results revealed that most of the respondents (71.39%) who had ever

purchased herbal cosmetic OTOP products agreed that the quality was high. On the
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other hand, 34.31%, and 58.31% of those who had never purchased before disagreed
and were not sure or had no idea about the quality, respectively.

Almost 50% of the respondents who had ever purchased herbal cosmetic
OTOP products agreed that the appearance, packaging and color were attractive while
30.82% did not agree. On the contrary, 24.29%, and 44.25% of those who had never
purchased the product before disagreed, and were not sure or had no idea about this
point, respectively.

More than half (50.76%) of the respondents who had ever purchased herbal
cosmetic OTOP products agreed that the products had good reputation, while 16.72%
disagreed and 32.52% were not sure or did not know. On the other hand, about
30.28% of those who had never purchased before agreed about this point, 16.32%
disagreed and 53.40% were not sure or did not know.

Approximately 78% of the respondents who had ever purchased herbal
cosmetic OTOP products agreed that the products provided good benefits to their
health while only 5.17% disagreed. On the other hand, 57.04% of those who had never
purchased herbal cosmetic OTOP products agreed with this point while about 7.51%
disagreed.

For the respondents who had ever purchased herbal cosmetic OTOP products,
68.58% agreed that price of the products was lower than general cosmetics while only
12.39% disagreed. Among those who had never purchased herbal cosmetic OTOP
products, 56.04% agreed that the price of the products was lower than general
products while only 12.19% disagreed.

About 64% of the respondents who had ever purchased herbal cosmetic OTOP
products agreed that the products have reasonable price as compared to the quality
while only 9.79% disagreed. Among those who had never purchased herbal cosmetic
OTOP products, 45.19% agreed that the products have reasonable price as compared
to the quality while only 11.15% disagreed and 43.27% had no idea about this issue.

Among those who had ever purchased herbal cosmetic OTOP products,
43.20% disagreed that the distribution channels and selling places were sufficient
while 29.61% agreed with this point. Among those who had never purchased before,
only 15.01% agreed that the distribution channels and selling places were adequate

while about 48% of the respondents disagreed. Similarly, most of the respondents
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who had ever purchased herbal cosmetic OTOP products agreed that the products
could be bought easily while most of those who had never purchased herbal cosmetic
OTOP products did not sure about this issue.

Almost half of the respondents (49.70%) who had ever purchased herbal
cosmetic OTOP products agreed that the advertising campaign and promotion from
the government were adequate and appropriate while 25.45% disagreed. Among those
who had never purchased before, 37.09% agreed while 32.63% disagreed with this
point.

It was found that most of the buyers (68.88%) and non-buyers (57.04%) agreed
that price discounting was an attractive promotion. On the other hand, 14.20% and
19.25% of the buyer and non-buyers disagreed that price discounting was an attractive
promotion, respectively.

About 41% of the respondents who had ever purchased herbal cosmetic OTOP
products disagreed that advertising through various media were sufficient while
35.95% agreed. Among those who had never purchased before, 44.50% disagreed
while only 24.35% agreed with this point.
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Part 3: The comparison between those who have intention to buy herbal cosmetic
OTOP products (intenders) and those who have no intention to buy such

products (non-intender), and other related results.

1. The comparison between intenders and non-intenders
Table 34 presents the comparison between those who have intention to buy
herbal cosmetic OTOP products and those who have no intention to buy such products

in the factors influencing purchasing decision.

Table 34: Factors influencing purchasing decision classified by intention to buy

herbal cosmetic OTOP products

Number of respondent (%0)

Topics p-value®
Intenders Non-intenders
Past experience (N = 1,173)
High 552 (65.87%) 223 (66.57%) 0.953
Low 277 (33.06%) 108 (32.24%)
Not at all 9 (1.07%) 4 (1.19%)
Past satisfaction (N = 1,164)
High 502 (60.19%) 222 (67.27%) 0.080
Low 323 (38.73%) 105 (31.82%)
Not at all 9 (1.08%) 3 (0.91%)
Product information (N =1,167)
High 458 (54.79%) 164 (49.55%) 0.225
Low 360 (43.06%) 157 (47.43%)
Not at all 18 (2.15%) 10 (3.02%)

a: Chi-square test

According to table 34, no significant difference between intenders and non-
intenders in factors influencing purchasing decision was found. The study showed that
most of the respondents in both groups (65.87% and 66.57%) indicated that past
experience of using the products had high degree of influence on their purchasing

decisions.
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Similar to past experience, most of the respondents in both groups (60.19% and
67.27%) indicated that past satisfaction of using the products had high degree of
influence on their purchasing decisions. In addition, a majority of the respondents in
both groups (54.79% and 49.55%) indicated that product information had high degree
of influence on their purchasing.

Belief in benefit of herbal products classified by intention to buy herbal
cosmetic OTOP products was described in table 35.

Table 35: Belief classified by intention to buy herbal cosmetic OTOP products

] Number of respondent (%) .
Topics p-value
Intender Non-intender

Belief in benefits of herbal
products (N=1,171)

Great benefits 374 (44.68%) 88 (26.35%) <0.001*
Little benefits 450 (53.76%) 236 (70.66%)
No benefit at all 13 (1.56%) 10 (2.99%)

a: Chi-square test, * Significant difference

According to table 35, there was significant difference between intenders and
non-intenders in belief in benefits of herbal products. About 45% of the intenders
believed that herbal products provided great benefits while 26.35% of the other group
believed so.

Buying behavior classified by intention to buy herbal cosmetic OTOP products
was shown in table 36. According to table 36, significant difference between those
who had intention to buy herbal cosmetic OTOP products and those who had no
intention to buy such products in the most favorite shopping place was found. The
results showed that the most favorite shopping place in the intender group was
department store (64.56%), convenient stores (14.69%), and general stores (14.55%),
respectively. On the other hand, non-intender group indicated that department store
was the most favorite shopping place (59.26%) followed by convenient stores
(22.56%), and general stores (14.48%), respectively.
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No significant difference between those who had intention to buy herbal
cosmetic OTOP products and those who had no intention to buy such products in the
most influential information source was found. In both groups of respondents,
television was the most influential source of information, followed by word-of-mouth,

and books/magazines, respectively.

Table 36: Buying behavior classified by intention to buy herbal cosmetic OTOP

products
Topics Number of respondent (%) o-value?
Intender Non-intender
The most favorite shopping place
(N=1,039)
General store 108 (14.55%) 43 (14.48%) 0.031*
Convenient store 109 (14.69%) 67 (22.56%)
Weekend market 35 (4.72%) 7 (2.36%)
Fresh market 8 (1.08%) 2 (0.67%)
Department store 479 (64.56%) 176 (59.26%)
Others 3 (0.40%) 2 (0.67%)
The most influential source of
information (N= 968)
Television 347 (50.44%) 144 (51.43%)  0.765
Radio 34 (4.94%) 15 (5.36%)
Newspaper 8 (1.16%) 3 (1.07%)
Book / Magazine 71 (10.32%) 30 (10.71%)
Banner 30 (4.36%) 12 (4.29%)
Brochure / Leaflet 19 (2.76%) 2 (0.71%)
Word-of-mouth 160 (23.26%) 63 (22.50%)
Internet 14 (2.03%) 8 (2.86%)
Others 5 (0.73%) 3 (1.07%)

a: Chi-square test, * Significant difference
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Sources of information for herbal cosmetic OTOP, classified by intention to
buy were presented in table 37. According to table 37, there was significant difference
in sources of information for herbal cosmetic OTOP products between intenders and
non-intenders. Among the respondents who had intention to buy such products,
television (39.49%), word-of-mouth (20.88%), and brochure/leaflet (10.09%) were
found to be the first three most frequent sources of information about herbal cosmetic
OTOP products cited by this group. Among the respondents who had no intention to
buy, television (42.43%), word-of-mouth (13.81%), and book/magazine as well as
banner (7.90%) were found to be the first three most frequent sources of information

indicated by this group of respondents.

Table 37:Sources of information for herbal cosmetic OTOP classified by
intention to buy herbal cosmetic OTOP products in the future

(N=1,008)
Sources of information DU G ) p-value®
Intenders Non-intender
Television 278 (39.49%) 129 (42.43%)  0.002*
Radio 31 (4.40%) 22 (7.24%)
Newspaper 25 (3.55%) 12 (3.95%)
Book / magazine 58 (8.24%) 24 (7.90%)
Banner 46 (6.53%) 24 (7.90%)
Brochure / Leaflet 71 (10.09%) 15 (4.93%)
Word-of-mouth 147 (20.88%) 42 (13.81%)
Internet 20 (2.84%) 10 (3.29%)
Others 28 (3.98%) 26 (8.55%)

a: Chi-square test, * Significant difference

2. Other related results

Past satisfaction of using herbal cosmetic OTOP products and frequency of
purchasing such products classified by the most favorite shopping place were
displayed in table 38. No significant difference between satisfaction with the

purchased products and shopping places was found. However, the results indicated
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that more than half of those who bought the products from general store, department
store, and convenient store were more likely to be satisfied with every product. On the
other hand, about 60% of those who bought the products from OTOP exhibition
indicated that they were satisfied with some products. When looking at the frequency
of purchasing, it was found that most of the buyers who bought the products from
drugstore (60%), supermarket (48.28%), and department store (49.12%) were those
who always buy such products. On the other hand, about 43.92% and 28.98% of the
buyers who bought the products from OTOP exhibition indicated that they sometimes
bought the products, and rarely bought the products, respectively.
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CHAPTER V
DISCUSSION

According to the objectives of the study, this chapter was divided into three
parts, as follows,
Part 1: Descriptive information of the respondents
Part 2: Comparison between herbal cosmetic OTOP product buyers and non-
buyers
Part 3: Limitations of the study
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Part 1: Descriptive information of the respondents

Response rate of this study was approximately 70%, which was quite high as
compared to that of general survey. In addition, it is about 10-15% higher than
expected response rate. This high response may be the result of high co-operation of
the academic settings and the samples. When looking at demographic data of the
respondents, it was also found that about 60% of the respondents were studying in
public universities. This finding was consistent with the fact that the proportion of the
number of undergraduate students in public universities in Bangkok was about 60%.

With respect to buying behavior, unsurprisingly, the study found that
department store was indicated by most of the respondents as the most favorite
shopping place. It might be the case that undergraduate students often go to
department stores for many reasons such as buying goods, having meals or meeting
friends due to lots of shops and variety of products available. This result was similar to
that of the studies concerning cosmetic buying behavior among undergraduate students
(9, 10), which found that the respondents mostly bought cosmetics from department
stores, and supermarkets. In addition, the study conducted by Puyakul (10) revealed
that the respondents mostly bought cosmetics at shopping centers because there were
lots of brands available.

As expected, the result showed that the respondents were more likely to be
those who liked to try new products. In addition, it was found that the respondents
preferred famous brand products and believed in the quality of such products. This
finding was consistent with the other findings, which found that the respondents
considered quality as the most important thing before buying any products. That could
be one reason explaining why they tended to purchase famous brand products.
Besides, about 7% indicated that they felt proud when using famous brand products.
In addition, department stores would be their favorite shopping places since they could
pick up new products of choices from a variety of brands including famous brands.
This also could help explaining why department stores were indicated as the famous
shopping places among the respondents. Moreover, the possible reason why most of
the respondents considered quality as the most important factor rather than price is that

this group of population is well educated.
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Friends/colleagues were found to be the most influential people in buying
decision. This might be the case that people at this age were more likely to belong in
the groups of friends and tended to believe in the same idea of what the groups
believed. However, family/relatives had been indicated as the second-most influential
people also because most of the respondents were still living with their parents. In
addition, most of them might be still receiving financial support from their families.

Most of the respondents agreed that herbal cosmetic OTOP products, at least,
provided some benefits to their health. This maybe because they were familiar with
herbal products, which were widely well-known throughout the country. In addition,
there was an increase in the awareness of the use of natural products. Presently, lots of
information about benefits of herbal products was introduced via various kinds of
media as well as the campaign and lots of promotion from the Thai Government which
aimed to encourage the use of herbal products.

Although, most of the respondents (79.58%) indicated that they sometimes
used herbal products, only 27.95% had ever purchased herbal cosmetic OTOP
products. This might be due to the fact that these respondents were interested in
famous brand products as mentioned earlier. However, when asking the respondents
whether they would purchase herbal cosmetic OTOP products in the future or not,
most of the respondents indicated that they would purchase such products in the
future. This result showed the opportunity for the product to be marketed among this
target population. However, the marketing strategies would be further discussed later
in this chapter and in the recommendation.

The results showed that almost 60% of the respondents who had ever
purchased OTOP products indicated that they also had ever purchased herbal cosmetic
OTOP products. This might be due to the fact that herbal cosmetic OTOP products
were consumer products that involved in everybody’s everyday-life. Also, for these
types of products, people could always look for the new brands for their new trials and
new experiences. Soap/shower cream, shampoo/conditioner, and scrubbing agents
were the top three products that the buyers indicated they were satisfied with. This
may be the case that these products were also the top three herbal cosmetic OTOP
products purchased.
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Concerning opinions regarding herbal cosmetic OTOP product, most of the
respondents also indicated that, the price of herbal cosmetic OTOP products was lower
than that of general cosmetics, the price was reasonable as compared to quality, and
that price discounting was an attractive promotion. However, most of the respondents
indicated that there was the lack of distribution channels or selling places. Only
32.80% of the respondents agreed that herbal cosmetic OTOP products were easy to
buy. These were similar to the study of Pornprasertsuk (23), which suggested that
there should be more distribution channels so the consumers can easily buy OTOP
products. In addition, there was only small number of selling places for herbal
cosmetic OTOP products in the department stores which were frequently visited by
most of undergraduate students. Also, most of them had no idea or were not certain
about quality, reputation, and appearance of the products. These might help explaining
the reasons of low prevalence of purchase.

Concerning sources of information for herbal cosmetic OTOP products,
approximately 50% of the respondents indicated that television was the most
influential information source about herbal cosmetic OTOP products. This might be

the result of the availability of television and the lifestyle of people at this age.

Part 2: Comparison between herbal cosmetic OTOP product buyers and non-
buyers

According to the conceptual framework, as buyer’s characteristics were
divided into four topics, which were cultural, social, personal and psychological,
therefore, the results were discussed in four topics, as mentioned previously.

Concerning cultural topic, this consisted of culture and social class. In this
study, culture and social class were determined by place of birth and individual
income per month, respectively. According to the results, only place of birth was
found to have significant differences between buyers and non — buyers. This result was
consistent with the conceptual framework, which speculated that these factors would
influence herbal cosmetic OTOP product purchasing. According to the results, buyers
were more likely to be born in other regions outside Bangkok. This may be the fact

that people who were born and raised in other region were more likely to familiar with
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herbal products, as compared to those who were born in Bangkok. Therefore, culture
was an important factor affecting purchasing decision. On the other hand, individual
income was not different between buyers and non-buyers. This result was not similar
to the study of Jaidee, et. al. (16). This might be the case that the price of herbal
cosmetic OTOP products were not expensive and price was reasonable as perceived by
majority of the respondents. Also, range of income of the respondents was not too
wide.

With respect to the social topic, which consisted of reference group, social role
and status, these factors were determined by influential people and types of university,
respectively. As seen in the results, there were significant differences between buyers
and non-buyers in these two factors. It was found that product specialists had more
influence on buyers’ purchasing decision. That might be the case that herbal cosmetic
products were the products that were quite new for the consumers therefore, the
consumers would be persuaded easily by products specialists. Types of university
were also found to be a factor influencing purchasing decision. It might be the case
that the students in private university might prefer famous brand products and had
different buying behavior, as compared to those in public university.
Friends/colleagues and family/relatives were indicated as the first and second most
influential people for both groups, respectively. This result was not similar to the
studies of Pornprasertsuk (23) and Benjaratananon (19). These might be the case that
the undergraduate students tended to belong in groups of friends and believed in the
same thing as their friends. Moreover, most of the respondents in both groups were
still living with their families.

Concerning personal topics, which consisted of demographic information of
the respondents such as age and gender, there were significant differences between
buyers and non-buyers in both age and gender. It was found that buyers were more
likely to be old as compared to non-buyers. That might be the case that they had
received more information about benefits of herbal products as they got older so they
were more likely to have better perception toward such products and tended to try
these kinds of products. It should be noted that although the significant difference in
age was found to be statistically significant, the average age of two groups were

approximately only half year differ. Gender was also found significantly differ
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between buyers and non-buyers. The study showed that female was approximately two
to three times more likely to purchase herbal cosmetic OTOP products. That might be
the case that female used cosmetics more regularly than male and were more likely to
consume many types of cosmetics than male.

For psychological part, this consisted of lifestyle, buying style, belief, and
experience. Lifestyle was determined by living style. Belief and experience was
determined by belief in benefits of herbal products and past experience of using herbal
cosmetic OTOP products, respectively. It was found that there were significant
differences between buyers and non-buyers in living style, buying style and beliefs in
benefits of herbal products. It was found that buyers were less likely to live with their
parents. This might be the results that those most of the buyers were born in other
regions. Therefore, they were also less likely to live with their parents since they
moved to study in Bangkok. As expected, it was found that buyers were more likely to
believe in the quality of Thai-made products, were more likely to be those who liked
to try new products, were more likely to believe that herbal products provided great
benefits and were more likely to use herbal product more frequently. In addition, it
was also found that the respondents who had ever purchased herbal cosmetic OTOP
products were more likely to purchase again in the future (90%) as compared to those
who had never purchased. Those might be the results that those who had ever
purchased herbal cosmetic OTOP products were more likely to have better perception
toward such products from past experience.

According to the conceptual framework, as buyer’s opinions were divided into
four topics, which were opinions regarding product, price, place, and promotion
therefore the results were discussed in four topics, as mentioned above. As expected,
the results indicated that the buyers were more likely to have positive opinions while
the non-buyers were more likely to have no idea or negative opinions toward herbal
cosmetic OTOP products.

As opinions regarding product were determined by quality of the herbal
cosmetic OTOP products, attractiveness of the appearance, packaging and color of
herbal cosmetic OTOP products and the reputation of herbal cosmetic OTOP products,
the study found significant differences between buyers and non-buyers in these areas.
Most of the buyers thought that the quality of herbal cosmetic OTOP products was
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high, appearance/packaging/color were attractive and the products had good reputation
while most of the non-buyers had no idea toward these three issues. The reasons might
be that the non-buyers were the group of people who were not interested in herbal
cosmetic OTOP products so they might have no intentions to focus on details about
herbal cosmetic OTOP products. These findings were consistent with those of the
study by Rangsiwongs (9) who studied cosmetic purchasing behavior of university
students in Bangkok and those of the study by Puyakul (10) who studied factors
related to cosmetic consumption behavior of State university students in Bangkok
Metropolis.

When looking at opinions regarding price, significant differences between
buyers and non-buyers were found. Besides, this finding was consistent with the
conceptual framework. This result was also similar to that of the study by Jansatit (26)
and Sanganate (25). The reasons why the price was considered as factor affecting
purchasing decision might be because most of undergraduate students did not worked
and most of them still were on financial support from their families so they might be
aware of their expense and spending.

With regard to opinion about place, the study also found that there were
significant differences between buyers and non-buyers in opinions regarding
distribution channel or selling places and buying convenience. Buyers were more
likely to agree that herbal cosmetic OTOP products were easy to buy and that the
distribution channel or selling places were sufficient. These findings implied that place
was an important factor affecting buying decision. The reason explaining why the
respondents considered place of buying the products as factor affecting purchasing
decision might be because undergraduate students favored buying convenience as seen
in the previous study of Chanthasittiporn (12). Also, as found in the study of Rujira-
apa, et. al. (15) which revealed that most of the respondents would like to go to
department stores because of a lot of brand available and buying convenience.

In addition, it was found that there was significant difference between buyers
and non-buyers in opinion regarding promotion. Therefore, it might be concluded that
promotion was considered as factor affecting purchasing decision. The reason might
be that undergraduate students would like to get more information about such products

and promotion campaign as well as advertising about herbal cosmetic OTOP products
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before making decision. This finding was consistent with the conceptual framework
and also was related to the findings of the studies by Puyakul (10) and Jaidee, et. al.
(16).

Part 3: Limitation

Some limitations should be addressed. First, this study did not cover all kinds
of OTOP or herbal OTOP products because there were limited time and budget.
Second, this study was conducted only in Bangkok and targeted only the
undergraduate students who were studying in the universities in Bangkok. However,
not all universities in Bangkok were included. Only universities that had regular study
programs were included. As the result of some universities such as Ramkamhaeng
University and Sukhothai Thammathiratch University were excluded. Therefore,
generalizability beyond this group of population should be made with caution. Third,
this study did not include the actual decision making process. Only opinions and

intention to purchase were examined.
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CHAPTER VI
CONCLUSION AND RECOMMENDATIONS

Conclusion

This cross-sectional survey was conducted to determine prevalence of herbal
cosmetic OTOP product purchasing and to examine opinions regarding the products
among undergraduate students. The conclusion of this study was presented in three
parts, which are descriptive information of respondents, the comparison between
herbal cosmetic OTOP product buyers and non-buyers, and other related results.
Recommendation for this study and recommendation for future study were, then,

described after the conclusion.

Part 1: Descriptive information of respondents

Of 1,700 questionnaires distributed, 1,188 completed questionnaires were
returned resulting in the response rate of 69.88%. Majority of the respondents were
female (68.64%). Most of the respondents were born in Bangkok (46.11%) and had
individual income between 3,001 to 5,000 baht per month (50.26%). In addition, most
of the respondents were living with their parents (60.07%) and studying in public
universities (60.35%).

When looking at the buying behavior, department store was the most favorite
shopping place indicated by most of the respondents (63.24%) as well as television,
which was indicated by 50.77% of the respondents as the most influential source of
information. Concerning influential person, it was found that friends/colleagues
(67.42%) and family/relatives (60.10%) were two main groups of people who played
an important role on most of the respondents’ purchasing decision, respectively.
Quality was the first thing that most of the respondents (59.65%) would consider
before buying any products. Almost 60% of the respondents indicated that they would
like to try new products and 79.65% of the respondents preferred purchasing famous

brand products. Among those who preferred famous brand name products, 92.92%
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indicated that they trusted in high quality of such products. On the contrary, most of
the respondents who preferred general brand (55.45%) indicated that they felt that
quality of famous brand and general brand did not differ. Past experience (66.25%),
past satisfaction of using the product (62.33%) as well as product information
(53.19%) was indicated as the important factors influencing most of the respondents’
purchasing decision, respectively. On the other hand, most of the respondents
(78.40%) indicated that consumption of the product by their family/friends/
surrounding people had low degree of influence on their purchasing decision. When
asking about perception regarding the quality of Thai-made products, most of the
respondents (68.27%) perceived that Thai-made products and products made in other
countries did not differ in term of quality.

Concerning herbal products, it was found that most of the respondents
(76.58%) sometimes used herbal products. Only 11.71% of the respondents indicated
that they had never used herbal products before. Moreover, most of the respondents
(58.67%) believed that herbal products provided little benefits to their health. In
addition, most of the respondents (57.45%) perceived that herbal cosmetics were as
attractive as general cosmetics.

About prevalence of OTOP product purchasing, the study found that 47.39%
of the respondents had ever purchased OTOP products. Only 28% had ever purchased
herbal cosmetic OTOP products. It was found that of those 563 who indicated that
they had ever purchased OTOP products, 58.97% of them had ever purchased herbal
cosmetic OTOP products. When looking at types of herbal cosmetic OTOP products
purchased by the respondents, it was found that soap/shower cream (26.00%),
shampoo/conditioner (22.90%), and scrubbing agents (21.57%) were the top three
herbal cosmetic OTOP products purchased. About the frequency of purchasing, almost
40% of the respondents sometimes purchased herbal cosmetic OTOP products while
37.37% always purchased such products. The results also revealed that the number of
herbal cosmetic OTOP products the respondents purchased ranged from 1 to 10 items
with an average of 1.88 items per month. Purchasing expense on herbal cosmetic
OTOP products ranged from 20 to 2,000 Baht with an average of 313.38 Baht per
month. About 47% of the respondents were satisfied with every product they

purchased. On the contrary, approximately 48% were satisfied with some products.
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Soap/shower cream, scrubbing agents and shampoo/conditioner were the top three
herbal cosmetic OTOP products that the buyers indicated they were satisfied with.
OTOP exhibitions were the most frequent purchasing place indicated by most of the
respondents (37.15%). Television was the most frequent source of information about
herbal cosmetic OTOP products indicated by most of the respondents (40.22%). When
asking the respondents whether they would purchase herbal cosmetic OTOP product
in the future or not, the study showed that 71.51% of the respondents would purchase
while 28.49% would not purchase such products in the future.

When examining opinions of the respondents regarding herbal cosmetic OTOP
products, most of the respondents were not sure or had no idea about the quality
(48.73%), the reputation (47.59%) or the attractiveness of the appearance, packaging
and color of the herbal cosmetic OTOP products (37.36%), respectively. However,
most of the respondents (62.91%) agreed that herbal cosmetic OTOP products
provided health benefit. Concerning opinion regarding product price, most of the
respondents (59.54%) agreed that the price of herbal cosmetic OTOP products was
lower than that of general cosmetics and that the price was reasonable as compared to
their quality (50.47%). Most of the respondents (60.35%) agreed that price discounting
was an attractive promotion for encouraging sales. However, most of the respondents
(43.07%) thought that the distribution channels and selling places were not sufficient.
As the result, only 32.80% of the respondents agreed that herbal cosmetic OTOP
products could be bought easily.

About opinions regarding advertising campaign and promotion, most of the
respondents (40.61%) agreed that the advertising campaign and promotion from the
government were adequate and appropriate. However, a majority of them (43.63%)
thought that there was not enough advertising about herbal cosmetic OTOP products

through various media.

Part 2: Comparison between herbal cosmetic OTOP product buyers and
non-buyers

When comparing two groups of the respondents, those who had ever purchased

and those who had never purchased herbal cosmetic OTOP products, in their

demographic information, the study showed no significant difference in individual
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income per month. On the other hand, the results revealed that there were significant
differences in age, gender, places of birth, living style and types of university. The
study found that the average age of the respondents who had ever purchased herbal
cosmetic OTOP products was a bit higher than the respondents who had never
purchased before. In addition, it was found that female were more likely to purchase
herbal cosmetic OTOP products than male. With respect to place of birth it was found
that those who had ever purchased the products were more likely to be born in other
regions outside Bangkok. About half of those who had never purchased herbal
cosmetic OTOP products (51.13%) were born in Bangkok. The results also indicated
that approximately 63.35% of those who had never purchased herbal cosmetic OTOP
products were more likely to live with their parents, while 51.67% of those who had
never purchased the products were living with their parents. Buyers were more likely
to study in private universities (60.54%) while almost 70% of the non-buyers studied
in public universities.

When looking at the differences between those who had never purchased and
those who had ever purchased herbal cosmetic OTOP products on their buying
behavior. It was found that there was no significant differences in favorite shopping
place, influential information source and brand preference. However, the results
showed that there was significant difference between buyers and non-buyers in buying
style. It was found that those who have ever purchase the products were more likely to
be those who liked to try new products. About 67% of the buyers indicated that they
liked to try new products while only 56.69% of the non-buyers indicated so. The study
also revealed that there were significant differences between buyers and non-buyers in
the first thing to consider before buying and influential people. It was found that the
buyers were more likely to be those who consider quality as the first thing before
buying any products while 57.14% of the non-buyers thought so. However, non-
buyers were more likely to concern with packaging, discount/promotion, and
advertising, as compare to buyers. With respect to influential people, product
specialists had more influence on buyers than non-buyers.

When comparing factors influencing purchasing decision, the study revealed
that past experience, past satisfaction, product information and consumption of the
product by family/friends/surrounding people had the same degree of influence on
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purchasing decision in buyers and non-buyers. Nevertheless, it was found that there
was significant difference between these two groups of respondents in their perception
regarding quality of Thai-made products. Buyers were more likely to believe than non-
buyers that quality of Thai-made products was similar to other products. On the other
hand, buyers were less likely to perceive that quality of Thai-made product was lower
than other products.

Concerning information regarding herbal products, the results showed that
there were significant differences in frequency of using herbal products, belief in
benefits of herbal products and perception about attractiveness of herbal cosmetic. It
was found that herbal cosmetic OTOP product buyers used herbal products more
frequently than those who had never purchased herbal cosmetic OTOP products.
Moreover, 35.95% of herbal cosmetic OTOP product buyers perceived that herbal
cosmetics were more attractive than general cosmetics while only 21.73% of those
who had never purchased herbal cosmetic OTOP products perceived it that way. In
addition, when determining respondents’ beliefs in benefits of herbal products, it was
found that about 47% of the buyers believed that herbal products provided great
benefit while about 36% of the non-buyers believed so.

The results revealed that there was significant difference between buyers and
non-buyers in sources of information for herbal cosmetic OTOP products. Word-of-
mouth (33.46%), television (28.85%), and brochure/leaflet (13.85%) were found to be
the first three most frequent sources of information cited by the buyers. On the other
hand, television (44.15%), word-of-mouth (13.70%), and book/magazine (8.64%)
were found to be the first three most frequent sources of information indicated by the
non-buyers.

In addition, the study also found that there was significant difference between
buyers and non-buyers in their opinion about next purchase of herbal cosmetic OTOP
products. Among the respondents who had ever purchased herbal cosmetic OTOP
products, over 90% (90.30%) of the respondents indicated that they would purchase
herbal cosmetic OTOP products in the future as compared to 64.18% of the
respondents, who had never purchased herbal cosmetic OTOP products before.
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When comparing two groups of the respondents, buyers and non-buyers, in
their opinions regarding herbal cosmetic OTOP products, the results revealed that
there were significant differences between buyers and non-buyers in every opinion.

It was found that there was significant difference between buyers and non-
buyers in their opinions regarding quality of herbal cosmetic OTOP products. Among
the buyers, 71.39% agreed that the quality was high while only 34.31% of the non-
buyers agreed with this point. In addition, it was found that there was significant
difference between buyers and non-buyers in their opinions regarding the
attractiveness of product’s appearance, packaging and color. A majority of the buyers
(49.55%) agreed that herbal cosmetic OTOP products’ appearance, packaging and
color were attractive while only 31.46% of the non-buyers thought in the same way.
Regarding opinion about the reputation of herbal cosmetic OTOP products,
approximately 50% and 30.28% of the buyers and non-buyers agreed that herbal
cosmetic OTOP products had good reputation, respectively. When determining
opinion about the health benefits of herbal cosmetic OTOP products, it was found that
there was significant difference between buyers and non-buyers in opinion about
health benefits of herbal cosmetic OTOP products. Almost 80% and 57.04% of buyers
and non-buyers agreed that herbal cosmetic OTOP products provided good benefits to
their health, respectively. Also, it was found that there were significant differences
between buyers and non-buyers in opinion regarding price of herbal cosmetic OTOP
products. Among buyers, 68.58% and 64.22% of them agreed that the price of herbal
cosmetic OTOP products was lower than general cosmetics and the product had
reasonable price compared to its quality, respectively. On the other hand, among the
non- buyers, 56.04% of them agreed that the price was lower and 45.19% agreed that
the price was reasonable.

The result also showed significant difference between buyers and non-buyers
in their opinions about the convenience of purchasing. The result revealed that among
those who had ever purchased herbal cosmetic OTOP products, 44.38% agreed that
the herbal cosmetic OTOP products could be bought easily as compared to 28.32% of
those who had never purchased herbal cosmetic OTOP products. The study also
indicated that there was significant difference between buyers and non-buyers in their

opinion about the adequacy of distribution channel of herbal cosmetic OTOP products.



Farsai Chanjaruporn Conclusion and Recommendation / 96

Although, a majority of the buyers (43.20%) and non-buyers (43.02%) agreed that the
distribution channels and selling places were not sufficient, buyers were more likely
than non-buyers to indicate that channels of distribution were sufficient.

Concerning promotion and advertising campaign, the study showed that there
was significant difference between buyers and non-buyers in their opinion regarding
government support on promotion and campaign. It was shown that almost half of the
respondents (49.70%) who had ever purchased herbal cosmetic OTOP products agreed
that the advertising campaign and promotion from the government were adequate and
appropriate while 25.45% disagreed. On the other hand, only 37.09% of those who
had never purchased before, agreed and 32.63% disagreed with this point.

The study also found significant difference between buyers and non-buyers in
opinion regarding price discounting. The results showed that a majority of both
groups, 68.88% of buyers and 57.04% of non-buyers, agreed that price discounting
was an attractive promotion for encouraging sales. On the contrary, 14.20% and
19.25% of the buyers and non-buyers disagreed with this point, respectively.

Furthermore, the study found that there was significant difference between
buyers and non-buyers in their opinion regarding the adequacy of advertising through
various media. It was found that both groups of the respondents, buyers and non-
buyers, agreed that advertising through various media were not sufficient, 41.39% and
44.50%, respectively. Among the non-buyers, only 24.35% of the respondents agreed
that advertising through various media was sufficient, as compared to 35.95% of those

who had ever purchased herbal cosmetic OTOP products.

Part 3: Other related results

When comparing intenders and non-intenders, no significant differences in
factors influencing purchasing decision and influential source of information were
found. On the other hand, there were significant differences between intenders and
non-intenders in their most favorite shopping place, and sources of information
regarding herbal cosmetic OTOP products. Also, it was found that intenders were
more likely to believe in benefits of herbal products. When looking at the past
satisfaction of using the products among those who bought the products from various

places, no significant difference in past satisfaction was found. However, it was found
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that those who bought the products from drug store, department store, and supermarket
were more likely to be those who always bought the product. On the other hand, those
who bought the products from OTOP exhibition indicated that they sometimes bought
the products or rarely bought the products.

Recommendations

According to the findings, although current prevalence of herbal cosmetic
OTOP product purchase was about 27.95%, there was a potential opportunity to
increase market share among this group of respondents. The study revealed that
approximately 72% indicated that they would buy such product in the future. In
addition, most of the buyers revealed that they were satisfied with the products. It was
also found that buyers were more likely to indicate that they would buy the product
again in the future. In order to promote the sales of such product among undergraduate
students in Bangkok, the followings are recommendations from the study.

As shown in the study that most of the respondent considered quality as the
first thing before buying any products, however, most of the non-buyers as well as
non-intenders had no idea or were not sure about quality of herbal cosmetic OTOP
products. Therefore, it is a good idea to take quality in consideration. The government
should establish higher, better and tougher standard of quality for each type of herbal
cosmetic OTOP products in order to increase trusts of the people and urge all
producers to comply with the standard. In addition, the government should regulate
more strictly to guarantee that the herbal cosmetic OTOP products are in high quality.
Moreover, the government should establish policies that aim to promote and support
the development of herbal products seriously as well as set up sufficient budget to
support the studies concerning quality of herbal products. Also, the government should
establish training courses regarding research and development and marketing
strategies for any producers who need helps on these issues. In the same time, the
herbal cosmetic OTOP product producers should try their best on producing good
quality products.

Also, the study revealed that the non-buyers were less likely to think that the

appearance, packaging and color of the products were attractive. Therefore, to promote
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the sales of such products, the producers should improve the appearance, packaging
and colors of herbal cosmetic OTOP products to be more attractive. Moreover, the
herbal cosmetic OTOP product producers should try to create new versions of
products and launch new products more frequently because most of undergraduate
students would like to try new products.

While most of the respondents indicated that they were more likely to buy
famous brand products, the result showed that non-buyers and non-intenders had no
idea or were not sure about the reputation of herbal cosmetic OTOP products. Also,
most of the respondents especially non-buyers thought that the advertising through
various media was not sufficient. Therefore, it should be the responsibility of the
government to provide information and increase the name recognition of the products
through various media. According to the study, it was found that the most influential
sources of information among this population were television and word-of-mouth. It
was found that the most influential people in their purchasing decision were friends
and colleagues. Besides providing more information on television, word-of-mouth
from their friends and colleagues could be used as effective strategies to provide
information about the products and increase name recognition of the products. In
addition, to maintain existing customers and to gain benefits from word-of-mouth by
satisfied customers, the herbal cosmetic OTOP product producers should take into
account on customer relationship management such as establishment of pre-sale and
post-sale programs, collecting customer database and offering membership, etc.

The results showed that buyers and intenders were more likely to be those who
believed in quality of products made in Thailand. Therefore, it would be better if the
government launch any campaigns to establish sense of “Thai” in order to help
increase acceptance of Thai-brand products. Also, the result showed that buyers and
intenders were more likely to be those who believed in benefit of herbal products and
were more likely to be those who used herbal products more frequently. Therefore, to
promote the use of herbal cosmetic OTOP products, the government and related
organizations should promote the use of herbal products and provide more information
about the benefit of herbal products among this population.

The herbal cosmetic OTOP product producers may consider using free

samples/free trial/free coupon as a marketing strategy in order to attract new customers
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because the result found that those who had ever used the products were more likely to
buy such products again in the future. In addition, it was found that past experiences of
using the product had high influences on their purchasing decision. Furthermore, this
group of respondents was more likely to be those who would like to try new products.
It was found in the study that one important problem of low prevalence of
herbal cosmetic OTOP product purchasing was the lack of distribution channel and
selling places. Therefore, there should be more distribution channels or selling shops
for herbal cosmetic OTOP products, especially in department stores and convenient
stores because these places were indicated as the first two most favorite shopping
places among the respondents. Furthermore, the government should establish more
OTOP centers and launch OTOP exhibition more frequently in order to provide

buying convenience to the people.
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Reliability

*xx*x*k Method 1 (space saver) will be used for this analysis ******

RELIABILITY ANALYSIS - SCALE (ALPHA)

© © N o g K~ w D PE

N
= o

A26
A27
A28
A29
A30
A3l
A32
A33
A34
A35
A36

Mean

2.0406
2.0078
2.1115
1.6707
1.6785
1.8833
2.0173
2.1893
1.8799
1.6154
2.0069

RELIABILITY TEST

Std Dev

9671
.8580
.9087
.9082
.8806
9371
8212
1285
.8237
.8203
1464

APPENDIX B

Cases

1157.0
1157.0
1157.0
1157.0
1157.0
1157.0
1157.0
1157.0
1157.0
1157.0
1157.0
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ltem-total Statistics

Scale Scale Corrected

Mean Variance Item- Alpha

if Item if Item Total if Item

Deleted Deleted Correlation  Deleted
A26 19.0605 22.5344 4114 .7584
A27 19.0933 23.3286 .3839 .7609
A28 18.9896 22.5622 4470 7534
A29 19.4304 22.9340 4010 .7592
A30 19.4226 23.3134 3714 7625
A3l 19.2178 21.9560 5024 7462
A32 19.0838 22.8796 4700 .7510
A33 18.9118 23.6462 4333 .7559
A34 19.2213 23.2486 4179 .7569
A35 19.4857 23.5943 3739 .7619
A36 19.0942 23.3121 4686 7521

Reliability Coefficients

N of Cases = 1157.0 N of Items = 11

Alpha= 0.7734
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