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Abstract

The objective of this research is to study the consumer behavior on herbal
soap local products, and to study the purchase intension towards the herbal soaps
based on marketing mix. The investigation was carried out on 384 consumers from
municipality area, Phitsanulok province. The results showed that the main reason for
herbal soap purchasing of the people who had ever used these soaps was from natural
ingredients. The main reason for those who had never used these soaps was the
quality. The purchase decisions of the group who had ever used the herbal soap
products were having a reasonable price, showing ingredient information, being a solid
bar, smelling herbal or fruity scents, cleansing without getting dry skin. The four
marketing mixs affecting the purchase decision on herbal soap products were 1)
product issues i.e. having clear property labels 2) price issues i.e. displaying price tags 3)
distribution marketing channel issues i.e. having additional information access channels
4) marketing promotion issues i.e. supporting from government agencies for credibility
and accurate information. Attitudes and purchase decisions on the herbal soap
products after receiving product information from research finding (case study of

marigold soap) increased for 50.8 %.

Keywords: Consumer behavior, Marketing mix, Herbal soap, Marigold soap, Local product
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Table 1 Reasons to buy/not to buy herbal soap local products

Reasons customers committed % Reasons customers did not %
to buying (n = 123) commit to buying (n = 261)

Having trust in the products 25.1  Unsure in product quality 32.8

Being natural 34.3  Unsure in cleanliness 22.4

Being recommended by someone 22.7  Unsure in product process 313

Realizing product benefits 15.9  Others 13.4

Others 1.9
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Table 2 Customer purchasing behavior toward soap local products

Customer behavior

%

Customer behavior

%

Factors affecting the purchase
decisions
Sufficient information product label
Advertisement
Manufacturer
Price
Brand
Service
Word of mouth
Being a regular customer
Having chance to test the products
Others
Chosen main ingredients
Fruit extracts
Flower extracts
Herbal extracts

Additive chemicals

Chosen fragrances
Fragrance free
Floral scents
Perfume scents
Fruity scents
Herbal scents

Product purposes
Face cleansing

Body cleansing

17.0
9.4
10.6
21.8
6.4
3.6
14.8
3.0
12.7
0.6

244
12.2
51.2
12.2

9.0
21.0
10.2
30.5
29.3

285
30.9

Encountered Problems after uses

Causing the dry skin

Lumpy soap

Unpleasant odors

Slippery feeling after uses
Unable to inhibit bacteria growth
Difficult to wash out

Fragrances last too long

Irritation after uses

Others

Product types
Cream/liquid in amber jars
Cream/liquid in plastic tubes
Cream/liquid in plastic bottles
Cream/liquid in sachets
Solid bars

Money spent each month
< 100 Baht
101 - 200 Baht
201 - 300 Baht
> 300 Baht

Influencing people on buying products

Your own

Sprouts

21.8
144
11.6
17.9
16.1
77
6.7
25
1.4

16.3
17.9
5.7
4.1
56.1

37.4
aa.7
13.0

4.9

66.7
114
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Table 2 Customer purchasing behavior toward soap local products (cont.)

Customer behavior % Customer behavior %
Intimate cleansing 24 Family members 6.5
Hand washing 8.1 Friends 8.1
All body part cleansing 30.1 Sellers 5.7

Others 1.6

Have you used only herbal soap for

cleansing?
Yes 74.0
No 26.0

Table 3 Marketing mix factors affecting the purchase decisions of the customers

Marketing mix factors Top three factors Average  S.D. Level
Products 3.83 0.13 High
Having clear property labels 4.06 0.77 High
Having trustworthy brands 3.97 0.72 High
Containing vitamins e.g. C, B, E certified by 3.95 0.81 High

research institutes such or RDA

Prices 3.76 0.08 High
Displaying price tags 3.94 0.78 High
Having stable and reasonable price 3.81 0.85 High
Paying by cash on delivery 3.75 0.85 High
Distribution channels 3.78 0.08 High
Having additional information access channels 3.86 0.84 High
Selling in general grocery stores 3.85 0.79 High
Selling in department stores 3.84 0.87 High
Marketing promotion 3.76 0.09 High
Supporting from government agencies for 3.89 0.76 High

credibility and accurate information
Having the traceable channels 3.85 0.74 High
Having a salesperson for product advisory 3.84 0.76 High

services
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(B) antioxidant testing in diluted soap solution
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Table 4 Considering factors for herbal soap purchasing of sample group who had

never used the products before.

Factors % (n = 261)
Ingredients 18.1
Brands 13.6
Packaging 11.2
Odor 10.2
Manufacturer credibility 14.6
Quality 16.8
Price 11.1
Product variety 4.3
Others 0.0

Table 5 Behavior and purchase intension toward herbal soap products after receiving

product information from research finding.

Purchase intension % (n = 384)

Are you interested in soap products or not?
Yes 92.2
No 7.8
Are you interested in product testing?
Yes 90.4
No 9.6
Would you like to buy the products?
Yes 91.2
No 8.8
Will you tell others about the products?
Yes 96.1
No 3.9
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