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ABSTRACT

This research is a quantitative research. The objectives were to 1) study the differences in consumer
personal characteristics related to the purchasing decision of herbal soap products in Pathum Thani province,
and 2) study the importance of the marketing mix in relation to the decision to purchase Herbal soap bar
products in Pathum Thani province. The sample used in this research was divided into sections of consumers,
in total, there were 385 individuals divided in 5 groups, the sample consisted of small business entrepreneurs
and startup partners, in-depth interview were used the statistics used in the research were descriptive
statistics, and the analysis used multiple regression equations at the significance level of 0.05.

The results of the research showed that: 1) the study of the differences in personal characteristics
of consumers related to the purchasing behavior of herbal soaps of revealed that most of them knew about
herbal soap products from recommendations from their friends. The main reasons for purchasing the
products were that they were confident in the quality, and value, and they could be purchased at
department stores. The selection criteria were determined by the properties and smell of the products. Price
reductions a desired type of promotion. Consumers get information about herbal soaps from television, and
many choose to use turmeric herbal soap and the results of the analysis of the data on the importance of
the marketing mix in relation to the purchasing decision of herbal soap products show that most consumers
pay attention to the smell of herbs. The price should be appropriate with the quantity given. There are
advertisements presented through various media. Sellers should have good interpersonal relationships and
serve willingly. Price tags should be clearly labeled and payment accuracy ensured. The results of the data
analysis comparing small entrepreneurs and startup partners to the herbal soap bar consumers revealed that
most of the small entrepreneurs had a wide variety of products and had a specific smell of herbs. Prices
were clearly displayed and they were cost-effective compared to the quantity received. There were online
distribution channels and enough products for consumers. Advertising was done through social media such
as Facebook and Instagram. The service was friendly and was polite and the product zones were well
organized, clean and uncomplicated. Delivery service was available to customers through private transport
services and with is valid payments.

The knowledge gained from this research concemns the marketing mix towards consumers in terms
of the decision to buy bars of herbal soap. The research results show the importance of each aspect
influencing the consumers' purchasing decisions. Given that demand for products comes in many forms,
entrepreneurs should focus on products that have specific herb smells, prices should be clearly displayed
and the prices should be worthwhile compared to the amount of product received, allowing consumers to
see the benefits directly.

Keywords: Marketing Mix, Purchase Decision, Consumers in Pathum Thani Province, Herbal Soap



