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ABSTRACT

The purpose of this research was 1) the study general condition of consumer
who has purchased herbal supplements products online, and 2) the study factors that
affect their intention to repurchase herbal supplements products through online.
Population used in this study includes Thai people aged 18 and above, both males and
females who ever bought herbal supplements products through online. There were
totally 385 samples by using Taro Yamane formula with confidence rate at 0.95. Research
tools were questionnaires and interviews. Statistics used in the research including:
percentage, average, standard deviation, frequency distribution and multiple regression
analysis.

The results of study showed as following details:

1) The general condition of consumer who has purchased herbal supplements
products online, most of them are females, aged between 18 to 28 years, they are single,
graduating Bachelor’s degree, working as employees of private companies and earning
income at 15,000-30,000 Baht a month, reasons for consumption food supplements most of
them consume for nourish overall health, 6 months ago most of them buy herbal
supplements 1-2 times, and data source of product is facebook.

2) The results of factors that affect repurchase intention for herbal supplements from

online was found; (1) Overall reliability of brand image has an average score at the

highest level ( X = 4.43, S.D. = 0.42). When considering by each area, it was found that

all areas have an average score at the highest level. Firstly, product certification marks

have the highest average score ( X = 4.71, S.D. = 0.49). (2) Overall online marketing

strategy has the mean score at very high level. ( X = 4.17, S.D. = 0.43). When considering
by each area, it was found that marketing using social media with customer relationship
management, marketing communication tools, networking agent of goods distributors

have the average score at the highest level. And marketing that using the famous



person to advertise has the average score at a very high level. Marketing that using

social media online and customer relationship management system has the highest
average score ( X = 4.50, S.D. = 0.54). (3) Overall intention to repurchase has the

average score at the highest level. (; = 4.47,S.D. = 0.57). When considering by each

area, it was found that most of all areas have the mean score at the highest level.

Firstly, including confidence have the highest average score (; =4.55,S.D. = 0.65). (4)
The results of multiple regression analysis that reliability of brand image was found
sales ethics, product certification marks and the specific characteristics of the goods
affect to the intention to repurchase the herbal supplements products through online
with the statistical significance at 0.05. (5) The results of multiple regression analysis
that online marketing strategy was found marketing by using social media and customer
relationship management systems, marketing communication tools, and networking
agent of goods distributors are effectively affect the intention to repurchase the herbal

supplements products through online with the statistical significance at 0.05.
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