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ABSTRACT

The purposes of this research were to study the market factors related to the
Tangkui Jub ginseng consumption in Lampang Province. The data collecting instrument was
questionnaire. The obtained data were analyzed by using mean and percentage. Results of this
Study revealed the following :

Most of the respondents were female, aged 36 — 45 years old, married and
Bachelor’s degree holders with an average monthly income of 14,011 baht a month.

For the behavioral factor of the respondents, it was found that they had
experience in the consumption of Tangkui Jub Ginseng for their health. At first, they bought
Tangkui Jub Ginseng from this friends once a month. The respondents made their own decision
to buy the product for their health and business purposes.

The respondents kept on buying this product brand with no change to other
brands and they also recommended other people to buy this product. Regarding to the marketing
plan, the most influenced factor electing on decision making to buy this product was the product
condition itself. Other influenced factors were pricing, selling methods, marketing promotion,

packaging, staffing, controlling authority and public relations.
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