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ABSTRACT

The objective of this research was to study the factors affecting consumers’ decision in
using Herbal Food and Beverages in Mueang District, Chiang Mai Province. The respondents
were 500 samples. The analysis was based on the results of descriptive statistics, application of
Logit model using the maximum likelihood estimatimation (MLE) technique, and the marginal
effects.

This study found that the majority of respondents were female (70.43%), 21-30 years old
(31.89%), single (45.6 %), educated at a degree level (57.2 %), having a fixed income (58.6 %)
and the average income of 20,001 - 35,000 baht per month (27.8%).

On consumers’ behavior the samples who used herbal food and beverages (60.20%) were
found to prefer herbal beverages (47.5 %) making purchases once every month (49.2 %) and pay
for the purchase of herbal food and beverages at an average value of 101-500 baht each time
(54.1%). The samples who didn’t use herbal food and beverages were 199 samples (39.8 %)

because the samples’ preference (44.96%). The majority of respondents had friend’s instruction



(26.44%) and bought herbal food and beverages from convenient stores (39.11%). The objective
of consumption was based on health reason (36.7%).

This study found that the most important factors affecting consumers’ decision in using
herbal food and beverages was suitable price which contribute to increase the usage of herbal
food and beverages (42.81%). This was followed by taking data from journals, Food and Drug
Administration’s support, consumers’ education, price reduction, facilitate to purchase product,
level of price, consumers’ income, low cost, friend and family instructions all contribute to

increase the usage of herbal food and beverages (13.04-24.24%).



