i

nagnsn1saainamsEsuayulnsinegaaalan

3.4M310500 LBNTNEITUNA
USENAMTULWIRLLE Wuny3
Received September 19, 2021, Revised October 26, 2021, Accepted December 8, 2021

UNANED

nagnsmsnatnemisiasuaulnslnegnatalan - anudilaFesiausssunas
fausssudos tluliuselvdosnsnnlumenisnann feluseiutsana uazsenineUssme
s IRusTIY wayTanssTuge suasdsnndinne iy &Jauﬁﬂ‘dﬁwqaﬂﬁﬂumﬁﬁaﬁLmﬂsmﬁ’u
Mg I NNIIAAIAEINITAAATIZIREA Wisdiunatn enaaiadmanelaetsgnsias
fiundnSel uazudnismssmuatudosnisvesamdmnsldedamugay v
anunsafivuanagnsnisaeaisnisnaia niennslavandfanduidmuieliegqsd
Usgdnsnm

nginssufuslnadidrudrdyesiann mmeduteyadosiu lunniuniesei
paaidnving WarmsnauNuLitesuianssunain naonaunsAaiedeauazn1s9na
gs gnsIsiivanzauiign 1usUuuunsdnfanssunsnain uaznsdeansnismainlagosd
suffennm 1irdsnguidvaneldegnediuszansam lugidmnenisgsia laidinasdy
ngfnssunisiden nisiadulade Jodn svznante uasiususfiudauss gonsTsfwinau
ywazdoshlulflumsausueiiiendnlagnin

AdARY: NagnsNIsIaIneTLEsNayulng



{l

Marketing strategies of Thai herbal

supplements to the global market

Dr.Patraporn Ekvitavetchanukul

Abstract

Marketing strategies of Thai herbal supplements to the global market
Understanding of cultures and subcultures utilized greatly in marketing both nationally
and international because of culture and subcultures of different societies inevitably
leads to different buying behaviors as well. This allows marketers to analyze the
market, segment the market, select the target market correctly. product development
and services that meet the needs of the target market appropriately as well as being
able to formulate marketing communication strategies or advertising to reach the
target audience effectively

Consumer behavior plays a very important role. Because it is preliminary in
the analysis of the target market and planning for market activities as well as
communication and strategy planning the most suitable strategy it is a form of
marketing activities. and holistic marketing communication with unity Effectively reach
the target audience lead to business goals whether the behavior of choice Purchasing
decisions, repeat purchases, purchase timings and strong brands into the tactics that

salespeople must use in their offerings to win customers' hearts.

Keywords: Marketing strategies for herbal supplements
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AmvuAnagnsnIstawaseaulan (global advertising) msfnwvhanudiladesTausssu
uaginusITgavasliazUsemalagianrog1 B s uruusTsuLiesseiwdl dsfuiie
Y11 0w & uazanadiosneg Suduazdosdinsiianudilasgnauiiaie insedasduudn

gradlulddeninumuneinanain nateiduseswudu InssuAunngsuarsiaeladen vie
Swilsifienisel wazaredymbiiAnuudesq degray diuhnsennssululdlulavan



i

nszurumsindulevesde

fuil 1 n1s3usBetlam nszuaunstorsintuidediensevindstlymvienin
ABINTTVDINULDY

il 2 nadumdeya lutudfuslarazuarondeyaiiiedaduls Tuduusnazdum
foyaanunasneludeu evrnldlunsussdiumadon mndsliteyaliifivaneddeam
foyaifinannuvasniouen

fufl 3 mavszdiunamaden fuslaeasihdeyailldnunulinndndumnanyuas
Ansziden daude Maludnuazmaieudisummadeniasanudueuniia

fuil 4 nmadaduladenmadeniinfian wisnisUsudy fussiiuanauton deide

a

[ g v Y a A I aal < CY £ a <
wasnniuyaralzsendulaidenmudeniingalunisundymidnlduszaunisalluesndu
Nt YisUTEAUNTSTRInUD AT HRY

Ui 5 nMsUszfiuntenanisde Wutugavnendannnisde fuslnaasiwdngdnsii

[ YY)
Y

& v a o @ ° a a o ) 1Y) = < v
Fouuuld warluvuzmeriunagyiinisuseliundnsaumidulusme F9aziiulain nseuiunig
ﬁmﬁuh%asaaﬂ@U?‘[mlﬂumzmumi@ialﬁaa luldvennssinisee
woAnssuguslnalldiudrAyegaunn meﬁu%yjmﬁmﬁu Tunrsuudmses
AANALUNNLNY LAZNIFINLHULANDALIUAINTTUNANN AADAIUNISANADEDAISHAZNISIN9NE
gnS gnsIsTmuzauian LJuguhuun1sInAINgsuNIINEIALAZNITA0AITNIINAIALALDIA
aa v | v ~ a a ° | a '
wndienan wazdrfengudmunglaegraiused@nsain daludidmunenisgsi lddnae
Junginssunisiden midnaulade Te97 syuziia1@e LagLUTUATILTIILTS

GENL

nsdearsmsnaaiiieliiianad frimhiinnsdearssnduszdesdinynisadu
wAnssuvesfiuilan nsefuslaadutmnendndrdguosnisieans madhlanginssa
fuslnmduoened egretieniigiidelsiusou 3 Uszms Ae

1 dhoanmuAuddedlitianas

2. faseAvEnainniy

3 nsgdunnuduiussenhadPodueuduuiusy

nsmelngyana WuuAiuszavsnmgeaeluussmanumsdaaiy enaaznanls
1 mavglasyana Wunuiiivssansnngsgalutumanunisdaaiumsnainriana wif
Huisfaudesnniian fessddamiuyaradianifsidosnnie esrnuninismuaugua
wazdadsiudyrminuelmnuiujiavihilasiasindn wagamauanna lnsanizng
velnenssiilininnuanesuaunndugiadenedudliusliansegarine Aavdnnisily
JeflonvneFuilaiiutemis msdme erdoaunanadunsuniihfsminelidngs Tne
vuluiy flavanuaznisdaadumssmmhedundundesiielunisyslaguilaalivihanem
yoduinsmesianisiug indeiudiuin sudendt “nagnsie” ddeeiing “de 4
Ansazauauinuevesmuldingt ssluduannmaesaiu daunsfinaainnisidenld



i

[y (%)

sty WuessdiodAgydiendndududivesionsdigsuiuasnanauliiiua

<
'

4 a A =

nsgedundngiioduilaasiegavnedniinis wwusenin "nagnsnan’ eg1alsii 38nsiden
faansdnwaisiandnuazie Wiunldsznoufududunn nanfe Aansilldnisaelae
yanaidundn fdesendelanan uardauaunisdmung Wunmsygruseunsie nsdud v
ansilaudgnAnlutnansidesnislignaniuilineu itereuusswesinveadlsdunnlunan
Ansioluiauenedusnevamisiavaniimisluum

tnmseaalaiaumuuungnssugusiaa lagdianuinieiiunginssueans
WYIWBTUIENAEN 6] 11U FwUUNgANTINEUIINATeIAaNAeS Uavansuanses minnge)
Bosduifunismeuaustntiseiuienginssunsseresuilan lasBatiouuiaudniii
ngAnssuasinduldadesdane viedasuhliiae wrandadaznaefunsegaluls
LansngAnTsusingg sonun ienevausednintuy Andflaesdau e Audmanisaiai
anansaruAsld T6uA nandet 510 nisdadsviing uazmsdaaiunisnan wazdaifiegly
dauandeuseuq fguslan fldarunsariuguls 19y taswgia walulad nsidles uaz
fausssn Hudu dadunardazdudnindrgnaost (auee) vesduilan diunszuiunis
dnauladongluaues vienaesh Jwesliviu uarazuanmasanudunginssumevaussi
woudiuld Ao nsfnaulate Fonwanstast wasdonn mssidnlagndliladuliledes
e wiRldleamitualollly mandnoueeilaiaudslesss Samumugneney eany
soguassarng q anudustlunisiensuslagnédemfniuld feu minnurigasdosseus
TuduilAeaivendnuenuies

LNE15919D4

ATEYIUN LLfQWJ’JLVlW. msﬁwummi’mumamwu. NINNWUNIUAT ﬁﬂﬂﬂ’]%@aﬂLLﬂﬂUi%L%ﬁl%ﬂ
Wfionnswaw, 2538,

gn1 $nine warsliniug wesfsuun. nsdadula. NJuNNUMIUAT: ABNNYY. 2542,

A375500 LasTau, Uy andmnuum, AT 1a350Y, 89919 Uneanidy . NagnsnITRaInLanIsg

U3M15N130810. Njavnuuas: Sserduuazloving . 2561,

{inmsgadunnsi: uvasdian: https://meronline.com.

Bovee, C.L., Houston, M.J., & Thill, J.V. Marketing. (2 nd ed.). London: McGraw-Hill.
1995.

Engel Kollat and Blackwell. Consumer Behavior : Dryden Pr. 1968.

Schiffman, L. G., & Kanuk, L. L. Consumer behavior. (5thed.). Englewood Cliffs, N. J. :
Prentice-Hall. 1994.

Kotler, Phillip. Marketing management analysis. NewJersey: Prentice Hall. 1999.

Lamb, Hair & McDaniel. Principles of Marketing. New Jersey: Cengage South-Western.
1992.


https://mgronline.com/

