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Abstract

The primary objectives of this research were: 1) to examine consumer purchasing behavior and
perceived product efficacy regarding herbal products marketed under the lJiva Herb brand; and 2) to
analyze key determinants influencing consumer’s decision-making processes in purchasing these products. A
structured questionnaire was employed as the main data collection instrument, targeting 200 respondents
using Multi-Stage Sampling method residing in Bangkok who had previously purchased and used Jiva Herb
products. Data analysis utilized descriptive statistics, including frequency, percentage, mean, and standard
deviation, were utilized alongside multiple regression analysis at a .05 level of significance. The findings
revealed that the overall influence of marketing mix factors on consumer decision-making was at a high
level. The regression results identified pricing, product attributes, physical presentation, and service process
as significant predictors of purchasing decisions. In contrast, distribution channels, promotional strategies,
and personnel-related factors did not exhibit a statistically significant effect. The model accounted for
40.90% of the variance in consumer purchasing decisions. These findings provide actionable insights for
business practitioners and herbal product entrepreneurs, highlighting the importance of product quality,
safety, and consumer experience in shaping purchase intent. The results can further inform strategic
development in related sectors, such as herbal supplements, traditional medicines, and cosmeceuticals,

where consumer trust in product efficacy and brand reliability plays a pivotal role in market success.
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ANNAZIUNTITY drulszaunenisnainiinanensyuiunsdnduladeayulnsaigliuusunisesu
AI3ElANUNILLLIAALALNG B PABAIULBNANTIIWITENNAINTUAINN TIUNINAIENLATIY Wagasne
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[ Marketing Mix ]—>[ Purchase Decision Process ]

Figure 1 Research Conceptual Framework
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2. YsEnsuaznguaiegn
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USUANINIY LURFUTUEI9A LUAUNLIY LYAUINTR WABIUNIIT WATINYINT LUARULAY LWAARDLAY LR TR
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WURATINLE LAAIUVA AUz wanselous waglauis uay 3) wedosduuen $1uau 11 e 1éun
WARAITY LUAYUBILYN LUAUNYUTIOU LWAUIIUA LUAUIIUBY LAYATRILN LUAYang LUARABIEINT LuasTuys
\WANUBITBN WazlunaIANTE Ul

fupoudl 2. Aundwunduitedisiazduienluusaziunmsunases il

WAN15UNATDY fndu (Sovaz) naNFIeE19 (AL)
wadlasiuly a2 84
wadlostunans 36 72
wadlostuuen 22 a4

39 100 200

Sunouil 3: 1¥¥8n1sgusiag1awuude (Simple random sampling) Ine3sn siuaanuuulaldfu
\Wiodendunuainiuanisunases 3 sz fmualaani (Quota sampling) ssfuay 2 W sl 1) lwadlostuly
1w wwaunatu uay weandng 2) wadosdunans Tiun wandnd uaz waaeln uae 3) wadlestuuen 1dun
WALILA Lag Lnliuy3

Funoudl 4; 1#35n3gusog1auuuing (Simple random sampling) ilevngsnimneiiagiiy
wuvaeuany lnensiiununindeyadmeuuudeuniunszany (Hard-copy questionnaire)

3. nseslefllunsiiudeya
winatiefildlunisdniunisidede 1339 dUsunalaglduuuasuniy (Questionnaire) Tneld
LUUADUNINNTZATY (Hard-copy questionnaire) wiseanidu 4 dw e daudi 1 %33@Lﬁsaﬁuﬁﬁamuqﬂﬂauaz
wgfnssumsteviily diufl 2 feyaieriunginssunsdeuasysyaniamniseanguindnfusiayulwinnels
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LUTUATILIBTU daudl 3 Teyaierfudrudszaumsnisnaiavendnfausiasulng nelduusuddzdsu uas
dwdl 4 deyaientunszuaunisdnauladendnsustayulng nelduusudiizdsy Tnefidnums oy
WUULIRSIEINUSEINAT (Rating scale) Fafmuannudsues Likert (1961) wlsszdunisimdu 5 sedu finsetu
AnuARLiutesimeuTiga Ae unfige un Ununans tee tesiige
nsmsr9seuAuAmieIeslaldlunside
1) pndeuAafisInssveion (Content validity) Tnsnisiesiesiandainuaenndases
TaAnuuiazUaiuingUszasd (Item-Objective Congruence Index: 10C) fisiAndaust 0.5 FulU (Rovinell &
Hambleton, 1977) IngdafnuynieriunusiaInviinugennnedlaedA1sening 0.97
2) MmamAnEdesi (Reliability) Insnsthuuuasunuilunaassiuuszvnsilalingusegn
$1uru 30 Faeens udthuesgsiaianudeiuvesuuuasunm tngfvualifidnduUsyavueanivesnse
uU1A (Cronbach's Alpha Coefficient: Q) u1nn31 0.7 @1135n15U84 Cronbach (1990) Taetuuvaeuaiuly
naaesdld (Try-out) Auszanslunnsanmiidinauladondnfasiayulns el susfsdsuildldndusoeg
$1uau 30 yn Ideanudesiusintu 0.93
4. mafususudoya
nsfiusivswdeyanisiderdalinandunisdisan (Survey) fdumaussdl 1) Saviuuvaeuanuite
AUFIUTINTRYaAIEAULEY §1UI 200 YA 2) mendsldfumneiariuiesnnanenIunIieNIaNIEesTIHms
Weluanyud andunadnnsiyanitad mvaenastasiininitowssvisdouansanubuseuiinsnide
mﬂuuﬂmv’m8aqwummmmwmmm Imstsstmaaéuamwm’mualumimmwmmamamﬂﬂaumms’m
Wo 3) dfiunaiutoyadaustuil 1 nuaniug 2568 elufl 15 e 2568 LLaummmmJazgamduiwzna'm
faua 4) nsrRapUATIgNResANY SRR UL ABUNTIReuLarnE N MIRTumauTuTIndeyanide
Bausuna Tilulumunaeinisiussunadiegrsdmiunsiiessideya
5. MsTeidaya
nslnesitoyansifoideiina seandendsd
1) Mnziadfidanssaun (Descriptive statistics) ToA nMswanuaananud (Frequency) Soe
a¢ (Percentage) ANlade (Mean) uazdruidoauusnnsg1u (Standard deviation) Ingldlusunsudisagumaadi
ilevihmsienyideyavesimeunuuasuny
2) MIRTgRAITERUALAnWuAMUAlTAZLULAIABUTBILUUARUA NI TuTEAY AN
AumuuuuInasduUsEINaIAT (Rating scale) laiAadsfilduiisuinusinisulasaamngnaisves
A7 (Likert scale) (Likert, 1961)
AzuuLRdy 4.21-500 wnefs fanudAndiuluszduinniig
AZLULAAY 3.41-4.20 el danuAaiuluseiuin
AzuULOAY 2.61-340 el SavwAndiulussiuliunans
AzLULLEAY 181 - 2,60 vneds danuAndiulussdudes
AzLULAAY 1.00 - 1.80 vneds danuAniulussiuiesiian
3) NMFIATIERERADOYNIL/aRRS198Y (Inferential statistics) laun n1samaeennam (Multiple

regression analysis)

NAN15398 Wazaiusemna
Mnmslianeiteyaiildmuinguszasduonisite aunsoasunantsideldsed
1. wamsinmzideyaiieafutiadvdiuyanauaznginssunsdasiialy
foyatiatoduyana nud freuuuvasuniuedsifistuuieiu 200 au Wumends Andufosas
66.50 iAyne Andusosay 28.50 nAnadon Andusevay 2.50 uavldUszasrnou Anduiesaz 2.50 daulna)
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Fovuileflonnsunidlesvhuszdendesndesm Andudosas 57.50
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UUSUARILTIU
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szegnan 30 undl Andufesar 15.00 srussmenmsUindlosdizdsu svozan 45 it Andufesar 13.00
LAZEIUTTNIINSALALS I BTU Svezaa 45 uil Andufesay 13.00 memaiiviudendendnfurayulng
melduusudfsdiumnniian Mnasswanesnandae Andufesas 47.50 yaradididninadenmsdndulade
wanfusiasulng meldlusudiazidsuinniign ndwinues Andudesay 58.00 iueeiulaanndndiosi
“Frudsu” mndesmilavesiian 91n Facebook Aniliueray 51.50 vivudendnsiasl “Tawidu” Hiudesmisle

Uaefign 91n31u Modern Trade 1w wriuBianiiu ieud il lada Andusewar 76.50 Wellennsiuie vinu
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asfauaianulng nnelduusuddazdsu windign 9aaan 12.01 u. - 18.00 u. Anlufesay 53.50 AudluNIe

a
anSaustayulng nMelduusundizdsunadou S1uiu 1 - 2 A% Andudesas 77.00 wazdruuRuifondnsiue
anulng meliuusuddizdsu whesenss $1umu 101 - 200 v Andudesas 62.00
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3. wamsansideyaineaiudadendinasrienszuiunisinfuladendndudayulng anelduusua
iU
3.1 namsineteyadiulszauninisnainvesmaniaeiayulng aneliuusundiedsu

Table 1 Mean, Standard Deviation, and Level of factors influencing the purchase decision process for

herbal products under the Jiva Herb Brand

Marketing Mix X S.D. Interpretation

Product 4.39 0.490 highest
Price 4.21 0.550 highest
Place/Channel distribution 3.99 0.535 high
Promotion 3.90 0.518 high
People 393 0.548 high
Physical evidence 4.14 0.538 high
Process 4.25 0.549 highest

Total 4.04 0.538 high

971 Table 1 WaATUNIEWUTLANNINTNAIANG 7 T WU ATUNENSIN (Product) TAedeuniign
(X = 4.39) 709891 fD ATUNTFUIUNIST (Process) (X = 4.25) watiaeiian Ae MuMIaLasunIsman (Promotion)
(X =3.90)

Research and Development Journal, Loei Rajabhat University, Vol. 21, No. 75, (2026). DOI: 10.14456/\ruj.2026.6 80



o

NIATIYLATNAW HNINYNAYINIA] LAY U9 21 auil 75 UnNIIAN - AN 2569

3.2 wamsinsenteyadiunssuiunisanauladendndueiayulng melduusudizdsy

Table 2 Mean, Standard Deviation, and Level of the purchase decision process for herbal products
under the Jiva Herb Brand

Buying Decision Process X S.D. Interpretation
Need recognition 4.30 0.575 highest
Information search 4.12 0.617 high
Evaluation of alternatives 4.31 0.619 highest
Purchase decision 4.05 0.534 high
Post purchase behavior 4.14 0.512 high
Total 4.18 0.571 high

310 Table 2 Woarsandenseuiunisdnauladons 5 ¥ wui1 sunsussliumiaien (Evaluation of
Alternatives) (X = 4.31) 7048931 Flad1un135U3T9AURBIN1T (Need recognition) Alladeunyign (X = 4.30)
wazARReteefgn Ao AuN1sindulate (Purchase decision) (X = 4.05)

3.3 wan15insIgnuduiusvesladeidmananssuiunisdndulatondndudayulng nels
WUTUATIZETU

Table 3 Correlation analysis of factors influencing the purchase decision process for herbal products
under the Jiva Herb Brand

Variables X4 Xy | X5 | Xo | X X X5 Xg Xo | X | X | Xp
Product (X;) 1.000
Price (X,) .626** | 1.000
Place/Channel Distribution (Xs) .386%* | .413** | 1.000
Promotion (X,) 430%* | 291%* | 503** | 1.000
People (Xs) 368%* | .416** | 317** | .351%* | 1.000
Physical Evidence (Xg) 414%* | 443** | 374* | 440** | 508** | 1.000
Process (X7) L02%% | 303* | .186%* | .272%% | 277** | .392** | 1.000
Need recognition (Xg) 453%% | 443** | 268*% | 288** | 320%* | 442%* | 363** | 1,000
Information Search (Xo) 394%% | 387%* | 220% | 169* | .278** | .400** | 352** | 511** | 1.000
Evaluation of Alternatives (X;,) 341%% | .440%* | 182% | .189%* | .234** | 334** | 288** | 525** | .669%* | 1.000
Purchase decision (Xi;) 359%% | 320%* | 279%% | 222%% | 249** | 323%* | 305%* | 3g5%* | 600** | 520%* | 1.000
Post purchase behavior (X;5) 501%% | A6T** | 221%% | 224%% | 344%* | 385%* | 368** | .449** | 492%* | 532%* | 534** | 1,000

*p < .05 *p < .01

a

970 Table 3 LEAINANITIATILRANAINEUNUSVOIRILUTNANYY WU FLUTEIUUSEEUNIINISAaInd

v o s W v a 1 | AN o w aad ) a ¢ 1w a
ﬂ'J’]llallWUﬁﬂU(5]'3LL‘UﬁﬂﬁgurJUﬂqi(ﬂﬂausLﬂGUaaﬂ’]ﬂuu&]a’]ﬂmmqﬂﬁﬂfﬂw5$ﬂu .05 way .01 wazAs1gnAduyssans

Doy

= o o &

ANAUNUS N BATIVADUAMUAUNUSTEMINIFILUTNLTIUNNSIVY FIA1FUUSEANTANTUNUSTENIN9AIWUSDETY

1%
a Va o

VanuadA1dosndt 0.80 wansddudseng q Tanuduiusiuldiiadym uenaind gidelafiansansufuen VIF

Wanaaeay Multicollinearity Wu31 A1 VIF ¥0eiulsdaseegsendng 1.294-1.966 FeilAtioundn 10 Aeiu fiwys
daszailanuduiusiulifadymsaunsaiundiasesinisannesuuunyan (Multiple regression analysis)
Tu Table 4
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3.4 wamTinseianuanneenanveslatendwmasenssuunsinduladendndueiayulng neld
WUTUATIZETU

Table 4 Multiple regression analysis of factors influencing the purchase decision process for herbal

products under the Jiva Herb Brand

Buying Decision Process
Marketing Mix
B Std. Error Beta t Sig.

(Constant) 1.147 277 - 4.133 .000
Product (X;) .208 .069 .229 3.001 .003*
Price (X,) .186 .061 .230 3.055 .003*
Place/Channel Distribution (X3) 016 .056 .019 280 780
Promotion (X,) -.063 .059 -.073 -1.056 292
People (Xs) .039 .054 .048 128 468
Physical Evidence (X,) 174 .059 210 2.953 .004*
Process (X;) 152 .050 .188 3.032 .003*
R= 0.655, R°=0.429, Adjusted R’= 0.409, Std. Error= 0.342, Durbin-Watson= 1.496

Multiple regression equation: \A(: 1.147 + 229X, + .230X, + .210X4 + .188X4

p <.05

91 Table 4 uamsHaMTIANEiNsannoEmmg dwsufudsuansenuiadofidmadiensyuiunsdndule
Fondnfasiaulng melfuusuddmdsu wui Jadvduvszaumenanain Eun dundads dusen du
SNBAENNNIENTN WaEFUNTUIUNT ARasanszuIunsinauladenandusaulng nelduusud Sasds
uavanansnasueANNLlTUTIwTesnsE UL sRnAulatenanSuriayung nelduusudiimdsu esay 40.90
fseutioddymaada .05 Tasfidhusan (B= 230) dswasionszuiumsinaulatonansustauulng nelduusud
FwBdu 1nilge sesanAe sundaduet (B= .229) Fudnuaignieanenin (B= 210) LALAUNTTUIUNIS
(B- .188)

4. anUseHa

nfeiifitagusrasdvdnuesnsidetadefidmaronszuaunisdaduledondnfusiagulng aeld
LUsUARIESU wseanidu 2 Ussifunainguszasd fail

4.1 quﬂiiumi%LLaviJivaMﬁmWﬂ'ﬁaaﬂqmmamnmmauulm nelduusuadwdsu nuin daulvgy
ﬂamammwuamamﬂmm fD BIUTIIMINTRUALTILESU u,aadivamm‘wmsaammasuaamauulwama’[m
WUsuA B uInign Ao uivieadediedsu vssmmeluszezing 30 uil swssmenmstanilesdaeidsy
sepeiA 45 Wil uazeuTIeINsAuRUT By Srezaan 45 il vhudendendnsustayulng melduusud
SmBfunnarmnuvemdniusiinnian yarafiddvinaromafadulatondnsuriayulng meliuusudiands
wandhuesndign viuaeiulsvanndnds 3128507 1T Facebook Uasiian vivudendninust
“FopiBu” uandemneiiu Modern Trade 1 Loliudlaniiu vieud 3uil asa Uosfian ileflornsidutae
yiutlendndnt “Fwdiu” Suasmndofindudiaviudusufuusn 9asaan 1201 - 18.00 u. lunsdondnstasi
aullng melfuusuifmdsunniian anuilumstondnsusiauulng melfuusudimdiudedion s 1- 2 ade
uarsuiuiitondnsuiayulng melduusuidmBiuaiesonds S 101 - 200 um Yadednaiaenadesty
n3AnWIves Serirat et al. (2009) wag Schiffman and Wisenblit (2015) flesunein wadnssuguilnauansoonly
nsdus st 1y madssdiuka uazmsswhedudvieuinig welvidlafeisfianusaliminensiidor
LazasanouaLeInLdeIng Tnefilladeiidsmadenisdadula wu Jedudruyana Jadovmedeny amsss
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wardnine wansliiui fuilnandndasiayulnsizdiuinginssunistedauninisld msussdiuna 99
yInstenAnTe wagdmaunste dudenndestunuifedindn denndestuiuifuves Prichavudhi and
Pattanarangsun (2024) @nwiies nsanwdadefiinasenisindulaldusnisiuaneen Ussnndueniedly
Uszndlne wuin Yedeiidnasenisindulaldiuenien Taun r;:iU%Imﬁmq 36-45 U 518l@u1nn31 100,000 UN
sotfiou aguanngame vielndnann laiflgsAvdius uazlallésusanlsmeuatensy Fauandiifiuin anu
azmnlumadidadudeduddylunisdentemistenayulng denndosiunisinuives Yamakanith and
Mechinda (2023) Ainwides anuduiussswinnagnsniesnismanaliolmlfungfinssunistonansusayulng
wsstinuedotedsausoulavesiuiloammesiunelumedminunusd wui ndudiiedradentonndu
auulnsudsguruedetedinuoeulay dnilvadendnsuriasuemaiigeinenie Jondnsusayulnsulsgy
Kuafetnefinuseulat 1-2 adwiaiieu AlliinerenanivendnfusiayulnsuUssUinuadotedsaueaulatiey
5ewina 501-1,000 U dauyeeaiiiavEwaronistendnfusiayulnsulssuinueiotnsdseuooulade ieu/
puddn uardszdumnupaiiunagnsnienismanaliolmllnesufunginssunistonansusaulnsulsuniiu
wseedinueaulatvesufuslaalulndaninunusiil uavanuideves Dzeparoski and Trajkovic-Jolevska (2018)
Anwides nanszmuvesngsuideusenislavanuaznsduaiunsevessayulnsusuluiauasndnsasiesy
9113 WU ndnfasiaiuevnsegmelingsuleuiiiouusuinnninalnsiesniisminentianines/
nstevelasnss unsdedldzumsoytfnnuhenuituguatomndavaniiegaelding sz fsudenan dun
dodsiiusi: Tavarluniledofant/dneans Waimes lusdnd wiuiu uuuef wagthelawan LLavﬁaaLéﬂmaﬁﬂﬁ
Tawanmslnsiimd Ing wagdumoesidn JavzdrelinsuisUssavianuassey Lammiaaﬂqwsﬁuaawamm%
ayulnsfiannsniiluviuusaunmndnfusiuas hvuinslifmnsanio il dnadnsinfian saufeaia
ansnideieuazaralusdaliiuuusud namsAnwinandiifiuindnsasiaulnsegnieldnsey msmfugua
ffpiau FeaenndosiuuTunvesnuTuAdzifudemnenslavanndnfusiuazdedidnnsodndaztisaiisany
undefeuazranulusslalvifuuusud Tasunsiiauedeyaussansnnnaniasifiamnsaigatldats sinnd
mMsdrsasImAuiAuaTe Ssesidusngudifly msafrsanudediuiuguilan uaznsfinwives Ansari et al
(2025) AFnwFes Mssuivestiuslaasosnayulnslulsemeduiie wui fuslnrenayulnsluduifelvieudny
fulsydvBamuazanuindefiovesnanine anaundesiulunusud uazarudasnsedegunidundn uandli
Wi Lwiwﬁ’azL%%UlumiﬁwmmLsﬁﬂ,awqﬁmimﬂﬂiﬁ??aﬁuaarﬁu’%lﬂﬂimaﬁﬁﬁﬂwmzﬂﬁwaﬂﬁqﬁu sl
IhnsnvUsEAnBamnnseengrsveman Susiiinnuddnyednab insvandutedendnlunisiadulateuns
n5%o9n Tneitumsiandn Susifiiuss s nmausraimdngudsssindinaiuayuitiluganudeihly
wusuAkazAiNAvesgnAtussEze

0.2 Yedviidswasionsyuinnisiadulatondnfasiaulng nelduusudfediu nud dudszaums
M13Ra1A FUEARSET FIL1AT FUENAENINIEAIN KaEEUNTTUINNNG dwadenszulunsinaulate
waAnfusiayulng nglilusudimdsu duil Tnesnanmsiinnesitoyadunssuiunsindulodondndusiayulng
meliusuidizdsu sumsussiiumaden guilaefiansanainauamiazsia Jeldeuarnsiuseansgu
anuannsty wararuagmnlun1ste Sadeniign sesaundunsiusiserudesns iesanduilnadan
fellgmguamnuaziomnisivasafotisaneinsle sanfusifivieadugiiduiu Auudalivihling uassdnfus
PnwuaruTImMeIns Auudliszmeifesnszimnzemns lnefliadeuniign so9awmn fMungAnssuvdanig
Fovasijuilnaiisandomdnsusilinaiiuarlsifinatnafes Auarfualddefisendslufunistondnius danm
fioansnduluiendndasian fnmsuugiinaadasilieulunsouaiiuasauduseoly Tnefidiadoun uagnanis
Ansgimunnnesnan dulsEaLTIMIRaIndmaienszuIunsindulate nansasiayulng anelduusud
T Tsesuiloddmeada 05 il fusien WWud Madnisssymuiheegedanu menfianumngaus
AunwesAuA uarAlndidssiundnsusiduluussiamidentuy sglussiuanniian sesasnfe sunansiousi
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wazifuiisdnuar ey sudnvazmenienin Hufinsdnnmaniasifmzan Shevendaau usadeu
avo1n Seuioy uazAunsyuIuns Suidssuulivinednidliasamnuazsinsy Sdemidlunsiuile Awuei
visedaiSuniowemnin waziidomnamstissiuiivannvans Jasefananaenadosiunisdnuives Serirat et al
(2009) uae Kotler and Kelle (2016) lgsunefivdiuussaumenisnana 7Ps Usenausie 7 aaﬁﬂizﬂauéﬁﬁgﬁqiﬁﬂ
doardsfidlunsnausunagninsmaanilumaiuduazuinig enisuinmsiitiamnimgauasliussaidmane
NINTAANN AORARBITUIITEVRS Siriratchatawong and Saichana (2024) Anwii3es Mssudanutideiieves
fungidumeiniianinasevinuaisensduindn fausiayulnsvesuilnauazairs msdeasuuuuendeuilan
Sumeditn namsdnwinuin 1) msfuimnuindeievesdusigiduwesiunnasnisuazanumiieu favina
siomsaeansuvuuensouulanduwesidn 2) msfudmnuindeiovesdurigiiuies sunnumileu Tavsnasie
vimuaRsonAudndafusiayulng 3) auadnensidudwinsusiayulng Svdnasdenisdearsuuuuenseuy
Tandumesida uaz 4) mssudmnuindeievesdungidueifuniudasafouazanumilou f8vsnansdou
dushuvirunfdonsaudndndusiayulnsluginisdea suuvue ndevulandumesdidn egraiifodrdymieatad
05 wansliiufawalinszidoyadunsruiunsdinduladendnsusiayulng nelduusudiedsuduns
dndulatotoniian anfifuslaadndulaninUssaunisaivesdBoedu 4 Afns3iluosulad dnduludende
mnanaideievesmaud fafumnesdnsgshandnsuriayulnsazdosdndendungiusesiianmnsoats
ns¥uinnuideiioruaudasniouazdunnumileuduniesile welddeasinguduilanazdanals
fuilnaliviruadfifrensidudwandusiayulng uazdinsdeasuuuuenseuulandumesidn fuilnaeivg il
dnisnsAudmandstayulnsnndeiy denrdestusmiideres Komnapatritchavee and Kenikasahmanworakhun
(2022) Fnwdes Hadedrutszaumamamarniinadenssinaulatondnsustayulnslneiunisdumesidaves
fuslaaluensammumuas wui dadedussaumanmnaininasionisiaduladendnfasiayulnslnesn
maduwesidavesuslaaluwangunnamuns Wnesimegluszivinn auduiusledudiudssaunnnisnaind
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Figure 2 Strategic Framework for Herbal Product Purchase Decisions

Source: Author's own analysis
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