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Abstract
Project Title Market Segmentation and Market Targeting of Thai herbal Products
Investigator Sukhabot, Sasiwemon
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The purpose of this research is to study the market segmentation of Thai herbal products and their
targeting market. The exploratory research was considered from a thousand of Thai people by
three methods including non-proability sampling, purposive sampling and accidental selection.
The samples were collected from five areas from all parts of Thailand including Chaingmai,
Konkan, Hatyai (Songkla), Nontaburi and Patumtani and Siam Square at Bangkok. The total
samples {one thousand) were collected from two hundred samples of each area. The marketing
analysis was done by statistics with Hierachical Cluster Analysis of ¢ach area. The results were
found that the market segmentations of Northern part, Northeastern part, Southern part,
Surroundings and Bangkok were six, eight, nine, nine and seven segments, respectively. The
marketing target was grouped to be five types that were the mass market, niche market, medium
market, product market and souvenir market. In addition, this was found that two segmentations

have never consumed herbal products.



