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Abstract

This research aimed to: 1) Investigate the factors related to consumers’ intention to purchase
herbal soap in Bangkok Metropolitan Area; 2) Explain the consumer decision-making process; and
3) Develop a conceptual model explaining the structural relationships among factors derived from
qualitative data. The study employed the Theory of Planned Behavior together with the value
marketing concept as the analytical framework. Data were collected through in-depth interviews
with 15 key informants and focus group discussions with 14 participants, totaling 29 consumers
with experience using herbal soap products. Data were analyzed using thematic content analysis
through the processes of Open Coding, Axial Coding, and Selective Coding. The findings revealed
that factors related to purchase intention consisted of six major components: product attributes,
customer value delivery, consumer perception, social influence, perceived value, and brand image.
Brand image functioned as the core factor linking product attributes with perceived value and
purchase intention, while perceived value served as a significant mechanism leading to consumers’
willingness to pay a premium price. The perceived values identified in this study included functional
value, such as product safety and effectiveness; emotional value, such as feelings of confidence
and relaxation derived from using herbal products; and belief value, which reflected the use of
natural products and Thai traditional wisdom. In addition, social influence played an important
role in creating initial awareness, whereas actual user experience determined long-term customer loyalty.
This study proposes a value-based marketing model for herbal products in an urban context by integrating
product dimensions, consumer psychology, and brand image into a unified conceptual framework.
Keywords: Herbal Soap, Purchase Intention, Consumer Behavior, Value-Based Marketing, Factors

Influencing Decision-Making
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