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Abstract

The objectives of this research were to study: 1) personal factors of consumers who have
purchased herbal supplementary products via online shopping before; and 2) factors affecting online
repurchase intention of herbal supplementary products. The sample consisted of 385 people. The
research instruments were a questionnaire and an interview. The statistical tools used for data
analysis were percentage, mean, standard deviation, frequency distribution and multiple regression
analysis. The results were as follows:

1) Most consumers who had purchased herbal supplementary products via online shopping
before were single, female employees in public sectors, aged between 18 and 28 years with
bachelor’s degree education and an average monthly income between 15,000 — 30,000 baht.

2) In terms of factors affecting online repurchase intention of herbal supplementary
products, it was found that: (1) Overall, the reliable brand image affected online repurchase intention
of herbal supplementary products at the highest level (X=4.43, SD. = 042). (2) Overall, the online
marketing strategies affected online repurchase intention of herbal supplementary products at a high
level (X=4.17, SD. = 043). (3) Overall, the repurchase intention affected herbal supplementary
products at the highest level (X =4.47,SD. = 0.57). (4) According to the multiple regression analysis, in terms of
the reliable brand image, it was found that sales ethics, product certification marks and product identities affected
online repurchase intention of herbal supplementary products with the significant level of 0.05. (5)
According to the multiple regression analysis, in terms of the online marketing strategies, it was found that linking
online social media to customer relationship management systems, marketing communication tools and
networking product distributors affected online repurchase intention of herbal supplementary

products with the significant level of 0.05.

Keyword: repurchase intention, brand image, online marketing strategy, herbal supplementary product
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