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PERCHASE BEHAVIOR MARKETING MIX OF CONSUMER AND GUIDELINE TO
INCREASING SALE ACUPUNCTURE NEEDLE OF
TINGLY MEDICINE IMPORT CO., LTD.
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Wy BriramBeulvivaZhoneyan Taihe) Usznausie 4 Tassnns oA Imamsaaﬂymﬁauuzﬁﬁuﬁw lassnsatiuayy
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Abstract

This study has objective to study the level of 1) Behavior and Marketing Mix for decision to prescribe
acupuncture needle zhongyan taihe brand.2) Guideline to increase sale volume of acupuncture needle zhongyan
taihe brand .The questionnaires were collected from 350 physicians who acupunctustpre treatment at hospital
and clinic. In addition, we analyze against competitor use SWOT analysis and STP Marketing .Result found that,
Factor of Marketing Mix from product, most level is safety product. Price factor, high level is reasonable pricing.
Place factor, high level is distribution product on website channel. Promotion factor, high level is social media
promotion, organizing exhibition booth, conference support and promotion by sales person. Guideline to increase
sale volume of acupuncture needle zhongyan taihe brand. The results from analysis were used to 4 project : 1*
project “Organizing exhibition booth to introduce information about acupuncture needle zhongyan taihe brand”
2"project “Supported domestic academic conferences, supporting the publishing of academic documentation”
3" project “Arranging taining session for sales representation for knowledge of product and sales skill” 4"project
“Advertise in Chinese Medicine Journal”. It had been expected that, after proceeding with these project, the sale
volume would be increased by 20% higher than sale volume of 2015.

Keywords: Acupuncture needle, Increasing sale, Marketing Mix
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5uﬁm7ll 1 Massage, Exercise, Juice Therapy, Meditation, Relaxation, Yoga

Susudl 2 Fasting, Lifestyle Change, Natural food, Breathing pattern, Counselling, Music
therapy, Herbals

Susud 3 Accpuncture, Colon therapy, Detoxification, Nutritional therapy, Nutrition sup-
plement, Macrobiotic, Guide imaginary
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