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Abstract

This research aimed to study 1) marketing communication tools of herbal product by having
celebrity as presenters and using social media, 2) teenage consumer values in using herbal product in
digital age and 3) factors of marketing communication affecting teenage consumer values in digital age
to use herbal product. The subjects were 400 teenage consumers. The data were analyzed by using
Multiple Regression Analysis. The results showed that 1) the overall of marketing communication tools
of herbal product on teenage consumers in digital age was high. 2) the overall of the teenage
consumer values to use herbal product in digital age was medium. 3) hypothesis testing result was
analyzed on weight of impact of independent variable which affected the teenage consumer values. It
showed the factors of marketing communication tools including having celebrity as presenters and

social media. Moreover, coefficient of factor prediction for both values (R’=0.884) and independent
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variables could forecast dependent variables effectively and explain the teenage consumer values in
using the herbal product (R) for 94% and had prediction error (SE.) 17.60 with 0.05 level of
significance.

Keywords: Having Celebrity as Presenters, Social Media, Values, Teenager in Digital Age, Herbal Product
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