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Abstract

The objectives of the independent study * Consumer Buying Behavior for Dietary
Supplement Product in Chiang Mai Municipality” were to study the consumer buying behavior for
dietary supplement products in Chiang Mai municipality, and study the marketing mix factors which
influent the consumer’s decision making to buy dietary supplement products in Chaing Mai
municipality. The data were collected from 160 people who bought chicken essence, bird’s nest
beverage, modified garlic, vitamins and modified herbs by accidental sampling from 5 kinds of retail
outlets, which were supermarkets, hypermarkets, groceries, minimarts and drug stores. The data
collected were computed by using SPSS 7.5 for Window program, micro-computer, The statistics;
frequency, percentage and melan were applied to get the following result.

From the study, it was found that the largest group of the samples were female who were the
students with the age under 21 years old. The majority of samples earned below 5,000 baht per
month and graduated with bachelor degrees.

The study of the consumer buying behavior, it was found that most of them bought chicken
essence named “ Brand “ followed by bird’s nest beverage , modified herbs and vitamins. The main

reasons for buying the dietary supplement products was the need of nutrition for a treatment of



sickness or working/studyving hard. Most of the consumers had the duration in consumption not more
than 1 year, and expected to continue consuming the dietary supplement product to over 5 years.
Regarding to the buying behavior, most of the consumers used to buy, still buying and expected to
buy was chicken essence 100%. For chicken essence with herbs, honey, vitamins and black chicken
essence, most of them did not expect to buy. For bird’s nest beverage, most consumers bought 100%
type but not bird’s nest beverage with herbs, and the most popular brand was “Brand”. Regarding to
modified garlic and vitamins, the most of the consumers did not plan to buy in the near future. The
majority of consumers used to buy, still buying and expected to buy products of herbs, and the most
popular brand of modified herbs that consumers bought was * Conyakky” . The most popular
modified garlic’s brand was “Amway”, and for the vitamins, they did not mind for the brand name.
Most of the consumers bought dietary supplement products less than once a month with 1-5 units
(bottle/case) per time, because it was suitable for each consumption. However, they preferred buying
the brand they used to buy. Supermarket was the place where the consumers preferred to buy the
products more than other places because they were near their working place and the residence. Most
of them made decision in buying the products by themselves.

From the study marketing mix factors, it was found that most of the consumers gave
importance to product factors at the first priority and next were price factors, distribution channel
factors and promotion factors consecutively.

For product factors, the importance of hygienic, safety and no preservation were the most
important factor which the majority of the consumers consider. The consumers’ opinion towards
price of product, most of the consumers gave importance to reasonable price or cheap at the high
level. Most of the consumers were satisfactory with the retail price at the present. As for the place
factors, they emphasize on the convenience place to buy. Concermning promotion factors, they gave
the importance to the bookiet that go with the products. The majority of the consumers got the news
on dietary supplement product via television media at most. The largest group of consumers want
distributers to have discount sales on the promotion. However, most consumers like to buy the brand

they used to buy although that brand were out of stock or other brands had interesting promotions.



The problems encountered to buyers were product factors about unclear labels, inconsistent
quality, out of date product, damage packages and unsuitable packages. The problem of price factor
which of the most of the consumers always encounter was the variance of the price levels of the same
product in each store, and they adjusted the price very often. Place factors were the product sizes and
selected brand that they need were not available and out of stock. The promotion factors’ problems
were the premium and prize were not interesting at the first priority, and next were the salesperson
lacked of knowledge about product and over in present the product quality and tried to persuade the

customer to buy the products.



