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ABSTRACT

The main objectives of this study, The Consumption Behavior of Health Products from
Direct Selling System in Muang District, Lampang Province ; were to study the need to consume,
consumers’ behavior and factors influenced demand of three groups of health pro_duct,s namely
dieting products, health supplement products and specific purpose products. The data were
collected during July to August 1999 from 140 samples which were selected by probability
random sampling method. Questionaires were used for data collection ; descriptive statistics and
weighted mean were used for data analysis.

The results of this study showed that 65 percent of the consumers bought the health
products from the distribution center while 26.43% bought from sales representatives. Specific
purpose products was the most popular (58.12%) whereas dieting products (26.75%) and health
supplement products (15.13%) ranked second and third respectively. The average expenditure for
the three groups of products was 101-300 Baht a month. A regular consumption pattern (75.24%)
was found in specific purpose products, whereas, dieting products and health supplement
products were irregular in consumption pattern (41.40% and 31.15%). Regarding to the frequency
purchased found that it is specific purpose products were purchased immediately after used up,
while dieting products and health supplement products were irregularly purchased (52.41% and
48.78%). The three groups were continuously consumed between 6-12 months, with specific

purpose products group has been using more than 12 months (32.06%). Moreover, it was found



that 82.45% felt that their health was better after product consumption except 2% felt worse than
before.

This study shows that the most influential factor towards demand of health products was
consumer factors (weighted mean 3.957). Whereas product factors (weighted mean 3.855) were

the second, and the last influential factor was other factors (weighted mean 3.666).



