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ABSTRACT

The objective of this study was to investigate dietary supplement product
consumption behaviour of working age Group in Mueang Chiang Mai District.
The data was collected from questionnaires distributed to 400 customers who
consumed dietary supplement product. The analysis of data was performed by
statistics parameters including frequency, percentage and means.

The results of this study revealed that the majority of respondents were female
whose ages were between 25 — 29 years old with the highest education level of
bachelor degree. They were employed by a private company with the average salary
of 10,000 — 20,000 baht. The number of their family members was between 3 - 4
persons.

Most of consumers who purchased dietary supplement product preferred
Brand. The purchasing objective was for healthcare. The purchase decisions were
made by themselves through direct sales. The expenses for each purchase were

estimated at 500 — 1,000 baht with buying frequency of at least once a month. The



purchase information was received from acquaintances/friends as well as media such
as radio/TV.

Marketing mix factors that influenced purchasing decision of the dietary
supplement product were ranked at high level with the following order; product,
market promotion and price aspects. The distribution venue factor was rated as

moderate.



