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Abstract

The objective of this independent study was to study the consumer behavior in Mueang Chiang
Mai District towards purchasing food supplements for the elderly. The populations are the consumers who
purchase at least one dietary supplement within 6 months. These include the consumers who buy food
supplements for the elderly and the elderly consumers who buy food supplements for their own
consumption from the shops, shopping malls and theshops that sell nutritional supplements which located
in the area of Mueang Chiang Mai District, Chiang Mai Province. The numbers of the populations are 385
people in total. The data were collected using questionnaires. It consists of 3 different parts. These include;
1. General information of the respondents 2. The data of the consumer behavior in Mueang Chiang Mai
district on purchasing nutritional supplements for the elderly and 3. The level of the marketing mix on the
decision of buying dietary supplements. The statistics used for testing and data analysis were frequency,

percentage and mean value.

According to the results of the study, it was found that most of the respondents were male, over
60 years old, undergraduate and lower undergraduate education, earning 20,001 - 35,000 Baht / month.
They buy the vitamin supplements and Blackmores with the reason that it has higher quality compared to
others. The purpose of the purchase is for health care. Most of them buy it for their own consumption. The
first source of information that the consumers know and obtain the product data and influence to the
buying decision is Internet / Social media. It was found that the time of buying is in the beginning of the
month. In the past 6 months, they bought twice. The place to buy supplements is at a regular pharmacy
and from website. They can find the information of the dietary supplements from the internet and evaluate
the purchasing decision options by comparing the data from the product features. After buying, they think
that the quality of the dietary supplement as good as they expected. They always buy from any stores
which is not specified and spend less than 1,000 Baht which paid by cash. The sale promotion that they
are interested is the discount of dietary supplements. Normally, they always choose the same brand that
used to buy. In addition, they would like the manufacturers develop the quality of the dietary supplements

continually.

For the marketing mix that affects the purchasing decision of the consumers, it can be in the order
from high to low as follows; Products (the expiration date is clear), Price (the selling price is appropriate to
the quality of the product), Distribution (the location is easily accessible) and Market promotion. (the

salespersons service behavior is good and polite)
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