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This research aimed to: 1) study personal factors affecting decision in purchasing dietary
supplement products of consumers in Phranakorn Si Ayutthaya Province; 2) Investigate the factors
affecting the decision in purchasing dietary supplement products of consurﬁers; and 3) compare the
consumers’ decision factors in purchasing the dietary supplement products in relation to their
personal factors. The sample group consisted of 246 consumers purchasing the products at Unicity
Marketing Center in Phranakorn Si Ayutthaya. Statistical analysis was performed using percentage,
mean, standard deviation, t-test, F-test and LSD. The findings are indicated as follows:

1. Most consumers were female, aging during 30-39, obtaining bachelor’s degrees,
married, working for private companies, and earning baht 10,001 -15,000 per month.

2. High levels of the consumers’ purchasing decision for the dietary supplement products
were found on products, price, distribution channels and marketing promotion.

3. Differences in the consumers’ sexes and incomes per month did not affect differences
in their purchasing decision on the dietary supplement products, but differences in the consumers’
ages, education levels, occupations and marital status affected differences in their purchasing

decision on the dietary supplement products at the statistically significant level of .05.





