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The purposes of this study were to investigate the relationship between dietary
supplement consumers’ behavior and their personal status, and to compare their attitudes
affeciing their purchase of the products. The subjects of this study were 400 people living
in Bangkok Metropolitan. Questionnaires were used to collect the data. Percentage,
frequency, standard deviation, Chi-square, t-test, ANOVA, and Scheffe analysis via SPSS
software were employed 1o analyze the data.

According to the findings, most subjects could realize the efficiency of the dietary
supplements after consuming them for 1-2 months. They cold lose 1-2 kg. However, it
was necessary to follow the instructions strictly. With respect to the decision making, the
subjects took the quality of the products, and successful users’ recommendations into
consideration before buying. Most subjects bought the products from the chemists in the
neighborhood for convenience reason. Their favorite products were those made of chili, or
green tea extracts with the average price of less than 10 baht a tablet.

Regarding the relationship between the consumers’ behavior and their personal
status, one relationship was found by age, four by career, and five by monthly income.

The comparison of consumers’ attitudes toward dietary supplements revealed no
difference as a whole. Nevertheless, the detailed investigation showed that by sex, the
subjects had similar view in distribution channels, and marketing promotion, but different
view in price. The subjects with different educational background had similar attitudes
toward distribution channels and marketing promotion but different ones toward the
products and price. As for career, the subjects with different careers, as a whole, viewed
price, distribution channels, and marketing promotion of the diet supplement products

similarly, while did with the products themselves differently. With reference to the monthly

income, the subjects with different income had the same attitudes toward the products,
distribution channels, and marketing promotion. Only view on price was found different.

The study was significant at the level of 0.5



