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ABSTRACT

This independent research aims to study the influence of online marketing mix on decision to
purchase dietary supplement products among working — aged consumers and to study the influence of
online marketing mix on decision to purchase dietary supplement products among working — aged
consumers of in Generation X and Generation in Y. Online questionnaires was used as a tool to collect
information from 300 consumers who purchased and consumed dietary supplements products via
Facebook platform once per 6 months by a quota sampling method. Data analysis was conducted by using
descriptive statistics consisted of mean and standard deviation. Multiple regression analysis was used to
analyze the influence of online marketing mix on decision to purchase dietary supplement products among
working — aged consumers. The results showed that most of the respondents were female, had an
education level in the bachelor's degree, married, worked as company employees, and had an average
income of 10,001 - 20,000 Baht. The purchasing reason to buy dietary supplement was to maintain health.
The behaviors of most respondents were as follows: consumption between 6 months - 1 year per year,
friends were the person influenced, the budget for purchasing was 401-600 baht per time. The most
common type of dietary supplement was to nourish the skin. And Facebook was a way to buy dietary
supplements that are used most often. Respondents had their opinions on the online marketing mix on
the agree level and has an opinion towards the purchase decision at the agree level, respectively.

The results showed that the influence of online marketing mix on decision to purchase dietary
supplement products among working — aged consumers was in 4 aspects; products, prices, promotion and
privacy factors. Next, it was found that among working-aged consumers aged between 39-54 years
(Generation X), product, price and privacy factor affect the decision to buy supplements. Among working-
aged consumers aged between 23-38 years (Generation Y), it was found that product, price, promotion and
privacy factor affect the decision to buy supplements. Among working consumers who choose to buy
dietary supplements to maintain health, it was found that product factor and price factor affect the decision
to buy dietary supplements. Among working consumers who choose to buy dietary supplements to prevent
and treat disease, it was found that product factors and promotion factors affects the decision to buy
dietary supplements. Lastly, among consumers of working age who choose to buy dietary supplements to
replace the staple food found that the product, price and privacy factor affects the decision to buy

supplements statistically significant at 0.05.
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