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ABSTRACT

This research Has the objectives to study demographic factors and marketing mix

factors affecting the decision to buy supplements. (1) to study demographic factors, such

as gender, age, education level, occupation, and income, which affect the decision to buy

supplements in working age groups in Ratchaburi Province (2) to study marketing mix

factors Affecting the decision to buy food supplements in working-age groups in

Ratchaburi Province (3) to study the behavior of decision making to buy health food

supplements for persons in working age group Ratchaburi Stratified Random Sampling in

proportion to 400 samples with closed-end questionnaires defined as a structure data are

descriptive statistics such as percentage, average, standard deviation. Inferential statistics,

including the use of one-way analysis of variance t-test for two populations

The results of research showed level with the highest level of the product and the

decision for supplements product as Female 53.8%, aged between 21-30 years, accounting

for 45.8%, bachelor's degree, accounting for 76.0%, private company employees 52.0%,

income between 10,001 - 15,000 baht, representing 42.5% Analysis of opinion levels of

marketing mix factors The opinions were in the high level of agreement with the highest

product values. Decision to buy health food supplements There was a high level of

agreement with the opinion that Behavior after purchase Most Commented So that

consumers can consider products in the supplement group to maximize benefits. Results of

comparative analysis of demographic factors And the decision to buy dietary supplements



in working age groups in Ratchaburi Province From the hypothesis test. It was found that

demographic factors affecting the decision to buy supplements, consisting of gender, age,

occupation, educational level. And the average monthly income.

There was a high level of agreement with the finding that Behavior after purchase

Most Commented So that consumers can consider products in the supplement group to

maximize benefits.
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