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Abstract

The objectives of this independent study were 1) to study a model of consumer buying decision-making
process of dietary supplements, and 2) to study current conditions and problems influencing consumer buying
decision-making process of dietary supplements. The results of studying general information, including
consumer buying decision-making process of dietary supplements were as follows: most of the respondents
were female, 31-40 years, worked as a private company employee, graduated with a Bachelor's degree, and
earned an average monthly income between 20,001 - 30,000 baht. In terms of consumer behavior, the main
purpose of buying was the desire to care their own health and body shape as well as the health of the family.
The main source of dietary supplement information was through the Internet, websites and acquaintance’s
recommendations. The alternative assessments were conducted by considering quality, standard, quality
assurance, and safety of dietary supplements, value for money, and effects. Buying decision was based on the
product quality, promotion that meet the needs for value. In terms of post-purchase behavior, most of them
were satisfied due to the good salesperson and service staff by providing good advice, solving problems and
concerning of nutrition and consumption together with eating dietary supplements to create the effects that
maximize consumers’ needs. They intended to communicate information to others via word-of-mouth. In
addition, problems encountered in the decision-making process were that for information search, most of the
respondents conducted search for incomplete information, causing the difficulties in information search. In
terms of alternative assessment, most of them were hesitant and unsure of the product quality and the safety. In
terms of post-purchase behavior, problem was not found. Most of the respondents were satisfied with the
product and intended to have word-of-mouth communication. The suggestions include that some aspect should
be improved in terms of packaging. More branches or distribution channels in small provinces with more

promotions should be promoted.
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