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Abstract

This research is on the Marketing mix and theory of planned behavior influencing the
customer buying decision the dietary supplements for the elderly of customer in
Bangkok. The objective of the research was 1) To study buying decision the dietary
supplements for the elderly of customer in Bangkok 2) To study buying decision the
dietary supplements for the elderly of customer in Bangkok classified by personal
factors 3) To study marketing mix and theory of planned behavior influencing the

customer buying decision the dietary supplements for the elderly of customer in

Bangkok. The study sample is 400 customers living in Bangkok. The sample size is



calculated using Taro Yamane’s computational formula at 95 % confidence level, with
a sampling error of 5 % and a Convenience Sampling Method. Online questionnaire
(Google Forms) is used to collect data from the sample group. It is divided into 4 parts:
part 1) personal information of the samples, part 2) questions about marketing mix
influencing the customer buying decision the dietary supplements for the elderly of
customer in Bangkok, part 3) questions about theory of planned behavior influencing
the customer buying decision the dietary supplements for the elderly of customer in
Bangkok , and part 4) question about buying decision for dietary supplement of the
elders in Bangkok.

The results found that personal factors including age and occupation are
different, people in Bangkok decide to buy dietary supplements for the elder at the
differing statistics at 0.05. Marketing mix and theory of planned behavior , price,
perceived behavioral control ,attitude toward behavior, and promotion affect the
customer buying decision for a customer in Bangkok with statistical significance at 0.05.
These 4 variables could explain the variability of buying decision on the dietary
supplements for the elders in Bangkok at 63.1% and there is a forecast error at + 0.145.
Keyword: Marketing mix, theory of planned behavior, customer buying decision
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