NIANTIVININTAAIALAENITIANTT U Inedemalulagsvanasyys

U 10 aduil 1 un31AY - dQuieu 2566

@rsssssnnsnsssssnnnnnnnnnnnnnnnnnn@

ns3uunnguEusinananduaiasuamsinslulednludsmealng

LWRBNLUUNAYNSNIINITAAINA

THE PROBIOTICS-SUPPLEMENT CONSUMER SEGMENTATION
IN THAILAND FOR DESIGNING A MARKETING STRATEGY

AN ASEAUIIY WaE §AR31 INWAITIL’

Rasita Klaisuban®" and Ajchara Kessuvan?
Received 4 June 2023
Revised 11 June 2023
Accepted 19 June 2023

UNANED

[y

A

a v

mUsEaAiaRnuUsErnsenans wonssu suldun Innsaniugin Jade

¥

WaAnInenarnsiuiaua1vesdusinalunisusinandadusieasueimsinsluledn e duun

Y

NANAUSINAKALOBNKUUNAENSNININANA inB UawedsianuiBIn1sveuilnausiasngulaags
mzazas lnedudunsidodedimnnndegguilasifussaunsallunsuslnanansiasi
wSuemsinslulefin 911U 310 518 GUUUURNIEIINZN AT RUoyameaRR TN ITuILAL
menTeinguuuvassduneu Tagldduusiifedosiunginssuguilnn wsgda arunde
nsfusAuen wazANLRTlaTeaAy 16 faus

KaMs19s wuthannsoutnguuilaaldidu 3 ndu Ae 1) nduteFeusngunniive
3337 2) nguitdaniumsiuaeildlaguamilos uas 3) naudldlagunmiuiioss nedinseh

mananaunsathunldunuimduniseenwuunagnsnanseaiafiviansauuazaenndesiv

v
o (% I

ANUABINTSVRINUSINALAENENAT dnunaud 1 IWunagnsvnanisnansuniid ngui 2

Wunagnsnisvenvibiianisdnduladewuulalannuny wagnguil 3 wWunagnsnisinw

o

ANNFuTuSAUgNATlUTEEEE NAENSMAaIlLaTIINITINT1 N13F0TT LAENITUBNAB TIUN

Y
o 1% o

YIS NYIANUAUNUSAUAN AU UEIE U

Y

Addgy: Insluledin Yadeidadningn Aae1 MsInTIeingy Naensn1eNIInaIn

! TaeUSoylnviangmsu InnssiagnIInNITRa NG SINEAT ALLEAENVINTTUNGYAT UVINGTUNURSAENT
Graduate Student, Agro-Industrial Innovation and Management, Faculty of Agro-Industry, Kasetsart University.
*Corresponding Author, Email: rasita.kla@ku.th

2 mmi&jﬂizﬁﬁmﬂ%ﬂLwﬂiuiagqmmwmwmwm AMLRRAMINTTUNYAT UNINYIUNYATAEAS

Lecturer at the Department of Agro-Industrial Technology, Faculty of Agro-Industry, Kasetsart University.

55



Journal of Marketing and Management

Volume 10 No. 1 January - June 2023

.IIIIIIIIlllllllllllllllllllllllll>

Abstract

This research aimed to study demographic, behaviors including lifestyle, psychological
factors, and consumers’ perceived value of probiotic supplement consumption in order
to segment the consumers and design a marketing strategy for each segment. The survey
research was conducted with 310 respondents who had consumed probiotic supplements
using a purposive sampling technique. Data were analyzed by descriptive statistics All 16
variables employed in the analysis were consumption behavior, motivation, belief,
perceived value and purchase intention. and two-step cluster analysis.

The results indicated that consumers could be divided into 3 segments 1) The health
conscious student, who follow the review 2) the poor excretory system, and 3) the true
health consciousness. These results have been used as guidelines for designing appropriate
marketing strategies that align with the need of each segment. Segment 1 focuses on
marketing strategies using reviewers, Segment 2 focuses on sales strategies that drive
impulse buying, and segment 3 focuses on maintaining long-term customer relationships.
These strategies will create recognition, repeated purchases, and advocacy as well as

foster sustainable customer relationships.

Keywords: Probiotic, Psychological factor, Perceived value, Cluster analysis,

Marketing strategy
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