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Abstract

The objectives of this research were as following (1) to study whether the difference
of personal characteristics factors will result to difference of buying decision on herbal
supplements of elder in Bangkok. (2) To study the factors of the healthcare behaviors affect
to the buying decision on herbal supplements of elder in Bangkok. (3) To study the brand
image factors that affect the buying decision on herbal supplements of elder in Bangkok. A
survey questionnaire was used as a tool for data collection with random sample technique
which resulted to amount 400 peoples of elder living in Bangkok, Especially they must used
or are using herbal supplements. To analyze data, both descriptive statistics and inferential
statistics analysis are employed for example (t-Test, F-test, Welch Test and Multiple Regression
Analysis).

The research results stated that the difference of elder in Bangkok in term of personal
characteristics factors such as age, education level, occupation, marital status, and average
monthly income provided the difference of buying decision on herbal supplements of elder
in Bangkok. For the healthcare behaviors factors, health promotion and health rehabilitation
affect to the buying decision on herbal supplements of elder in Bangkok. Finally, the brand
image factors found that attributes, attitude, favorability of brand associations and uniqueness
of brand associations affect to the buying decision on herbal supplements of elder in Bangkok

with statistical significance at the level of 0.05
Keywords: healthcare behaviors, brand image, buying decision
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aUAM warasaUImsinnnsnmdnvalnsdudsuduleded Ay iiezairagadfinliiy
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1) uuIARLAZNAIAIRUNGANTINN1IQUAZUAM (Healthcare behaviors)
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(nsuRaMsEgeeny, 2560) fAdeldfmuavuianguiaegislaslignsves Yamane (1973) fiszdiuein
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Sampling) lAg38N15gULUULANIZLA129 (Purposive Sampling) ﬁgqﬁﬂa;ué’aasmﬁaqLﬂﬂiéﬁfwﬁmﬁmsﬁ
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3) indesiiofildlunsiduaediduuvuanuniy (Questionnaire) wusaaniu 5 dau
Usznause dudl 1 Aanudansespounuuasuny @il 2 deyadiuynnavetineuuuuaeua
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TainausinmslirzuuuuuaeunuaIud 3 8 @il 5 1umsianuy Likert Scale dafiinauminisly
AYLUUTERUAUARTIU 5 S2eU (Likert, 1961) d1vSUn1suUaNanLULDZ LU 952 R UATLULALRAY
vostoyaduinasilunisfionsanainnismanuniisdunsniadu (Class interval) LuuBanasi

(Best & Kahn, 1981) 19 5 ¥2958FUAzUY tagAIRTRAIINdanAand (I0C) > 0.67 wazilA1Ad1u
ey Cronbach’s Alpha 0.702 84 0.913
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4) JATeRUayAMLan AN TN adRleuNIU LAk N1TNAFRUAINKANAINTENINY
Aadevesnguiiegs 2 nu MPudaszainiu 1ngld Independent Sample t-Test MsnAgey
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ANULUSUTIUMAAET (One-Way Analysis of Variance: ANOVA) F-test, Welch Test wagn153LAs1g%
nsannegnyanl (Multiple Regression Analysis) WUU Enter (n53din aeou, 2554) Lilonaaoy
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148 pu (foway 37.00)
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wgAnssunsquaguamlnesi eglussiuann (X = 3.84) Wefinsandusiosu wud1 ngdnssy
MIQUAGUATN FuNTALESHaUA MR LadInTian (X = 3.96) sesadun Ao Aunistlesdulsa
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3) doyatadunindnualnsndud aguladn drevwuvasuaiudrulugfinnufaiiuse
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Hasenedarwaulawasdaruddlafiasdondnssiaiuomnsanayulng Sanadeiniian (X = 4.72)
sesasn Ao Tundsdely winfnasdondnfasiaiueimns fazdnduladondntasiasuemsnin
aslng og (X = 4.66) uaztiosiian fio fasorgazuunigiviodeulitondnsusiasuemsan
ayulng (X = 3.74)
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n13197 1 Yadednwazdruyanaiiuanaiieiu dwanenisindulagenanduaniaiiemisainayulng
VoI ULUAN FUNNUMTUATUANFNSTY

AUNRFIY GRL Sig. NANIYAFDY

auuAgIuden 1 Yadudnuazdiuuana

L t-Test 0.762 liigonndes
91 F-test 0.000* GRILLRN
SLAUNISANT Welch Test 0.000* HONARDY
21N Welch Test 0.000* HONARDY
A0 UNINEUTE F-test 0.000* GRIGERE
elddmypnaindoreiieon Welch Test 0.000* GRILLRN
lsAUTE67 Welch Test 0.220 ligonndes

'
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WANANAY pgNTTYERYNIsERATTZAU 0.05

M990 2 WYANTIUNTYUAFUNIN Ndanananisinduladendndudiiasuemisanayulnsves
A998 lULUAN TN HUVIUAT

NOANTTUNTAUAFUAN b Std. B t Sig.  Tolerance VIF
Error
(Constant) 2.780  0.151 18.415  0.000*
AUNTAUETUFUNIN (X1) 0.233 0.049 0.314 4758 0.000* 0373 2681
Aun1sUeniulsa (X,) -0.091 0.054 -0.100 -1.699  0.090 0.469  2.134
é’mmaﬁuvqumw (X3) 0.282 0.052 0.391 5411 0.000* 0310  3.225

R = 0.598, R? = 0.358, Adjusted R? = 0.353, SEeqt = 0.455, F = 73.458, Sig. = 0.000*
* fsesutiodfyneadffisedv 0.05

NANTNN 2 WU AIUNTARETUAVAN hazsunIsiuaunm danadenisandulate
wanSuTlEsNemNTINayulnsvesfaioglumnanmiuas sgdiduddgeatiansyiv 0.05 lag

Aaa !

Aunidvinadensinauligendniaeiduemnsanayulnsvesigeogluuansannanuasinniign
o dunsiuraunn (B = 0.391) uazinunisduaduguan (B = 0.314) fsnnanswennsalievay
35.3 gnusandeueglugUaunisannesaziuuiu ¥ = 2.780 + 0.282X; + 0.233X;

A13197 3 Jadunndnualngdudn Ndwmasenisdnduladondndusiasioinisanayulnsves
9018 lULUANFUNNUMIUAT

Uadenwansal Std. .
o v b B t Sig.  Tolerance VIF
MNI16UAN Error
(Constant) 0.720  0.225 3.205 0.001*
AUAMENYME (Xo) 0.218 0.049 0232 4470 0.000* 0.426 2.346
aunaUsEley (Xs) -0.034 0.049 -0.027 -0.691 0.490 0.754 1.327
AUNAUAR (Xg) 0.298 0.052 0.256 5.763  0.000* 0.584 1.711

€

<

WJTJﬂ’J’liJLLSUiLLﬂfﬂﬂJ’e)\‘imi -0.013 0.041 -0.016 -0.316 0.752 0.475 2.106
Weonlgens1dua (X;)
FumNTureuveINIS
Foulewsdus (Xg)
AULDNANYRIYBINTT
Fouleansndusn (o)

R = 0.740, R? = 0.548, Adjusted R? = 0.541, SEeq = 0.383, F = 79.290, Sig. = 0.000*

* fsedutiodfynieadnfiszdiu 0.05

0.290 0.051 0303 5692 0.000% 0.406 2.463

0.101 0.041 0.123 2475 0.014* 0.464 2.153
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1) Yadudnuaizdiuyana wui1 o1y sEiUMIANY 91N anunwaLsa uavseldiedede
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Pausn IwgAnssumsiadulafiinununnintasengdu fdnenmlunsuslnagauasvouauiil
Usglomifuauies szdunsfine wuin Bsdisedunisinuigeasiinisdndulatefiuniu esan
nsfnwagdsiaiuadnsesdaanug vamadiuieints Ussaunisaldin maliesied nsdunsned
WIRUAZHE a¥aanusiulalunssdulanindu (Marshall and Johnston, 2010) #1ue1dw WU
fasengiiasUszneuedndnsienis/sgiamis insdnduladondnfusiaiuomsainayulng
unninenTwdu 9 lesaniianusiunduendngs iluendnszezen Tatainsamduszleviain
masguna flomannnitanseordndulusuniaiFeus uasnseususuIving MuanunIn wui
aonunausa fimsiaduladeinnnitaniunmdu esnduslaafifanunmansagsiiaietade
e 9 Mduuseloninonuies wazauluaseund wnndnan unndy (nuasun Aduius uas
Uz73 Laun, 2560) uawsumeldindedaifiou nui didneldas Snsinaulatesnnmingidaeld
ms1zgeengfifiseligsazumandeyaduiudouinsfiiiusylovifunuesuazidirfessuuuinig
Auaaun1 (gudidendnsineg, 2561) denndaiu Qued Wwugdug (2553) wuii 01y seAuNISANWK
9170 anunwansa warnelfindedaeuiauduiusualdanelunsdonindueiiaiuoims
YoeUsrvUlunIunIUAS

2) woRnIsUNTAUAGUN N dawaronisindulatendntasiasuovmsainayulnsves
fasengluamnganmasuns aansaedusesedumuaimin fuiolud

2.1) frumsiluaunm geouuuuasuaudnilvgiinginssuiinawmelaiiioiuy

qunmasiiaue Lesnnistinasmeladhesntasiiunauamuen uaziilaliudense WWunsiin
Uﬁﬁauw%ﬁmﬁuaﬂmﬂ%mﬁqummwiwmaLLé’aé’asﬁaaﬁwmqmmW%m anAULATYA (Stucki
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sedusniian Tuduitugunin



NIANTIINMINIIAALAENITIANT W Inedemaluladssusnadyys
U 6 alun 1 unsrAy - Tquieu 2562

@rrennnnnnnnnnannnnnnnnnnnnnnnnn@

23) frunsaaaiuguan freuiuuasuadnlngingAnsssunisfsninegdes fuay
8 uifa uounduiniousdtiosiuaz 6 9alus Fuusemuemisasu 5wy wazuilaadn walsl
Huvsgd Auvarildedunginssunmsduaiugunmitviilidgeoisiqunmdiniia awisaqua
Pewde wazilannuiedld aeandesiu Inunad wsay (2558) wuin wgRnssuNsduaTLgYAIN
vogeeglulsemalnelagsiu sgluseAuanniuiu

3) Jadunmdnuaingdud dwasonisdnduladondnsasiasuemsanayulnsves
Hasonglumnganmasuns aansaeiuseTediunuaimin fuwiolud

3.1) fuedureuresnmsiienlsansidud freunuvasunudnlvgTureusdnius
inonnsanalng insziimslideyatnasiidunnueis uasliuvselovisoqunmlneiiaade
gsan esndeyaaszguamiiiumnusds gnAansesanunastoyafidedeld dnaitesesiuteya
aansnaaUssloviliiugaeeny dasengdureundndasiaiuemsanasulng msziiussqiosi
fLfufinsredsuandon amnsainduaileda (nsudsanmiiteshnduanldln) fgeeneduveu
aaUszlovivesndn fueiiaduermsanayulnsiamnsanevaussnnuaaniald aoandesiu
Muhammad et al. (2013) wui1 msliteyaiieriunansusiniduysslovidegni amnsansedu
3308 afanmailiitugnén ndnduliignénfinnudeansdeduaneldnsaudiy 4 18

3.2) Auiieund greukuvdeunndulngiaufniudondndnaiiaue1misain
ayulnsmslasunITenasinunShvinugsuiueautag i wanstanseausukarANABInNIs
flazannsalinandasiasuosainayulnsmugivendnuwlsaunuiagiulaslsiifananszyuse
qun uazdrdulafomsgmeiininaunedinuemasuinsinteindunrmdnualduaialvgesd
viauaRifAdondududnsausiaiuennsnayulnsadsanuduiusiiaduaudediuliiy
fuilaa auAafunmdnuvalnsdudinsesdulanareduausnfvesuslaale (Anselmsson,
Bondesson, and Johansson, 2014)

3.3) funaidnuas grouwuuaounudulvgandendendnfusiaiuomnsanasyulnd
le¥unissusesnasgiuandrinanuanznIINNTeIMIsHaLeT (08.) WagiUNIIS NS TIRIUNS
wAnenseesasadte (GMP) Feilunmdnualfuiugiuiinsdudannsnassldnunsgiums
Susondieliavoginrundeshilusnansusiinniu andentondnfuriddnsesnuuuussy s
flannu drdnuseuieiiudn teuddndnsasifisryiaeu ammanesfifiudulyméuamens
Wiantuny Mednadnuae Adeulosseninnudnuueiunsaudld asfanstnduldiui
vié’amﬂﬁ;ﬁuﬁﬂmﬁumﬁuﬁwfu 9| (Ross, James, & Vargas, 2006)

3.4) fruendnvaivesnindenlewmsdud fnovuuvaeunudwlvgasidenie
wAnSauriiaiu v INnnayulnstgaentR/auszlovd Alaneu Wumaenuaudi/audsslownid
Taaisiu wazdumzriesinsinssiuaudesnisvesigeeny deiduendnuaifiazvilvindnsaei
LANGNIINALYY HavogaziBondondnfasiaiuonnsnnayulnsfidaassanayulnglne uandy
asafnIINs TR 100% wansdamginssueyindisualivayunandnaelulszindlne siaing
duiniiflondnwalianizduinizdesduiiuanss anmnmdssfiozgnnaunuaindudiduld
(Shank, 2008)



Journal of Marketing and Management
Volume 6 No. 1 January - June 2019

@ cnccnnnnnnnnnnnnnnnnnnnnnnnnn P

Forsuauuzlunmsimanideiluld
1) Yadudnunizdisyana fUszneumsansaiwaldefilsiedudeyaiadalunsivua
nagnsnseana Wunwimslunmsuusdiunisnainsednvazdiuyana AUy sEAUNsAny 018N
anunmausa uazneldiadesoifouiiunisiuvesigenglunnsammavnuaslinsinguidmne
paIANENSILES NI TIINALULNS
2) WOANTTUNITYUAAUN N
2.1) frumsitunauam TnefrouuuuaeunudnlveiinginssuniFinaumelaaihiase
ogfluszduann faifu fusznounismslinug anudrlafigndeafeniuiBnisiinaumeladioviuy
aunm vendsuszlevifiazleuanmsiinaumela Wuniaanuiiunsnsenislavanniafus
yioenvairamaruilnglifenaud reslidoyadnansnisiuyguniniinssauniudesnis
vosgeorgluvansummamuas uavdesdideyamsnmsunmdisdaiioliiAnmnuindoto
22) funmsdaaiugunin freuuuuasunudlngyiinginssunshuthedieiosfuay
8 ufh uounduiindaustnstionTuay 6 Halus sedvanfiaanudidu Fey AUsZNaUN1IAITALTIY
Arwddyraamsdnaiuguamiaesdutl InsenaiiugUuuusdadasiaiuomsnnayulnadu
yianadouns vidonuutmdoud Wensedunistovesdgiengilviaruddysumsiuhanlaly
A ausianniy
3) Jadunmanualnsidum
3.1) fuaudureuveanisidenlesmsdud Wosanggeengliinnuddyiudeya
Fmasiifunimeis uasfulszlonidequam fuszneunsmsiiudefianunsauvivenseiiiol
ausfuuszd seifles suuaziiilede wasdosdidoyanisidesusonindede

a

3.2) MUTNAUAR NNNANITINY WU DIAUSENBUIUAUVIALAR TINABULUUABUNNAIU

Y
v v [ 1

Tvgflimnuddyunniign fe ndnfasiaiuovnsanayulnsnslazunside uasianninuniug
Safuguutagiu eglussdumniian dafu fuszneumsaisiimasmuludumside wagiaun
wanfausiaiuewnsnayulnsliiussansamlunsduaiy funauninldaie

3.3) funuidnuny fUsznauNIAITAUBYBNARATIET oI INALUlNT LT
§3un1sfusesnasguand1inauangnIsinITeIMshasen (a8.) wagsuNAsASNSARlUANS
wAmaIoEaaende (GMP.) whily sadsdniAfeuseshlifenadrafesiinssnusoguam

3.0) fuendnualvesmadenlomndudi lesindaeegazidondondn fasiaty
pnsnnayulnsiidguanth/auussloviilansu daassanayulnslng fdufusznaunisas
wWudeaidunaziaunsnsefuayulnsinegsesvainaairuendnualiiilaaiduliivayulnsine
FIANRAUIINNITUNITNEATEUYINUINTFINEING

Jalauauuzdmiuauideluauinn

1) 1umﬁ%’8ﬂ§’qGialﬂmsﬁ%ﬁmumﬂssmwmwﬁuﬁwaqNﬁmﬁm%m%mmmsmﬂmgulws
Tamzazasiledunmamsaianmdnualasedaguslaeliiundnfasiaiuomsanayulnsd
Aetulmallutagty

2) iles91naAseildnsoununAntasunndnuaindudves (Keller, 2003) 90191
nguivieuaAnninivnsviuduiaenndostunwdnuainsaudivewdndueiaiuemsan

10



NIANTIINMINIIAALAENITIANT W Inedemaluladssusnadyys
U 6 alun 1 unsrAy - Tquieu 2562

ayulnsfivageduemsdnduladondnfusiaiuemsnnagulnsldinndu dsdumndesnisfamun
sogonnUAdumsAnwuiiuAuanininnsitudusause

3) lunsideadaioly msiinaidedmunimdiuiy Wensufinnudenisias
Hadedu q iuenwilearnawdnuainsdud idwmasenisinduladondnduaiasuomisen
ayulnsvesaeny

1) meiasludesienaiinansiisuuaniatulueuan dduisasvhnsfinuided
iielmsuiafirnienisiasuuasessuusnginssunsguagunmm uazdadenndnuaingidud

LONAITDN9DY

nuarun Anaduius uazUzend teun. (2560). Yadudiusvaunmanisnaniifinalunisindulede
HAnAae TS UUTEIANUITIT NN evesuiaalulungneiiios Jamindedlny,
2M587150U9NAY, 8(2), 183-198.

nsufanIsHaeny. (2560). afRfgeaed 2560. uAuan http://www.dop.go.th/download/
knowledge/th1533055363-125 1.pdf.

nIzMTIHRIEIANLAzAITUAIYBINYYE. (2546). WesTTRjRggIeng w. A. 2546. Auduan
http://www.dop.go.th/download/laws/regulation_th 20152509163042 1. pdf.

NIYNTWAITIT0LED. (2556). CBR Guidelines vasasAn1saudilan adunieing (Community
Based Rehabilitation). ﬂ‘a;qmw:W%Lﬁsm LONGLNTa.

Y afivdlng. (2561). waRnssuguilne Faninadl 6). ngama: Tssfuiguiasnsaluminede,

n33dnA gAseu. (2554). n1sUszandld sPss Aasrzsideyasudde. umnarsaiu: drdniu
UMINYNRYUMEITAY.

Ununad wmysau. (2558). waAnssuguanvasdgeanglulne. Gnardnususyarundaudia,
PNANTUNINGIFE).

A6 LgAug. (2553). dnvugnsUszrnsmaniuaginunfnenandneiaiuemnsniauduius
ﬁ’quﬁﬂiiumiégawémﬁm%m%mmmsﬁuawizﬁmﬁuuiuﬂqqmwumum. Journal
Humanities and Social Sciences, 6(2), 9-23.

Ava wiazladld. (2561). WOANTIUNITALAFUAINAULBIVBILEIRYIUNTUNNUMIUAT. IN5AITIVY
Slwwssal, 12(1), 39-48.

Audidondnsine. (2560). wualdunisiaulanainduduiloguatn. FUAuain https//wmw.
Kasikornbank.com/th/business/sme/KSMEKnowledge/article/KSMEAnalysis/Docume
nts/HealthyProduct.pdf.

Audidendnslng. (2561). Aa1ALgee18. §UAUIIN https://www.kasikornbank.com/th/business/
sme/KSMEKnowledge/article/KSMEANnalysis/Documents/Aging-Market SME-Trea-
sure_2018. pdf.

AudIdesuiasingwidlyd. (2559). L91zAaInIMIsIEINANIUNTUANTINgTuauIAn.
AUAUAIN_https://www.scbeic.com/th/detail/product/2858 27 nanm 2016.

11


http://www.dop.go.th/download/
https://www.kasikornbank.com/th/business/%20sme/KSMEKnowledge/article/KSMEAnalysis/Documents/Aging-Market_SME-Trea-sure_2018.%20pdf
https://www.kasikornbank.com/th/business/%20sme/KSMEKnowledge/article/KSMEAnalysis/Documents/Aging-Market_SME-Trea-sure_2018.%20pdf
https://www.kasikornbank.com/th/business/%20sme/KSMEKnowledge/article/KSMEAnalysis/Documents/Aging-Market_SME-Trea-sure_2018.%20pdf
https://www.scbeic.com/th/detail/product/2858%2027%20%E0%B8%95%E0%B8%B8%E0%B8%A5%E0%B8%B2%E0%B8%84%E0%B8%A1%202016

Journal of Marketing and Management
Volume 6 No. 1 January - June 2019

g5UIATTINENIUE.(2560). EIC Analysis: Aa1A01%15Ld30AUNISLAULA. UAUIIN
https://www.scbeic.com/th/detail/product/2858.

driinnuulovisuazensmansnisdi. (2560). lumanunsling Aadeluginuasyariiiauansans
dun., 7(66), 3.

g3LNesA 191NN, (2554). LHUN1TIAUaLAITITEUS 1an 3: Fnuren1TETILETHFUAIN.
N3N ddnfissivueynadiu.

otfud eatfumna. (2560). feaugeteannuimeussmelne. Lonasiaueiivssguvdadfiouazana

aunndinsssumansnisidles s1ydndingani. namn

e
=
R0
o))
De

Anselmsson, J., Bondesson, N. V., & Johansson, U. (2014). Brand image and customers'
willingness to pay a price premium for food brands. Journal of Product & Brand
Management, 23(2), 3-37. doi/10.1108/JPBM-10-2013-0414/full/html

Best, JW. & Kahn, V.J. (1981). Research in Education. Englewood Cliffs, New Jersey: Prentice-
Hall Inc.

Goleman, D. (1998). Working with emotional intelligence. New York : Bantam Books.

Gutenbrunner, AW., A Chamberlain, (2007) White Book on Physical and Rehabilitation Medicine
in Europe. Journal of Rehabilitation Medicine, 54(2), 198-213.

Frank R. Kardes, Maria L. Cronley & Thomas W. Cline. (2011). Consumer Behavior. Mason, OH :
South-Western, Cengage Learning.

Keller, K. L. (2003). Strategic brand management : Building, measuring, and Management
brand equity (2nd ed.). Upper Saddle River, NJ : Prentice Hall.

Kotler, P. (2003). Marketing Management. Englewood Cliffs : Prentice Hall.

Kotler, P. (2012). Marketing Management. Pearson Education. New Jersey: Prentice Hall.

Likert, R. A. (1961). New Patterns of Management. New York: McGraw-Hill Book Company Inc.

Marshall, G. W., and Johnston, M. W. (2010). Marketing management. New York: McGraw-
Hill, Inc.

Muhammad, E. M., Muhammad, M. G., Hafiz, K. I., Qasim, A., Hira, H., Muhammad, N., and Bilal,
A. (2013). World Applied Sciences Journal, 23(1),117-122.

Pender, N. J., Murdaugh. C. L., and Parsons, M. A. (2006). Health Promotion in Nursing Practice
(5th ed). New Jersey : Pearson Education, Inc.

Ross, S. D., James, J. D., & Vargas, P. (2006). Development of a scale to measure team brand
associations in professional sport. Journal of Sport Management, 20, 260-279.

Schiffman, L. G., Kanuk, L. L., and Wisenblit, J. (2010). Consumer Behavior.Pearson Education:
Prentice Hall.

Shank, M. D. (2008). Sports marketing: A strategic perspective. Upper Saddle River: Pearson
Prentice Hall.

12



NIANTIINMINIIAALAENITIANT W Inedemaluladssusnadyys
U 6 alun 1 unsrAy - Tquieu 2562

Stucki, G., Cieza, A., and Melvin, J. (2007). The International Classification of Functioning,
Disability and Health (ICF): a unifying model for the conceptual description of the
rehabilitation strategy. Journal of Rehabilitation Medicine: official journal of the
UEMS European Board of Physical and Rehabilitation Medicine, 39, 279-285.

Yamane T. (1973). Statistics: An Introductory Analysis (3rd ed.). New York: Harper and Row

Publication.

13



