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ABSTRACT

The purpose of research to study the influence on product feature on purchasing
decision to elderly dietary supplement product consumers and testing the mediator variable
of perceived value. The questionnaire was used as a tool to collect data from 400 elderly
persons in Phra Nakhon Sri Ayutthaya Province. Non-probability sampling as purposive
sampling use for analyzing data by descriptive statistics include frequency, percentage, mean,
and standard deviation and regression analysis by enter for a hypotheses tested. The study
found that the product features, including quality, packaging, convenience, and benefit
influence on purchasing decision to dietary supplement products of elderly consumers. The
testing mediator variable indicates that perceived value as a partial mediator variable of the
influence of product feature on purchasing decision toward dietary supplement product of
elderly consumers. The results of the study used as a guide for entrepreneurs of dietary
supplements product for elderly consumers and developing products to consumers need,
building perceived value of products. Moreover, the increasing competitiveness in the
supplement product market as well.

Keywords: Product feature, Perceived Value, Purchasing Decision, Dietary Supplement Products
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AU 1 2 3 q 5 6

Anade (Mean) 3.97 3.81 4.02 3.79 4.01 3.96 VIF
ﬁ’mﬁmuummgm (SD.) 063  0.80 0.63 0.82 0.63 0.59

1. AN 1.00  0.51%%* 0.43%*  0.40%* 0.35%* 0.27*** 173
2. U3t 100 0529  041%* 0420 (320

3. ANUFALAIN 1.00 0.46***  Q.747%**  (0.45%**

4. Uselowu 1.00 0420 0.20%*

5. MIFuiAmMAn 1.00  0.45%**

6. Masinanlate 1.00

**5< 0,05, ** p< 0.01
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v o w aad v v 0911 o ¥ Y a s v aa a [
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B t Sig.
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1. FUAMNIN 0.11 3.83 0.04**
2. MUUTTYAU 0.12 2.93 0.01%%
3. AMUANNAZAIN 0.65 2.98 0.00%*
4. pulsslevu 0.17 3.38 0.00%**

R=0.74 R’=055 Adjusted R’= 0.54 SEE = 0.40

**p< 0.05, *** p< 0.01

NANTNN 2 WAAINANTANIBVIENAVBIANANWULVDINANT U AD ATUAMAIN ATUUTIT
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(% ¢ a o
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¥
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ATUAMNTN 0.14 2.87 0.04**
AUUTIYSIEUN 0.15 2.99 0.01%
ATUAIINEEAIN 0.36 6.42 0.00%**
Auusylevy 0.08 1.47 0.14

R=046 R’=022 AdjustedR°=0.21 SEE = 0.55

**p< 0.05, ** p< 0.01
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