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ABSTRACT

This research aims (1) to examine whether demographic factors such as gender, age,
education, occupation, and income differences affect the decision to purchase dietary
supplements in Bangkok and its vicinity, and (2) to study the communication strategies of
bloggers that influence the decision to purchase dietary supplements in Bangkok and its
vicinity. The findings can serve as a guideline for adjusting online marketing communication
strategies of these products to be more effective and increase business opportunities in
online marketing. The results for objective (1) reveal that demographic factors such as
gender, age, education level, and income differences significantly affect the decision to
purchase dietary supplements in Bangkok and its vicinity, with the hypothesis being accepted
at a statistical significance level of 0.05. However, different occupations do not affect the
purchase decision as rejection of the hypothesis. For objective (2), the research finds that
blogger communication strategies in terms of content and information, presentation style,
expertise, reputation, and interactive engagement all influence the decision to purchase

dietary supplements in Bangkok and its vicinity.

Keywords: Dietary Supplement Products, Blogger
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