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The Influence of Perceived Value and Marketing Mix (4Ps) on Elderly Customer

Loyalty for Medical Nutrition Products in Bangkok
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ABSTRACT

This study examines the impact of perceived value and the marketing mix (4Ps) on the loyalty
of elderly consumers purchasing medical nutrition products in Bangkok. The research framework
incorporates perceived value, which consists of functional value, social value, and emotional value,
alongside the elements of the marketing mix: product, price, place, and promotion.

This quantitative study collected data from 407 elderly consumers aged 60 and above with
prior experience consuming medical nutrition products in Bangkok. A questionnaire was used as the
research instrument, and multiple regression analysis was employed for data analysis. The results
indicate that perceived value and the marketing mix influence customer loyalty among elderly
consumers. Specifically, functional value in terms of price/quality and performance/quality, as well as
social value, positively affect loyalty at a statistically significant level of 0.05. In contrast, emotional
value does not impact customer loyalty. Regarding the marketing mix, product, price, and promotion
have a statistically significant effect on customer loyalty at the 0.05 level, whereas place does not

impact customer loyalty in this consumer group.

Keywords: Perceived value, Customer loyalty, Elderly Consumers, Medical nutrition products
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