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ABSTRACT

The purpose of this study were: 1) to study the factors of consumer behavior
in buying dietary supplements. 2) to study social media factors in buying dietary
supplements. 3) to compare of consumer behavior when buying dietary supplements
in each generation. and 4) to compare the behavior of using social media food
supplements in each generation. The sample consisted of 400 persons in the
provinces Northern Thailand. The checklist and rating scale questionnaires were used
to collect the data. The data were analyzed in terms of percentage, arithmetic mean,
standard deviation and one way analysis of variance. The results were as follows:
1) across generations, social media behaviors influencing dietary supplement
purchases were statistically significant differences at a 0.05 level. When classified by
pairs, it was showed that different generations influenced behaviors on social media
in purchasing dietary supplements in terms of recommendations and referrals.
(Recommendation and Referrals (RR) and Social Media Self-efficacy (SM) in 5 pairs.
These were included generations Z (under 21 years old) and Gen Y (22-41 years old),

Gen Y (22-41 years old), and Gen X (42-57 years old), Gen Y (22-41 years old), and
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Gen Baby Boomers (58-76 years old), Gen Y (22-41 years old) and Silent gen (77-97
years old) Gen Baby Boomers (58-76 years old) and Gen X (42-57 years old) and Gen
Baby Boomers (58-76 vyears old) With electronic word of mouth (WM) in
communication, there were 3 pairs for age 22-41 years (Gen Y) and age 42-57 years
(Gen X), age 22-41 years (Gen Y), and aged 58-76 years (Gen BB) and 22-41 years old
(Gen Y) and 77-97 years old (Silent gen), respectively.
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