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Abstract

Objectives of this research article were: 1. Study the demographic
characteristics of the elderly in Thailand 2. Study the 5 A marketing strategies for
purchasing products products for the elderly in Thailand. This research was
quantitative research. (Quantitative Research) and Qualitative Research
(Qualitative Research) using quantitative research to study the 5 A marketing
strategies for purchasing products by the elderly in Thailand. The research
instrument was a questionnaire. and in-depth interviews Statistics used to analyze
the data included descriptive statistics. Inferential
statistics Model creation and model verification.

The results showed that the five elements of marketing strategy form used
by general consumers when used to study the purchase of goods by the elderly
in Thailand were found in 3 elements, (3A: Aware, Appeal, Act). The factors that
affected the purchasing decision of the elderly are Component 1: Elderly product
information awareness, Component 2: Attracting the elderly to become interested
and want to get to know our brand better and the third component: Action, was
the decision to buy both the first time and the repeat purchasing. for the elderly
in Thailand and 3. To suggest marketing strategies for purchasing.

Keywords: Strategy; Marketing 5 A; Elderly
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