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Abstract

The purposes of this research were to develop and validate a causal relationship
model of factors affecting supplementary product’s buying decision behavior of elderly
consumers in Bangkok Metropolis. The research samples consisted of 386 elderly customers
who used to buy the supplementary product in the Bangkok area with the snowball sampling
method. The research instrument was a questionnaire using the 5 point Likert scale. The data
were analyzed by using descriptive statistics and structural equation model. The results
indicated that the developed causal relationship model of supplementary product’s buying
decision behavior for elderly consumers included online to offline (020), psychological
factors, brand equity, product attribute which had a direct effect on supplementary product’s
buying decision behavior. Meanwhile, online to offline, psychological factors had an indirect
effect on supplementary product’s buying decision behavior through brand equity and
product attribute. The developed model was valid and well fitted with the empirical data (c2
= 124.48, Degrees of freedom = 106, P-value = 0.072, RMSEA = 0.048, CFI=0.98, IFI = 0.98, CN
= 324.41, RMR = 0.039, AGFlI = 0.97, PGFl = 0.53). The variables in the proposed model
accounted for 89.0 of the total variance to the supplementary product’s buying decision

behavior.

Keywords: online to offline marketing; 020 Marketing; marketing psychology;

consumer behavior; elderly consumers; buying product; food supplement
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