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ABSTRACT

The objective of this research is study in the consumption behaviors and demand in the marketing mix
factors of collagen supplemental product consumers, and study consumer segmentation of collagen supplemental
product of consumers in Bangkok. The sample of this study is the people living in Bangkok and almost 100 female
and age of 20 - 60 years old only. The questionnaire will be analyzed by frequency, percentage, mean, standard
deviation and Cluster Analysis. The difference analysis of each group will create by on-way ANOVA. The relation
analysis will analyze from Chi-Square and multiple correspondence analysis. The analysis results 3 groups of
consumers of collagen supplemental product, namely Group A “Beauty lover” Group B “Indy lover” Group C “Smart
lover”.

Keywords: Collagen Supplemental Product, Consumption Behavior, Marketing Mix
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