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ABSTRACT

The purpose of this research is to study 1) consumer product knowledge of
consumers 2) purchase Intentions 3) relationship between subjective knowledge and
purchase intention 4) relationship between objective knowledge and purchase intention
5) confirmation of elements between product knowledge and purchase intention on
vitamin supplement products of consumers in Bangkok and structural equation model.
The research method is quantitative research methodology collecting primary data
from 385 questionnaires from sample group who live in Bangkok, using multi-stage
sampling technique. The descriptive statistic, inferential statistic and Structure Equation
Model (SEM) by SPSS and AMOS were used to analyze the data.

It was found that subjective and objective knowledge showed a positive
correlation to purchase intention on vitamin supplement products and subjective
knowledge has positive correlation higher level than objective knowledge. And
consumers do not only look at price or product development but they will study the

product knowledge and try to use it. This will effect on purchase intention the most.
Keywords: Vitamin Supplement Products, Product Knowledge, Purchase Intention
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