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Abstract

This study aims to compare the determinant for online supplement product in
different generations (X&Y) by employing the Covariance Structure Model: CSM.The survey
data is collected among Thai customers who have supplement products including the age of
22 to 54 years old (Gen Y: 22 to 39 years, and Gen X: 40 to 54 years) with online questionnaires

out of 440 observations (There are 220 cbservations in each group) by convenience sampling.
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The empirical result illustrated that “Product” “Place” “Promotion” “Experience” and

“Psychological” Have a different effect on different generations significantly.
Keywords : Consumer-behavior, Supplementary-product, Population-change, Online-market
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Model Adjustment  Chi-squared (df.) P-value RMSEA SRMR Output

Before Adjustment 20.809 (9) 0.014 0.093 0.052 Failed
After Adjustment 9.682 (7) 0.207 0.050 0.036 Passed

P o Py ' )
A3 2LL€WNNaﬂ']TUTUIﬂi\iﬂi']\?ﬂ?quuﬂiﬂiqu‘h‘!ﬂQNﬁ] LUaLsyu8

Model Adjustment  Chi-squared (df.) P-value RMSEA SRMR Output

Before Adjustment 52.772 (9) 0.000 0.140 0.035 Failed
After Adjustment 12.818 (7) 0.077 0.058 0.016 Passed
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Generation X Standardized Loading t-value  Std. Err. R-squared
PRODUCT X 0.5872 8.27 0.0710 0.3448
PRICE X 0.2597 2.65 0.0979 0.0675
PLACE X 0.5698 7.94 0.0717 0.3247
PROMOTION_X 0.6263 9.16 0.0683 0.3922
EXPERIENCE X 0.5947 8.45 0.0704 0.3537
PSYCHOLOGICAL X 0.6329 9.32 0.0679 0.4006
OVERALL 0.7483
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Generation Y Standardized Loading t-value  Std. Err. R-squared
PRODUCT Y 0.7178 21.03 0.0341 0.5153
PRICE Y 0.7402 23.26 0.0318 0.5479
PLACE_ Y 0.6970 19.37 0.0360 0.4858
PROMOTION_Y 0.8959 50.76 0.0177 0.8026
EXPERIENCE Y 0.8454 38.09 0.0222 0.7148
PSYCHOLOGICAL Y 0.8530 39.90 0.0214 0.7275
OVERALL 0.9204

nan1sUSeuiisusnsnatladeildmasenginssunisidendenansastomsiasusoulaly
naufuslnasnaaiusistusisnmadeumNLAnAsve A Tme s liannisUszana wuin
Yadun1esundnsine (Product) Jad8n19a1utaamn1an1sind muie (Place) Uadeniediunisng
Ll@3un15ma1m (Promotion) Jadeneniulseaunisal (Experience) hagtadeanieniuiniven
n139a1m (Psychological) LLamSvﬁwaLmﬂ@i'mﬁuiu@j’u%‘iﬂﬂﬁ”qaaaﬂejua&mﬁﬁaﬁﬁmmaaaﬁ (M1319

i1 5)

A15799 5 UAAINAAULANANVBIANLRAEAINAILUUIATIZRLATIAS19AULUSUS U

Covariance Structure Model - Mean Difference t-value
PRODUCT X = PRODUCT_ Y 0.6525 9.99 *
RRICER S SERIGE) Y 0.5000 2.08 ns
PLACE X = PLACE Y 0.6334 9.96 *
PROMOTION X = PROMOTION Y 0.7611 5.65 *
EXPERIENCE X = EXPERIENCE Y 0.7201 574 *
PSYCHOLOGICAL X = PSYCHOLOGICAL Y 0.7430 6.75 *

WUGLUA: ***, p<0.01 **, p<0.05 *, p<0.10 (ns = non-significant)
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