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The future of dietary supplements and adjustment

of marketing strategy in Thai
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Abstract

We can use data from “The study related to the Thai population in the
future” to evaluate and used as a guide to engage the business in the future
namely, The quantity of child’s customer become lower whereas the elder’s
customers have increased. Therefore, the elder’s customer are the market
opportunities that arising from the changing of the population structure even
though the changing will be proceeded gradually over a long periodically time.
However, The marketers should pay attention and prepare for the future. From
the latest online survey results related to the taking vitamins or supplements of
Nielsen in 52 countries all over the world found that Thai consumers are most
interest in taking vitamins and dietary supplements in the world. That is the
great market trend for dietary supplement in Thai. In addition, The social value
of Thai peoples quite believed that the foods that are consumed every day are
not provide the sufficient nutrients for the body needs. Thus, They want to eat
dietary supplement in order to fulfill the complete nutrition for the body. The
market growth of dietary supplement product to be Influenced by the status of
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Thai social and overall economy. Due to the people have more higher
education and per capital income. Therefore, The people have turned back
to take care of their own health which may follow the current trend from the
development countries that consumers have turned back to interest in
prevention and cure themselves. The overview expected that the future of
dietary supplements business in Thai will continuous growth during 3-5 years
period. Following the continuous growth trend of dietary supplements business
including the more increasing of strongly competition between an enterprises.
Therefore, Organization should be adopted part of the marketing strategy to
engage in their current business. The marketing strategy is the marketing mix
(Marketing Mix) or short call as 7P ‘s which these tactics are the guidelines for
ideas in marketing mix to link to the modern business which focused on creating
maximum profit on the satisfaction of consumers, which is a long-term business
along with the changing of the modern consumer behavior which are greatly

changed nowadays.

Keywords: Dietary supplements, Marketing mix, Consumer behavior
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