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THE INFLUENCE OF BRAND IMAGE AND PERCEIVED QUALITY ON
THE CUSTOMER EXPERIENCE AND PURCHASE DECISION
OF HERBAL SUPPLEMENTS AMONG OLDER PEOPLE
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Nakamol Chansom?

Abstract

The purpose of this study is to analyze the structural equation model of brand image
and perceived quality factors influencing customer experience and purchase decision of herbal
supplements for the elderly. This study is quantitative and the sample consists of 400
consumers who purchased herbal supplements for the elderly in Thailand. The data were
collected using questionnaires through convenience sampling. Descriptive statistics such as
mean and standard deviation were used together with inferential statistics, especially
structural equation modeling (SEM), to analyze the causal relationships.

The results show that 1) brand image has a direct influence on the purchase decision
for herbal supplements for the elderly. 2) Perceived quality has a direct impact on customer
experience and 3) Customer experience has a direct impact on the purchase decision for
herbal supplements for the elderly. In addition, a new finding emerged: perceived quality has

an indirect effect on the purchase decision via customer experience as a mediating variable.

Keywords: Brand Image, Perceived Quality, Customer Experience, Purchase Decision, Herbal

Dietary Supplements Among the Elderly
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