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Abstract

The objectives of this study were 1o investigate the trend of use, the usage
patterns, the objectives and the factors which influenced the use of health-promotion
products. In addition, the correlation between gender, age, education, occupation and the
use of health-promotion products was studied. This study was performed from March to
April, 1997 at The Community Pharmacy Store, Faculty of Pharmacy, Chiang Mai
University. 327 samples were selected by purposive random sampling method. A
questionnaire was used for data collection, and descriptive statistics and Chi-square test
were used for data analysis.

The results of this study showed that 53.5 % of the samples had used health -

promotion products whereas 39.8 9% were still in using the products. The most popular




products were Essense of Chicken/Bird’s Nest (46.3 %), Royal Jelly (28.0 %) and
Garlic products (26.9 %). Most of the users showed the trendency to continue using the
products (47.7 %). The remaining users indicated uncertainty (37.7 %) and discontinuity
(14.6 %) of using the products. A regular usage patiern was found in more case than an
irregular usage pattern (56.6 % and 43.4 %, respectively). The users stated that the
objectives of using the products were for health promotion and general disease prevention
(35.9 %), health restoration because they thought that they were unhealthy (27.7 %),
and nutrition supplement (11.1%). The factors influencing the decision making of use
were sclf-searching of the information for preventive and therapeutic purposes (31.2 %),
advertisment(19.8 %), peer and family influence(17.5 %). It was also found that 44.5 %
felt that their health improved after using the products while 55.5 % feit that their health
was unchanged or they were not sure of improvment. This result indicated that the
benefits of using the health-promotion products were not clear.

There was a significant correlation between the users age and the use of health -
promotion products (p<.05). On the other hand, gender, education and occupation did not

significantly correlate with the use of health—promotion products.



