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ABSTRACT

This research the objectives of this study are 1) To study consumer characteristics
that affect the decision to buy collagen supplements of Generation Y consumers. and 2)
To compare consumer behavior that affects the decision to buy collagen supplements of
Generation Y consumers. This study was quantitative research and using survey research
methods. Which uses a questionnaire as a tool for data collection and analysis. The
sample selected as Generation Y consumers who decided to buy collagen supplements
was 400 people. The statistics used in the research consisted of frequency distribution,
percentage, mean, standard deviation, and F-test (One-Way ANOVA). The results
showed that 1) The characteristics of different personal factors in terms of education level,
occupation, and average monthly income significantly influenced Generation Y
consumers' decision to purchase collagen supplements statistically at the 0.05 level. and
2) Consumer behavior in terms of purchasing objectives the source of collagen and
advertising media, which were different, influenced the purchase decision of collagen
dietary supplements of Generation Y consumers with statistical significance at the 0.05

level.

Keywords: Consumer Behavior, Decision Making Purchase, Collagen Dietary

Supplement.
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