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The objectives of this research were 1) to study the adoption in skin nourished food
supplement 2) to compare the adoption stage in this product that has different demographic
characteristics 3) to study marketing mix that effect in adoption.

This research is survey research. The populations in this study is women in 50 zones
of Bangkok, which consisted of 400 persons were collected the sample with questionnaires. Data
were analyzed by the descriptive and inferential statistical techniques.

The findings of the study showed that the majority of the sampling was 20 — 34 years
old, which held a bachelor degree, which are company officer / businessman. The average salary
per month ranging between 10,000 — 20,000 baht;

* The consumers had adoption in the awareness stage at the highest level; next stage
was the interest stage, the evaluation stage, the trial stage and the adoption stage, respectively.
The consumers who have different characteristics such as age, education, occupation and salary
had different adoption stages. The marketing mix, the promotion had effect in the interest stage,
the distribution channels had effect in the evaluation stage, the price and the promotion had effect
in the trial stage.





