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ABSRACT

This Research has the objectives to 1. Study the behavior of the consumer beauty
food products, Verena International Co., Ltd., Mahasarakham Province 2. Determine the
attitudes of consumers on marketing strategy on nufritional products for beauty, Verena
International Co., Ltd., Mahasarakham province 3. Study the opinions of consumers about the
success of nufritional products for beauty business, Verena International Co., Ltd,,
Mahasarakham Province 4. Studies in the relationship between success in business and
marketing strategies of nutritional products for beauty business, Verena International Co.,
Ltd., Mahasarakham province. Data were collected from consumers in Mahasarakham
province who are the customers of Verena International Co., Ltd., Mahasarakham province of
324. The research tool used in this study was a questionnaire with estimation (Rating Scale) 5
levels, which is reliability was 0.91, data were statistically analyzed using the average {Mean)
and standard deviation for the analysis of the relationship between the 2 groups by analysis of
the correlation coefficient of the variable by means of a Pearson Product Movement

Correlation.



The results showed that ;

1. A. The analysis of data on personal characteristics of customers of Verena
International Co., Ltd., Mahasarakham Province found that, the majority of 129 persons were
female (59.26 percent), aged 26 to 36 with 100 persons (30.86 percent), with a Bachelor's
degree or higher 120 (37.04 percent), most were single, 157 persons (48.46 percent) and a
monthly income between 5,000 to 10,000 baht 112 persons (34.57 percent).

2. The analysis of data on spending habits of consumers, found that, customers
of Verena International Co., Ltd., Mahasarakham province has the frequency of spending
per month in 2 times per month, 115 persons (35.49 percent), duration of product use. {From
start to date) is between 1-2 years were 130 persons {40.12 percent), and the cost of buying
the product each month between 500 to 1,000 baht were 132 persons (40.74 percent).

3. Consumers of Verena International Co., Ltd., Mahasarakham province have
the opinion on the overall marketing strategy at a high level (X = 3.88) and when analyze
found that on high level of all aspects, which can be sorted by the average value Low — High
as; the promotion, the marketing on the internet, the sales by salesperson, the news and public
relations and direct marketing, respectively.

4. The consumers of Verena International Co., Ltd., Mahasarakham province
have the opinion about the success of the business overall, the high level (X =3.93), which
can be sorted by the average value Low — High as; the image of organization, the market
share and customer satisfaction, respectively.

5. The relationship between the spending habits of consumers and the success
of the operation of Verena International Co., Ltd. has low correlation {rxay. = -0.009),
showed that the spending habits of consumers related on a low correlation with the success of
Verena [nternational Co., Ltd.

6. The relationship between the marketing strategy and the successful
implementation of Verena International Co., Ltd. is a high positive correlation (raby = 0.798)
were statistically significant at the 0.01 level, showed that the marketing strategies are highly

correlated with success in the business to Verena International Co., Lid.



