UNARLD

P164069

FoiFoaTnoriinug msAnyIRsnagninumsaaadifinanenisIsusmsadh
Fodiou unNaiys el SnusuNay

Fousaan UIMITFIN NN WA

Unsany 2547

AMZNTSUNISNUS AR INGIINUS
da o d
1. $89AAATINGISY AIIUFITU U35 IUNTTUNTS
2. mMaas191stUszd as. 9 Weulne

-4 d 4
3. 91ITUFUNIUA WY

<2 A 4 o t Y a -~ o 4
MIANYITBINANSNINTANIANNNAdDN S IuTnsaa Tiagiseasd
A 2 < a Y a 4 e 1 Y
reAnERINgAnsIuvesdlduTmsm Laznagninsmsnaianlnananisidmn
a o e o v [ 4 o
Tausmsah sawdemudunussznieilesed sz mnsenany WININIaY
@ [ Y a Y a ' @ ' vq 3
TR BaNAYNENIMIAAIARUNYANS TS IuTMs e nqudrediadiugldy
a I3 v 3
usmsathluvangaunwumiuas $1u9u 400 au Taolduuveevanlunmsifusy

’
aa

swdaya adan 14 1aun Aunde drudsauunasgu uaznsnageuny
v o Y aa 3
duiusAeada
< [ ) * 3y o P 3 d' ]
VINMSANET WU du ngnlrusmsideuas 1 ase szoznan 9l uus
azass 191901 61-00 iR TasswuSunswRdsseideusinii 2,000 U uazls
usMsnuuIAd Ing @38 8 Tsun Yszinnvesdeiivilinguietesuiseanth
=1 A a ] ] ~t a 4 & Y 1 t
winhiga Ae Tuldd Taemuidzlinoudounuiu Teoldmawaiunsizaudiu
1t - 3 = U o ' ' ]
TngiinmsquaguamminiusaziiuguavesmslduSmsatihawnsaioreu
3 dyd @ a Y a 9 v - Y a 4 a o
Ao eulmsaaau Ly lsuinisarsaues ¥aanam lduSmswduas orfiad

9/ g ¥ :1‘ [ a v ad - 4
muahilgezdegairemnuaz lFusmsiuifinefudignls Tudunagnid



T164069
msaaafinnadems l9usnsah wuinagnsfinguaretieliaudgamn
figa fio S momAIsMUzaNAURMAMUSANT aaiddifivensoazain
vazminaufianuiauamsa lusmidessuRavoveiaust Waarliuywy
duiusa uazwuinilefuery mer sdumsin sedus1eld uaverdw fianw
fuiusduwganssunsluSasaedsiitivddgneadaniszdu 05 uaziie
nNagNEMIsAMIARIUNARAAMN 31A1 FoaN M M nisduaiunsaaia
minamwaznsuims nszuums WuSms wasdunadeunianionm Saaw

ey

o o o a a ] a2 v o a : Qs
awwu‘ﬁwqwnsmms1%’*1JsmsmJ1aﬂ1auuﬂmﬂmmwﬂmﬁs:ﬂv 05
9 ¥ ¥ ¥ Y o A
varrusuuy IualnIsiunseus waz Imauiwineulwsesvesms

a Y ar 9 4? =1 v a kY Y
U3N1 IMAUgnA NN uazAdsimsauasun s vsLaznseatn laonisiuly

d <X 4 o a ¥ : Y =g Y a a A& P
mudatse Tesivesmstiniadisnit wazevdesinis MusSnisiasusy q Adduns
] a ] o d’ = '
FPIWNUAIIUHNOUARTY u,azmsﬁmia%'Nﬂatmﬁé’mmmamﬂﬁmﬂﬂmmmnma

Tugegsne vazadreanu @S sunenisaaiase 1y



ABSTRACT

TE 164069

Thesis Title A Study of Marketing Strategy Which Affects the
Behavior of Using Spa Services

Student’s Name  Miss Watcharaporn Aksonlaem

Degree Sought Master of Business Administration

Academic Year 2004

Advisory Committee
1. Assoc. Prof. Wirat Sanguanwongwan Chairperson
2. Prof. Dr. Chuta Thianthai

3. Ms. Chanakarmn Pongroop

The objective of this research is to study those markeﬁng strategies
which affect the behavior of people using spa services in order to study such
behavior and to ascertain the importance of marketing strategies with regard
to the following: which strategy affects the behavior of using spa services,
including the relationship between personal factors and socio-economic and
marketing strategies and the behavior involved in using spa services. The
research is based on surveys conducted through the distribution of
questionnaires to end users in order to achieve the maximum level of
reliability and accuracy. Four hundred questionnaires were distributed to

many districts in Bangkok and were returned at a time that was appropriate
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and convenient to receivers. Statistics were prepared in the form of means,
standard deviation and hypothesis testing by the use of an Xz-test.

The results of the research are in line with the set objective and indicate
that most people using spa services do so once per month, for a period of
approximately 61-90 minutes, pay less than 2,000 Baht and make use of all
the spa’s various services, such as Thai and Swedish massage, and Aromatherapy
as seen via the medium of brochures. The opinions of those consumers who
make use of spa services are highly favorable. The reason was that most of
them feel 1t helps them to look after their health more and value the spa due to
its relaxing properties. In this regard, they will make an independent decision
to use spa services during Saturday and Sunday in stand-alone locations.

They will use the services once they see the attractive facility that attracts their
attention. The marketing strategies to which those who use spa services attach
the greatest importance cannot be clearly determined due to the slight differences
in the derived mean values among various factors, but can be divided into the
following groups: (1) prices that are suitable given the quality of service
received (2) the spa facility is in an appropriate location, and (3) spa staff are
highly skilled at their job. Also it was found that gender, age, educational
background, income level and occupation have a significant correlation with
the behavior involved in the use of spa services at a level of .05. And
marketing strategies, e.g. the product, price, place, promotion, staff and service,
service process and physical environment, have a significant correlation with

behavior involved in the use of spa services at a level of .05.

The research gives rise to the recommendation that spas should give
further training with regard to customer service, should promote their services
by emphasizing the usefulness of hydrotherapy, should offer additional
services for relaxing both body and mind and should create different marketing
strategies emphasizing the many advantages of such a service in order to

achieve success in this particular business.





