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Title of Research Paper ¢ Consumer Behavior of Thai Masseuses on New -

Petchaburi Cross Road
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Year . 2002

A study “ Consumer Behavior of Thai Masscuses on New Petchaburi Cross Road”
had the following objectives;

1. To study consumer behavior of Thai Masseuses on New Petchaburi Cross
Road.

2. To examine factors influencing and relating to consumer behavior of Thai
Masseuses on New Petchaburi Cross Road.

Samples were 180 services girls in Thai Massage on New Petchaburi Cross Road.
Percentage, mean, and standard deviation were used to analyze data. Besides, F-test was
used tc examine differences and correlation was used to estimate correlation value.

Findings were that

1. General background

Subjects in this study aged between 21 - 25 years old who lived in Northern
Thailand. Their education was only between grade 1"- 6" Most of their family eamed
only 3,000 — 6,000 baht per month. They had about 3 - 4 family members. Most of
the samples had been doing this job for 1 - 3 years. Half of the subject reasoned why they
chose to do this job as they wanted to share responsibility for their parents who had a lot
of debts. Being service girls, they would eam about 10,001 — 15,600 baht per month.
Almost all of their income was sent back to their parents. After their parenits got out of the
debrs, they would quit the job. Family members knew that the subjects were service girls
and most of them were single.

2. For family reiationship, most of them have fair relationship with their family.
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3. For relationship with friends,most of samples had only 1 - 2 closed friends.
They loved to take about occupation and their relationship was arrearage.

4. For media influence, media which samples were interested in most were
tclevision and radio within one week, they spent 14 hours watching television program,
they were interested in most was drama. For radio, in one week, they spent 3 - 6 hours
listening to radio and radio program which they were interested in most were song program.
For newspaper, in one week, they spent about 30 minutes to 2 hours on reading
newspaper.  News they were interested in most was entertainment news. For magazine in
one week, they spent 30 minutes to 2 hours on reading magazines and column they were
interested in most was fashion. When considering media influence, it was found that media
had moderate influence on service girls.

5. For value toward product : It was found that half of the service girls had
maderate level. In other words, when buying a product, they would give priority to the
product quality. They always compared prices before buying. It showed that price was a
factor for making a decision.

6. Consumer Behavior :

6.1 For women’ s fashion ; service girls preferred to buy products such as
cloth, assercories, shoes, handbags and cosmetics from department stores and shops,
respectively.

6.2 For food products : service girls had eaten out and eaten in fast-food
restaurants or famous restaurants once in a while. On the other hand, they had usually
calen at workplace and at street shops.

6.3 For leisure, service girls usually spend time at stores and Sunday market
and sometimes they went to provinces or discotheques.

7. Service girls earned monthly incomes. They would spend their money for their
family / saving, for housing and for food respectively.

8. Factors influencing consumer behavior of service girls were age, residence,
cducational background, and family income. There was relation between family

relationship and media on consumer behavior.





