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ABSTRACT

This independent study aimed at studying marketing factors influencing the decision
making process of Thai customers to select day spa service in Mueang Chiang Mai District.
Samples of this study were 250 Thai customers of four day spa operators that have been certified
by Chiang Mai Provincial Public Health Office. The tools used for the research were
questionnaire for data collection. The data were analyzed by descriptive statistics comprising
frequency, percentage, standard deviation, t-test, and ANOVA. The independent variables
included gender, age, income, education level, occupation and marital status, while the dependent
variables included needs for spa service in relation to marketing factors, namely : product, price,
place, and promotion, including personnel, physical condition and process of service.

The study found that the total samples comprised mostly of women whose ages range
between 21 — 30 years old. Bachelor degree was the average education level of the group. They
were mostly employees of private businesses and earned monthly income from 10,001 — 20,000
baht. Most of them were found to be married.

In terms of the decision making process, the study revealed that the most important
reason for the respondents to select the day spa service was relaxation. Before the use of the day
spa service, the respondents had inquired information of the service, and most of the inquiry

regarded on prices of service and fees. The most trusted source to support the decision making



process were neighbors, friends, colleagues, or acquaintances who had experienced the day spa
service before.

To evaluate options, the respondents paid different degrees of focus on the following
marketing mixes. In terms of products, the respondents were satisfied with aroma oil message and
natural-based products. In terms of price, the respondents were satisfied with package pricing. In
terms of place, the respondents were satisfied with the locations that were in proximity of
communities and convenience of transport. In terms of promotions, the respondents were satisfied
with spa services that provided brochure, handbook and personnel recommendations for products
and services. In terms of personnel, the respondents were satisfied with excellent services from
polite, well-mannered staff with great service mind. In terms of physical condition, the
respondents were satisfied with cleanliness of the spa. Finally, in terms of process of service, the
respondents were satisfied with product tagging that allowed them to explore the products and
their prices explicitly.

To conclude, the factors that most influenced the decision making process to use the
day spa service were found to be the personnel and the physical conditions. Evaluations from post

day spa service showed that the respondents were most satisfied with the day spa of their choices.



