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The purposes of this research were to study the context and marketing factors
that affected female students’ decisions in choosing beauty salons located in Muang
District of Lop Buri Province, and compare their decisions according to their ages,
educational levels, major subject fields, grade point averages (GPA) and their monthly
budgets for beauty salons.

This study is a survey research. The samples selected by purposive sampling
were 300 female students who were studying at vocational and high-vocational levels
and were fond of making-up. The questionnaires used for this research were close-
ended items that required samples’ general information, context and marketing factors ‘
affecting decision making. The design of questionnaires and their levels of quality were
adapted from other related research. Then, the draft was approved by specialists to
check content reliability. The questionnaires then were revised and used as a test for
collecting data.

The researcher handed out and collected the questionnaires personally
between 6-13 February 2006. After collecting data, the researcher checked for
completeness and correctness of questionnaires. The data then were analyzed for
calculation of descriptive statistics, frequencies, percentages, means ()—(), standard
deviations (S.D.), t-test, F-test, and Fisher's Least Significant Difference (L.S.D.).

The findings were as follows:

Most of the samples were at the ages of 18-20 years studying at vocational
levels (Por Wor Chor) and majoring in Commerce, Accounting, Marketing, and Sales.
The second most group was Business Computer. Most of their GPA was between 3.01-
3.50 followed by 2.51-3.00 and their budgets for beauty salons were less than 200
Banht.

The context of using services showed that most of the samples chose the
services according to recommendation from their friends, boyfriends, or salon owners
respectively. The most-chosen services were haircuts, hairthinning and sets. The
second most chosen service was a hairwash. The main reasons that samples used the
services were the nice personalities of staff: their friendliness, cheerfulness, generosity,
or relatives of salon owners. The second main reasons were the service satisfaction
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and price. The promotion had less effect on decision-making. Most of which the
samples chose the salon was close to where they lived, and anywhere they liked
accordingly. The most frequent use of the salon was 1-2 times per month followed by 3-
5 times per month. The periods of time that the samples ysed the salon were as
follows: holidays, free time and a moment in the morning before class. The service time
ranged from 30 minutes-1 hour. The occasions of using the service were as follows:
special occasions, routines to instill confidence, and time before special trips with
friends or relatives.

The marketing factors affecting female students’ decisions to choose beauty
salons had a high decision level in all marketing factors. The highest level was service
procedure. The second highest was employees’ appearance, personnel, sales methods,
price, market promotion, and products respectively. Overall marketing factors caused a
high decision level in choosing salons.

The results of comparison of marketing factors which affected the samples
decision in choosing beauty salons were as follows:

Different ages had no significant difference in decision in choosing beauty
salons.

Different educational levels had a difference in decision in choosing beauty
salons in sales methods at .01 level of statistical significance, but no difference in other
marketing factors.

Different majors had no significant difference in decision in choosing beauty
salons.

Different GPA had no difference decision in choosing beauty salons for all
factors, except promotion which was different at the level of .01. When comparing GPA
in pairs: different GPA levels had different decisions. The groups with GPA lower than
2.00 and other groups significantly differed at a level of .001.

Different monthly budgets for beauty salons had no difference in decision in
all factors except product factors which significantly differed at a level of .05. When
testing difference in pairs, the different monthly budgets for making up had significant
different decision on choosing services from beauty salon by product factors. The group
with monthly budget for making up of 200-500 baht and the group with a monthly
budget for making up of 500 baht plus significantly differed at a level of .05.





