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ABSTRACT

The study was conducted to understand (1) consumer behavior in choosing fish spa
services, (2) market mix affecting the associated consumers’ choice, and (3) consumers’
satisfaction with fish spa services in Chiang Mai Province.

Information for this study was of primary type collected by questionnaire interview
method from 120 samples identified by accidentally sampling technique among individuals
getting fish spa services at Fish Actually Shop, Nimmanhemin branch in Chiang Mai City. The
analysis was based on descriptive statistics.

The findings on consumer behavior revealed the majority of samples under study
shared common features concerning that they used to get fish spa services before, they got advice
from friends for the choice, they learned about fish spa services from advertisment billboard /
brochure, and they understood the meaning of fish spa as using fish as therapists for relaxation,
therefore they used fish spa services for relaxation, they thought the merit of this type of therapy
was from relaxation and enjoyable feeling, they spent the visit to fish spa once a month for 30

minutes and spent about 150 baht for each therapy.



The marketing mix affecting consumers’ choice was determined by factor prioritization
in different categories of spending per visit technique. It was found among those consumers
paying 150 baht on the average per visit, the personnel factor was most important while those
paying more than 150 baht per visit suggested price factor was most influential for their choice.

Factors highly satisfactory in the opinion of consumers were found to be the services
associated with place (to provide fish spa), personnel, physical construction and presentation, as
well as service procedure. Meanwhile, the factors of product, price, and promotion were regarded

as moderately satisfactory.



