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ABSTRACT

The objective of this independent study was to study the marketing mix factors
influencing selection decision for beauty salon services of female consumers in Mueang District,
Chiang Mai Province.

The study was conducted by using questionnaires to collect 300 samples of
female consumers who were over 16 years old and lived in Mueang District, Chiang Mai
Province, used to get some services from beauty salons. The samples were divided by quota
and chosen by convenience sampling. And then the overall data was analyzed as the descriptive
statistic in term of percentage value, frequency value and arithmetic. The results were as
following:

From collecting 300 samples of female coﬁsumers who were age from 16 to
over 56 years old which were divided the questionnaires in to six age intervals. The study showed
that the majority of the respondents were single, undergraduates education, civil servants

occupation with monthly income between 10,001 — 20,000 bath.



The marketing mix factors influencing selection decision for beauty salon
services of female consumers in Mueang District, Chiang Mai Province, the respondents gave a
high important level to Process, People, Physical evidence, Price, Product and Place respectively.
But for Promotion the respondents gave a moderate important level.

Regarding the Process, the respondents gave the high important level to the
short time for waiting factor, having modern equipment for services factor, good coordinating
between hair stylists and quick time for services factors respectively.

Regarding the People, the respondents gave the high important level to every
factors, which were taking care of the customers/ familiarity/ courtesy/ politely services/
understanding customers needs/ competence in explaining de-tails about hair and skin factors, hair
stylist’s personalities factor, new hair style knowledge and fashion trend factor, and having
enough hair stylists for serving factor respectively.

Regarding the Physical evidence, the respondents gave the high important level
to service places, which were clean, and sanitary/ available refreshment/ tidiness factors, having
clean and sanitary equipment factor, having enough chairs and waiting place factors respectively.

Regarding the Product, the respondents gave the high important level to having
hair stylist who can suggest the suitable hairstyle for each customer factor, notify and familiarity
factors, quickly serve customer’s needs factor, well known hair stylist factor, having service
competence factor, having various services factor, well known beauty salon factor and having
good will factor respectively.

Regarding the Price, the respondents gave the high important level to
non-difference price of the other beauty salons factor, and lower price factor respectively.

Regarding the Place, the respondents gave the high important level to location
which was near house/ workplace factor, non-traffic jam factor respectively.

Regarding the Promotion, the respondents gave the high important level to
the hair stylist understanding and knowing what the customer want factors, the hair stylist served
with gentle factors, having known by familiars that this salon has skillful hair stylist factors,
having known by familiars that this salon had good services factors, having known by familiars
that the price of services in this salon was inexpensive factors, and the hair stylist ga\.fe

information about beauty tips factor respectively.



According to this study, the majority of the respondents were use
shampoo - blow dry service. The most popular location was near house beauty salon.
The majority of the respondents had services once a month, and paid less than 100 bath/time.
They preferred to go to beauty salons when they had free time. Most of the respondents wanted
to have thirty minutes t0 one hour for each service time and preferred having the skillful

hair stylist who can do every hairstyle available in the beauty salon.



