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ABSTRACT

The objective of this independent study was to research the customer decision making
process relating to selecting spa services in Mueang District, Chiang Mai. The data was collected
by distributing questionnaires to 100 spa customers. The results of the study are as follows.

It was found from this study that an equal number of respondents were male and female,
having an average age of 21-30 years old, with the average level of education being a bachelor
degree. They were mostly employed by private companies, earning an average of 10,000 to 20,000
baht per month. Most of the respondents visit a spa approximately once a month.

In their decision making process, it was found that the most important reason to select
spa services is to have a restful, relaxing time. In the first stage of making a decision, the
respondents evaluated cleanliness. Most respondents sought information from friends,
acquaintances or colleagues who had prior experience visiting spas. In their evaluation, the
respondents valued the importance of mixed marketing factors for the evaluated spas as foflows. In
the Product factor, the respondents ranked “Using 100% natural products™ as being the most
important. In the Price factor, the respondents ranked a price of not over 150 baht per traditional
massage session as the most important. In the Place factor, the respondents ranked convenient
parking as the most important. [n the Promotion factor, the respondents ranked the availability of
member-discounts as the most important. In the People factor, the respondents ranked polile,
respectful, friendly and conscientious staff as being the most important. In the Physical factor, the

respondents ranked a clean spa environment as the most important. In the Process factor, the



pil

respondents ranked “having the room already prepared before treatment” as the most important. In
the decision making process, the most important factor that affected the decision of the respondents
was the People factor. The sources that were most trusted to assist in the decision making process
were friends, colleagues, or acquaintances who have experience visiting spas. The respondents
ranked their own preferences as having the most influence on their decision. Regarding post
purchase satisfaction, 53% of the respondents indicated they were only “medium satisfied” with the
service provided. A smaller group of 40% indicated to be “very satisfied”. A large majority of
respondents would recommend visiting a spa to friends, family and acquaintances and would visit a
spa again themselves,

There were some differences in the decision making process based on gender. Before
going to a spa, males evaluated the style, cleanliness and service of the spa first. The male
respondents valued the importance of mixed marketing factors for the evaluated spas as follows. In
the Product factor, men ranked the availability of sauna services as the most important. In the Price
factor, the respondents ranked being charged not over 50 baht per session / per hour for sauna use
as the most important. In the Promotion factor, males ranked the availability of a demonstration of
the available products and services as the most important. The female respondents valued the
importance of mixed marketing factors for the evaluated spas as follows. In the Product factor,
women ranked “Using 100% natural products” as being the most important. In the Price factor, the
respondents ranked being charged not over 600 baht per session / per hour for body scrub as the
most important. In the Promotion factor, women ranked “the avatlability of member-discounts” as
the most important.

The following -problems were reported when using spa services: Lack of respect,
conscientiousness, skill and cleanliness on behalf of the staff, high cost of the treatment,
insufficient cleanliness of the spa environment, insufficient cleanliness of the clothes and towels
customers use during treatment, lack of privacy, audible noise from other rooms, allergic reaction
to some of the products used, lack of promptness in service, and not enough staff available to

perform some treatments causing a delay / interruption.



