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Abstract

The purposes of this research were 1) to study status on performance of beauty clinics
in Northeast of Thailand, 2) to analyze the important factors affecting increase competitive
advantage of beauty clinics in Northeast of Thailand, 3) to present the marketing strategy to
increase competitive advantage of beauty clinics in Northeast of Thailand, by using a
quantitative research. Data for the study were collected from a sample of 340 entrepreneurs
of beauty clinics. The sample size was determined based on the standard of 20 times of the
17 observable variables. The research tools used were questionnaire. The statistics used to
analyze data consisted of frequency, percentage, means, standard deviation, confirmatory
factor analysis and Structural Equation Model (SEM).

The research results revealed that 1) the current conditions on performance of beauty
clinics in Northeast of Thailand were the majority of entrepreneurs of beauty clinics were
females, mostly age not over 30 years, bachelor’s degrees and work experiences not over 5
years. The majority of beauty clinics were branch clinics, the number of doctors and staff that
provided service to the customers not over 5 staffs, number of customers who used the
service of beauty clinics not over 100 customers per month. Moreover, duration on
performance of beauty clinics not over 5 years. 2) The important factors affecting increase
competitive advantage of beauty clinics were marketing mixes service, customer relation
management, innovation and competitive advantage were in the high level. And 3) the
marketing strategy to increase competitive advantage of beauty clinics consisted of (1)
customer relation, management strategy, customer satisfaction, customer loyalty and brand
image. (2) Innovation strategy: product innovation, organizational innovation and process
innovation. (3) Marketing mixs service strategy: product, price, place, promotion, people,
process, physical evidence and productivity. Finally, the study also indicated that the
entrepreneurs of beauty clinics could use these findings to enhancing competitive advantage

of beauty clinics by using innovation to serve and meet customers satisfaction.
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