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Abstract

The research aimed to study (1) consumer behavior of beauty service institutes in
skin care in Bangkok Metropolis, (2) consumers’ opinion of marketing communication of
beauty service institutes for skin care in Bangkok Metropolis, and (3) the relationship
between marketing communication and consumer behavior of beauty service institutes for
skin care in Bangkok Metropolis. Participants were 400 people in Bangkok Metropolis aged
between 18-60 years old. The major findings revealed that (1) most customers of beauty
service institutes (skin care) in Bangkok Metropolis were single females, aged between 21-
30 years old, and graduated with a bachelor’s degree. They worked as company
employees and had income averages less than 10,000 baht a month. (2) For consumer’s
opinion on marketing communication of beauty service institutes in skin care, they had a
high level of consensus. (3) For consumer behavior relative to the beauty service institutes
(skin care) in Bangkok Metropolis, most participants spent an average of 501-1,000 baht
each visit, and visited 1-2 times a month on either Saturday or Sunday between the hours
of 4:00 and 6:00 PM. The primary purpose of seeking beauty services treatment was for a
skin problem. The primary determinant of visiting a particular salon was its reputation. The
most preferred service was fat dissolving injections. (4) Results of this research
demonstrate that the opinions of marketing communication were positively correlated
with consumer behavior of beauty services institutes for skin care in Bangkok Metropolis
(p<0.05).

Keywords : Marketing Communication, Service Behaviors, Beauty Institute, Skin Care
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