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Abstract

This research aims to survey the expectations and consumer use behaviors and to
study about the marketing factors affecting the service use behaviors by employing a
quantitative design. The sample group in this research comprised 71 service users. The
tools for collection of data were online questionnaires. The statistic tools for analysis of
data were frequency and percentage. The analysis found that most spa service users were
greater than 44 years old, married with children, education: Bachelor’s and Master’s
Degrees, occupation: government officers, having average monthly salary more than 50,000
baht; most lived in Bangkok Metropolis. The most important factor in choosing a spa was
the quality. Most users decided to use the services package by themselves. The form of
service that most users liked to use was the day spa with nature decorations in the
community zone. The form of massage that most users liked to use was Thai massage.
The frequency of service use was less than one time per month. For the behavior of day
spa service users in Bangkok Metropolis, most users went alone on the weekend. The
expense of service use per one time was 500-1000 baht. The marketing factors related to
day spa use behaviors were product and service, price, location, selling channel,

personnel, marketing promotion, process, and of appearance.

Keywords: service use behavior, health and beauty spa, marketing factors
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