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ABSTRACT

The objective of this independent study was to study service marketing mix factors that
affected customers on selecting health spa in Khat Watthana, Bangkok. The sample group was
275 spa customers who had been to spas of which standard had been certified by Office for the
Promotion of Health Service Business, Department of Health Service Support, Ministry of
Health. The data was collected from a questionnaire and then analyzed using descriptive
statistics, namely frequency, percentage and mean.

The results of the study showed that most questionnaire respondents were single females,
31-40 years old, with Bachelor’s degree. They were company employees, with average monthly
income of 10,001-30,000 baht. The most frequented health spa was Thai massage. They went to
the spa 1-2 times a month, during weekend, from 16:01-20:00 hrs. The expense for each visit
was less than 1,000 baht. The purpose of visiting the spa was for relaxation and to relieve stress.

From the study of marketing mix factors, it was found that most respondents ranked all
factors at the high level, in the following order: personnel, image and presentation, price, place,
product, process, and marketing promotion. The first ranked sub-factor in each category was as
follows. For personnel, the staff were friendly and enthusiastic. For image and presentation, it
was the cleanliness of the restroom, bathroom, and massage room. For price, the price for each
service and package was clearly presented. For place, service hours were suitable for customers’

needs. For product, the towels, bed sheets, and bathrobes were clean and the staff changed after a



service to a customer. For process, the service was convenient and quick. For marketing
promotion, there were sales promotion activities.

For problems from using health spa, it was found that the respondents ranked every
factor at the medium level, in the following order: problems concerning image and presentation,
personnel, product, place, process, price, and marketing promotion. The most important problem
in each category was as follows. For image and presentation, service rooms lacked privacy. For
personnel, the staff were not enthusiastic for giving services. For product, fabric wares were not
clean and had odor. For place, there was not enough parking. For process, the waiting was too
long. For price, the price was not suitable. And for marketing promotion, there was no sales

promotion.



