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Questionnair

Buying Behavior and Factors Influencing Consumer Buying Decision

of the Products from Spa Business in Chiang Mai Province

This questionnaire is a part of an independent study for the Master of Business Administration (MBA) program,
Chaingmai University, We weould be grateful if you could spend a few minutes of you time answering the following questions.

Kranjanarak Utaikrairak

Instructions: This questionnaire is separated into 3 parts.
Part I General Information (questions 1-9)
Part II Buying Behavior on purchasing product from a Spa Business (10-18)

Part HI Marketing factors influencing consumer buying decision of preductfrom a Spa Business (19-23)

Part 1 Generzl Information

1. Nationality

2. Gender
1( }YMale 2 ( ) Female
3, Status
1¢ ) Single 2 { ) Married 3 ( }Divorce
4, Age
1( ) <20 years old 2 {( ) 20-29 years old 3( )30-39 years old
4 ( ) 40-49 years old | 5( ) 50-59 years old 6 ( )>60 years old

5. Highest Degree
1{ ) Below High School 2 ( ) Righ School or equal 3 ( ) Diploma or equal
4 ( ) Bachelor 5 ( ) Above Bachelor

6. Occupation
1 ( ) Government 2 ( ) State enterprise 3 ( ) Private company
4 { ) Business owner 5( ) Student 6 { ) Retiree

8 () Others (Please specify)

7. Monthly Income
1{ ) Below 1000 US3 2 ( }1001-3000 US$ 3( )3001-6000 USS
4 () 6001-9000 US$ 5( ) 9001-12000 6 ( ) Over 12000 US$
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8. Residential
1 ( ) Chiangmai Resident 2 { ) Local traveling 3( ) Foreign Traveling
4 () Business Traveling 5( ) Long stay)
6 () Others (Please specify)

9. Frequency of using Spa Service
1{ ) Oncea year 2 ( ) Once every 6 month 3 ( ) Once every 3 month

4 { ) Once a month 5{ )2-3 times a month 6 { ) more than 2-3 times a month

Part II Buying Behavior on purchasing the product from a Spa Business
10. Have you ever bought the products retailing in a Spa?
1.( ) Yes 2( }No
11. What kind of product did you purchased? If you have never purchase any, what kind of preduct would you like to purchase in the future?

‘Can specify more than one)

1( ) Massage Oil ’ 2 () Essential Oil

3 ( ) Bumner 4 ( ) Facial Cosmetic

5 { ) Skin Cosmetic ' 6 ( ) Hair Cosmetic

7 { ) Incense stick/Incense Candle/Incense Cone 8 ( ) Herbal Ball

9 { ) Holder for Incense Stick/Incense Candle/Incense Cone 10 { ) Home Decorative
11( ) Balm 12 { ) Gift Set

13 ( ) Herbal Tea
14 { ) Others (Please specify)

12. In your opinion, what kind of standard that should be applied to registered Spa products?
1 ( ) Thai Food and Drug Administration {FDA) certificate
2 () Certificate from International Organizations
3 () 1S09001: 2000, ISO1400
4 () Certificate from Local Organization
5( YGMP
6 () Others (Please specify)

7 { ) Not Necessary
13. Objective for purchasing products from a Spa Business (Can specity more than one)

1{ ) For Personal Use 2 ( ) For Gift 3 () For Decoration

4{ ) For Collections

5 ( ) Others (Please specify)
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14. On what occasions would you purchase a product from a Spa Business? (Can specify more than one)

1 { } After having Spa Service 2 () Product-Refili
3 ( ) Special Occasions e.g. New Years, etc. 4 ( ) Payday
5 ( ) Receiving Bonus 6 ( ) No special occasion, for personal purpose

7 () Others (Please specify)

15, Where have you bought Spa products from?
1()Spa 2 { } Department Store

3 ( ) Exhibitions & Fairs 4 ( ) Others (Please specify)

16. In what manner do, you receive information for making a buying decision? (Can specify more than one)

1 ( ) Personal Test 2 ( ) Personal Research
3 ( ) Suggestion from friends or relatives - 4 ( ) From media: TV, radio, cut-out
5 ( ) Publications, Journal '6 { )} Suggestion from a Spa Professional or Therapist

7 () Suggestion from Receptions or Sales

8 ( ) Others (please specify)

17. How often you have purchased the product from a Spa business?
1( ) At least once a month 2{ } 2-3 months once 3 { ) 3-6 months once
4 ( ) 7-12 months once
5 ( ) Longer than once a year

6 () Others (Please specify)

18. How much do you pay when purchasing products from a Spa per visit?
1 ( ) Lower than 1000 Baht 2 () 1000-3000 Baht
3 ( ) 3000-5000 Baht 4 ( ) More than 5000 Baht

Part 111 Marketing factors influencing consumer buying decision of products from a Spa Business
19, What kind of packaging is in your interest? Please number your choices from best to least.

____ Thai traditicnal style package, Thai folklore style

___ Contemporary style

__ Westemn Style

___ New design, unique style

_____ Package concept relate to the Spa concept

_____Packaging made by recycle material

___ Packaging made by natural material

____Handmade / Handmade Packaging

Packaging can be recycle



Others (Please specify)
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20. What kind of scent do you prefer from the Spa product? (Can specify more than one of the choices on the next page)

1 ( ) Thai Herbal Scent

3 ( ) Western Flower Scent
5 ( ) Fresh Scent

7 ( ) Romantic Scent

8 () Others (Please specify)

2 { } Thai Flower Scent
4 { )} Blended form various scent

6 { ) Relaxing Scent

21. What product color you preferred on purchasing product from Spa Business? (Can specify more than one)

1 ( ) Original product color, no filled color
3 ( ) Light color
5 () Others (Please Specify)

2 { ) No color
4 { ) Colorful

22. Marketing mixes which influence consumer buying decisions of products from a Spa Business.

Please fill v in the block for the influence level of buying decision.

Marketing Mix

Influence level of buying decision

5 Highest

4

3

2

1 Least

Product

1. Variety of Product

2. Variety of Packaging

3. Enough quantity to purchase

4. Standard of the product

5, Product brand belongs to the Spa

6. Light weight , compact size, easy for transportation

7. product in gift set available

8. Contain the same base ingredient as other general cosmetic

products in the market e.g. Moisturizer, etc.

9. Product ingredients must be natural

10. Product Brand or Spa Brand is weil-known
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Marketing Mix

Influence level of buying decision

S Highest

4

3

2

1 Least

11, New product release regulatly

12, New product release for special event or festival

13. Setting product into categories e.g. age, gender etc.

14. Product and package are environmentally

15. Gthers (Please specify)

Pricing

l. Low price

!, Price reasonable to quality of the product and package

}.Negotiable price

t. Others (Please specify)

store design and display

.. Clearly shown tag

.. Attractive and well-set up booth

i. Changing product display regularly

+. Enough shopping space

.. Provide product sample

.. Display products by categories e.g. new release, souvenir set,

opular item

. Display products by categories e.g. Facial treatment, body

-eatment, hair treatment etc.

. Enough variety of items for selection

. Providing brochure for product description

0. Proper lighting

1. Comfortable air conditioning

3. Create a good atmosphere at the display area such as open a

oft song or light up a bumer etc.

4. Others (Please specify)
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Marketing Mix

Influence level of buying decision

5 Highest

4

3

2

1 Least

Location

1. Convenience Entrance/Exit door and have a parking lot

2. Open & Close time related to a Spa service

time

3. Set up the product display separately from a Spa Service

arca

4. The display area is near the exit of a Spa

S, Opening the retail booth outside a Spa, e.g. booth on Department

store or stand alone shop

6. Web selling service (E-commerce)

7. Others (Please specify)

Promotion

1. Advertise the product to various kinds of media along with the

advertisement of the Spa

2. Having product promotion occasionally

3. Free sample for testing in a Spa

4. Free sample for testing at home

5. The therapist instruct for product benefit and

instruction

6. Having the member system for the discount or for sending a Spa

updates

7. Got discount after having a Spa service

8. Satisfaction guarantee for products

9. Provide customer service and survey

10. Set up customer database system

11. Provide the regular customer with the Spa news, occasionally

discount or sample delivery

12. Others (Please specify)
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Marketing Mix

Influence level of buying decision

5 Highest

4

3

2

1 Least

Service

1. The staff has good background knowledge and be able to give

product information

2. Able to select payment method either cash or credit card

3. Having exchange rate calculation service

4. Provide the delivery service for domestic or international order

5. Accept the payment from major currency e.g. Dollar, Euro, Yen,

Pound etc.

6. Provide the telephone service for product information

requirement

7. Provide gift set preparing service

8. Fast and good service

2. Provide refiil service

10. Others (Please specify)

Personal Selling

L. Staff has product knowledge and qualification

1. Provide enough staff for customer service and suggestion

5. Staff can offer fast and reliable service

b. staff is friendly and polite while giving information

i. The staff has good personality and a healthy look

». The staff is sincere about the product introduction, not over

peaking or lying

". Others (Please specify)
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23. Problem when purchasing Product from a Spa Business

Please fill ¥ in the block for the influence level of buying decision.

Influence level of buying decision.

Problem
5 Highest 4 3 2 1 Least

1. Product has poor quality, not good as expect

2. Product missing in quantity

3. Damage Package or low quality packaging

4. Have some side effect from using the product

5. Less of product variety

5. Lack of confidence in product because it is not commercial type

7. High price

3. Not enough details on product qualification and Instruction

3. Limit space for shopping, small area for preduct display

10. Sell only in the spa; can not buy product from cutside

i 1. No advertising

t2. Late service from staff

13. Not refundable

14, No delivery service

L5. Payment problem

1 6. Impolite staff

17, Staff has lack of enthusiasm

L 8. Staff has not enough knowledge of the product

19. Others (Please specify)

Thank you for your co-operation.
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DU 7o szian
1 The SPA (Lanna SPA 19%) Day Spa
2 ([fhwavieath/ huaveaihiame Day Spa
3 B53mh Day Spa
4 drmseu Day Spa
5 o9euIEih Day Spa
6 Towde a1 Day Spa
7 Siam Spa / Ampai Institute of Beauty & Spa Day Spa
8 Siam Spa2 Beauty Think Earth DPay Spa
9 Northern Heritage Resort & Spa Day Spa
10 |msnnath Day Spa
i1 The Healing Rishi Spa Day Spa
12 Aromavera Day Spa
13 (@l msieuimh Day Spa
14 Pure SPA Health & Beauty Day Spa
i5 Boe v Tneeal Day Spa
16 Thai Health SPA&Traditional Massage Institute Day Spa
17 |asmsudah Day Spa
18 Paradise Spa Resort &Restaurant Day Spa
19 Feuillage Boutique Spa Day Spa
20 [Unuuaunsy Day Spa
21 Shinativa spa club Day Spa
22 Aaewii ler urban spa Day spa
23 The Ultimate Lanna Spa Day Spa
24 Anida Day Spa Day Spa
25 Let's Relax by Blooming Spa Resort/Hotel Spa
26 Belle Villa Resort Spa Resort/Hotel Spa
27 % waans weuamh Resort/Hotel Spa
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JUAY o szon

28 Sparoma Resort /Hotel spa
29 [Tadenaaeudaih Resort /Hotel spa
30 hwhiviaeimueugmh Resort /Hotel spa
31 |leeznd Jaein Resort /Hotel spa
32 IFeslvuathany Resort /Hotel spa
33 Spa House Resort /Hotel spa
34 Deep Relax Sanctuary SPA and Massage Medical Spa
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