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ABSTRACT

This independent study was aimed to study the buying behavior and factors influencing
consumer buying decision of the products from Spa business in Chiang Mai province. The data were
collected by questionnaire from 400 subjects composed of 120 Thais and 280 foreigners, then analyzed
by descriptive statistics, which included frequency, percentage and arithmetic mean.

A majority of the respondents were female, single, aged between 20-29 years. They
graduated in bachelor’s degree. Thai respondents had average monthly income below 20,000 baht per
month and foreigner respondents had average monthly income of 1,000 — 3,000 US dollars. Most of
respondents worked in private company and they were resident in Chiang Mai province

Regarding to buying behavior of the products from Spa business, it revealed that most
respondents both Thai and foreigner purchased or would like to purchase massage ¢il and essential oil
in the future. The objectives for purchasing products were for pérsonal use and for gift. Although the
result shown that the respondents often purchased product after having Spa service but most of them
mention that they purchase the Spa product from the department store. They made decision in buying
by suggestion from friends ﬁr relatives. The purchasing frequency of the products was over once a year
and each time with average value not over 1,000 baht. The respondents expected that the products
should be applied to register to Thai Food and Drug Administration (FDA) certificate from the Ministry
of Public Health.
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It was found that the marketing mix factors affecting purchasing decision of the products
from Spa were over all rated at high level: personal selling, promotion, store design and display,
service, pricing and product respectively. The factor that rated at average affected level was location.

In each category, sub-factors that had the highest score are listed as follows: For products,
products have to be made from natural ingredients. For price, price has to be reasonable to the quality
of products and packaging. For store design and display, product samples have to be provided. For
location, there has to be convenience to the entrance/exit and parking lots. For promotion, free samples
have to be available to be tested at home. For services, services have to be good and fast. For personal
selling, salespersons have to be friendly and polite.

1t was found that the problem in purchasing decision which was most affected to purchasing

decision was poor quality product.



