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ABSTRACT 

 

DATE:   11
th

 June 2011 

COURSE:   Master Thesis (EF0705) 

AUTHORS:   Sirinya Panadis        (sps10001@student.mdh.se) 

                  Lalita   Phongvivat   (lpt10001@student.mdh.se) 

TUTOR:   Peter Selegård 

TITLE:   Consumer Attitude toward Spa in Thailand 

INTRODUCTION: Nowadays, the world‟s economy and political situation are the cause of 

stressful which can occurs with people in Thailand. So, Thai people more 

concern with their health, relaxing from stressful. But the authors found 

that almost of spa consumer are foreigners instead Thai local, then it make 

us wonder that how Thai local consumers attitude about Thai spa. 

PROBLEM:   “What are consumer’s attitudes toward spa in Thailand?” 

The authors would like to research for only local Thai people that what are 

attitudes toward Thai spa in order to stimulate them and gain more 

attention and satisfaction.  

PURPOSE:  The aim of this research is to investigate and describe attitude of Thai 

consumers toward spa in Thailand according to consumer behavior, needs, 

perception and motivation. Our ultimate goal is to find the best solution in 

which marketing strategy that can attract to local Thai people and increase 

growth rate in Thai spa as well.  

METHOD:  This research is mainly based on quantitative research by using 

questionnaire survey method. The major model used is “consumer‟s 

influencing factors” model, and also “marketing mix model”. The data 
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collection is categorized into two sources which are primary and 

secondary data.  

ANALYSIS AND CONCLUSION: 

The main motivation of Thai people consumer is relaxation with spa. They 

perceive that Thai spa is good and suitable for them. For their attitudes, 

they have positive attitudes toward every attributes of Thai spa. In term of 

segmentation based on demographic and in term of marketing mix, for this 

survey group has the main perspective similarly and that they can be 

determined as one group since their basic needs are similar.  

KEYWORD:   Thai Spa, Spa marketing, Consumer‟s attitudes, Consumer behavior 
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1. INTRODUCTION 

This introductory chapter presents the background of the topic, the problem statement and the 

purpose of this research. The authors will be discussing the main purpose. Research questions are 

also included. Moreover, the conceptual frameworks and literature reviews are presented in this 

part for the reader perceive the idea behind this paper. 

 

1.1 BACKGROUND 

Nowadays, the world‟s economy and political situation are the cause of stressful which can 

occurs with people in Thailand. From the previous causes, Thai people more concern with their 

health, relaxing from stressful, and also care for their skin. Therefore, there are many ways to 

decrease these causes such as take vacation, do the sport, and see the interesting movie, and so 

on. As the result, the science of therapy (Spa) once of the method which can relieve people from 

stressful, achieve a healthy life style, and also maintain the optimum health as well. 

At the beginning, spas in Thailand were chiefly located in luxurious hotels. They were 

established around the year 1994 to meet the needs of foreign visitors at that time and the 

services gained popularity very soon. That‟s why new spas have sprung up like mushroom in 

cities and famous attractions. Many of them have developed with advanced techniques such as 

hydrotherapy and aromatherapy (Thaiways, 2002). Due to the steady increase in spa business the 

Government has taken on a role in spa regulation for consumer protection. This ensures the 

highest efficacy and safety of the services, making sure that they are given in adequate facilities 

by skilled personnel in hygienic premises. The spa, therefore, needs to be certified by the 

Ministry of Public Health and registered as a “Certified spa” (Patin et al., 2009). 

According to “Thai spa” does not mean only tradition Thai massage to relieve symptom or 

restore health, it means holistic health care too. The country prides itself in countless spas 

offering the highest world class service. Herbs also play an important role in the Thai spa 

industry today and Thai massage industry and Thai massage, that helps relax tense muscles and 
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stimulate blood circulation. Therefore, Thai spas are not only quantity, but also quality. The 

success of Thai spas lies in the beauty of Thai culture which cannot be copied anywhere else.  

Growth in the spa business also depends on the creative services, new opportunities in new 

markets, and the ability to create new trends to answer lifestyle needs with value for money 

service (Thailand hotel guide, 2009). For the business of Spa for healthy and beauty, Thai 

massage which have got standard license from Ministry of Public Health that have the amount of 

spa around 1,076 places in Thailand, 347 places in Bangkok and other provinces around 729 

places. However, in Thailand have global standard around 590 places contained 43% for Day spa 

in 2005 with 14,500 million baht per year generated 80% of foreigner that stay in Thailand and 

tourists (Depthai, 2005). 

 

 

Figure 1: Destination for next spa 

Source: Thaiwaysmagazine, 2005 

From chart above, as the authors explored the data about the destination for next spa that 

consumer will consume in near future. Therefore, the chart shown that Thai spa can gain the 

most percentage of interesting spa plan. Besides, the authors also found the survey of Intelligent 

spa that very popular for foreigner because its shown the level up to 80% so the authors can 

consider that Thai local people used spa just only 20% (Thaifta, 2011).  
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Additional, the growth rate of Thai spa found the 743 spas operating in Thailand and expected to 

generate 9.1 billion baht (approximately USD 275 million) in revenue during 2009. Likewise, 

spa industry was forecast to employ over 10,600 people in 2009 (Prlog, 2009). Therefore, health 

care tendency in Thailand also increase in the middle level of Thai people as 70% of all Thai 

population. From this reason, Thai spa business can have the opportunity to expose middle level 

market of Thai consumers and also foreigners who live in Thailand including tourists as well 

(Handbtoday, 2005). 

 

1.2 PROBLEM STATEMENT 

As the authors mentioned from above that Thai spa is very popular for foreigner up to 80% 

which is quite high level to compared with local Thai just 20% is quite low (Thaifta, 2011). 

Therefore, the authors would like to research for only local Thai people that what are attitudes 

toward Thai spa in order to stimulate them and gain more attention and satisfaction.  

 

1.3 PURPOSE 

The aim of this research is to investigate and describe attitude of Thai consumers toward spa in 

Thailand according to consumer behavior, needs, perception and motivation in order to know 

about consumer attitude toward Thai spa. By the way, the authors would like to find the best 

solution in which marketing strategy that can attract to local Thai people and increase growth 

rate in Thai spa as well.  
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1.4 RESEARCH QUESTION 

“What are consumer’s attitudes toward spa in Thailand?” 

In order to achieve the final research objective, the following questions are also formulated; 

- What are consumer‟s motivations to choose Thai spa? 

- How marketer can create consumer‟s satisfaction toward Thai spa by using marketing 

mix? 

 

1.5 LIMITATION OF DISTANCE 

According to the limitation of distance of this research, this reason is very important for the 

authors‟ research survey. As the authors plan, this research will gather the data only in Thailand 

who have experience with Thai spa in Thailand. Therefore, the authors could provide just only 

the standard questions but include overall factors in the research in order to collect the data as 

much as possible which time limit require as well.  
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2. CONCEPTUAL FRAMEWORK 

For this chapter, the authors would like to defining the concepts and creating a conceptual 

framework which means of simplifying the research task. Therefore, this stage could help the 

audience find the way of the authors‟ research material and this way also provide the structure 

and coherence to the authors‟ research as well (Evans et al., 2004, P.98). 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2: Conceptual Framework 
Source: Author‟s own created 

 

According to Consumer Behavior book, the authors would like to relate the theory to this project 

which about Consumer Attitude toward Spa in Thailand in order to understand and increase more 

satisfaction from consumers and also persuade new consumers to aware about health care and 

gain their right perception about Thai spa therapies in positive way and improve Spa business 

Motivation Perception Attitude 

“Consumer Attitude toward Spa in Thailand” 

 

Influencing Factors 

Marketing Mix 4P’s 

Data Collection and Evaluation 

Conclusion and Recommendation 
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from adaptation with Thai consumer behavior as well. Moreover, the authors will describe 

Marketing Mix analysis in order to clarify more and to develop Thai spa products and services. 

 

2.1 CONSUMER ATTITUDE 

According to Evans et al (2006) concerned with the developing favorable attitudes toward the 

marketing offering. Attitude is an enduring organization of motivational, emotional, perceptual 

and cognitive process with respect to some aspects of the individual‟s world. 

 A cognitive component: this consists of a person‟s beliefs of knowledge about an issue 

or an object, such as the reliability of a car or its fuel consumption. 

 An affective component: this consists of a person‟s feelings or emotions about the issue 

of the object; these feelings can be „positive‟ or „negative‟. These are based on the beliefs 

about the object that the individual holds. 

 A behavioral (cognitive) component: this consists of how the individual is likely to 

respond to the object based on what they know about it and how they feel about it (Evans 

et al., 2006, P.67). 

 

2.2 CONSUMER PERCEPTION 

According to Evans et al (2006), for this stage the authors draw information from the psychology 

of perception. Furthermore, understand perception mean the process whereby stimuli are 

received and interpreted by the individual and translated into a response. Perception is the 

process through which a person forms an opinion about the various stimuli he receives from his 

sensory organs. In marketing, perception is concerned with understanding how the consumer 

views a product or service. The five senses of a person help him in this process. The marketer 

uses various props to stimulate the consumer, that is, through the use of colors, sound, touch, 

taste, or smell, to observe the product (Icmrindia, 2010). 
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2.3 CONSUMER MOTIVATION  

Motivation is a basic concept in human behavior and thus also in consumer behavior. Motivation 

can be described as the driving force within individuals that moves them to take a particular 

action. This driving force is produced by a state of tension, which exist of result of an unfulfilled 

need that moves us away from psychological equilibrium or homeostasis. So, marketers are often 

occurred of creating a need for a product or a service that would not exist except due to some 

aggressive and repetitive marketing activities that educate, inform and even persuade consumers 

to buy those products or services (Evans et al., 2006, P.4-5). 

 

2.4 MARKETING MIX  

The major marketing management decisions can be classified in one of the following four 

categories is product, price, place and promotion.  

PRODUCT: 

It is the tangible object or an intangible service that is getting marketed through the program. 

Product design which leads to the product attributes is the most important factor. Tangible 

products may be items like consumer goods or consumer durables. Intangible products are 

service based like the tourism industry and information technology based services. To retain it‟s 

competitive in the market, continuous product extensions though innovation and thus 

differentiation is required and is one of the strategies to differentiate a product from its 

competitors (Kar., 2011). 

PRICE:  

The price is the simply amount a customer pays for the product. If the prices outweigh the 

perceived benefits for an individual, the perceived value of the offering will be low and tit will 

be unlikely to be adopted, but if the benefits are perceived as greater than their costs, chances of 

trial and adoption of the product is much greater (Kar., 2011). 
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PLACE: 

Place represents the location where a product can be purchased. It is often referred to as the 

distribution channel. This many include any physical store as well as virtual stores on the 

Internet. This is crucial as this provides the place utility to the consumer, which often becomes a 

deciding factor for the purchase of many products across multiple product categories (Kar., 

2011). 

PROMOTION: 

This represents all of the communications that a marketer may use in the marketplace to increase 

awareness about the product and its benefits to the target segment. Promotion has four distinct 

elements: advertising, public relations, personal selling and sales promotion. A certain amount of 

crossover occurs when promotion uses the four principal elements together. Sales staff often 

plays a major role in promotion of a product (Kar., 2011). 
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3. CRITICAL LITERATURE REVIEW  

3.1 METHOD FOR THE LITERATURE REVIEW 

The authors choose keywords and databases and websites operated to be our research as below 

following; 

3.1.1 Keywords 

Thai Spa, Spa marketing, Consumer‟s attitudes, Consumer behavior, Thailand dark side 

            3.1.2 Database and Websites 

At this point, the authors choose some database and articles to explore the research by using 

Google Scholar, Journals Academics Articles, Dissertation, Books and also related website 

 

3.2 MAPPING AND DESCRIBING THE LITERATURE 

 3.2.1 Literature Mapping  

 

Figure 3: A map of literatures 

Source: Author‟s own created 
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1. The concept of Thai spa: These literatures provide the explanations of what Thai people 

consider about Thai spa. 

2. Thai spa marketing and strategy: The literatures provide some guideline of Thai spa in 

Thailand in marketing and strategy process. 

3. Thai spa consumers: The literatures can reflect the exactly consumers of Thai spa.  

4. Spa in Thailand: The literatures can provide totally explanations of Thai spa products 

and services in Thailand. 

5. Thailand dark side: The literatures provide for the negative sides of Thai image. 

 

Since, the authors choose the significant literatures that related toward Thai spa so we would like 

to summarize and discuss on our main literatures review in the table by this following; 

Authors Literature Types Topic of Discussion 

Kusol C. (2008) Empirical research (Project 

Management) 

Business Plan for entrepreneurship in 

Spa business 

Hirankitti, P., Mechinda. P. & 

Manjing. S. (2009) 

Empirical (Research Article) Marketing strategies of Thai Spa 

operators in Bangkok Metropolitan 

Wetprasit P. (2006) Dissertation Impact of work-related determination of 

job satisfaction and retention intention 

in Thai spa industry 

Khamanarong, S., 

Khamanarong, K., & 

Khamanarong. Y. (2009) 

Journal of Academic 

Research 

 

Entrepreneurial development in the 

Health care industry and spa industry in 

the Northeast of Thailand 

D‟Angelo J. (2009) Journal Article Spa Business Strategies: A Plan for 

Success 

Table 1: Summery on main literatures 

Source: Author‟s own created 
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-How do people conceptualize of Thai Spa?- 

According to the Thai spa, Thai spa‟s concepts consist of the Western leisure and traditional 

Asian well-being therapies. Thai spa provide world-class and surpassed, particularly the level of 

service offered which complemented by environmental friendly and gentle manner ways of the 

Thai people. Furthermore, a rich heritage that embodies a time-honored healing tradition based 

on herbal and holistic remedies, generations of folk wisdom, and centuries-old healing 

techniques. Moreover, Thai spa has used the concept of “back to Nature” as the theme for natural 

health and beauty. In Thailand, there is much diversity of herbs which can apply to the 

treatments process offer to their high-end consumers. In adopting a holistic approach to health 

and well-being, Thai spas offer several levels which design to calm the mind and spirit as well. 

As Thailand is the smile land, Thai spas are naturally service-minded, pleasant and always 

smiling. Additionally, Thai massaging techniques are worldwide famous not only Thai 

consumers. Today, Thailand has more than 450 spa centers and completely counterparts of 

cosmopolitan centers and fashion capitals of the world (Thailandtraveltours, 2011). 

Besides, Thai spa concept has ranked in “Top 5” of the world and there is highly “buzz” about 

Thai spa experience globally, leisure and lifestyle publications. For centuries, Thais have been 

developing and improving traditional of good health. Furthermore, Thai spa concept is a viable 

business that offers unique and innovative spa experiences. Thai spa concept consists of three 

majors as Thai cultural heritage, Traditional massage, and Herbal remedies and social graces. 

The resources of Thai spa are from indigenous raw materials which can find in Thailand, very 

essence of traditional Thai living (Spathailand, 2006). 

 

-Marketing Strategy of Thai Spa-  

According to the spa industries are service industries, and Thailand is well-known for these types 

of service in many countries. However, many businesses in these industries try to develop their 

services continuously. Meeting as many needs as possible leads not only to better quality but also 

to competitive advantage. The spa business is like other businesses in the customer service 

industry (Khamanarong et al., 2009). 
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Before you can develop an effective marketing plan, it is important to take a look at the needs 

and wants of your customers. This means taking the time to investigate the cultural and 

economic situation in your community (D'Angelo J, p. 28, 2009). In order to an expanded 

marketing mix for services consisting of the 4 traditional elements product, price, place and 

promotion and three additional elements are physical evidence, people and process. Each 

element of the services marketing mix has an effect on customer‟s perception of and experience 

with the service. These experience and perceptions have a pervasive influence on their 

satisfaction and loyalty (Hirankitti et al., 2009). 

 

-Understanding for Thai Spa’s Consumers in Thailand- 

In the near future, spa businesses will persuade the healthy and quality of consumers‟ life. Thai 

spa consumers are office working people who would like to reward themselves from working 

hard and relieve from the stressful (Kusol C., 2008). Additionally, Thai spa‟s consumers have 

not only for females but Thai spa‟s consumers also have some males who concern for their 

image, look younger, more attractive, and also have good looking for whole parts of their body 

as well. Henceforth, the number of emerge metro sexual men are the new group of consumer for 

spa business in Thailand (Kusol C., 2008). Furthermore, Thai spa‟s consumers are not only Thai 

consumers but consist of the foreigner tourists and foreigner who live in Thailand and care of 

their health, interested to the science of Thai indigenous therapies, unique cultural experience, 

and also interested with Thai traditional wisdom and green local ingredients (Experienceispa, 

2010). Thus, the foreigner tourists who seeking for health care with spa in Thailand are from 

Europe, USA, Middle East, Japan (Thailandhealthcaretimes, 2011). Especially, for this project, 

the authors would like to focus only Thai consumers who visit to the spa in Thailand. 

 

-The Products and Services of Spas in Thailand- 

Thai Spa is famous for four distinctive charms. Firstly, Thai spa practitioners are naturally 

service-minded, pleasant and always smiling. Secondly, mostly of Thai spa venues are designed 

with unique Thai characteristics intrinsically appreciated by foreigners. Thirdly, Thai massaging 
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techniques are world famous. And last, exotic spa products such as massage balls or Thai herbs, 

truly open a whole new experience for customers (Thai Herbs, 2007). 

Many types of spas services include day spas, medical spas, hotel and resort spas, destination 

spas, health spas and the wellness spas. And for the Thai spa products according to the 

reappearance of “back to nature” themes and consumer preference for natural health and beauty 

solutions has refocused attention on the healing power of indigenous herbs and plant. Thailand 

has been great in diversity of herbs and has been practiced by local people for centuries. Thai 

traditional healing is based on the use of herbal remedies and traditional practices such as 

massage and heat therapies (Wetprasit, 2006). 

 

-Thailand Dark Side- 

According to the Tourist Authority of Thailand (TAT), they try to delete for the SSS (Sea, Sex, 

and Sun) image. As in 1999, TAT found that the operators of an U.S. based internet website 

using the official words as “Amazing Thailand” as the logo to promote sex tours to Thailand. 

Therefore, much people define Thailand is the paradise place for back packer and also a 

destination for cheap sex. Henceforth, many years ago, the Prime Minister ordered to arrest the 

prostitutes in Bangkok to delete the dark side in Thailand. Whereas, Bangkok was once known 

as “Venice of the East” because of its numerous canals, it is now frequently referred to as the 

“Vice City of the Far East” as well (Thaiworldview, 2011). 
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4. METHODOLOGY 

In this chapter, the authors would like to study for the way to collect data from conduct survey. 

According to Fisher, Methodology is the study of methods and it raises all sorts of philosophical 

questions about what it is possible for researchers to know and how valid their claims to 

knowledge might be (Fisher, 2004, P. 33-34). For the details of methodology, the authors will 

give description in sub topic as following.  

 

4.1 CHOICE OF TOPIC 

Why Thai spa 

As the authors mentioned to the introduction part, Thai spa very popular for foreigner instead 

Thai local. Since spas in Thailand were chiefly located in luxurious hotels. They were 

established around the year 1994 to meet the needs of foreign visitors at that time. The services 

gained popularity very soon. That's why new spas have sprung up like mushroom in cities and 

famous attractions. Many of them have developed with advanced techniques such as 

hydrotherapy and aromatherapy.  

Therefore, the authors decided to choose this products and services to become our research 

because consumers‟ attitudes are essential for any business in order to know that how consumers 

make decision to purchase the products and services. By the way the authors would like to 

research about consumer attitudes toward spa and what is influencing factors that affect them to 

purchase spa. Moreover, the authors known that spa industry has become popular in nowadays. 

Since nowadays Thai people would like to release about their stress to be relaxation from their 

daily life. Hence, it would be beneficial to learn about spa business and how consumer attitudes 

in order to develop in this business for meet the most consumer satisfaction. 
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4.2 CHOICE OF RESPONDENTS 

For this conduct research, the authors decided to survey in both Thai Male and Female in the 

range of age between 25-35 years old, live in Bangkok, Thai spa products and services in 

Thailand in order to specific their attitude, feedback, and also information to develop Thai spa 

industry to hit the best satisfaction from consumers. 

The reason of why the authors would like to survey in this range of age.  According to China 

Hairdressing and Beauty Association, they expect for the main consumers in the beauty business 

and cosmetic might be average in the range of age between 20 years old until more than 30 years 

old as this target group have changed attitude about beauty investment is the best worthwhile. 

From this reason, it can relate with the growth of spa business in Thailand will continue to 

increase as well (Thaiembbeij, 2011). As this support reason, the authors would like to survey 

Bangkok people age between 25-35 years old with income 20,000-40,000 baht per month in 

order to specific for group of consumers that have power to purchase Thai spa products and 

services as well. 

 

4.3 DATA COLLECTION 

According to the problem statement, Thai spa is very popular for foreigner tourist more than 

Thai people. Then, the authors would like to research emphasis on Thai people‟s attitude toward 

Thai spa in order to persuade them to try Thai spa, become user of Thai spa, and also create more 

satisfaction of Thai consumers' need. In this chapter will explain for the process of gathering and 

analyzing the information. For the choice of the research methods are based on identify of 

research questions and also answer the problem statement as well. Therefore, to collect the useful 

information for conducting this research, the authors decided to collect information from both 

primary data and secondary data as following. 

 

 

 



- CONSUMERS’ ATTITUDES TOWARD SPA IN THAILAND - 

Page | 19  

 2011   LALITA PHONGVIVAT, SIRINYA PANADIS 

 4.3.1 Primary Data 

Due to limitation of distance to collect data from our target, so the authors decide to collect data 

by questionnaire surveys only (splash both male and female) via e-mail in order to know directly. 

By the way, the authors used the Google Spreadsheet to conducted our questionnaire which is 

very helpful for us to created all the questions and the authors could collected the significant data 

from our target via email easily and very fast as well. Hence, the authors distributed to Thai 

office workers who are the people between 25-35 years old with 20,000-40,000 baht per month 

of salary that use Thai spa in Thailand as our target sampling in order to get the information and 

use into next step of analyzing data to know what satisfaction of consumers‟ need toward Thai 

spa in Thailand.  

The authors started to distribute our questionnaire on 21
st
 April 2011 until 5

th
 May 2011. 

According to Fisher, the number of questionnaire that has to be sending out will have to be larger 

and a return rate of 30 per cent would be very good (Fisher, 2004, p. 159).  

 

Table 2: The number of population in Bangkok 

Source: National statistic in Thailand, 2010 

979,864 
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For the responses, the authors would like to focus on adults‟ age between 25-35 years old who 

are Thai people. In order to find the sample size that represents the whole target group. The 

authors would like to select the Theory of Calcu- lating from Taro Yamane to figure out the 

appropriate number of responses as well. The formula is generated as follows: 

 
 
 
 

 
 

n = Sample size 
 

N= Population size 
 

e = The error of sampling 

 
 

From the formula, 95 % of confidence level and 0.05% of level of significant are chose for this 

report. The error of sampling only 0.05; the sample size show as follows: 

 

 

Therefore, the number of sample size is approximately 400 responses, which will be sent out to 

our main target. Henceforth, the authors decided to distribute our questionnaire for 450 in order 

to reach responses as 400 from all total according to our range of main target that the authors 

would like to focus on are people age between 25-35 years old who ever to use Thai Spa in 

Thailand and also live in Bangkok as well. 

 

  4.3.1.1 Question formats of questionnaire 

According to our questionnaire, the authors would like to research Thai consumers about Thai 

Spa. Henceforth, the authors decided to use Google spreadsheet to build up the electronic 
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questionnaire in order to make convenience both researcher and our main target. The authors will 

distribute our questionnaire via e-mail and social network sites as well. So, the people who 

receive our requested for doing our questionnaire can click for this link and also can submit 

directly to our database.  

This following link is our questionnaire: 

https://spreadsheets.google.com/spreadsheet/viewform?formkey=dFVPdkNpYWJ

hWXpZWVNEOWlMWU9XMUE6MQ 

To consumer survey questionnaire will be divided into 4 Parts by following this: 

1. First part of questionnaire is intended to collect the respondent‟s Demographic profile as 

personal information. There are 6 questions composed of age, income, gender, marital status, 

occupation, level of education. The authors employ these demographic variables in order to 

grouping of customers and make use of it in analyzing with motivation factors.  

2. Second part of questionnaire is collect data about Consumer Behavior that consists with 6 

questions in order to know how their use the spa products or service individually such as 

influence factors or person to use spa, types of spa that consumer used most, main objective to 

purchase, how often to purchase, which day that usually used for analyzing this part.  

3. Third part of questionnaire is to collect about Consumer Attitude toward Thai Spa by using 

4P‟s marketing mix to developing this part of questionnaire in order to develop marketing 

strategy in Spa industry since the authors have collect consumer ideas that how satisfaction or 

dissatisfaction about Thai Spa products or services. Then, the authors conduct to use rating 

Likert scale ranging the degree from “Strongly agree” to “Strongly disagree” with an even 

number of degree since the Likert scale is widely used rating scale and has several advantages 

that requires the respondents to indicate a degree of agreement or disagreement with each of each 

of a series of statements about motivate object and useful for measuring respondent‟s attitude as 

well. 

In explanation of Likert scale methods, the first step of this method is to define for what it is the 

authors try to measure. Besides, Likert scale also is a psychometric scale commonly used in 

https://spreadsheets.google.com/spreadsheet/viewform?formkey=dFVPdkNpYWJhWXpZWVNEOWlMWU9XMUE6MQ
https://spreadsheets.google.com/spreadsheet/viewform?formkey=dFVPdkNpYWJhWXpZWVNEOWlMWU9XMUE6MQ
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questionnaires widely in survey conduct research. Therefore, after the questionnaire is 

completed, for each question the authors have to analyze separately in each in order to create for 

result. Henceforth, Likert scales are also called summative scales as well (Answer, 2011). 

4. Forth part of questionnaire is to collect information about their opinion to Repurchase the 

products and services of Thai Spa by their own experience and about their expectation to 

recommend Thai Spa to non user. In this part the authors conduct by use rating Likert scale 

ranging the degree from “Strongly agree” to “Strongly disagree” as same as part 2 to evaluate for 

the tendency rate of repurchase and also new user in order to develop and support Thai Spa to be 

the most efficiency to response Thai consumer‟s satisfaction.  

 

  4.3.1.2 Validity and Reliability  

According to our questionnaires, the authors took both for validity and reliability since reliability 

is essential even not enough. Therefore, it is need to rely on validity. If a measure is perfectly 

reliable, it may not be perfectly valid, since systematic error may still happen. In the other hand, 

lack of reliability constitutes negative evidence for validity; reliability does not in itself mean 

validity (Malhotra, 1999). 

 

 4.3.2 Secondary Data 

The authors obtain the information about overview of Thai consumer from scientific Thai Spa‟s 

the websites. Furthermore, the main source of secondary data is Google scholar to find 

information about Thai Spa article and research for creditability and reliability information to 

support this project. This creditability information can really require for the research work.  
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4.4 DATA ANALYSIS 

According to the literature review, the authors analyze the related article and bring to support 

Thai Spa industry in order to develop and build the most satisfaction to Thai Spa consumers. The 

authors actually would like to know deeply in Thai Spa industry; concept of Thai Spa, Thai Spa 

marketing and strategy, Spa in Thailand, and Thai Spa consumers. Regarding the previous 

explanation, all factors about Thai Spa which the authors would like to clarify in literature 

reviews can help our analysis to be obvious and understanding more for the Thai Spa industry as 

well. 

Then, the authors choose the Statistical Package for Social Sciences (SPSS) to input our data 

because is reliable and correctly data. Moreover, according to Fisher as SPSS provides a wide 

rang of tools from basic tabulation to sophisticated multivariate analysis SPSS. Then, the authors 

are set up the code in questionnaire since it was easy to input the data into the software program. 

Also, the authors used this program to summarize and present the overall result to inform the 

number, percent and graph. Hence, our results of the questionnaires were interpreted by using the 

software application package of SPSS since this software is widely used for the statistics analysis 

(Fisher, 2004, p. 239). 
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5. Empirical Findings  

This chapter will present for the empirical finding from our questionnaires which divided by 4 

parts; Personal information, Consumer behavior toward Spa, Consumer attitude and perception 

toward Spa (including for Marketing Mix strategy), and Repurchase intention to Spa products 

and services. Therefore, the authors will analysis for all factors related with theory as well. 

 

5.1 RESPONDENTS DEMOGRAPHIC  

5.1.1 Age and gender (Question 1, 2 in questionnaire see Appendix A) 

In this part, the authors would like to show for the result in term of age and gender in the table as 

below for totally 400 responses.  

GENDER TOTAL 

(%) 

NUMBER OF RESPONDANTS (%) 

25-28 years old 29-32 years old 33-35 years old 

Male 23.8% 

(95) 

27.7% 

(54) 

18.4% 

(27) 

24.1% 

(14) 

Female 76.3% 

(305) 

72.3% 

(141) 

81.6% 

(120) 

75.9% 

(44) 

Total 100% 

(400) 

100% 

(195) 

100% 

(147) 

100% 

(58) 

 

Table 3: Age and Gender of the respondents 

Source: Author‟s own created 

 

From the table, respondents were classified into two groups which were 23.8% of male and 

76.3% of female. For the most reach of main respondents in both male and female are in the 
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range of age between 25-28 years old which was male 27.7% and female 72.3% following by 

age between 29-32 years old and 33-35 years old. 

 

5.1.2 Others Demographic: Income, Status, Education (Question 3, 4, 5 in questionnaire see 

Appendix A) 

 

42%

33%

15%

10%
20,000-25,000 baht per 
month

25,001-30,000 baht per 
month

30,001-35,000 baht per 
month

 

Figure 4: Percentage of consumer income 

Source: Author‟s own created 

 

According to our conduct research shown that the most percentage of income was in the range of 

20,000-25,000 baht per month which reach 42% following by 25,001-30,000 baht per month as 

33%, 30,001-35,000 baht per month as 15%, and 10% of 35,001-40,000 baht per month 

subsequently.  
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Figure 5: Percentage of consumer status 

Source: Author‟s own created 

 

From the chart in Figure 5 shown about the status of our main target, the most percentage of 

status was 72% as Single following by 27.8% was consumers in the group of married, 14.8% as 

Divorced respectively. 

 

22%

56.50%

21.80%

0.00%0%

10%

20%

30%

40%

50%

60%

Diploma degree Bachelor 
degree

Master degree Doctor degree

 

Figure 6: Percentage of consumer Education 

Source: Author‟s own created 
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For the chart above shown that most main target consumer from survey contain 56.5% of 

Bachelor degree, 22% in Diploma degree, and 21.8% of Master degree subsequently. Besides, 

for the Doctor degree got zero percent according to our conduct survey results. 

 

5.2 CONSUMER BEHAVIOR 

Occupation (see question 6 Occupation in questionnaire Appendix A) 

 

 

Figure 7: Percentage of consumer Occupation 

Source: Author‟s own created 

 

From the chart above create by the survey result; the authors would like to explain that 49.3% 

was the most number of office workers as their occupation in our main target. 21.5% was the 

second rate was they have their own businesses, 18% as the student, 8.8% as government 

officers, 2.5% as other occupations respectively.  
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Influencers (see question 7 Influencers in questionnaire Appendix A) 

 

 

Figure 8: Percentage of influencer toward Thai Spa 

Source: Author‟s own created 

 

The chart above which generated from survey shown that our main consumers receive Thai Spa 

products and services 47.8% from their friends as the most influencers following by their own 

experience 34.4%, family 19.8%, sale person 6%, spokesperson 5.3%, and 0.8% of others 

influencer respectively.  
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Medium (see question 8 Media influence in questionnaire Appendix A) 

 

 

Figure 9: Percentage of medium that attract Thai consumers 

Source: Author‟s own created 

 

According to the chart above, the authors would like to explain that the most of medium that 

impact consumer was words of mouth contain 49%, 26% as magazine, 23.3% as television, 

21% as internet, 3.3% as newspaper, and 1.3% as other mediums respectively.  
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Thai Spa programs (see question 9 Thai spa programs in questionnaire Appendix A) 

 

 

Figure 10: Percentage of Thai spa program 

Source: Author‟s own created 

 

From chart above shown that Day spa program was the most percentage of Thai programs that 

main target used the services which contain 75% following by 24.5% as Hotel and Resort spa 

program, 7.8% as Medical spa program, and the less of percentage were both Destination spa 

program and other programs which contain 0.3% subsequently.   
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Main objective to use Thai Spa (see question 10 Reason to use Thai spa in questionnaire 

Appendix A) 

 

0%

20%

40%

60%

80%

Healthy
Relax

Skin and 
Beauty Lost weight

Others reason

23%

63%

33%

1.80%
0%

 

Figure 11: Chart of main objective to use Thai Spa 

Source: Author‟s own created 

 

From chart shown that the most reason that our main consumers in age between 25-35 years old 

both male and female consume Thai spa products and services are the way to get relax with 63% 

following by 33% of skin and beauty reason, 23% for healthy reason, 1.8% for lost weight, and 

none for others reason respectively.  
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Thai spa user frequency (see question 11 Frequency in questionnaire Appendix A) 

 

 

Figure 12: Chart of Thai spa frequency 

Source: Author‟s own created 

 

From the chart, the authors would like to assume that most of our responses use Thai spa 1 time 

per month with the percentage 61.3% from all following by 2 times per month with the 

percentage 31.6%, 3 times per month with the percentage 4.1%, 5 times per month, 4 times per 

month, and 5 times per month subsequently.  
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5.3 CONSUMER ATTITUDE TOWARD SPA AND MARKETING MIX 4P’S  

Thai spa standard (see question 12 in questionnaire Appendix A) 

 

 

Figure 13: Chart of Thai spa standard 

Source: Author‟s own created 

 

According to use conduct research with Thai consumers, the authors found the result that 44% 

agree with Thai spa standard the most, 40.5% as neutral, 14% as strongly agree, 1.3% as 

disagree, and zero percent was strongly disagree respectively. 

 

 

 

 



- CONSUMERS’ ATTITUDES TOWARD SPA IN THAILAND - 

Page | 34  

 2011   LALITA PHONGVIVAT, SIRINYA PANADIS 

Thai spa contain good quality (see question 13 in questionnaire Appendix A) 

 

 

Figure 14: Chart of Thai spas contain good quality 

Source: Author‟s own created 

 

From the survey result shown the consumers‟ opinion about Thai spa have good quality of 

products and services, 55.5% agree with Thai spa standard, 26.1% as neutral, 17.3% as strongly 

agree, 1% as disagree, and zero percent was strongly disagree respectively. 
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The reason of Thai spa price compare with Thai spa services (see question 14 in 

questionnaire Appendix A) 

 

 

Figure 15: Chart of Thai spas price 

Source: Author‟s own created 

 

From survey result, the consumers‟ opinion about the Thai spa price compare with the services 

that they got from spa was 41.8% neutral with Thai spa price compare with service that 

consumer got from Thai spa, 41.3% as agree, 14.7% as strongly agree, 2.3% as disagree, and 

zero percent was strongly disagree respectively.  
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The reasonable of Thai spa price (see question 15 in questionnaire Appendix A) 

 

 

Figure 16: Chart of overall reasonable for Thai spas price 

Source: Author‟s own created 

 

From the conduct survey result shown that, 42.3% was the most percentage that Thai consumer 

agree with overall Thai spa price, 36.7% as neutral, 17.5% as strongly agree, 3.4% as disagree, 

and zero percent was strongly disagree respectively.  
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The Thai spa promotion and campaign (see question 16 in questionnaire Appendix A) 

 

 

Figure 17: Chart of Thai spa promotion campaign 

Source: Author‟s own created 

 

According to the research result, it can shown about how Thai consumers‟ opinion about Thai 

spa promotion and campaign for Thai spa, 41% agree with Thai spa promotion campaign the 

most, 39.5% as neutral, 15.9% as strongly agree, 3% as disagree, and zero percent was strongly 

disagree respectively.  
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Convenience to reach the Thai spa (see question 17 in questionnaire Appendix A) 

 

 

Figure 18: Chart of the convenience to reach Thai spa 

Source: Author‟s own created 

 

From the survey result shown the consumers‟ opinion about Thai spa can give convenience for 

them to reach their places, 48.2% agree with convenience to reach Thai spa the most, 27.8% as 

neutral, 22.2% as strongly agree, 1.8% as disagree, and zero percent was strongly disagree 

respectively.  
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Atmosphere of Thai spa (see question 18 in questionnaire Appendix A) 

 

 

Figure 19: Chart of the atmosphere of Thai spa 

Source: Author‟s own created 

 

From our survey results, the authors got the most percentage of 47.4% were agree with the 

atmosphere of Thai spas in Thailand that can make their consumer feel good about their sensory, 

interior decoration, and etc of well atmosphere following by 28.5% as strongly agree, 23.7% as 

neutral, and zero percent of both disagree and strongly disagree subsequently.  
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Thai spa provide the professional staff to consumers (see question 19 in questionnaire 

Appendix A) 

 

 

Figure 20: Chart of the Thai spas has professional staff 

Source: Author‟s own created 

 

From survey results, the chart above can explain that the most percentage of Thai spa provide 

professional staff to serve their consumers, 48% agree with the Thai spas have professional staff 

the most, 30% as neutral, 21% as strongly agree, 1% for disagree, and zero percent of strongly 

disagree subsequently.  
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The staff in Thai spa can give recommendation to consumers (see question 20 in questionnaire 

Appendix A) 

 

 

Figure 21: Chart of Thai spa staff can give recommend to consumers 

Source: Author‟s own created 

 

From survey result, 50% the consumers agree with the Thai staffs can give good 

recommendation and have friendly manner to the consumers the most, 29% as neutral, 20% as 

strongly agree, 1% for disagree, and zero percent of strongly disagree subsequently.  
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5.4 CONSUMER BEHAVIOR AND REPURCHASE INTENTION FOR 

THAI SPA (see question 21-25 in questionnaire Appendix A) 

Overall rate for Thai spa experiences from consumers to use Thai spa products and services 

(see question 21 in questionnaire Appendix A) 

 

 

Figure 22: Chart of Overall rate for Thai spa experiences from consumers to use Thai spa 

Source: Author‟s own created 

 

From survey results, the authors can describe that the most percentage from consumer‟ opinion 

were 56.5% agree with the overall Thai spa products and services from their real experiences 

following by 32.8% as neutral, 20.4% as strongly agree, 1% for disagree, and zero percent of 

strongly disagree subsequently.  
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Consumers can splash words of mouth of positive things about Thai spa experiences (see 

question 22 in questionnaire Appendix A) 

 

 

Figure 23: Consumers can splash words of mouth in positive way 

Source: Author‟s own created 

 

According from our conduct research, the authors got the result which can explain that 47.5% 

agree with consumers can splash words of mouth in positive things or good view about Thai spa 

experiences the most following by 40.7% as neutral, 8.8% as strongly agree, 2.3% for disagree, 

and zero percent of strongly disagree subsequently.  
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Consumers always use Thai spa products and services (see question 23 in questionnaire 

Appendix A) 

 

 

Figure 24: Consumers use Thai spa products and services 

Source: Author‟s own created 

 

From survey results, the authors would like to explain that 46% agree as Thai consumers always 

use the products and services of Thai spa in Thailand the most following by 35% as neutral, 16% 

as strongly agree, 2% for disagree, and 1% of strongly disagree respectively.  
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Consumers always satisfaction with Thai spa products and services (see question 24 in 

questionnaire Appendix A) 

 

 

Figure 25: Chart of satisfaction of Thai spa products and services 

Source: Author‟s own created 

 

From survey result, 50.1% agree with Thai consumers got satisfy for Thai spa products and 

services the most, 29.5% as neutral, 19.4% as strongly agree, 0.8% for disagree, and 0.3% of 

strongly disagree respectively.  
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Consumers would purchase Thai spa products and services in nearly future (see question 25 in 

questionnaire Appendix A) 

 

 

Figure 26: Chart of Consumers will purchase  

Thai spa products and services in nearly future 

Source: Author‟s own created 

 

From survey result, 52.1% agree with they will go to use Thai spa products and services in the 

near future the most, 27% as neutral, 18.9% as strongly agree, 1.8% for disagree, and 0.3% of 

strongly disagree respectively.  
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6. ANALYSIS 

According to the literature review and finding analysis, so this chapter will discussing and 

present about the analysis from our qualitative survey questionnaires which divided by 4 parts; 

Personal information, Consumer behavior toward Spa, Consumer attitude and perception toward 

Spa (including for Marketing Mix strategy), and Repurchase intention to Spa products and 

services.  

 

6.1 DEMOGRAPHIC ANALYSIS 

For this part of Demographic, the authors would like to analysis that our main target from our 

conduct qualitative survey in Thai consumers, consumers sex female have used Thai spa more 

than male which can generated into percentage as 76.3% as female and 23.8% as male. (see 

Appendix B number 1) From this reason, the authors can assume that sex of female always care 

their health, skin, beauty, and also relaxing from any stress more than male.  

According to chapter 3 Literature Review in the topic of Understanding for Thai Spa‟s 

consumers in Thailand, besides, there are small numbers of male that care for their health as 

well. This group of male the authors can call them as “Metrosexual”. For more understanding of 

this group of people, Metrosexual is a male who is seen as more body and image conscious. He 

always care about his health. Usually more emotional and cares more than most males about how 

he is viewed. Typically lives/works in or near a large metropolitan area with high disposable 

income. A Metrosexual is a man who is meticulous about his appearance. He usually enhances 

his personal appearance by fastidious grooming, beauty treatments, and fashionable clothes 

(Merriam, 2011). 

From this survey, female in range of age between 29-32 years old were the group of age that use 

Thai spa the most with 120 responses. This result can show that female consumers in this range 

more care about their health, skin, beauty, and would like to relax their body from any stressful. 

Then, male in range of age between 25-28 years old were the group of age that use Thai spa the 

most with 54 responses. This result can show that male consumers in this range might be in the 
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group of Metrosexual who care about their image and health. They would like to get both of look 

good and relax the stress from their works as well. 

According to income of our main target (see Appendix B number 3), the authors got the result of 

salary as 20,000-25,000 baht per month (42%) as the most range of income which our main 

target can earn with the status (see Appendix B number 4) as Single (72%). Almost of them 

graduated in Bachelor degree (see Appendix B number 5) as the most percentage (56.5%). 

Henceforth, the authors can analyze that most of consumers in single status can spend the time in 

Thai spa after their works, study, and so on. They have a lot of free time from their works and 

their business more than people who married and divorced exactly. Single status consumers have 

much time to think about their life, health, skin and beauty. But, if compare with married people 

they have to take care of their husband and children. So, this group of consumers cannot have 

much time to use Thai spa. However, there are few responses in group of married and divorced 

people who use Thai spa as well.  

 

6.2 CONSUMER BEHAVIOR AND DEMOGRAPHIC ANALYSIS 

This topic the authors would like to generate for the correlation between consumer behavior and 

demographic of the main consumers that shown in our survey result. 

Occupation  

From the result of survey (see Appendix B number 6) shown that the most percentage of 

occupation that use Thai Spa was 49.3% of office workers and 21.5% of owned business. Both 

of occupations can cause the stress that they would like to release them off. They might get stress 

from their boss, collogues, urgently timeline job, and so on according to chapter 3 Literature 

Review in the topic of Understanding for Thai Spa‟s consumers in Thailand. Besides, one of the 

solutions that can solve their problems, release and decrease the stress is Thai spa. Thai spa can 

make them relax and make well healthy to them in order to fulfill their performance for their 

works and their life as well. Therefore, Thai spa also can give freshness to the student who 

nervous and stress from their assignment and examination in the university. 
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Influencers 

From survey result (see Appendix B number 7-12) shown that our main consumers receive Thai 

Spa products and services 47.8% from their friends as the most influencers following by their 

own experience 34.4%, family 19.8%, sale person 6%, spokesperson 5.3%, and 0.8% of others 

influencer respectively. Friends can give good recommendation for Thai Spa products and 

services which they satisfy for that spa and would like to share their good experience from Thai 

spa that they ever to consume to their friends as well. 

According to chapter 3 Literature Review in topic of “The products and services of spa in 

Thailand”, the authors would like to analysis that friends can be the best influence to share their 

experience about how nice and how well of Thai spa products and services after they consume 

Thai spa. Absolutely, real story telling from friends could be the best way to persuade non users 

to be new users in Thai spa because Thai people culture is fear and not confidence to try 

something new without suggestion. 

 

Age and Medium  
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Figure 27: Correlation between age and medium 

Source: Author‟s own created 
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According to the chart above, the authors would like to analysis for 3 range of age that related 

with medium to make our target consumer use Thai Spa in Thailand. In the range of age between 

25-28 years old, this range of age has many mediums that can persuade them to use Thai Spa as 

follows; Words of mouth 50.8%, Newspaper 69.2%, Internet 54.8%, Magazine 52.9%, and 

others medium 60%. For the consumer in range of age between 29-32 years old, they consume 

medium from television 47.3% as the most percentage.  

From the survey result of the medium which can persuade the main consumers about Thai spa 

(see Appendix B number 13-18), the most medium is Words of mouth. This medium can 

persuade and make the consumers interesting more than other medium such as, friends in office 

always share for their experiences that they already done with happiness, they always suggest 

their friends to get that chance as same as they did. This kind of method the authors also can 

called “create Buzz”. Buzz is anything that creates excitement or stimulus (Urbandictionary, 

2011). According to consumer behavior book, people are looking for positive stimulus, positive 

mood, pleasure, sensory gratification, intellectual stimulation, social approval and comfort things 

(Evans et al., 2006, P.6). Buzz or Words of mouth is the way to distribute positive motivation 

from users to non users who will become to new users of Thai spa.  They also can splash the 

positive experiences to their friends to try Thai spa. Nonetheless, they also can comment as 

negative story as negative motivation to their friends as well. Hence, people always have Internal 

motivation is connected with instinct, need, drive or emotion as physiological base (Evans et al., 

2006, P.7). So, they would tell in good way experiences that already satisfy their need to their 

friends certainly.  

However, some of mediums that can gain low awareness from main consumers such as, 

Newspaper and Television because the cost of advertising are more expensive if compare with 

Words of mouth method, Magazine, Internet, and others medium as well. 
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Age and Thai Spa programs  
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Figure 28: Correlation between age and Thai Spa programs 

Source: Author‟s own created 

 

From chart in figure 28 shown that range of age between 25-28 years old with 56% consume 

Day spa program the most, 29-32 years old with 31.2%, 33-35 years old with 12.8% 

respectively. According to first office workers, they use Day spa program in order to relax and 

nutrient their skin in only 1-2 hours period of time. For Hotel and Resort spa and Medical spa 

programs, these two kinds of spa program can persuade consumers in the range of age between 

29-32 years old with 54.1% and 41.9% respectively as the most percentage. Therefore, 

Destination spa and other spa programs are rarely to find from our conduct research.  
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Income and Thai Spa programs 

 

Figure 29: Correlation between income and Thai Spa programs 

Source: Author‟s own created 

 

As the chart above shown the correlate about income of our main target consumers and Thai spa 

programs, the authors would like to analyze this stage as follows.  

For Day spa program, the most range of income for our main consumers is the income between 

20,000-25,000 baht/month contains 47.4% as the Day spa program is short course spa program 

which take time for 1-2 hours per time. This spa program is popular in offices workers who 

would like to make their health get fresh and relax as well.  

For Hotel and Resort spa program, the most range of income according to our main consumers is 

the income between 25,001-30,000 baht/month contains 33.7%. Thai Spa consumers can use 

service of Hotel and Resort spa program in Hotel or Resort in Thailand. This program can 

persuade our consumers in more upper position than Day spa program and the price also more 

expensive. 



- CONSUMERS’ ATTITUDES TOWARD SPA IN THAILAND - 

Page | 53  

 2011   LALITA PHONGVIVAT, SIRINYA PANADIS 

For Destination spa and others program, the authors can analyze from our survey result (see in 

Appendix B number 21) that the means number of both programs contain zero because of the 

total responses did not answer. And the authors would like to assume that both of spa programs 

are rarely to catch for our main target or cannot match with their lifestyle as well. In term of 

Destination spa means the spa which have beautiful room that user can live over night. This 

program provides for consumers who come for use spa directly. Destination spa contains many 

programs such as lose weight program, healthy tour program, concentrate practice program, and 

etc (Pantown, 2011). 

For Medical spa program, the most range of income that use is between 30,001-35,000 baht per 

month contains 32.3%. Medical spa program is about the remedy program for healing the 

diseases such as Endocrine disease, Hypertension, Heart disease, Osteopathy, Golden ager 

disease, and etc. The fee for healing of Medical spa program are expensive and keep long time 

remedy program, suitable for people who have to age between 30-60 years old (Vcharkarn, 

2011). 

  

Main objective to use Thai Spa 

From the survey result (see Appendix B number 24-28) shown that the most reason that our main 

consumers consume is the way to get relax with 63% following by 33% of skin and beauty 

reason, 23% for healthy reason, 1.8% for lost weight and none for others reason respectively. 

The objective that main consumers have the most interested is relaxing from the stressful. 

Nowadays, people who is working, they also have stress from their work progress problems, 

urgently timeline job, how to treat their client in good way (salesperson), and so on problems. 

So, one of the solution to release their stress is Thai spa. They also get good health, nice skin, 

beauty, and also fit and firm for their body as well. 

According to consumer behavior book, the authors would like to relate this topic with 

“Perception and the use of Senses” theory. Consumers become aware of their environment 

through the five senses. Moreover, marketers use the term store atmospherics to refer to 

approaches that tap consumers‟ senses (Evans et al., 2006, P.38). Therefore, the consumers‟ 

http://dict.longdo.com/search/endrocrine%20disease
http://dict.longdo.com/search/hypertension
http://dict.longdo.com/search/golden%20ager
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purpose when they consume Thai spa are many reasons. For the mainly reason, they would like 

to relax from stressful. All of the senses such as, vision, sound, touch, taste, and smell in Thai 

spa can persuade and pull consumers come and release the stress and take a lot of happiness, 

calm down from any health problems and serious issues in today situations. They can touch the 

relaxing smell such as Aroma from Thai spa. Moreover, consumers also can see the cool and 

warm vision in Thai spa decoration as well.  

Besides, Thai classic music and natural sound in Thai spa can make consumers get relieve and 

brighten up their brain. Another, they can touch the natural Thai herbs as the main factor of Thai 

spa as well. Henceforth, consumers also can have perception   about five senses which Thai spas 

provided to all consumers in order to keep Thai culture and give the best service to Thai 

consumers as well.   

 

Thai spa user frequency  

From the survey result (see Appendix B number 29), the authors would like to assume that most 

of our responses use Thai spa 1 time per month with the percentage 61.3%. They have only one 

time to use Thai spa per month. The authors can assume that they have many activities to do 

such as, go to fitness centre, shopping clothes, go to department store, see the favorite movie, 

and so on as the cause that they used only one time in Thai spa per month. However, the authors 

could solve this problem such promote the interesting promotion as well. Moreover, the authors 

will continue for marketing mix analysis in next part.  

 

6.3 CONSUMER ATTITUDE TOWARD SPA AND MARKETING MIX 4P’S 

For this part, the authors would like to analyze about consumer attitude based upon the findings 

in relations to marketing mix factors (4P‟s). As the authors shown the percentage of consumer 

attitude toward spa product and service such spa product and service, price, place and promotion 

in order to answer our questionnaire that how all of factors related to consumer attitude toward 
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spa in Thailand. (See our questionnaire in Appendix A and research result this part in Appendix 

B number 30-38) 

From the research results, in terms of spa product and service it shown that the consumer 

attitude in top value is agree up to 55.5% of spa product and service that spa business should 

provide good quality to consumer. So, the respondents rated overall average their expectation for 

spa standard, contain good quality of product and provide several services at high level.  

In terms of price, the respondent rated for top value is agreeing up to 42.3% for reasonable price 

in spa product and service. In the other hand, the result also shown that some of respondents are 

disagree about 3.5% for the price is not reasonable, they might consider that spa it charge for 

extra service seem  quite expensive for them.  

In terms of place, the respondents rated for top value is agree up to 48.2% for suitable place and 

convenience for consumer to go there. Moreover, the research result shown that the respondents 

also agree up to 47.7% to choose for spa place with good atmosphere with the right location as 

well.  

In terms of promotion, the respondents rated for top value is also agreeing to 41% that consumer 

expect to get from spa and for the promotion should be attractive campaign that might be 

different from other in order to make them repurchase again and more satisfaction.  

Additional, in terms of people, our research shown the respondents agree to 48% for spa 

employee that the spa business should be training with their employer before service to consumer 

in order to make consumer get more relaxation with them and also more trust to the quality of 

service as well such as create service mind to the employees, the good manner, good human 

relation and friendliness of employees since the average of this percentage quite high level.  
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6.4 CONSUMER BEHAVIOR AND REPURCHASE INTENTION FOR 

THAI SPA 
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Figure 30: Repurchase Intention for Thai Spa Industry 

Source: Author‟s own created 

 

The result from figure 30 shown that almost respondents agree to repurchase in Thai Spa, as the 

first bar results shown that consumer attitude with their good experience  in overall for Thai Spa 

is high level up to 56.5%, second bar shown that consumer willing to say positive thing of their 

experience and also will recommend other person to use Thai Spa about 47.5%, third bar shown 

34.6% that consumer will consider for Thai spa to be the first choice for them, forth bar shown 

medium level up to 50.1% that consumer satisfy for Thai spa, for last bar shown 52.1% which is 

high level that consumer willing to use and purchase Thai spa products and services in nearly 

future again. Therefore, in this part consumer attitude almost agree that Thai spa make them have 

a good experience and they would like to repurchase with Thai spa products and services again.  
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7. CONCLUSIONS AND RECOMMENDATIONS 

According to our research question “What are consumer’s attitudes toward spa in Thailand?” 

So, this chapter presents our conclusion according to the empirical findings and analysis in 

chapter 5 from our research questions and the authors also give the recommendations in order to 

develop Thai spa industry to success more and reach the most satisfaction from Thai consumers. 

 

7.1 CONCLUSIONS 

From this research, the authors would like to conclude that people more concern for their 

relaxing, nice skin, health, beauty, and also their body according to the stressful nowadays. 

Therefore, Thai spa‟s consumers are mainly the middle level class and also high end consumers 

who are employ person or have their own business. Besides, the numbers of Thai consumers in 

male are increasing everyday. Hence, the authors could conclude that in the present Thai spa 

consumers are not only in women market but also increase in Metro sexual market as well. 

Therefore, Thai spa consumers are the people who have knowledge about how to care and train 

themselves to meet well-being health and trendy lifestyle. So, Thai spa business must provide 

quality people to give the best essential service in order to suit with educated consumers. Besides 

for media influence, Thai spa industry catch the consumers‟ attention in several channels with 

suitable for each Thai spa. For example, exclusive Thai spa such Luxury resort by Anantara 

which suitable for TV commercial in prime time for grab attention and gain awareness for wide 

circulation as well.  

Furthermore, according to our purpose to investigate and describe attitude of Thai consumer 

toward spa are related to consumer attitudes, perception and motivation. Moreover, marketing 

mix also has effect to the consumer‟s attitude and satisfaction as well. 

As consumer attitude toward spa related with marketing mix (4P‟s), the authors can concluded 

that almost of the respondent have positive attitude results with Thai spa in all part of products 

and services, price, place and promotion. Since marketing mix are related with consumers 
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attitude to positive results but also all of influence factors can related with consumer motivation 

and perception as well according to the results (see Appendix B) you can see that overall average 

of Thai spa for local Thai are good with high level of percentage and they have good experiences 

with Thai spa too.  

On the other hand, the authors noticed that only one factors that consumer has percentage in 

disagree more than other factor which is price factor about 3.5% that not reasonable (see 

Appendix B). From this point, the authors can consider that consumer might have experience 

with expensive price in spa. Hence, it might concern to their repurchase and effect to their 

decision making to use this kind of products and service again.  

Additional, as consumer perceive that this kind of product and service can make them feel good. 

Then, place and promotion can motivate local Thai people to choose Thai spa such as 

atmosphere in spa can persuade them regarding to the sense of spa example of smell, color, and 

sound can make them feel relaxation and comfortable. However, when consumer feel good they 

could be wanted to stay longer during enjoy spend their money for Thai spa. Furthermore, the 

results shown about repurchase intention for spa that almost consumer agree to used this kind of 

products and services again. Also most of them are willing to share a good experience and 

recommend to other person since they have satisfaction.  

As a result, the authors can consider and answer to our research question that overall average to 

local Thai people have positive attitude toward spa in Thailand and factors of marketing mix can 

influence consumer‟s attitude, motivation and perception toward spa. Since almost consumers 

would like to relaxation from stressing, more beauty and healthy so from this case spa products 

and service can be motivate them to make decision to purchase it easily. But some of factors 

such as price and promotion are still not attractive then spa provider and spa marketers should be 

more research and developing their strategy to gain more attention. However, for this research 

the authors hope that will useful for spa business providers and spa marketers that can 

implementing strategy to reach the target group and provide the suitable spa to make consumer‟s 

satisfaction in both of Thai local people and also foreigner as well.  
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7.2 RECOMMEDATIONS 

This research attempted to develop spa business and finding from the study could be useful to the 

spa industry as well as future research related to this topic. 

For the Demographic and Consumer Behavior parts, the authors would like to give 

recommendations as follows. Firstly, the Thai spa industry should provide the suitable and 

convenience spa program according to the occupation as well. Thai spa should provide quality 

spa people to match with every types of occupation in order to understand and communicate with 

consumers in optimally. Thai spa people should have good verbal language skill to 

communication with their consumers. Secondly, for the objective to use Thai spa products and 

services, Thai spa should generate more attractive things not only for health, relax, skin, lost 

weight and also have well-being. Therefore, they will have new prominent to catch up their 

interesting in order to pull none user to be new user. Such as, make Thai spa is one way of 

fashion that everyone have to use Thai spa same as everyone have their own mobile phone as 

well.  

As the authors study for the price of Thai spa according to Hotel and Resort spa is high price 

which can catch for the middle level until high end consumers. So, the authors would like to 

recommend that if this kind of spa business still have expensive price, it could be affect the 

income of their business because of the present economy in Thailand. Hence, they should 

decrease and create interesting promotion campaign in order to build wide range of consumers 

and increase income to their business as well. 

For product and service of Thai spa, the authors would like to suggest about standard of spa in 

both products and services as the key factors which are marketing mix (4P‟s) are provided. 

Moreover, quality of products and service is one of consumer‟s major that concern in any 

business including Thai spa as well. Because consumers would feel confident about high 

standard and high quality offered such as update new technology of spa and adapt some products 

that would be most suitable for local Thai consumers in order to created competitive advantage 

in this business and also can complete with other countries too.  
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As the authors found that at the present Thailand got booming and high competition in spa 

business. Hence, the spa provider should design the theme of products and services to make it 

different from others. However, each product and services should be developed under spa 

standard that concerning about consumer‟s safety is the most important.  

For the spa price is the key factor that consumer will concern when they will make decision to 

purchase it since affected from economic recession, the consumers will spend less money for 

unnecessary things. Then, the spa provider should set the reasonable price in order to create 

consumer member to become consumer loyalty because since the high competitive of spa 

business then consumer will have more alternative of products and services to selected. Hence, 

the authors can assume that if the price is suitable compared with the quality of products and 

services the consumer willing to pay for that.  

Spa location and atmosphere should be suitable and convenience for consumer to go there. 

Including good environmental and decoration in order to make consumer feel relaxation 

according to the most result of respondents needed to relax when the used to spa. Another 

influence factor which is promotion that should be offered to the consumers such as voucher spa 

for two persons for the next time when consumer purchase full course spa, discount, buy one get 

one free, etc. In these case the spa provider can created consumer loyalty and also new member 

that consumer would be ask their friend or family to join with them. Also, spa staff should be 

professional or should be always training in order to practice some types of massage to make 

consumer‟s satisfaction.  

Lastly, the authors can recommend that the products and service, price, place and promotion 

even spa employees can effect the decision making of consumer to purchase Thai spa. Therefore, 

the provider in spa business could be considering all of these points to get maximize profit from 

consumers since almost of them have positive attitude but still have to update trends of spa and  

more motivate them to use spa products and services in order to success and sustainable in this 

business. 
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Appendix A 

(Questionnaires English version) 

 

 

 

Master Thesis in International Marketing  

Research Topic: Customer’s Attitude toward Spa in Thailand   

 

This questionnaire was conducted for research about consumer’s attitude toward Thai Spa. 

Your opinions will be very helpful for this research. The researchers assure that the survey data 

won’t be used for commercial purposes and the information would be confidential. 

 

This questionnaire would be divided into 4 parts as follow: 

Part 1: Personal information 

Part 2: Consumer Behavior toward Spa 

Part 3: Customer Attitude and perception toward Spa 

Part 4: Repurchase intention to spa product and service 

 

Instructions: Please mark “X” in answering the multiple choices questionnaire, or write down your 

answer for opened questions.  

 

Part 1: Personal Information 

 

1. Gender 

 

 Male Female 

2. Age  

 25-28 years old                

 29-32 years old  

 33-35 years old               

 



VII 

 

3. Income (per month) 

 BHT 20,000-BHT 25,000  

 BHT 25,001-BHT 30,000  

 BHT 30,001-BHT 35,000  

 BHT 35,001-BHT 40,000  

 

4. Marital status 

 Single

 Married 

 Divorced  

5. Level of education 

 Diploma             Undergraduate 

 Masters           Doctoral 

 

Please kindly add for personal e-mail:________________________________________________ 

 

Part 2: Customer Behavior toward Spa 

6. Occupation 

 Student  

 Officer 

 Own business 

 Government Official/ State of Enterprise 

 Others……………. 

7. Who is influencing you to use the spa? 

 Your own experiences  Friends Family 

 Spa sales                   Reference group (Celebrity)            Others……………. 

8. Which media that influencing you to use spa? 

 Word of mouth                 Newspaper       Television 

 Internet     Magazine         Others……………. 

9. What type of Spa that you ever used most? 

 Day Spa (short course during 1-2 hr.)                 

 Resort and Hotel Spa (Offering in service in resort or hotel)

 Destination Spa (for customer who stay for long time in Spa place to treatment)

 Medical Spa (treatment for healthy, emphasize in hospital)   

 Others……………. 



VIII 

 

10. What the main objective to purchase spa product or service? 

 Healthy                Relaxation      Skin / Beauty 

 Lose weight                         Other……………. 

11. How often time that you have purchase the spa products or services (per month) 

 1 time         2 times  3 times

 4 times 5 times    more than 5 times 

 

Part 3: Customer Attitude and perception toward Spa 

 

 

How strongly do you agree with each following statements  

(5= Strongly agree, 1 =Strongly Disagree) 

 

Product and Service (5= Strongly agree, 1 =Strongly Disagree) 

      

12. The spa should provide services that meets standard 1 2 3 4 5 

13. The spa should use the product that contain good quality 1 2 3 4 5 

 

Price and Promotion (5= Strongly agree, 1 =Strongly Disagree) 

      

14.  Reasonable price when compare with their service 1 2 3 4 5 

15. Price is reasonable 1 2 3 4 5 

16. Promotion campaign is attractive 1 2 3 4 5 

 

Place (5= Strongly agree, 1 =Strongly Disagree) 

      

17. The spa is convenience to reach 1 2 3 4 5 

18. The atmosphere is good and comfortable 1 2 3 4 5 

 

People (5= Strongly agree, 1 =Strongly Disagree) 

      

19. The spa should be provide professional staff 1 2 3 4 5 

20. The staffs should be friendly and ready to give recommendation for client 1 2 3 4 5 



IX 

 

 

Part 4: Repurchase Intention 

21. How would you rate overall experience with the Thai spa products and 

services? 
1 2 3 4 5 

22. Say positive things about your spa experience to other people and 

recommend them to use spa 
1 2 3 4 5 

23. When I would like to use the spa, I always select Thai spa service 1 2 3 4 5 

24. I would satisfaction with Thai spa products and services.  1 2 3 4 5 

25. I would like to come to use the Thai spa product and services by nearly 

future again 
1 2 3 4 5 

 

 Thank you very much for you corporation  



X 
 

APPENDIX B 

-DEMOGRAPHIC INFORMATION- 

 

(1) Gender 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Male 95 22.4 23.8 23.8 

Female 305 71.9 76.3 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   

 

 

(2) Age 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 25-28 195 46.0 48.8 48.8 

29-32 147 34.7 36.8 85.5 

33-35 58 13.7 14.5 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   
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(3) Income (per month) 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 20,000-25,000 168 39.6 42.0 42.0 

25,001-30,000 134 31.6 33.5 75.5 

30,001-35,000 59 13.9 14.8 90.3 

35,001-40,000 39 9.2 9.8 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   

 

 

(4) Status 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Single 286 67.5 71.5 71.5 

Married 111 26.2 27.8 99.3 

Divorced 3 .7 .8 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   

 

 

(5) Education 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Diploma 87 20.5 21.8 21.8 

Bachelor 226 53.3 56.5 78.3 

Master 87 20.5 21.8 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   
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-CONSUMER BEHAVIOR- 

 

 

(6) Occupation 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Student 72 17.0 18.0 18.0 

Office worker 197 46.5 49.3 67.3 

Own business 86 20.3 21.5 88.8 

Government official 35 8.3 8.8 97.5 

Others 10 2.4 2.5 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   

 

-Who is influencing you to sue the Thai spa? 

 

(7) Own experiences 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 261 61.6 65.6 65.6 

Own experience 137 32.3 34.4 100.0 

Total 398 93.9 100.0  

Missing System 26 6.1   

Total 424 100.0   
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(8) Friends 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 209 49.3 52.3 52.3 

Friends 191 45.0 47.8 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   

 

 

(9) Family 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 321 75.7 80.3 80.3 

Family 79 18.6 19.8 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   

 

 

(10) Sale person 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 376 88.7 94.0 94.0 

Sales person 24 5.7 6.0 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   
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(11) Spokesperson 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 379 89.4 94.8 94.8 

Spokesperson 21 5.0 5.3 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   

 

 

(12) Others influencer 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 397 93.6 99.3 99.3 

Others 3 .7 .8 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   
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-Which media that influencing you to use Thai spa? 

 

(13) Words of mouth 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 203 47.9 50.8 50.8 

Words of month 197 46.5 49.3 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   

 

 

(14) Newspaper 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 387 91.3 96.8 96.8 

Newspaper 13 3.1 3.3 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   

 

 

(15) Television 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 307 72.4 76.8 76.8 

Television 93 21.9 23.3 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   
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(16) Internet 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 316 74.5 79.0 79.0 

Internet 84 19.8 21.0 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   

 

 

(17) Magazine 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 296 69.8 74.0 74.0 

Magazine 104 24.5 26.0 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   

 

 

(18) Others medium 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 395 93.2 98.8 98.8 

Others 5 1.2 1.3 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   
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-What type of Thai spa that you ever used most? 

 

(19) Day Spa program 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 102 24.1 25.5 25.5 

Day spa 298 70.3 74.5 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   

 

 

(20) Hotel and resort Spa program 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 302 71.2 75.5 75.5 

Hotel and resort spa 98 23.1 24.5 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   

 

 

(21) Destination Spa program 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 399 94.1 99.8 99.8 

Destination spa 1 .2 .3 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   
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(22) Medical Spa program 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 369 87.0 92.3 92.3 

Medical spa 31 7.3 7.8 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   

 

 

(23) Others program 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 399 94.1 99.8 99.8 

Others 1 .2 .3 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   

 

-What the main objective to purchase Thai spa products and services? 

 

(24) Healthy 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 308 72.6 77.0 77.0 

Healthy 92 21.7 23.0 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   
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(25) Relax 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 148 34.9 37.0 37.0 

Relax 252 59.4 63.0 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   

 

 

(26) Skin and beauty 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 268 63.2 67.0 67.0 

Skin / Beauty 132 31.1 33.0 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   

 

 

(27) Lost weight 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 393 92.7 98.3 98.3 

Lost weight 7 1.7 1.8 100.0 

Total 400 94.3 100.0  

Missing System 24 5.7   

Total 424 100.0   
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(28) Others reason 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No 400 94.3 100.0 100.0 

Missing System 24 5.7   

Total 424 100.0   

 

-Frequency rate to use Thai spa products and services per month 

 

(29) Frequency to use Spa per month 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 time/month 242 57.1 61.3 61.3 

2 time/month 125 29.5 31.6 92.9 

3 time/month 16 3.8 4.1 97.0 

4 time/month 5 1.2 1.3 98.2 

5 times/month 1 .2 .3 98.5 

more than 5 times/month 6 1.4 1.5 100.0 

Total 395 93.2 100.0  

Missing System 29 6.8   

Total 424 100.0   
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-MARKETING MIX- 

 

(30) Spa standard (Product & Service) 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly disagree 1 .2 .3 .3 

Disagree 5 1.2 1.3 1.5 

Neutral 159 37.5 40.5 42.0 

Agree 173 40.8 44.0 86.0 

Srongly agree 55 13.0 14.0 100.0 

Total 393 92.7 100.0  

Missing System 31 7.3   

Total 424 100.0   

 

 

(31) Product quality in Spa (Product & Service) 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Disagree 4 .9 1.0 1.0 

Neutral 104 24.5 26.1 27.1 

Agree 221 52.1 55.5 82.7 

Strongly agree 69 16.3 17.3 100.0 

Total 398 93.9 100.0  

Missing System 26 6.1   

Total 424 100.0   
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(32) Reasonable price for Spa service(Price & Promotion) 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Disagree 9 2.1 2.3 2.3 

Neutral 165 38.9 41.8 44.1 

Agree 163 38.4 41.3 85.3 

Strongly agree 58 13.7 14.7 100.0 

Total 395 93.2 100.0  

Missing System 29 6.8   

Total 424 100.0   

 

 

(33) Reasonable price (Price & Promotion) 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Disagree 14 3.3 3.5 3.5 

Neutral 145 34.2 36.7 40.3 

Agree 167 39.4 42.3 82.5 

Strongly agree 69 16.3 17.5 100.0 

Total 395 93.2 100.0  

Missing System 29 6.8   

Total 424 100.0   
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(34) Reasonable promotion (Price & Promotion) 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly disagree 2 .5 .5 .5 

Disagree 12 2.8 3.0 3.5 

Neutral 156 36.8 39.5 43.0 

Agree 162 38.2 41.0 84.1 

Strongly agree 63 14.9 15.9 100.0 

Total 395 93.2 100.0  

Missing System 29 6.8   

Total 424 100.0   

 

 

(35) Place for spa (Place) 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Disagree 7 1.7 1.8 1.8 

Neutral 110 25.9 27.8 29.5 

Agree 191 45.0 48.2 77.8 

Strongly agree 88 20.8 22.2 100.0 

Total 396 93.4 100.0  

Missing System 28 6.6   

Total 424 100.0   
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(36) Atmosphere for Spa (Place) 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Neutral 94 22.2 23.7 23.7 

Agree 189 44.6 47.7 71.5 

Strongly agree 113 26.7 28.5 100.0 

Total 396 93.4 100.0  

Missing System 28 6.6   

Total 424 100.0   

 

 

(37) Spa have quality employees (People) 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Disagree 5 1.2 1.3 1.3 

Neutral 119 28.1 30.4 31.6 

Agree 188 44.3 48.0 79.6 

Strongly agree 80 18.9 20.4 100.0 

Total 392 92.5 100.0  

Missing System 32 7.5   

Total 424 100.0   
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(38) How nice of Spa employees for consumers (People) 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Disagree 4 .9 1.0 1.0 

Neutral 115 27.1 28.9 29.9 

Agree 198 46.7 49.7 79.6 

Strongly agree 81 19.1 20.4 100.0 

Total 398 93.9 100.0  

Missing System 26 6.1   

Total 424 100.0   
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