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A Model of Marketing Success in the Business Spa
in Central Part of Thailand
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Abstract

The purpose of this research was
to study 1) The ability of the operator, the
marketing of the business spa, the quality
within of serve business spa, and effectiveness
of the marketing. 2) The marketing business
spa between the ability of the quality within
of service business spa, and effectiveness of
the marketing. 3) Propose a model of marketing
success in the business spa in central part of
Thailand, using the framework to study the
concepts and theories on marketing of service
model of research applying studies. The data

collection tools employed both. Questionnaires

12

and in-depth interviews. The involve 400 spa
in central part of Thailand and were analyzed
with statistical computer program. Detailed
analysis of the entire variables that are related
to assumptions of research statistics are
the Pearson correlation coefficients (Pearson
Correlation) Statistics and Factor Analysis.

Findings: 1) The ability of the operator.
The marketing of the spa business, the quality
within of serve business spa, and effectiveness
of the marketing. The study found that in the
samples examined a majority of marketing
of the business spa, next the ability of the
quality within of service business spa, and
effectiveness of the marketing. Especially with
the procedure service of the public sector. The
study also especially the arrangement picks
the database at the beginning of the user
systematically.

The second finding has to do with
the marketing of the business spa, the quality
within of serve business spa, and effectiveness
of the marketing. The results showed that
capacity of the marketing of the business
spa, the quality within of serve business spa,
and effectiveness of the marketing. This was
statistically significant at 0.01 levels. According
to the hypothesis, the test in almost the variable
statistically significant at the .01 except, the
image has no the relation and the attitude,
and the procedure service, have no the relation
and the contentment.

Thirdly, a model of marketing success
in the business spa in central part of

Thailand. The results indicated that component
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identification and ability of the operator, model
of marketing success in the business spa in
central part of Thailand, has involved four
models: (1) the marketing service, compose,
sale, the procedure service, the environment
is physical, the image that have way relation
adds, and (2) the marketing strategy, compose
the products, price, personnel. (3) the quality
within of the user, learning, motivation, attitude.
(4) the effect of the marketing, contentment,

loyalty.

Keywords: Model, Marketing Service, Spa
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