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Abstract

This research aims to: 1) Study the levels of innovation management, social media
marketing platform usage, brand management, customer satisfaction, and client loyalty in
the beauty business in the Bangkok Metropolitan Region. 2) Examine the influence of
innovation management, social media marketing platform usage, brand management, and
satisfaction on client loyalty in the beauty business in the Bangkok Metropolitan Region. 3)
Develop a model for client loyalty in the beauty business in the Bangkok Metropolitan
Region. This study employs a mixed-method approach, combining quantitative and
qualitative research. For the quantitative research, the sample consists of 300
representatives from beauty businesses in the Bangkok Metropolitan Region. The sample
size is determined using the criterion of 20 times the number of observed variables. A multi-
stage random sampling method is used. Data is collected through questionnaires and
analyzed wusing structural equation modeling. For the qualitative research, in-depth
interviews are conducted with 20 key informants, including beauty business owners and
experts in the beauty industry. The research findings show that: 1) Innovation management,
social media marketing platform usage, brand management, satisfaction, and client loyalty
in the beauty business in the Bangkok Metropolitan Region are at high levels. 2) Innovation
management, social media marketing platform usage, brand management, and satisfaction
significantly influence client loyalty in the beauty business in the Bangkok Metropolitan
Region at the 0.05 statistical significance level. 3) The model for enhancing client loyalty in
the beauty business in the Bangkok Metropolitan Region, developed by the researcher, is
named. The I-S-B-S Model for Enhancing Customer Loyalty in the Beauty Business (I =
Innovation Management, S = Social Media Platform Utilization, B = Brand Management, S =
Satisfaction). Additionally, the qualitative research finds that to build client loyalty in the
beauty business in the Bangkok Metropolitan Region, beauty business owners must adopt
modern beauty technology, elevate services to international standards, implement digital
era management systems, and use new information technology to communicate and
publicize services effectively to target customers. The results of this research can guide
policy-making to build client loyalty in the beauty business in the Bangkok Metropolitan

Region in the future.
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WUl ANUTaNelAlaNSNAN 19N TIaAINTNANATEITUUINTTINIAIINNBE e H T d ARy
afiAiszsu 0.05 IWEJf;f’JLL‘USL%QE!’]Lﬁﬂﬁﬂﬁuﬂmmﬁﬂi"mﬁuwmﬂﬁﬂjﬂ’muQQ%ﬂﬁﬂa"U@ﬂéﬁUU‘%ﬂﬁﬁjﬁﬂ
Anunulausiugrdosay 41

soufAdeiuiiunsiengidunisdvinasnnisnsaaouinindnswavewmniladslng
Tasziulunisnsiaaeudninaniense (Direct Effect) SnSwanisdau (Indirect Effect) uazdni
Tng523 (Total Effect) Insthiausnanisiiaszldfansned 2

A9199 2 LAMINTIATIE AU NaTE s LUsTuduuuaun1slaseasng (Path Analysis)

faudsdu (Independent Variable)

RTRIEEREY — — — —
y o wIANTIUNNS nsld NMSUSMSIANTG AN
(Dependent R ndwa . p .

Variable) dan1s (INMV) uwanwasy uusud (BRMT) neol

ariable (SMPU) (SATF)
awitomela 050 M 0.248*** 0.319%%% 0.361%** -
(SATF) ARG . a _ _
a5 0.248%*** 0.319%** 0.361%** -

AMRSAANAYEY 041 MW 0.303** 0.167* 0.179* 0.210%
Q%ngﬂﬁiﬁqiﬁﬂﬂ’ﬂil N9 0.052%* 0.067* 0.076* _

974 (SRRT) Tngsu 0.355%** 0.234* 0.255* 0.210%
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fiawdsdu (Independent Variable)

fauusany

o UINNTIUNT A5 ld AMIUIMTIANTS AR

(Dependent R angwa . ‘ .
Variable) Jan1s (INMV) uwanwes  yusus (BRMT) wola
ariable (SMPU) (SATF)

X2 = 183.920, df = 80, p-value = 0.000, X2 / df =2.299, GFl = 0.927, NFI = 0.929, IFl = 0.959, TLI =
945, CFl = 0.958 wag RMSEA = 0.066

° W

* QludnAynneadaniszav .05 (p < .05) ** fduddgynnsadanszau .01 (p < .01)

o

** JludAgyneadanszau .001 (p < .001)

NMNMTIATIERaDAoNAaevaNLAgIUAUNTaUIdeNIdelnaiady vililaduuuaunis
Yo ™

1AS9A5719999N1ILUAININT 4

» ~
UIANTIUNITIANTT

AMuasininAvesiiy
uimsanusenaunis
§519AUN

msldunanwesudednu
NIN1TARIA

MUIMISIANISUUTUA

0.17*

A 4 fuuuannisiasaEiwuUINaeInNUANAYe IS UUINIgINaAINY
luwangunnuwazUsuamag

aAUsena

HaMTITeTIuInnssunmsiamsteseneudelndeatifiouarnismananedean n1sld AR
(Augmented Reality) Tun1sassuszaunisallaiiouass uaznsvinnseainesulau dnadAgysenis
WumnuasinanivesgnalugsiisrunaluangammaynuasuazUunma (Shafique & Dhamija,
2021; Kumar & Reinartz, 2020) n1sliledvaiifeteligsiadeansiugninlsedsazanuazinddn
wiomadunnalindadumnounduegemaiiy maiiauersumusiasusstunale way
54 Influencers lunsuuzthndnsdose Ssdmalnenswonudeiuuaznisndualduinsdives
anfn TfsnsnunuauAniui ethluiuugauinisvaenndostuanudesnisvesgndnls
pe9lUsEANENIM (Kaur et al,, 2020; Hassa et al., 2020) Tuwnzifieaty msldeu AR @unisifiu
UsraumsalialoudsdignAanunsanaaeddduinisvsendndadilaneudadula wu nsuwsmi
iaflousievidesenuuumsmsiuke UnaLAdy Tisanauinalavesgnduaziiumnuiulaluuinig
vilvignnsantsanuddfigsiaeulflumsairsuszaunisaliineulandanudesmsuaziniiondn
ANUAIANTY (Batra & Keller, 2021) daunisviinisaaineesulatylgligsiadfaingudmunela
og1anarnauaznsegn liiagihumslavaniusunadeyaussansvidensiauslusluduians
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yana Auazaantun1Taeauing Msthziu wagnsdearsiiudemnssuladdioiiuanui
welaliurandn dailugauasinsnilussesen (Kumar & Reinartz, 2020) NSHANHATI A"
osfdsenoviiteligsinannanadiseuunndrsiidaaulunainaunuiidinudedugs Tnonns
Foulsaneluladidrfunsuinisuaznsairsemduiusfdeiiies villigndnidnuseivlauass
mnliiufzuusiuinisungdu dwalissiaannsadulonalunsuddunazanuddulunaield
(Shafique & Dhamija, 2021; Kumar & Reinartz, 2020)

nsldunanilosudodsaumisnisnain Fasznousienisaiiauusud nsaiianazinw
AU iUTITY WagmsAnausanIensaann Tunumddnsensifinanuasininfvesgni
Tusshaaiuanunuluwnnganmy uazUiuuma nMsaianusudkiudedinutlsiaiunmanvaid
Fauuazaiemnudesiuuiiuilaa Menmshauonrsumudfiainassd wu 3ldasmions
thiauslagdurlgeues gstadsaunsaaiunnuduiusiiandsinunsmounduamiudaudiu sl
Auuzih uazAanssufiairansiidausiy Jedeliigndrfdnyniuduusudnazlindaluvinig
uBNINT MIRAMLKANINAIAENLNTAT NG AN TITRIgNAULUNAR D SL B UMY e
gsfeannsaUsulguinsuarlusluduldnsanueudesnisvesgndn nsinmamasesasiiaue
wanaiannaldlaluvszaunsnivesgnén Hreiaduaineruidesiuuazanlenadigninazivasululd
13N15909AUa (Kaur et al,, 2020; Hassa et al., 2020) il nagmsvanitsainesnuasinsnily
srozggnuazifindnennmsutsiulunanaliogiedsdu

MsUImMsinnsuusudiaseuagunsinwiandusasgulunisdeasuaznisnain ns
Nenagnsmsmaniiaiianmihauls uasnsiaueusagdlanngndn Wuleduddgiidmasionisiiiv
mnuassnAnAvesFuuInislugsisnuny mssnwanasglunsdeasdivainenuindedie
wazgamulalutusud Tasnslideniny nudss waznmdnuaiiaenadasluyndosmistieiis
nsnsuususlunguitmangegeliuszansain msnenagnsnsmataiiaineassd Wy n1sdn
weagyfinsgduorsualidsninuiadlemiinsafuarionveagndn dheaisauduiusiandauay
auyniiluszezen nagnsusagdle wu Wsludu vy vidomsazaunziuy Tefgagndnls
ndulduimauaradeguAiintuunignd msnaunausamesdusEnouidmadoniaireai
Hosuuagmnuaaindnd wowiaauaisdedouarauaunsolumaudsiulunaiafiudsuntag
1050819598 (Brown, 2022; Smith, 2022)

Nan15IvesEYInmuflselavesiuuinmsgsiaruaudsssneusmemuidniifnenis
U315 NMSRBUALBIAINNFBINYBITUUTNT LarAwANTUSTAeSUUTN1S Tnalnemssians
WiuemasinAnfvesgnin mmidniidiAnanUszaunisaifiazainauie Wy msesuinsiie
Msdeusufieusu uaranufifiazerauazieunats Freligndnidnyseivlauazlineda s
ovALBIANFDINNTEEMIzaY 1wy msldinaluladlunisaes nsTiduugihanminauiil
ATEgy wagmsUduUTIUinMsnuANLAMTiuesgndn Preaeanufianelaluseiugs vnued
mnuduiusiinaisriunisquanuulndde 1Wu m3andinnudesnisianzyana NsNoUANS LAY
wagnsfamumavdensliuinig teeduadarulindauasanugniuiuuusud nssauts
auesAUsznoviidmaronnuasindndluszeren Yrvardeidoauazauannsnlunisutedy
asJ'NﬁaﬁuiumaW@ﬁﬁﬂWSLLﬂiaﬁﬁuqa (Batra & Keller, 2021; Aaker, 2019)
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dalauaug

1NM3iIdises “uvudrassmnudndvesFuuinisgsfannuluunngunnuaz
Uiwama” fifeldreinidulssiilunsausuuslaedsdannuanisidelawsd

nansideinuin Jadesng q Viﬂ%’%’ﬂlﬁﬁmaiiLLazwummimﬂﬁmmﬁ?uﬁﬁwﬁwaﬁiaizé’u
vosausnAves fuuinisssisnnunuluanngunnuasUTumma dedliidiudn vinaonu
Uszneumslianuddgluniseennagnsiiiuseduvesdulsiuiig 4 017 n1seennagnsiile
Auasuunnssunisdnnig vesaniulsznounslitiuuamsdansuluiieasniunudonisgndn
wiefinsTanuddiunisdanisvieumsifvrfuduusudvesaniulsenounis saudianis
snszdulfanuuszneunsimsldmaluladiuunanwosuesuladifuuasiliiAanisenssdy
Anudanelanarauassnanalunisuildusnisvesgnenle

UiTmiUsznevgsisanuszneunssnuanuaslusUIuumavessemalng wieaniu
Uszneumsgsnadu 4 Afudunadeadsfuanunsmiluuivldimngauiuuiunvesmuiediile
senuuvulguievienagndiiszdrsduasuuaziinuszdnsamlunshoulaesslueadngls
uenaniimasguaranmtuiifamuiendestungugsiarunumadinesnulsvievionanagms
seiulsmmaliimsduaiunndatovomanmsidel WelmAnnsdmansenuidamniasuazinlug
wAswghafiatuluninin Tnensesnnagnslidsiemulsnisuonvesuddel uasfisnsunni
WgauauusunAansaukasinalulagvesUseine

Forausuuzdmsumsiseaieiely

1. msAnwlagiinsuisUszinnvesguuuuinvasanulsznauniseuaung lagyiinig
LwanaUssLanusauImensliuinig evildiuuuannistassedrsufianuusdugilunis
wensalnnd ety

2. msAnwRinfAsfutladedu q fudufulsiienafidninadidmansenuseseiuves
AuinAvesgndn esnseduauLiugwesaunsnensaifildainnsiteduey ifes ay 41
wandliiiuingdaditadedu « ﬁﬁmmLﬁm%ﬁfqmaﬁ@w%waqﬂﬂ’i’]LLazmmam%mﬁwmﬂuﬁa
Lmuammﬂmaa%ﬁaé?ﬁamﬁﬂﬁizﬁummLL@Juﬁwaqmw‘fmwé’hLLUimmﬁmqﬂ%ﬁLﬁ
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