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Background of Research Study



Thailand Online Users Population

Thailand Internet User 2018

Total population 69.11 million

Internet Users 57.00 milllion

Internet Users as percentage of the 
total population 82%

Total Number of active  
mobile internet users 54.44 million

source: Digital 2018 Global View Report



Internet Usage Trend 2017

more
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31%

3 hours 6 minutes/day

2 hours 24 minutes/day

source: Thailand Internet User Behaviour 2017 by ETDA



Top 10 Online activities in 2017
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First year ever reached 5th rank for online purchase, last year rank 8th source: Thailand Internet User Behaviour 2017 by ETDA



Top 5 Factors for online purchase in 2017
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source: Thailand Internet User Behaviour 2017 by ETDA



Top 5 products and services for online purchase in 2017
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source: Thailand Internet User Behaviour 2017 by ETDA



Spending power in Health & Beauty online purchase 
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Top 5 Factors for NOT purchase online in 2017
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อัตราการจองผ่าน 
Online ของ อา
รมณ์ดีสปาในปี 
2017 มีอัตราเพิ่มขึ้น
อย่างต่อเนื่องโดย
ปัจจุบันมีสัดส่วนถึง 
41% ในการจอง
 

Online Spa Market Segmentation

Online
41%

Other
2%

WalkIn
23%

Tourguide
1%

Travel Agent
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Phone
31%



Research Objectives

• To analyse the factors of marketing mix influencing 
decision making of spa through online purchase 

• To understand spa consumer behaviours through online 
purchase   

• To be aware of the challenge of spa consumers through 
online purchase



Research Framework
ความรู้เกี่ยวกับสปา

Personal status

7 P’s Marketing Mixs

Spa Knowledge

Decision making for  
spa online purchase



process people

promotionplacepriceproducts

Target 
market

physical 
evidence

7 P’s Service  
Marketing Mix



Products

Branding & Reputation  

Service Description 
 

Service Pictures 

Variety of Services 

7 P’s Service Marketing Mix
1



Reasonable Price 

Lower comparing with 
other channels 

Convenience of Payment 

Clear Pricing 

Security of Payment 

7 P’s Service Marketing Mix
2Price



Convenience of booking 

User-friendly interface 

24 hours availability 

Website Security 
 

Real spa place photos 

7 P’s Service Marketing Mix
3Place



Online Promotion 
 

Customers’ Review 

Online Loyalty Program 
 

Awards & Certification 

7 P’s Service Marketing Mix
4Promotion



Instant Chat  

Certified Therapists skills 
by the authorised 

organisation 

Staffs’ Consultation Skills 

7 P’s Service Marketing Mix
5People



One Stop Service from 
booking through payment 

Convenience for return 
customers 

Customers’ Data Privacy 
and Security

7 P’s Service Marketing Mix
6Process



Attractive spa photos in 
Website 

Easy to use 

Reliability of Website 

Up to date information

7 P’s Service Marketing Mix
7Physical 

Evidence



Research Finding: Gender

37.3% 62.8%Sample size  
400



Research Finding: Education Level

10.8%% 62.2% 27%

Below bachelor Bachelor Above bachelor



Research Finding: Occupation

3% 7% 54%

Students Business  
Owners

Private  
Officer

Government  
Officer

26% 10%

Others



Research Finding:  
Level of Knowledge about spa of consumers

Spa can balance mind body & soul

Spa can cure diseases

nutrition, excersie & lifestyle is crucial for wellbeing

spa need to be certified by MOPH

treatment benefits cannot be overclaimed

treatment benefits are no difference, only for  beauty & relaxation

Thai Therapists need to possess healing art practitioner license

Preganancy only allowed to do spa with doctor consent form only
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Research Finding:  
factors of importance in marketing mix for spa online purchase

product

price

place

promotion

people

process

physical evidence

4.1 4.225 4.35 4.475 4.6

4.26

4.6

4.48

4.35

4.39

4.56

4.44



Research Finding:  
Genders affecting the importance of marketing mix for spa online purchase

Products 4.56
Process 4.52

Physical evidence 4.15

Products 4.37
Process 4.53

Physical evidence 4.32



Research Finding:  
Education level affecting the importance of marketing mix for spa online purchase

product

price

promotion

4 4.175 4.35 4.525 4.7

4.22

4.42

4.37

4.41

4.63

4.51

4.34

4.48

4.17

< bachelor bachelor > bachelor



Research Finding:  
Education level affecting the importance of marketing mix for spa online purchase

price

place

process

physical evidence

4.9

4.5

4.81

4.63

4.72

4.25

4.54

4.31

4.49

4

4.44

4.29

4.68

4.29

4.7

4.51

4.59

3.83

4.56

4.28

4.53

students
business owner
government officer
private company staffs
others



Research Conclusion:  
 Spa online purchase survey

Majority of online spa purchase are 
• Female 
• Age 30-39 years old 
• Income > 50,000 Baht/month 
• Single 

Level of spa knowledge are in HIGH level except the knowledge about spa for  
pregnancy which is relative LOW 

Overall, the consumers value the importance of marketing mix in VERY HIGH 
level by ranking the importance as the following order from most to least: 
1. Process 
2. Price 
3. People 
4. Products 
5. Place 
6. Promotion 
7. Physical Evidence



Research Conclusion:  
 Spa online purchase survey

Difference in education level, gender, occupation affect  
the factors to making decision to spa via online purchase 

Analysing from the consumers’ suggestions, they value 

• Products quality & Trustworthy 
• Reasonable price 
• Payment Security 
• Booking confirmation  
• Online Promotion 
• Awards guarantee 
• Quality of staffs 
• Users friendly website with beautiful spa pictures



Researcher Suggestions:  
For influencing decision making in spa online purchase

• Inspiration and spa 
need awareness

Awareness

• Spa Information 
Research and 
Review

Consideration
• Spa Booking and 

Purchase

acquisition

• In Spa Service 
Experience

Service
• Post Spa Experience 

Management

Loyalty

1.Easy 
online booking 
process with 
trustworthy instant 
payment gateway 
and booking 
confirmation

2 .Clear 
pricing and details 
of service with 
availability of online 
promotion and 
customers review or 
awards certification 
if any

3.Informative 
spa details with 
beautiful real pictures 
to ensure quality with 
the clear channel of 
communication with 
staffs for further 
inquiry

4.Facilitating 
the return customers 
for easy to rebook 
with some loyalty 
program and 
convenience channel

5.Ensure 
the service quality 
is consistency and 
reliability for 
returning business. 
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