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ABSTRACT

The objective of this study personal factors and marketing mix factors that influence
the decision maker to use beauty clinic in Bangkok area. The population used in the research is a
person who has used the beauty clinic business operating in Bangkok area with determined a sample
size of 400 people, random nonprobability sampling by purposive sampling using questionnaires as
a tool for collecting data. Statistics used in data analysis include frequency, percentage, mean and
standard deviation. Compare differences with One-way Analysis of Variance (ANOVA) and test
relationships that influence each other with Multiple Regression Analysis.

The result of the research found that the majority of beauty clinic users are female, age range
26-30 years, single status, bachelor's degree level or equivalent. Have an average monthly income
15,001-30,000 baht, private company employee occupation. Nature of use of beauty clinic service
most are related to skin by coming in to receive treatment for acne/blemishes/freckles/dark sports.
The frequency of service is not often.

Personal factors: gender, status, education level and the difference in average monthly
income affects the decision maker to use beauty clinic at a significantly different level at 0.05. And
the marketing mix factors: price, distribution channel, marketing promotion, personnel, physical
evidence and process has an influence on the decision maker to use beauty clinic in Bangkok area
at a significantly at 0.05. By the personnel marketing mix factor, it is the aspect that service users
give the most importance to. Give priority to doctor and assistant personnel having knowledge and
expertise in providing service. Have good human relations, speck smoothly, and be able to provide

information/answer questions clearly, and dress cleanly and neatly appropriately for service work.
Keywords: Beauty clinics, marketing mix factors, decision maker to use the service
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