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Abstract

The purposes of this research were to . 1) study factors Service Quality, Corporate Image
AffectingBehavioral Intention of SPA Customers in Thailand.2) study a causal relationship model
of factors influenced to behavioral intentions of spa business consumers in Thailand. 3) to create
a model of service quality, corporate image influenced to behavioral intentions of spa business
consumers in Thailand.This research design consisted of a combination both of qualitative and
quantitative research. The samples used in the qualitative research were 5 people, including
entrepreneurs or executives of SPA in Thailand, stakeholders to include business consisted of
academics, luminaries or experts. The instrument was used to collect data were interviews and
the qualitative data analysis used content analysis. The sample of the quantitative was theSPA
Customers in Thailand.The group sampling was selected 760 of Thai customers and foreign
customers. The instrument was used to collect data were questionnaires. The statistics used in
the quantitative data analysis The Structural Equation Modeling: (SEM).

The result of the first objective: The causal factors influenced behavioral intentions of
spa business consumers in Thailand. include2factors: service quality, corporate image.

The results of the second objective: found that a causal relationship model of factors
influenced to behavioral intentions of spa business consumers in Thailand. which developed
were consistent with empirical data. And the influence of the path of model 1)The service quality
have direct influenced to the Behavioral Intentions. 2)The service quality have direct

influenced to the corporate image. 3)The corporate image have direct influenced to the
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Behavioral Intentions. 4)The service quality indirect influenced to the Behavioral Intentions
through the corporate image.

The results of the third objective:lt is found that factors affected to spa business
consumers in Thailand. The second factors are shown to be significant at 0.05 and relates to the
data, having.(y* = 71.08, df = 55, ¢’/ df= 1.29, P = 0.07, GFI = 0.99, AGFI = 0.97, SRMR = 001,
RMSEA = 0.02)The results of focus Group The causal factors influenced behavioral intentions of
spa business consumers in Thailand. include2factors: service quality, corporate image. Among 13
indicators, which consists of 1) Service Quality which consists of Tangibility, Reliability,
Responsiveness, Assurance and Empathy 2)Corporate image which consists of Customer contacts,
Advice, Relationship driven, Position in the market, Society driven, Prices, Marketing
Communication, Identity Thai.Including emphasis on Thai courtesy and kindness. Pay attention to
the details of all service recipients equally. Privacy, Cleanliness of treatment room, equipment
and tools. Nature's focus is on innovations that blend in with Thai culture as a value creation for

services and unique in Thai service images.

Keywords : Spa Businesses Service Quality Corporate image Behavioral intentions
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