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Abstract

The marketing communication via social medias, nowadays, was the potential channel for
business. The objectives were to study of characteristics of marketing communication and the
levels of perception in marketing communicative channel via social medias for spa businesses in
Phuket. In addition it was also to find the relationship between characteristics of marketing

communication and the levels of perception in marketing communicative channel via social
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medias for spa businesses in Phuket. Quantitative method was used to study and Questionnaires

were tool for gathering data from 400 spa customers in Phuket. Multiple regressions were

selected to analyze the data. For the purpose that there were two characteristics; Interactive and

Individualization, affected to the levels of perception in marketing communicative channel via

social medias for spa businesses in Phuket (sig< 0.05) but others characteristics were not affect

to the levels of perception in marketing communicative channel via social medias for spa

businesses in Phuket.

Keywords: Marketing Communication, Social Media, Spa Business, Phuket Province
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srunslavaniiueslsiiu (x,) -0.068 -0.073 -0.875 0.382
AUANLADAARDT (X,) -0.007 -0.007 -0.095 0.925
sueudusiny (X,) -0.064 -0.064 -0.800 0.424

R2 = 0.151, SEE = 0.765, ADJ R2 = 0.136, F = 9.977, Sie. of F = 0.000
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