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Abstract

The aims of this study were to examine the service usage behaviors of customers
who utilized spa services during the 2019 Coronavirus outbreak in Muang District,
Chiang Mai Province, and to study marketing strategies the 2019 Coronavirus outbreak
on customers who utilized spa services in Muang District, Chiang Mai Province. Data were
collected from 384 individuals using accidental sampling as the sampling method.
The data were analyzed using descriptive and inferential statistics, including percentages,
means, standard deviations, Pearson's correlation coefficient analysis, and stepwise
multiple regression analysis.

The study found that the majority of spa service users were females age
20 to 30 with bachelor’s degree, employed in private companies, and earning a monthly
income of 15,000 to 25,000 baht. They used spa services regularly (1 to 2 times
per month) to relieve stress and they preferred full body massages costing less than
1,000 baht. The customers highly valued the location aspect of the marketing strategy.
Significant factors influencing their choice of spa services during the 2019 Coronavirus
outbreak in Muang District, Chiang Mai Province, included marketing strategy, price,
marketing promotion, personnel, and forecasting. The findings had a statistical significance

of 32.6 percent at the 0.05 level, with a multiple correlation coefficient of 0.567.

Keywords: 7P Marketing Strategies, Use of Spa Services, Covid-19 Pandemic
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NIDULULIAATUNITIVY
Independent Variable Dependent Variable

Consumer Behavior
- The Reasons for Choosing to Use Spa Services
- Types Chosen for Spa Services
- Individuals Involved in the Decision-Making
Process
- Cost of Service per Instance

- Number of Service Instances per Month

Customer Decision-Making for

7P Marketing Strategies Selecting Spa Services in

Product, Price, Place, Promotion, People J| Muang District, Chiang Mai

Process, Physical Evidence Province

Figure 1 A Conceptual Framework
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Table 1 Summary of Mean and Standard Deviation of 7P Marketing Strategies in
Muang District, Chiang Mai Province

TP Marketing Strategies X S.D. Level of Opinion Ranking
Place 438 | 0.64 Extreme 1
People 437 | 0.68 Extreme 2
Process 434 | 0.67 Extreme 3
Physical evidence 431 | 0.69 Extreme a4
Price a.24 | 0.77 Extreme 5
Promotion 420 | 0.71 High 6
Product 417 | 0.74 High 7
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4. Han1IATIRNAENSNINITAAIndNasansanduladanlduinmsauvasgnan
Tugramsszuinvaslifalalsun 2019 waginaiias Jaminesing

Table 2 Summary of Pearson Product Moment Correlation Analysis between 7P
Marketing Strategies and Customer Decision- Making for Selecting Spa
Services in Muang District, Chiang Mai Province

TP Marketing Strategies Sig. (2-Tailed) Correlation
Product 0.381** Statistically Significant
Price 0.553** Statistically Significant
Place 0.288** Statistically Significant
Promotion 0.443** Statistically Significant
People 0.284** Statistically Significant
Process 0.325** Statistically Significant
Physical evidence 0.353** Statistically Significant

** Statistical Significance at the 0.01 Level

910 Table 2 WU nagnsmensmaneRdmudstusiunsdeauladenlduinisai
Usznauday dundndueiuazuInig (r = 0.381%%) #u31A7 (r = 0.553**) finugaiud
(r = 0.288*) PNUNTAUATUNITNAN (r = 0.284*) TUYAAINT ( = 0.284*) FIUNTTUIUNIT
(r = 0.325%%) uagdudnuwaEINIBnIN ( = 0.353*) ffddyneadnfisedu 0.01

Table 3 Summary of Linear Stepwise Regression Analysis Predicting Customer’s

Decision Making for Selecting Spa Services in Muang District, Chiang Mai

Province
Unstandardized | Standardized
Model Coefficients Coefficients t Sig.
B Beta
(Constant) 1.686 6.624 0.000
Price 0.570 0.509 8.717 0.000
Promotion 0.280 0.231 3.521 0.000
People 0.243 0.184 3.030 0.003

R =0.567 R?=0.332 Adjusted R> = 0.326  Std. Error of the Estimate = 0.459
F=62857  Sig=0.001
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