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Abstract

The research of quality of services affecting the decision on using
spa business of Thai tourists in Chiang Mai for health tourism planning.
However, despite the great increase in this topic, there is a lack of academic
interest and research effort. Then, it may lose the opportunity to promote
this type of tourism in the future. In this regard, this study attempted 1)
to study the level of opinions of the service quality and the decision on
using spa business according to the marketing mix and 2) to find the
relationship between the factors of service quality of the spa business
that affecting the decision on using spa business. Data were collected a
sampling of 400 Thai tourists by accidental sampling. Then, the data were
analyzed statistically using mean, standard deviation, and hypothesis tests

in multiple regression. There were at the level of 0.05.
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Results showed that 1) the overall Thai tourists” opinion levels had
the high level toward service quality of spa business in Chiang Mai, with
the factor of empathy, quality assurance factors, customer response
factors in order. Moreover, the overall Thai tourists’ decision had also the
high level of the spa business on the marketing mix factor with the product,
the policy of the establishment and image perception in order and 2)
Thai tourists’ opinions on the quality factor of spa business services in
terms of products or services, personnel, and staff physical, characteristics
and prices, there were significant differences at 0.05 level.

Keywords : Service Quality; Spa Business; Decision
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A uNsiuIN1SYesIaaUn
(Parasuraman A.,Zeithaml V.A. and

L.L. Berry (1988)

1. anudugusssuvesuims

(Tangibles)

2. amuiediold (Reliability)

3. NINDUAUBIHEANAT

(Responsiveness)

4. myUseiuamnw (Assurance)

5. Auenla (Empathy)

Y

nsanduladenlduinissiaaun
dqulszaunisnisnana (10 P’s)
(163 29¥uNM, 2563)
1) umandueinien1suinig (Product)
2) aus1A1 (Price)
3) guanuiiliusnis (Place)
4) gunsdaasunisnaia (Promotion)
5) fnuyAaINTHAENTINY (People)
6) AUBNELENIINBATN (Physical
Evident)
7) AUNTEUIUNSIAUSANS (Process)
8) suAuLla (Perception)
9) MUY (Packaging)
10 suulgunevesesAns (Policy)

UMW 1 NsBULLIAANITITY

3515998

Wun19398@eUSua (Quantitative Research) Usewins A tnviaaiien
lneuniuvissieludmindedulvaziaeldusnisaun Turiaieu

1UNFIAN-5UIAN 2563 TIUI 5,443,027 AU (NSENTIAITNBUALILALNNT

fiv, 2563) AnLdusaeaz 25 andrwulinvieadieanldusnsgsneau-ludmin
Wealud 91U 1,360,756.75 AU (N5 larnundamin@esing, 2563)

lunisAmuiumnguiledelagldgnsainnisidenngualeg e u UL g

(Purposive Sampling) Ao dnvisuiigaralveidunisvisaieludawin

BedlniuazinglduinisgsiaaUiludaminded Jaldvunangudiegswesiin
vieainduwuunsudiudszyins nisduaaingnsves Taro Yamane
(1973) laid1uau 400 Au MnnguUssansinyviaaiies Ainan
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tvieafenfidumaniduinsaumumamieadioaludmindedvsifdaniu
UsmsathiiunssusesnpsguamulsznounsaUiiegunw Insnsiden
aounuinvieafisavnilnewuuniuagain (Convenience Sampling) (§Aiu
wasiing, 2556) viall {Adeldmdsdmdnasesailuniside Tasmsldlusuniu
fnviesifntessmanuiionnilinoudniuiindasalanieldfanolatioy
poufn lngazdimssouauuazresygntinvesiisadeu mninvesien
TinnuBueedlun1sneuwuUgeUnY FITBazianLuUaaUn LAz UTayadN
tivieailen vdsnnlideyaudiiselivinnsinsgideyaassruudnluifuay
MMsassadaniseaenisldaunisanaeenyan (Multiple Regressions)
ilenaaouanfigrudvinavewnuUsdass Ao annmnslvuinsiusuys
pnu Ao Madenlivuimsgsiaaunluyszaunianisnan vesnvieaiisavnlne

NaN1333Y
Wefinenszauaudsiusununwnsiiuinisuaznisinauladentd
U3N155579aU7 FunmUEUTEAUNNITIAIN LARAIRINITINT 1 LagAS197 2

M15°99 1 uanIALRasLazA U TERULNINTEIUUDITZEAUAT AR DRI
nslvusnisvesgsiaaUludmindedivg

ANuAniusannn NI Msvesgsival X S.D. igf N -
AUAALAY
1. shueufugusssureu3nig (Tangibles) 389 589 11N
2. fueudedield (Reliability) 392 579 1N
3. ﬁﬂumﬁm@uﬁum@i@qmﬁﬂ (Responsiveness) 3.93 .607 ann
4. mumsUseAuamnIn (Assurance) 395 623 iy
5. punistelald (Empathy) 397 556 11N

EICLY 3.93 .525 4n
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9N 1 Ui seduemAaiuresinvioniodlunmsndifive
Aunmnsliuimsvesssinauludmindedvsl fedesimeglu syfuin
(X = 3.93) WoRinsanidusede wuin dnvieaiivdfinnuAndiudenuninmis
Tou3nns flrnedseglussivannyndu Besaiadeunniign e funisieleld
(Empathy) fAade (X = 3.97) 50585 fio fun1sUsziugan™ (Assurance)
fidnuads (X = 3.95) uagfunsneuauasiegnd (Responsiveness) fiAnLads

(X = 3.93) auanfu

A1319% 2 AfeuardiuletuuasgIuesseaunsdnaulaionlduinis

gshaalnilsetadudiulszauniinisnaiavesssiaaliludmin

el
nsanduladenlduinisssiaaun X  sbD. mindula
1. UKARAIUIONI5UINTS (Product) 401 614 1A
2. 9us1e (Price) 395 674 10
3, fudanuitliiuinis (Place) 395 620 1N
4. prunsaasun1InaIn (Promotion) 393 755 17N
5. fuyAaINILaENTina1u (People) 4.04 613 tah)
6. AUANEULNIINIEATN (Physical evidence) 4.02 576 N
7. funTzUIUNIT (Process) 4.02 610 10
8. iun1ssuinnednual (Perception) 4.04 626 1N
9. AMUNTTIUNARA I (Packaging) 423 587 mﬂﬁqm
10. srunlgungvesaniulsznauns (Policy) 4.16 612 1N

RIPEY 4.03 497 un

= ] Y v a 2 Y a a N o

NANTNN 2 WU seaunsindulaienliuinisssivauididedady
drudszaunaniseanalunnsiuiiduade (X = 4.03) dsdiednegluseauun
dofansaundusedes Inefinrsananiundanuddyuniigasesaisuas
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3 d19u wudn dnvisadieniinsdeduladenlduinisgsivan dunissm
HAR S (Packaging) dfnade (X = 4.23) agluszAuniniian 5483w fe sy
ulgurguesaniulsznaunis (Policy) finade (X = 4.16) wazduilan fo

Auyaansuarningu (People) fiu iun1ssuinnanual (Perception) i
wasiiu A (X = 4.04)

GHHED )

1. Wlevnmnuduiusszninddadesnununimnsliuinisvesgiiaaund
iisnswasienisanduladenlduinisgsisaun

mamﬁLﬂiwﬁammiamaawmm (Multiple Regressions) il

H: aunmnshivsnsvesgshaaUdidvswasenisdndulaienlivinig
gsnaaUn

H . auamnnslivinisvesgsiaaulifidninadenisdndulaidenld

UIN1553nEUn

A5197 3 mﬁmiwﬁaumiﬂmaawwqm (Multiple Regressions) #1314
duiudsznindadvannmnsliuinsvosgsaurfisiavinase
nsanduladentdusnisssia auludmindesdng

Variable Correlation B Beta t-value VIF Sig.
(Constant) 742 5.744 .000"
1. AUNARN VS DNS 757 302 322 6.301  3.204 .000"
U5n15 (Product)

2. FUSIAN (Price) 668 092 106 2106  3.130 .036
3. AUADUNIUSANS 660 -022  -025 -468  3.638  .640
(Place)

4. AIUNITEANLESHNITNANR 647 063  .076 1.635 2667 .103
(Promotion)

5. uyaaInIkasntnay 751 221 259 4558 3962 .000"
(People)

6. AUANYAULNIINIEAN 752 213 234 3345 6018 001

(Physical evidence)
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M990 3 MTIATIEENN1TaRRRENTAM (Multiple Regressions) ¥AI
duniussenineladeauninnisliuinisvesgsivaunidnsnase
nsdnauladenldusnisgsia alrluimindgusdul (sie)

Variable Correlation B Beta t-value VIF Sig.
7. AUNTEUIUNT 661 021 .024 406 4365 685
(Process)
8.m3suinmanual 597 -047 -056  -998 3857 319
(Perception)
9. PUNITIUNAANUN 384 -052  -059  -1.093 3549 275
(Packaging)
10. snuuleungvesanu 440 008 .009 168 3778 867

Jsznaunns (Policy)
R=.826° R’=.682, Adjusted R’= .647 F =83.59 Durbin Watson = 1.824

vaneng : ** gouiuauuAgIunan (H ) Werseiudbdfameati (Sig) dddesndn .05

9NN 3 HAMFIATIZANN1ARaBENAN (Multiple Regressions)
yauduiudszinaadenuniwnsliuinisvesgsiaaunfiiavinasenis
anduladenliusnisgsfsaUludmin@eduid wud Tladevesanuduius
(Correlation) MesuguUszaumanisnatn luwsaziudullufienisuin
Fawuin Uade ¢ Uszns Aiedrdglunsviuneadesunuamnsismsng

vasgsnaalniavsnadenisinduladenlduinis nsanaeeuiwdn Jadedn

' Y
o w = =

drAnynaanigesdensdinduladenliuinsssiealwestinvieuiisy Jadednu

= & v a

findls Ao fundeSusiviienisuinig (Beta=.322) Ashdydusuiians fio Jade
AUYARINTHaT TN (Beta=.259) Yademudnuyaiennanienin (Beta=.234)
wazadugavne fe Yadususian (Beta=.106) fviunedilififoddny 6
Uszn1s fie Yadeduanuiliiuins (Beta = -.025) Hadedunsduaiunis
nan (Beta = .076) Yadesunszuiunis (Beta = .024) Jadeaunisiuinm
anwal (Beta = - .056) Yadoiunissiundnsiae (Beta = -.059) uazlladosiu
WleuguaanIuUsznaunis (Beta =.009) ANUEIGU
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1. sguanuAniuiuaunmnsiivinsuasmsdinduladentduinig
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