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Abstract

The objectives of this research on the subject of marketing mix of services provided by

beauty clinic in Bangkok Metropolitan area were to study l) personal factors of consumers in

Bangkok Metropolitan area who were target population under study 2) suporting factors 3)

marketing mix of services provided by beauuty clinic 4) and compare consumers' viewpoints on

marketing mix based upon their personal factors 5) the relationship between supporting factors

and the marketing mix. Samples included 384 consumers using the service. Questionnaire was

used to collect the data. Statistics used in this study included both descriptive statistics (frequency,

percentage, mean, standard deviation) and inlerential statistics (t-test, F+est or one-way ANOVA

together with multiple comparison test using Scheffe', Pearson correlation. Level of significaace

used was 0.05.

Outcome of the research revealed that the mean scores on marketing mix and

technological supporting factors were highest at a given rating scale in every aspect. The study

also indicated that consumers with different sexes, age, education, marital status, occupation,

average monthly income did differ in their viewpoints on the marketing mix. Study ofrelationship

showed that supporting factors, overall, were positively correlated to the marketing mix(r:.707)

and the desire to use the service (r=.775) and the strengths of both relationship were high. On the

other hand, the marketing mix was positively correlated to the modem technology used in beauty

clinic (r=.648), although the relationship was moderate.


