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ABSTRACT

The study on the influences of the Marketing Mix on the Japanese Tourist’ Choice of
Spa Service in Mueang District, Chiang Mai Province was aimed at defining the influence of the
Service Marketing mix on the Japanése tourists in relation to choosing spa service in the city of
Chiang Mai.

The primary and secondary sources were collected from the questionnaire answered
by 384 Japanese tourists of 15 spa services in the city of Chiang Mai. Data analysis method
consisted of frequency, percentage, mean, S.D. and Chi-Square.

The general outcomes are as follows: The majority of the sample population was
female ages between 20-29 years, with income 200,001 - 300,000 Yen a month. The frequency to
visit spa for their relaxation was 1-5 times. Brochure was seemed to be the most effective
advertising material to the Japanese tourists. In addition, the most popular service was body
massage, which takes around 2 hours.

Considering to the outcome of the marketing mix, it was demonstrated the Japanese
tourists highly took Product and Price in consideration. Then they fairly considered Place and

Promotion.



In terms of Product, the Japanese tourists were concerned about cleanliness and safety
the most. In terms of Price, the Japanese tourists preferred “package service”. For Place, the
Japanese tourists absolutely relaxed themselves in a private spa room. In Promotion, package

service with special discount always interested the Japanese tourists to visit the spa.



