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Abstract

The objective of this study was to analyze marketing strategies of spa entrepreneurs in
Muang District, Chiang Mai, which included the analysis of spa business situation and marketing
strategies of spa business. The sample group was 15 members of Thai Lanna Spa Association
(data as of September 2004). The data was collected by interview from November 2006 to April
2007 (total of 6 months). Qualitative analysis was used to analyze the data. The researcher
analyzed primary data collected from interviews which show the following results.

The nature of all business was one-owner day spa. The structure of the organization was
according to duties and they had been in business for 1-4 years.

Environmental Factors Affecting Business Operation:

Economic Factors: The overall economy was stable and the economy did not affect spa
business that much. Spa business had room to grow and customers were spending on relaxation
and health services which was advantageous to spa business.

Technological Factors: Technology had been used to improve the services, to file
customers’ information, to store data, to run business and to help in marketing. The use of
technology was not too complex. There was variety of inexpensive easy-to-use technologies to

choose from.



Social and Cultural Factors: Most of the customers were older, health-conscious,
foreign tourists, who were more and more interested in using spa services. This affected the
business in a good way as there were more customers.

Competition Factors: The number of competitors in the business was quite high and the
level of competition in the industry was at the medium to high level. The strategies used the most
by competitors were service quality and price.

Legal and Political Factors: The government highly supported spa business. There
were rules and regulations concerning the standard of the service, the standard of service
providers, tax, and hygiene.

From analyzing 15 spa owners, business opportunities were as follows. Spa business
showed high growth rate with the healthy-living trend of the moment. Technology was available
to enhance the services and there was good support from the government.

Business Obstacles: Economy slowed down in general resulting in less spending in the
part of customers. There was no support from financial institutions.

Strength of the Business: A variety of quality services were offered and the pricing was
reasonable. The location was appropriate and the management was experienced.

Weaknesses of the Business: Bad public relations and inappropriate location.

Under the circumstances, spa entrepreneurs created the following strategies:

Marketing Division, Target Group Selection, and Market Positioning: Target
customers could be divided into 2 main groups, namely foreign tourists and Chiang Mai residents
which included both Thai and foreign people. Benefits from health services designated market
position.

Product Strategies (Services): The services offered at spas in Chiang Mai could be
divided into 4 types, namely hydrotherapy, hand therapy, herbal therapy and other services.
There were also packaged services.

Price Strategies: Pricing was done with consideration on expenses and competition.
Packaged services, discount, and special member price were offered.

Place factors: Location was selected with consideration on the environment, parking,
infrastructure, and security. Sales were done via in-shop selling, selling through representatives

and electronic commerce.



Marketing Promotion Strategies: Most spa establishments used a variety of marketing
strategies such as brochure, poster, local newspaper, press release and interview on local
newspapers, salespeople, discount, and E-mail.

Service Personnel Strategies: Personnel were divided by service duties and were chosen
by experience. They were paid in salary with commission.

Physical Presentation Strategies: Spa business emphasized beautiful environment and
hygiene. Location was peaceful with attractive signs which invited customers to use the services.

Service Process Strategies: The service process started with greeting, preparing
materials, facilities, and personnel, paying and saying goodbye.

Under the current situation with aggressive competition, spa entrepreneurs should
improve their strength and try to be different in terms of quality and variety of services. Pricing
should also target different groups of customers. Ways to reach more customers should be

improved to reach different groups of customers directly.



