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Abstract

This study aimed to examine the factors influencing the satisfaction of Chinese customers
patronizing spa services in Bangkok. The sample consisted of 385 respondents selected through
accidental sampling. This study employed a quantitative research design, using a structured
questionnaire to collect data from Chinese customers who had already patronized spa services
in Bangkok. The statistical tools employed for data analysis included descriptive statistics—such as
percentages, means, frequency distributions, and standard deviations—as well as multiple
regression analysis. The findings revealed that, at the 0.01 level of statistical significance, among all
factors examined, physical evidence emerged as the most critical factor influencing Chinese
customers' satisfaction with spa services in Bangkok, with a regression coefficient (B) of 0.281
(Sig. = 0.000). Subsequently, marketing promotion and price awareness demonstrated a regression
coefficient (B) of 0.246 (Sig. = 0.000).

Keywords: Factors satisfaction, Spa services, Bangkok
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R square = 0.252, Adjusted R square = 0.242, F = 26.532, Sig. = 0.000
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Wiusns wasnsduaiunisnainuaznsaseniingausia degntey 1 Jadendwmasianinuiianelaves

o w a

ANAYIFUNTUS N TEUN LN SINNUUASHLALINNRNANITNAFDUNTLAUNYAALUN19@DA 0.01 wuIndade

Y q o

I~

ndamadonuiianalavesand1y1idud 2 Jade fe dnwaeniinienmuazn1sduasunisnainiazay
asgniniausia lneladomsdaasunsnaiauazanunseniniiusimdmaseninuiianelavegnam
ydudilduinsaliiloguaimlunsammuviuasanniian (Beta=0.357) sedasuniie Jadosiudnuas
M9MBn M (Beta=0.221) luvaeidadodundnsusinaz ninuud wminsuuinisuaznszuiunig

Y a

TusnislifinadeanuiianalavesgniissAutuddgvieada 0.01 uenanddmud Ardudsednsnis

a

Andulanusuusauds (Adjusted R Square) fiAwviniy 0.242 Mu18ALIN AIkUTIaT¢ (Independent
variables) oA Ya98AUNARAUTLATVSAUUA WUNIIUUSAT SNWULNNNIBATN NTEUIUNTEAUSANT

LAZAITANATUNITAAIALAZNITATETRINSAIUTIAT dINan oA ILUTAIU (Dependent variable) AiD

Y

[

anuiisnelavesgnAuatu Sesas 24.20 druilindedniosay 75.80 Wunawandiuusduilailitn
#1507 anansalisuaunisanneedadeniidninadeanuianelavesgnaArviduiilduinisaunly

ngunnEyuAs luguasuuunnggIu asl Y = -0.046 (Jaduaundadasiuagninuud) + 0.044
(Jaderuniinauuinis) + 0.221* (Jaderudnuwaenian1enIn) + 0.060 (Jaderunszuiunis

Tu3n19) + 0.357* (Jadeiunisdaasumanaiauasnisnsentniusiai)

NANA N AT ALUUA *0.046

N
N

WUNIUUINT 0.044°
. ANUNINDLD
ANWULNINILAN
UBIGNAN
ASEUIUNISHAUS NS

ANSANLASUNIINAALAZANS

ATTUUNSAIUITIAN

v A

Ai 2 asunan1sTieginisannssnvanvesladen d8nswanegnaA 1913w ldusnisaualy

Y a
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{ & v
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o @ '
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HaNTITERnAd DI UNSANEVBIINIEMA1YvINL 1AuA Igbal and Shah (2016); Quang (2017);

Verma and Singh (2017); Alipour, Pour and Darbahaniha (2018) Sufiuinnisdaasunisnaraduesodle

o W
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17
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= Al
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PNUUIANRINAIAINITOAATIZALAIT NTALETUNITRAIN (Marketing promotion) Si8vEwa
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[
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sal & & ' a o v
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9 Y

3 o o

2. Usuifufiaeseiuseicadosudnuazmenienin Tnefussdiud @yl (1) fuitliusns
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U

Jang (2006); Markovic and Raspor (2013), Wahyutari, Sutarma and Antara (2020); Dortyol, Varinli and
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v
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1% '

N139819 ALNN1sdNasunIsnaIn NsAIMuAIIAT kaen1ssuiaual duasenisdentduinisauiluy
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Jalauauue
1. dorauanusiildannisinuluadel
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ambience management) A253ANAY 1A8¢ was guvgiuarnisdareiiuilinaundufuioadn
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