Technical Education Journal King Mongkut’s University of Technology North Bangkok
Vol. 9 No. 2 May - August, 2018

134

Ry

]

NGRS 4
(e

JULUUNAENSNITANALEZAMNINUSNMSENaTNgNSVRIgINIEU NG YA

o Y 62

¢ o 1* a £ a
NIIATA WIYNAIG LA AIANA JULIUNU

unAnga

ﬂ’]ﬁﬁ"}’&lﬁﬁi’mqﬂﬁzaaﬁtﬁa 1) ANwITIEEITINININTATINAENTNITIAIAUINST 2) NdeUBVENATeY
AMAINUINIG 3) NAARUBNTNAVRIAIUUTEAUNNNITAGIAUINIG wae 4) NINUANAYNSNITAAINUINIT
Usznnsiidlumsideiieuiinu fe gninfiulduinisauiiegunwlungammamnuas uazdusaoendlngly
mnAuAnvees wazams dnduiegad i 500 919 duuszrnsililumifodauninde flidoya
ddyy Tnefideldismaguilidoyadifyuuudadendifeotyig fomadanisguuuuianiziaizes
Uszneufedivadau 9 vi uwdadu 3 ndu Iéun nquesdnsniady ndulinivins uazngutingsia
ATty ATeda i Haifidmssann Ustnousne Auanuasaaid Arfevas Aade Laz
dudonvuinnsgiu aiageds T emeiesdusznouidedudu uarnslinreviosdusenaudedudu
Susfuaes dumnneideyaidunmldnmsinneidadomdeyaldnnnsdunteel waetwunnagns
NIRAIAUTNMIMEIULUY V1aud anesnisa waannsineinudl 1) nsAneidedisna lnennsiuves
Yadedunmuaimuinig fudmusraunienismanauinig wasiunadugns wui1 yniladeidvdnarents
sindulaldusnsgsinauniioquan eglusedunn 2) dlennaeudviswavestiadunaamuinis wuin arw
\HugUsssuveauins msneuauasiogndn waznsidnuaziiilagnd Wutladeiifisviwasenadunninis
g3faaULiioguam 3) Wonaasudvwavesiadusuduuszaunisnainuinis wui1 drulsznoues
wAnfur Msdaaiunsnaiauazanslinnuiugndt yaains wazdandeumanienm uaz 4) Hans
fmun nagndgsiaatnitoguain fosduszneu 4 du ldud (1) dudneaimnisiFeuiiaznisidvle
Usgnoume a31ua3eU1en19gIna wag [W1TulasaNsiundisnun1ass (2) AUNSEUIUNITUAN/LIATNIS
NaI5uan Usenaunig WAIUAAINT WAILIAMAINLAZNIATFIUAITUINIIAIUNINTTILAING (3) ATUgNeN
Usznausmie MIneuauedwagnA1 uazn33anuaziinlagnan uag (4) Arunisiiu Usenaume nsidulaves
gasootaralosuaz iy

ANEARY: NAEVSNISNATA, N1FIAIAUINTS, FINvaULiieaunIn, MIlnTeeslseney

i

1 o = o a a v oa a a a C o a Y a
UNANYINANGATUIVNITINIYHUMNA  eUTIYIVINITTINT UNNAINERY WMV EATITY
2 a a a v A a Y a Y a
SOIFNERTIDSE ANVNIVIVINTTING VNN ae WMVEEBATITY
Q’ﬁwuﬁ‘ﬂismumu ng. +668 9867 5454 Biua: owans.signature@gmail.com

_18-1128(134-143)15.indd 134 12/11/61 BE 2:10 PM



01SaNSOBIMSASAAaNSOMNENNNSSY  WS:DouINAWs:UASIKTO
UA 9 auufn 2 woumA - domAY 2561

The Model Strategy of Service Marketing for Successful Health Spa Business
Tussachon Phongpakavvatl* and Jirasak Jiyac:han2

Abstract

This study comprises four purpose, 1) was to the field of marketing survey, 2) direct effect test of
service quality factors, 3) direct effect test of marketing service factors, and 4) design model of strategic
to business success. The population consisted of customer who visited Health Spa Business in Bangkok
Thailand, 500 sample in qualitative research sampling by Hair et al concept, and quantitative research
included 9 specialists to conduct in-depth interview selected by purposive sampling from 3 groups, i.e.
business sector, government sector, and academic people. Data were calculated by using percentage
(%), mean (5(), standard deviation (5.D.) and factor analysis. The text and discourse analyses are
supported by text-based interviews with informants from 3 groups based on content analysis to design
success model and used in a strategic balanced scorecard system. Overall, these findings suggest that
high degree of customer attitudes in service quality, marketing service and business success. The factors
analysis focuses mainly on business success include tangibility, response, and empathy in service
quality variables showed significant differences. When considering the service marketing among each
variable, it is found that variables with direct impact on business success factors include product
elements, promotion and education, personal, and physical evidence is the variance at the statistically
significant. The dissertation closes by synthesizing the strategies of this study for the successful model
of health Spa business follow as balanced scorecard and strategy maps has four aspects: 1) learming &
growth — organization must make business networking, and need to participate with government
agencies, 2) business processes — business must be development of human capital, and improve of
service quality under the global standards, 3) customer — a company's first priority has to be to
responsiveness and empathy toward customer, and 4) financial — the sustainable sales growth rate of

firm.
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