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Abstract

This independent study aimed to study the demographic and marketing mix factors influencing the
decisions to use the services of beauty clinics in Bangkok areas. The population consists of individuals
previously using barbershop services. A non-probability, purposive sampling method was used to
collect data from a sample group of 400 individuals. Data analysis involves descriptive statistics,
including frequencies, percentages, means, and standard deviations, and inferential statistics, including
one-way analysis of variance (ANOVA) and multiple regression analysis. The research revealed that
most respondents were female, aged 31-40, single, holding bachelor's degrees, employed in the private
sector, and earning an average monthly income of 15,001 - 30,000 Baht.

The hypothesis testing indicated that demographic factors such as gender, age, marital status, education
level, occupation, and average monthly income statistically affected the decision to use beauty clinic
services at a significance level of 0.05. Additionally, the service marketing mix elements, including
price, place, people, process, and physical evidence, have a statistically significant relationship with the
decision to use beauty clinic services in Bangkok and its vicinity at a significant level of 0.05.
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