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ABSTRACT

The independent study aimed to investigate the retail marketing mix that had the
importance for consumers in Amphoe Mueang Chiang Mai towards purchasing health and beauty
products from specialty stores. The sample consisted of 400 consumers in Amphoe Mueang
Chiang Mai, who have purchased or used health and beauty’s products from specialty stores. The
sampling method was quota sampling in order to spread questionnaires to the study group. Single
brand specialty stores, multiple brand specialty stores, on weekday and on weekend purchasing
were investigated separately by sample of 100. The statistical techniques used were frequency,
percentage and average. The results of the study were summarized as follows:

The majority of respondents were female at the ages of 25 - 35. They were single
and working as private employees. Moreover, they had an educational level of bachelor degree
an average income not exceeding 15,000 Baht per month. In terms of consumer behavior, the
respondents brought products since the previous week and purchased mostly from Watson. Their
purchased products were face, eye and mouth care products, purchased products between 17.00
pm. - 19.00 pm. as well as bought once per month. Furthermore, the average purchase value was
between 301 - 600 Baht. The first purchasing purpose was for private use in daily life. A personal
motivation had approximately the biggest influence on health and beauty product purchasing. In

addition, the most media channel influenced on the sample was online media and internet.



In general, the consumers considered the overall six retail marketing mix as highly
influencing and those sub factors can be summarized as follows:

In terms of store location, the top sub - factors were: good parking possibilities,
location in discount stores or shopping centers, proximity to educational places/ markets/
communities, many store branches and in-door parking.

In terms of price, the top sub - factors were: good value for money, cheaper price
than the same type of store, proper price with quantity, standard price in each branch and various
price levels.

In terms of merchandise assortments, the top sub - factors were: reliable product &
certification from trust sectors, clarification of label, natural component containing, variety of
product types, famous and well-known product brands, variety of brands, variety of size, variety
of types, variety of color and variety of scent.

In terms of store design and display, the top sub - factors were: cleanliness,
tidiness in- and outside the retailer, reliability of the retailer, standardized performance in every
branch, accuracy of price tags, oblivious (easy to understand) product-, price- and advertising
tags, enough space for walking, ready to use testers, well organized product placement, proper
interior lighting, suitable temperature as well as prominent product placement.

In terms of communication mix, the top sub - factors were: special price for
members, buy 2 get a cheaper offer, seasonal promotions, getting premium products in case of
high value purchasing, buy 2 get 50 percent discount, available tester before buying decision,
second buy only 1 Baht, discount coupon/free shopping in case of as condition buying, point
redemption for cash, advice by expert, sale promotion with partners as well as privileges for
birthday.

In terms of customer service, the top sub - factors were: customer — friendly
manner of sales person, product knowledge of the sale person, swift service e.g. in payment,
neat-appearance of the employee, sufficient employee, sufficient cashier counter for payment,
sufficient shopping carts, expert/ pharmacist in store, payment by credit card as well as special

zone for skin checking/treatment zone.



