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Abstract

This research aimed to 1) examine attitudes toward the use of an acne
treatment program in beauty clinics in Bangkok, classified by demographic
characteristics; 2) investigate the intention to reuse acne treatment program
services in beauty clinics in Bangkok, classified by demographic characteristics;
and 3) examine the relationship between the marketing mix and attitudes as well
as the intention to reuse acne treatment program services in beauty clinics in
Bangkok. This study was quantitative research using a survey research method.
Data were collected from 400 users of acne treatment programs in beauty clinics
in Bangkok. The data were analyzed using descriptive statistics, including

frequency, percentage, mean, and standard deviation, as well as inferential
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statistics, including t-test, one-way ANOVA, Pearson’s correlation coefficient, and
multiple regression analysis.

The results of the study revealed that: (1) users’ attitudes toward acne
treatment program services were at a good level and varied significantly
accordingto certain demographic characteristics; (2) the overall intention to reuse
acne treatment program services was at the highest level and also differed
according to some demographic factors; and (3) the marketing mix was positively
and significantly related to both attitudes and reuse intention at the 0.05 level
of statistical significance. Product, price, and process were strongly correlated
with reuse intention, while attitudes showed a moderate relationship with reuse
intention.

Keywords: Marketing Mix, Attitude, Acne Treatment Program, Beauty Clinic
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