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SERVICE QUALITY AND CUSTOMER LOYALTY
OF SPA BUSINESS IN BANGKOK
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ABSTRACT

The objectives of this research were: (1) to study the level of service quality and
customer loyalty to the spa business in Bangkok; (2) to study the level of customer
loyalty towards the spa business in Bangkok; and (3) to study the influence of service
quality on customer loyalty to the spa business in Bangkok.

This research is quantitative research. The population is customers of the spa
business in Bangkok. The number of samples is unknown. Calculated from Cochran's
formula, the number was 400 people was obtained using the accidental sampling
random method, using questionnaires to collect data. Statistics used in data analysis
include frequency distribution, percentage, mean, and standard deviation, Pearson
Correlation Coefficient, Simple Regression Analysis; and Multiple Regression Analysis.

Major findings: (1) quality of customer service to spa businesses in Bangkok
overall and each aspect is at the highest level, arranged as follows: Assurance,
Responsiveness, Reliability, Empathy; and Tangibles; (2) customer loyalty to the spa
business in Bangkok overall and each aspect is at the highest level. Sorted as follows:
Behavior and Attitude; and (3) service quality influences customer loyalty to the spa
business. in Bangkok, including response (B=O.310), warranty aspect (B=O.226) and

confidence aspect (B=O.132) with statistical significance at the level.

Keywords: Service Quality, Loyalty, Spa Business, Bangkok
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