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Abstract - This study aimed to compare the different of benefit sought, behavior, important and performance of service 
quality of day spa in Bangkok, between male and female Thai day spa goers. Data were collect by employing convenience 
sampling.102 male and 192 female Thai day spa goers have passed the screening criteria. The results of the study indicated 
that the most common reason to motivate spa goers in both genders to go to day spa was relaxation, refresh, relieve stress 
respectively even though there were 9 benefit attributes that found statistically significance between genders. There were 16 
important and performance attributes which found statistically significant between male and female. This study confirmed 
that there was potential sex segmentation for day spas so day spa should customize their strategies and design different spa 
service for the distinct segments and thus retain and attract more day spa goers. 

 
Index terms - Day spa, Spa goer, Benefit sought, Importance-Performance Analysis,Gender. 
 
I. INTRODUCTION 
 
To strengthen Thai tourism selling point, the 
government of Thailand has established a promoting 
policy to boost up Thailand as Spa Capital of Asia. 
The policy was implemented by the Thailand Board 
of Investment (BOI) and The Ministry of Public 
Health, between 2012 and 2016.According to the data 
from Department of Trade Negotiations in 2011, 68% 
of registered spas in Thailand are day spa which 22% 
of day spas located in Bangkok whereas 28% of 
registered spas are hotel and resort spa. With the 
higher number of day spa and the different target 
segment that aimed to target Thai spa goers while 
hotel/resort spa that aimed to target foreign spa goers, 
day spas also play important role to sustain the 
growth in spa business of Thailand. 
 
Up to present, perception and motivation as well as 
socio-demographic characteristics of day spa goers 
have not been well examined.  However, 
differentiating between genders is one of the key 
finding of the socio-demographic characteristics that 
many literatures suggested.Although in general, the 
male segment has been smaller in size as compared 
with the female segment.The fact that Thai males 
have become increasingly recognize about proper 
male grooming and has result in the increasing 
number of male spa-goers. Toserve need of different 
genders, it is crucial for day spas to better understand 
the motivations of each gender. To maintain customer 
satisfaction and loyalty with limited resource.  The 
day spas may need some fruitful data to identify and 
prioritize day spa attribute to enhance their service 
quality. Referring to the statement above, there is 
none of any research work that clearly identifies the 
benefit sought and the attitude toward service quality 
of day spa and explores the different perceptions of 
each gender. Therefore, this study is aimed to fill 

research gap in the literature and provide the 
information that related to development of spa 
industry in term of service quality. More specifically, 
this studyidentified the set of benefits sought by day 
spa- goers, behavior and assess the perceived 
importance and the performance of day spa services. 
In addition, this study compared different perceptions 
of Thai male and female spa-goers in term of benefit 
they sought, behavior and the perceived importance 
and the performance of day spa services in Bangkok. 
 
II. LITERATURE REVIEW 
 
Intelligent spa 2009 by ISPA reported that 58% of 
Thai spa goers were female, whereas 42% were 
male.The number of male spa-goers has increased 
over the past few years in Thailand as well as in 
international context. For example, according to Spa 
consumer snapshot (ISPA,2013)men representalmost 
half (47%) of the spa-going population in the U.S. 
The typical male spa goer is more likely to be 25-44 
years old and works as middle executives or higher. 
Due to higher level of work responsibility that gave 
male spa goers higher level of stress. They found that 
spas are one of the quickest way to relief their stress. 
Since motivations are considered one of the most 
important variable that can explain customer 
behavior. Therefore, many studies mainly focus on 
benefit sought of spa goers or the main reason 
thatmade spa-goers go to spa.Most of the research 
confirmed that relaxation is the key reason that 
motivate spa goer to go to spa. However, there are 
also other benefit sought such as social, health, 
rejuvenation, escaping from hectic life, prevention of 
illness, eating and weight loss, fitness and exercise, 
reward oneself, pampering, beauty.Some study 
reported the difference in the attitude of male and 
female in terms of benefit sought. For example,Mak 
et al. (2009) found that malewas likely to be attracted 
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by the factor ‘escape’ than female respondents 
did.Spa consumer snapshot volume3(ISPA,2013) also 
reported that male spa goers are much more likely to 
visit a spa for relieve stress andto soothe 
joints/muscles than female spa goers whereas female 
spa goers are more like to visit a spa for treat 
themselves/indulge than male spa goers. 
 
As for the barriers for spa-goers to visit the spas, a 
research conducted by IPSA found that many people 
were resisted to go to spas because they thought it 
would be too expensive.Spa consumer snapshot 
volume 3, (ISPA,2013) also tried to find the reason 
why spa goers don’t go to spa more often. The most 
common answer was cost which female spa-goers are 
more likely to report cost compared to male spa 
goers. Other reasons that was reported are “don’t 
have enough time” “can’t justify the cost of visiting 
more often”.  Male spa goers are more likely than 
females to mention that they “can’t get anyone to go 
with them”. 
 
Many studies confirmed that different genders have 
different needs in spa consumption and service 
preferences toward spa services.According to the 
Global Consumer Report, ISPA,2007, male spa goers 
tend to seek treatment that “get work done” meaning 
they seek to purchase a deep tissue massage or other 
body treatments in general. Female spa goers, on the 
contrary are much more likely to choose treatment 
that enhance their appearance, such as services for 
their face, hand or feet.Thailand Spa Industry study 
2014 reported that female is more likely to be 
frequent-spa-goers for the day spa whereas male is 
more likely to be frequent-spa –goers for the hotel 
and resort spa.This study also found that male spa 
goers tend to select treatments that are more 
expensive than female spa goers did even though it is 
not significance.Gustavo,N.S. (2010) also reported 
thatwhen male spa goers were asked to identify how 
specific features influenced their decision to visit a 
spa, they place a high premium on spa features such 
as ambiance, cleanliness, amenities and the expertise 
of staff, as well as being particularly interested in 
spas that offer treatments to relieve sore muscles. On 
the contrary, Thailand Spa Industry (2014) reported 
thatsafety and location/accessibility seems to be 
slightly more important to female spa goers than male 
spa goers. 
 
SERVQUAL model consists of five dimensions and a 
22 items instrument for measuring service quality 
(Parasuraman, A., Berry, L. L., &Zeithaml, V. A. 
,1991).Those five dimensions in the SERVQUAL 
model are tangibles, reliability, responsiveness, 
assurance, empathy.The SERVQUAL model consists 
of two sessions. The first session is used to evaluate 
customer expectation. While, the second session is 
used to assess perceived service.The service quality 
scores are calculated from the P-E (Perception-

Expectation) measurement framework.Up to date the 
SERVQUAL instruments and it modifications have 
been widely used to measure quality of the services in 
service industry including spa industry. 
 
The Importance Performance Analysis was first 
proposed by Martilla and James (1977) and has been 
used to assess two aspects of customer characteristics 
which are perceived importance and performance 
level.The IPA framework was employed to evaluate 
the service quality of spas among researchers in many 
studies.Typically, IPA has been used to classified the 
service quality of spas into 4 quadrants which each 
quadrant describes   different strategies to improve 
the service quality of a spas. Moreover, it can help 
spa in identifying improvement priorities for 
customers and in setting up a quality –based 
marketing strategies. Moreover, by using Important-
Performance Analysis(IPA) together with adapted 
SERVQUAL, this study aims to examine the 
efficiency of day spa resource and to find the way to 
improve the service quality of day spa in Bangkok, 
Thailand. 
 
III. METHODOLOGY 
 
The population of this research are spa goers who 
have Thai nationality and have used services of the 
day spas in Bangkok during the last 12 months.Inthis 
study,day spas are places to visit during day time for 
massage, skin care treatments or body treatments. 
They’re called day spas because you don’t spend the 
night there like resort spas. In this study, we focus on 
the higher-end of day spas which provide a full range 
of services and pay significant attention to the 
atmosphere offered, for example interior design, 
soothing music. This study does not include massage 
shops which mainly provide massage with cheap 
price without focusing on the atmosphere in the 
shops. The questionnaires were designed to gather 
data from the samples in two languages: English and 
Thai. A pilot study is conducted to test the 
effectiveness of the questionnaire among a small 
group before distributing to the larger population of 
interest. The questions are classified in to 5 parts.The 
first part is used to screen the respondents that 
enrolled in the research and respondents are asked 
about   the behavior trend of using day spas.The 
second part included questions about 20 benefit the 
consumer sought from using day spa services. The 
third and the forth part composed of the questions 
concerning 20 importance and performanceattributes 
of the respondents toward day spa in Bangkok 
respectively. Importance and performance attributes 
was modified from SERVQUAL model. The five-
point Likert’s rating scales are used to measure the 
benefit sought variables, important and performance 
of service quality of day spa in Bangkok. The last 
part collected the respondents ‘s demographic 
information which are gender, age, marital status, 
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educational level, current employment status, 
monthly income. 
Non-probability, convenience sampling is 
utilized.Data collection was conducted byonline 
survey via Survey monkey during May-August 
2017.The questionnaire link was posted in Facebook 
and send by Line by the authors to ask for colleague 
and friends to participate in this study. Descriptive 
statistic is used to analyze and present characteristics 
and attitude of the respondents.Inferential 
statisticstest is used to test the research hypothesis 
whetherthere is a difference in the attitude of male 
and female Thai day spa goer in terms of benefit 
sought of day spas,important and performance of day 
spa service quality.The IPA analysis was applied to 
check and compare the service quality of day spa in 
each gender to identify improvement priorities of day 
spa. 
 
IV. FINDING AND DISCUSSION 
 
From all of 543 respondents, 102 males and 192 
female Thai day spa goers have passed the screening 
criteria.The day spa-goer incidence at 54.5% in this 
study is quite high when compare with   baseline spa-
goer incidence is 39.2%of the U.S. population who 
have visited a spa at least once in the past 12 months 
in 2011 that was reported by ISPA, 2011.Number of 
male spa goers are quite low when compare with 
Intelligent spa 2009 by ISPA reported that 42% of 
Thai spa goers were male.The different type of spa 
could be one of the reason that impact the proportion 
between male and female spa goer. That’s why the 
number of male day spa goers in this study could 
lower when compare to the male spa goer that was 
report by ISPA in 2009. 
 
There was statistical significance that males and 
females are different in term of demographic which 
are age(p-value=0.002) and current employment 
status(p-value=0.006) and marginally statistically 
significance in education(p-value=0.063).The sample 
is skewed towards adults in their thirties (59.1 % of 
respondents) follow by19.6% respondents were 23-30 
years old.However, when compare between each 
gender, the number of adults in their thirties is quite 
higher in female ,67.5% of female sample, than male 
,43.1% of female.On the other hand, the number of 
respondents in 23-30 years old is quite higher in 
male, 28.4% of male sample, than female, 14.9% of 
female sample. 62.5% of respondents had Bachelor’s 
degree, follow by 29.7%of respondents had Master's 
degree.Most of respondentswere single / never been 
married status, (71.3 % of respondents), follow by 
25% of respondents were married.Most of 
respondents worked as full-time employee (75.3 % of 
respondents) which higher percentage of female 
sample were full time employee (80.4% of female 
sample Vs 65.7% of male sample).39.2% of 
respondents had income 20,001-40,000 THB 

followed by 16.5% of respondents had income 
40,001-60,000 respectively. 
There was statistical significance of behavior trend 
between male and female spa goers in term of the 
frequency of visiting day spa(p-value=0.049).24.7% 
of respondents visited day spa twice a month, 
followed by 22.3% of respondents visited day spa 
once a month respectively. Moreover, the year 
frequency between male and female spa goer show 
that male spa goer tends to visit day spas more 
frequently than female spa-goers (18.8 times a year 
Vs 15.1 times a year) even though it is not 
statistically significance (p=0.102).    Not 
surprisingly, Thai traditional body massage remains 
the most popular spa treatment for both male and 
female day spa goers follow by back, shoulder and 
head massage, foot massage and aromatherapy 
massage. There was statistically significance 
difference between gender in type of spa treatments 
they seek or purchase: Facial treatment (massage, 
scrub, mud mask), Body scrub, Body wrapping, Hand 
and foot care (manicure, pedicure), Thai traditional 
body massage and Foot massage. Female spa goers 
tend to purchase these treatments higher than male 
spa goers. Therapeutic massage is only treatment that 
male spa goers tends to purchase higher than female 
spa goer with marginally statistically significance. 
This result supportedSpa Consumer Snapshot volume 
3(ISPA,2013) that massage is the most popular 
treatment and the strong gender preference toward 
female spa goer in beautification treatments which 
are manicure or pedicure andfacial treatment. 
There was no statistically significant between gender 
in term of spa type that they visited apart from day 
spa goers except male day spa goers tend to visit 
destination spa statistically higher than female day 
spa goers. This results conflict with Thailand Spa 
Industry study,2014 which found that males are more 
likely to be frequent-spa –goers for the hotel and 
resort spa. Whereas, females are more likely to be 
frequent-spa-goers for the day spa. 
However, there was no statistical significance 
between male and female spa goer in term of how 
long have they been going to day spas and most of 
day spa goer start going to day spas during past 5 
years 
The reason that most holding day spa goers back 
from going to day spa more often is they don’t have 
enough, followed by day spas were too 
expensive.There was statistically significance 
between gender group in reason: It’s should have kept 
for special occasion which male spa goers tend to 
mention this reason higher than female spa goers.The 
results from this study are not support the results 
from spa consumer volume 3 (ISPA,2013) because 
the most common answer from US spa goer was cost, 
they stated that spas are too expensive (59%) follow 
by “I don’t have enough time” (33%).US female spa-
goers are more likely to report cost compared to their 
male counterparts andUS male spa goers are more 
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likely than US female spa goers to say that they 
“can’t get anyone to go with them”whereas Thai day 
spa goer don’t difference in these points. 
From 20 attributes of benefit sought of day spa, there 
are 9 attributes which found statistically significant 
between male and female and there is   statistically 
significant (p-value=0.002) in overall benefit sought 
between gender as listed in Table1. However, top 
three reasons to motivate both male and female day 
spa goers to visit day spa are the same which are to 
feel relaxed, to feel refresh and relieve stress 
respectively.This result support many previous 
studywhich stated that the most common reason that 
made spa-goers visit spas are to relax and 
relieve/reduce stress.There is no difference between 
male and female spa goers in relax and relieve/reduce 
stress.This result contrast with spa consumer snapshot 
volume 3(ISPA,2013) which report that male spa 
goers are much more likely to visit a spa for relieve 
stress than female spa goers. 
 
The difference between gender in relieve /reduce 
stress was not show in this study could cause from the 
percentage of the female spa goers between age of 
18-40 higher than male spa goers (83.4% of female 
Vs 73.5% of male) could counter balance the effect of 
gender. The differences by gender are interesting; 
female day spa goers are more likely to visit a spa 
with purpose that link with beautification and 
rejuvenation which are to improve my appearance, 
anti-ageing, to enhance physical attractiveness 
/beautification and to lose weight. As expected from 
previous study that Thai female day spa goers are 
more likely to respond that they visit the spa for self-
reward and enjoy with friends. SurprisinglyThai 
female day spa goers mentioned about pain relief 
more than male day spa goers. This results conflict 
with, spa consumer snapshot volume 3(ISPA,2013) 
which report that male spa goers are much more 
likely to state their reason to visit is to soothe 
joints/muscles. Other interesting points arethere was 
no statistically significant between gender for escape 
from daily life in this study which conflict with Koh, 
S., Jung-EunYoo, J., & Boger Jr, C. A. (2010). study 
and Mak et al. (2009) which reported thatmale spa 
goer tended to be more motivate by escape factorthan 
female respondents. Mak et al. (2009) also found that 
respondents with the highest education background 
(master’s degree/doctoral degree) are more motivated 
by the factor escape than the respondents with a 
lower educational background. 
 

Table 1 

 

 
 
There is a difference in the attitude of male and 
female in terms of important and performance 
attributes of day spa service quality because there are 
16 important attributes and 16 performance attributes 
from 20 attributes which found statistically 
significant between male and female spa goersas 
listed in Table 2. 
 

Table 2 
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*I=important attribute scores 
  P=performance attribute scores. 

  QT= IPA quadrant for total respondents 
  Q:1, QT:1 = Concentrate here quadrant 
  Q:2, QT:2 = Keep up the good work quadrant 
  Q:3, QT:3 = Low priority quadrant 
  Q:4, QT:4 = Possible overkill quadrant 
 
It is interesting that female spa goers gave higher 
scores in important attributes and lower scores in 
performance attributes than male spa goers which 
show that male spa goers are easier to please than 
female spa goers. There are only 4 important 
attributes that male spa goers gave higher mean 
scores than female spa goers which are also the same 
4 attributes that there was no statistically significant 
between gender. Those attributes mostly are in 
assurance dimension.Not surprisingly, dress up of spa 
employee got highest score for performance attribute 
as almost day spa in Bangkok provide the uniform for 
spa employee to dress upThere are only 1 
performance attribute that female spa goers gave 
statistically significant higher mean scores than male 
spa goers which is “The physical facilities and the 
design of spa are sensibly appealing”. The reason that 
female spa goer evaluated higher for this attribute 
could be that the physical facilities and the design of 
spa in Bangkok mostly design to target female spa 
goer. 
 
If we group important and performance attribute into 
five dimensions of SERVQUAL model which No.1-7 
are in tangible, No.8-10 are in reliability 
No.11-13are in responsiveness, No.14-16 are in 
assurance, No.17-20 are in empathy. The largest gap 
between the score of importance- performance is 
reliability dimension so that spa operator should pay 
immediate attention to reliability dimension to 
improve this day spa performance. 
 
There is difference in IPA analysis for each gender 
and male spa goers are more satisfy than female spa 
goers.IPA analysis show that spa operator pay 
attention to the wrong attribute of day spas as we 
found only 3 attributes in keep up the good work 
quadrant and 7 attributes in possible overkill for total 
respondents.There are 6 attributes for total respondent 
in concentrate here quadrant thatneed spa operators to 
pay attention in training spa employee to make sure 
that they could deliver better service or implement 
system to lower mistake of spa employee. 
 
CONCLUSION AND IMPLICATION 
 
According to the demographic of this study we can 
implied that typical Thai day spa goers in Bangkok 
are female or male in their thirties with higher 
education graduation degree and mostly work as full-
time employee and had income over 60,000 THB and 
should be at manager level or above or be an expert 
occupation. Although an emerging of male market 
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within day spa industry was recognized in many 
studies.  
The majority of day spa goers in Bangkok are still 
women (65%) as they are more interested in their 
health/wellness, physical appearance, weight issues 
and rejuvenation than men.However, there is a 
growing number of male spa goers together with male 
spa goers are customer who are easier to please and 
tend to visit day spa more frequent than female spa 
goer and some study also mentioned that they spend 
higher than female spa goers. Correspondingly, day 
spa should not overlook male spa goers’ needs even 
though they are smaller in size and should create 
marketing strategies and service to attract more male 
spa goers.For example, create loyalty program for 
massage as it is the most popular treatment among 
male spa goers. According to behavior of day spa 
goers,most of spa goers visit spa twice a month or 
once a month so we should offer promotion that 
match with their behavior such as annual loyalty 
program with buy 10 times of spa treatment get 2 
times free of charge spa treatment or 20 times of spa 
treatment get 4 times free of charge spa treatment 
Spa operator should make sure that they could 
provide comfort and relaxing environment and 
serenity of atmosphere to spa goer as ability to relax 
was very important for male and female day spa 
goers to go to day spas as it is the most common 
reason that motivate spa goers to go to day spa. 
Considering that massage is the most popular spa 
treatment, spa managers should enhance skills of 
therapists in massage together with increase staff 
knowledge regarding the benefit of massages via 
training to make sure that they can deliver good 
service to spa goers. Spa managers should set 
standard and verification process for therapist in term 
of massage and asked therapist to follow this 
guideline. 
Spa managers should offer beautification and 
rejuvenation treatments which are facial treatment, 
body scrub, body wrapping, hand and foot care by 
promote the benefit of these treatment in helping 
female spa goers beautify and rejuvenate. 
Considering that most of day spa goers work as full-
time employee, day spas can offer special package in 
special occasion or on the end of the month that they 
got salary to promote as self -reward package or day 
spas can offer pain-relief or smooth muscle package 
or treatment to female spa goers who is official 
worker that tend to experience office syndrome. 
The most common reason that holding day spa goers 
from going to day spa more often is “they don’t have 
enough time” so day spa could offer 20-30 minutes 
for relaxing massage so that day spa goer can 
experience that they can relax and relieve their stress 
even though they have time less than one hour. 
This study also provides useful information to spa 
managers about what is the importance attributes of 
service quality for each gender. Therefore, spa 
managers can pay attention to key attributes that 

contribute to a more remarkable spa experience for 
each gender.Day spas should pay attention to 
reliability and tangible dimension to attract female 
spa goers whereas they should pay attention to 
responsiveness and tangible dimension to attract male 
spa goers. 
The results from IPA analysis show that major 
problem of service quality link with spa employee ‘s 
performance so that spa education and training is 
needed. In house spa training could be an option due 
to the limited budget of day spa. In house training   
could ensure all therapists to deliver the same service 
and follow the same protocol is one of good strategy.  
 
LIMITATION 
 
There have been several limitations within this 
research as follow.  
1.The limitation of this research may result from the 
sampling method which is a non-probability, 
convenience sampling. The sample size with lower 
than the number that could be representative of the 
total population of Bangkok. Therefore, this result 
should not be comprehended as representing day spa 
industry in Thailand and should be interpreted 
cautiously for representing day spa industry in 
Bangkok until there are larger study to support. 
2.There are age and current employment status 
difference in this study with can be one of the factor 
that impact the results of this study apart from 
difference in term of gender. Spa owners must 
consider before applying the results from this 
research with their spa. 
3.IPA analysis was applied in the research without 
specify brand of day spa that respondents have visited 
to identify improvement priorities for overall picture 
of day spa service quality. Spa owners must consider 
before applying the results from this research with 
their spa. 
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