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Abstract 1 6 8 0 5 O

The purpose of this study was to investigate usage and needs of spa products in spa
establishments. The subjects of the study were 250 managers of those establishments.
Questionnaires were used to collect the data. Percentages, arithmetic mean, standard
deviation, Chi-square, t—-test, ANOVA, Scheffe analysis were employed to analyze the data
via SPSS for Window software.

The study revealed that aromatic oils were mainly used in most spa establishments.
Their therapeutic properties were mainly taken into consideration. The products were
generally made known by sales representatives. Packages that could prevent the products
from deterioration were preferable. Checks were favorably used for payment of the
products. Salespersons’ impressive services were a factor affecting the informants’ choices
of products. The first buy was made after the demonstration and trial with the distributors
with quality goods. The same brands were normally purchased. With respect to hair care
and facial care products, the investigation unveiled that the responders liked to buy the
products from distributors. Shampoo, facial massage cream, massage oils, and aromatic oils
with lavender scent were used the most in the spas.

It was also found in the study that the first five major factors affecting needs to buy
spa products were reliable quality, reasonable price, sales assistants’ proper suggestions,
safety warranty sign of F.D.A., and prompt delivery service.

With respect to the relationship between the usage of spa products and the
background of the establishments, the investigation revealed that factors affecting usage of
the goods in different types of spa business were method of payment, popular hair and
facial care products, how to choose hair care products, sales distributors of facial care
goods, how to choose aromatic oils, facial care and skin care products. In addition, factors

affecting usage of spa products in relation to the number of employees of the establishments
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included how to choose the products, media introducing the products, method of payment,
popular hair care products and how to choose them, favorite distributors of skin care
products and aromatic oils. Only one factor each was found affecting usage of spa products
in relation to the age and the investment of the establishments; that is, favorable facial care
product distributors, and aromatic oils distributors The comparison of needs to use spa
products in the spa establishments of different backgrounds revealed 6 differences by types
of the establishments, 2 by business age, and 5 by investment forms. The significance of

the study was set at the level of .05.
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