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This research aimed (1) to study the decision behavior of teenagers to use the
beauty parlor services (2) to study the marketing factors toward the make decision
behavior of teenagers and (3) to compare the marketing factors that influence
decision making behavior of teenagers. The research population was the students of
Suan Dusit University. The sample group was 400 students. The statistics used for
data analysis were percentage, mean, standard deviation, t-test, F-test (one way
ANOVA) and pair comparison LSD multiple contrasts.

The research found that:

The participants with were mostly female age 18 — 20 years old in the faculty
of management science, with monthly income 5,000 - 10,000 baht from their
parents, the most commonly used beauty parlor business was the Wuttisak Clinic.
The main objective of services using was the face problem caring. The participants
made decisions services used were facial care themselves, 1 time per week, the cost
was less than 1,000 baht, and they consulted friends or experienced patrons before
decision making.

The marketing factor toward for decision making of using the beauty parlor
business was in the high level for aspects and each item such as the services staff
aspect that emphasizes the reliability and reputation of the doctor, the product and
image services aspect that emphasizes and reputation of services business and
services safety, the marketing channel aspect that emphasizes the hygiene of
services, the services process aspect that emphasizes with every step of each service,
the physical aspect that emphasizes decoration and beautiful business, the
marketing promotion aspect that emphasizes every media advertising such television,
radio, printing media, the price aspect that emphasizes with the details before

decision making as priority.



The comparison found that gender, age, and income were different in the
overview and each aspect to the marketing factors toward the decision making
behavior was not different at the statistically significant level of 0.05. The different
faculty and income in overview factor toward the decision making behavior was

different at statistically significant level of 0.05.



