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ABSTRACT

The objectives of this research were (1) to examine the demographic factors
which includes sex, age, marital status, educational status and income that influence
the decision to purchase aesthetic clinics in Chiang Rai Province, and (2) to investigate
the marketing mix factors based on the 4Es model that affect consumer purchasing
decisions for aesthetic clinics in Chiang Rai Province. This study employed quantitative
research methodology. The sample consisted of 385 consumers who used aesthetic
clinic in Chiang Rai Province, selected using convenience sampling. The research
instrument was a questionnaire. The statistical analyses used in this study included
percentage, mean, standard deviation, and hypothesis testing using t-test, one-way
ANOVA, and multiple regression analysis.

The results revealed that most respondents were female (195 persons,
50.65%), aged between 31-40 years (147 persons, 38.18%), single (237 persons,
61.56%), employed in private companies (146 persons, 37.92%), and had a monthly
income of 10,001-20,000 baht (135 persons, 35.06%). Regarding demographic factors,
age and educational level were found to significantly influence the decision to
purchase aesthetic clinics at the 0.05 level. In contrast, gender, marital status,
occupation, and income showed no significant effects on purchase decision-making.
For the marketing mix factors based on the 4Es model, the findings indicated that
Experience, Exchange, Everywhere, and Evangelism had a statistically significant

influence on purchasing decisions for aesthetic clinics in Chiang Rai at the 0.05 level.



Overall, the results highlight that aesthetic clinics should emphasize key marketing mix
components to better understand the needs and behaviors of their target customers,
enabling them to design more effective marketing strategies and build sustainable

competitive advantages.
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