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ABSTRACT

The purposes of this study were (1) to examine demographic factors influencing
consumers’ decisions to purchase services from wellness business in Chiang Rai
Province, and (2) investigate the corporate image factors affecting consumers’ service-
purchasing decisions in wellness business in Chiang Rai Province. This research
employed a quantitative approach. The sample consisted of 385 consumers who had
received services from- wellness business in Chiang Rai. The sample was selected
through purposive - sampling. 'The research instrument was the questionnaires.
Percentage, mean, standard deviation, and multiple regression analysis were used.

The findings revealed that most respondents were female (64.16%), aged
between 31 and 40 years (53.51%), married (55.84%), and held a bachelor’s degree
(83.64%). The majority were government officials, state enterprise employees, or
private-sector employees (65.97%), with an average monthly income between 15,001
and 25,000 baht (61.56%). The comparison of demographic factors and purchasing
decisions revealed that gender, age, marital status, educational level, and monthly
income had statistically significant effects on service-purchasing decisions at the 0.05
level. In contrast, occupation did not significantly influence purchasing decisions.
Regarding The findings of the study indicate that all seven dimensions of corporate
image exert corporate Identity, Corporate Reputation, physical environment, Service
Offering, Contact Personnel, social responsibility, and digital image were significant

predictors of purchasing decisions for wellness business in Chiang Rai. The findings



suggest that wellness business should prioritize the development of a strong corporate
image to enhance competitive differentiation, strengthening consumer trust, and

promoting sustainable growth within Chiang Rai’s wellness business.
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