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SPA MARKETING IDEAS

r‘ AND STRATEGIES TO
_‘ BOOST YOUR BUSINESS
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douwaunIvAIsaala KSo Marketing Mix

Spa Marketing Strategies &
Promotions
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WELLNESS AND SPA

A PERFECT DAY

PACKAGE
5 HOURS

COUPLE | SINGLE
THB 11,000 | THB 5,900

PRE-BOOK

ANY SPA TREATMENT

—- 15 % OFF

use code : PREBOOK15

BOOK NOW!!

Morning exercise, Herbal ':tLam Bath/ Jatu.m
A choice of Body Scrub, Aromatherapy Massage, A choice of Body Wrap
Hf_'lh]l ‘ip't Cuisine
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90 MIN MASSAGE "
(Between 10.00 AM - 1.00 PM)* _'__.-

Spal & e
Afternoon Tea ¢
Retreat

Dincember 2020 - Jamnuany 2021 Promation
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2 HOURS SPA SESSION
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Special Body Scrub For Only P r other

1 2 00 e FF treatments

o
| ety 850% [;%gl.ﬁx For reservation please dial O
—— b mm,; at 6.00 pm Email : swasanaspa.pk@impiana.com

Prices include 10% service charge and 7% VAT, {, ﬁ...f:__
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SPA PROMOTION @RS ()63

at Tamarind Village-Chiang Mai iR b

Promotion
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1) mMsaviasunisune (Sales Promotion)

2) misluueaun (Advertising)

3) msvielagunna (Personal Selling) KSaKudg
VIuU1Y (Sell Force)

4) msUs:zunduwus (Public Relations)

5) msaaranvasv (Direct Marketing)




anAduUwWus
(CRM-Customer Relationship Management)
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AsSABIanAAIMILLAzLEIYKIaNAT KU (Loyalty
Program)
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SPA STUDIOD
RELAX CENTER
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Physical Evidence
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Holistic Marketing
A1SOA10LLUUDVASIO U

Holistic
Marketing

Presentations are communication tools that can be used

as demonstrations, lectures, speeches, reports, and

more. Most of the time, they’re presented before an

audience. It serves a variety of purposes, making them %
powerful tools for convincing and teaching. \
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AIsaa1aduwusnw (relationship marketing)

A1saalaluuysaulns (integrated marketing)

AsaaranmaluavAns (internal marketing)

Perkormance
marketing

mMsaarawWonadSavovnsalliussa
(performance marketing)




nMsaaraduwusnw (Relationship Marketing)
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A1SQa1QlluUUSuUINIS
(Integrated Marketing)
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A1saaraneu
(Internal Marketing)
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A1SAILUUSSAD
(performance marketing)

UsznauTudreddda 5 dau

1) aunsou (financial perspective)

2) ahuanm (customer perspective)

3) awuas=udunIsMolu (internal
business process)

4) AMunisisgusilazwaul (learning and
growth)

5) yuuavnmvdumstaulandvdu
(sustainable growth)
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MODERN
FASHION
BRAND
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AU ATWUSAITS
(SERVICE QUALIT )



MODERN
FASHION
BRAND

a3l (Reliability)
A1SadUAUdLAIINGIVAIS (Responsiveness)
AINEINISaUdVRTKUSAIs (Competence)
A1sLd1avaIsusSals (Access)

ANIdse1Ae (Courtesy)




MODERN
FASHION
BRAND

as@adadaars (Communication)
A2uLGada (Credibility)

A INUadaAY (Security)
aistilduazais§dnanAi (Understanding /
Knowing the Customer)
and1WL0usUsssuuavaIsusais (Tangible)
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The Five Key Service Dimensions of the Servqual model

Reliability

.l-"-

Service
Expectation

Assurance
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~BeCce|ved

EAESEIRC Customer
Tangibles Service Satisfaction
_ Quality
Service
Empathy Performance

Responsiveness
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WORD OF MOUTH COMMUNICATION
PERSONAL NEEDS AND PREFERENCES
PAST EXPERIENCE

EXTERNAL COMMUNICATION



