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Abstract

This research article aimes to study: (1) study and compare the operational strategies
of health and beauty centers in Thailand by personal data of administrators in health and beauty
center and (2) develop strategic approaches to stimulate customer service behavior at health
and beauty centers in Thailand. This is a mixed research consisting of quantitative research,
the sample is 321 managers of health and beauty centers. The instrument used is a
questionnaire. Data analysis by finding the mean, standard deviation, t-test and One-Way
ANOVA. Qualitative research using in-depth interviews with 15 experts and content analysis.

Findings are as follows: (1) The operational strategies of health and beauty centers in
Thailand, as perceived by the managers, were at a high level. The aspect with the highest was
the business development operational strategy, followed by the customer operational strategy,
and managers of health and beauty centers with different personal data have different health
and beauty center operation strategies. (2) Strategic approaches for health and beauty centers
in Thailand to stimulate customer behavior include targeting specific customer groups,
reaching customers of all ages, disseminating information via social media, building customer
databases and using insights, increasing product choices, preparing for the future, building
brand image and communicating effectively.

Keywords: Operational Strategies; Health and Beauty Center; Service Behavior.
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