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The aim of this research is to study service marketing mixes influencing facial
beauty businesses, and involves a case study of users in Ubon Ratchathani in
accordance with the framework of the “7 Service Marketing Mix”: product, price, place,
promotion, people, physical environment, and procedures. In this study, semi-
structured interviews were used as a tool for data collection from 24 users and had
previously undergone facial cosmetic surgery in Ubon Ratchathani, from April to May
2019, and content analysis was employed for the data analysis. The results found that
the service marketing mix influenced the operation of the facial cosmetic surgery
business.

The findings found that as for the staff, people primarily valued the experience,
knowledge, and expertise of the surgeon. The product aspect was mostly concerned
with the safety standard of surgical materials, medical equipment, and medical
appliances. The marketing promotion aspect largely focused on celebrity marketing.
The price aspect primarily emphasized suitable prices commensurate with the quality
of service. For the distribution channel, a convenient location for the cosmetic surgery
center was considered the most important. Consumer views on the physical
environment emphasized the need for cleanliness and order in the facility, along with
clear directions to the service point. For the process of service, the users gave priority

to efficiency.



