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Abstract 

This research aimed to study experiences and attitudes regarding the use of Aesthetic Clinics and 

Hospitals, and  to study experiences and attitudes that influence the decision making process in choosing to use 

services at aesthetic clinics and hospitals A questionnaire was used as the data collection tool, targeting a sample 

of 400 individuals who had previously used services at aesthetic clinics and hospitals The quota sampling method 

was applied ensuring an equal proportion of respondents across different areas, along with convenience sampling

The statistical methods used for data analysis included descriptive statistics, such as mean analysis, percentage, 

standard deviation and multiple regression analysis 

The research results revealed that the majority of individuals who have used aesthetic clinics and hospitals 

were female, accounting for 76 percent, most were aged between 22 and 23 years old and earning an income 

ranging betwee 20,001 30,000 baht Most service users visited aesthetic clinics approximately once per month, 

representing 62 70 The most frequently used types of aesthetic services were non laser treatments and botox 



 

 
253 

 

injections Overall, attitudes toward the services provided by aesthetic clinics and hospitals were rated at a high 

level Experience and attitude significantly influence the decision to use services at aesthetic clinics and hospitals 

at the 05 level  The research finding can be applied to marketing planning and the development of positive 

experiences and attitudes, in order to formulate appropriate long-term business strategies. 
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