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ABSTRACT
The purpose of this study was to reveal the characteristics of the demographic variables, participating motivation, decision factors on
choosing Day Spa and participating satisfaction. In order to probe the correlation on their participating motivation, decision factors,
participating satisfaction and also loyalty, the questionnaires were distributed and measured with Likert 5 scale. The subjects of this
study were the Day Spa goers in Taichung. 195 valid samples were successfully collected. Descriptive statistics, one way ANOVA,
correlation and regression analysis were applied for data analysis. The findings and conclusions were as follows: 1.Most of Day Spa
goers were female. Their age was between 21-40. Most of them owned the degree of college or above. Most of their monthly income
were between NT$20000 and NT$60000. 2.Most of Day Spa goers went to Day Spa once a month. Most people experienced the
treatment within 2 hours. The price under NT$3000 can be acceptable. Most of them preferred to go alone to Day Spa. 3. The main
motivations to go Day Spa were the beauty needs, physiological needs and safety needs. The most important decision factors for
choosing Day Spa were the professional therapists, their service quality and better environment and setting. The Day Spa goers were
most satisfied with the professional knowledge/skill and service quality of therapists. 3. The partial correlation was found between
participating motivation and decision factors for choosing Day Spa and they had influence on participating satisfaction.
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