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ABSTRACT

Advances in wireless and mobile technology have enable people all over the world to
access numerous services through but the tip of their finger. Millions of mobile applications
have been created and integrates itself into business. The spa and massage, one of the popular
and well-known industry in Thailand, is also one such business which adopt mobile application.
Nonetheless, many of them have yet to accept this technology into its fold. This study aims to
clarify why that is such the case. Three factors, company profile, ppplication features, and
perceived benefit, have been propose as the potential factors that have relation in influencing
Thailand’s massage and spa business owner’s intention to use mobile application. A qualitative
study using in-depth interview with 15 massage and spa business owner in Bangkok and
Nonthaburi.

The result of the study indicates that company profile, application features, and
perceived benefit are factors that influence the massage and spa owner’s intention to use mobile
application for their business It is also found that the three factors have influence on one
another. Owner’s experience with technology have also shown to affect the degree of influence
the three factors have toward the owner’s intention to use mobile application for their business.
Nevertheless, the scope of the sample of the study is quite limited, so further research into the
topic to compare the data and verified its reliability is recommended
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Introduction

Thailand is a country that have its economy mainly comprise of three sectors,
agriculture, manufacturing, and service. Among the three, service sector, which encompass
many industries including but not limited to tourism, health, communication, and transport,
contributing the most toward the national income (CIA, 2017). Over half of the Thailand GDP
come from services and around half of the jobs the total labor forces end up with are also here
(CIA, 2017).

Among the service sector is spa and massage business which customers both foreign
and local have been enjoying, mainly for relaxation and as a mean for rewarding themselves
(Bordoloi, Bergado, Jacka, & Khiewsanun, 2014). It has also become even more prevalent in
recent years due to the increase popularity of Thailand’s medical tourism and its usage as
alternative medicine (Eden, 2012). The spa and massage saw a high growth of 202 percent
from 2002 to 2009 and resulted in Thailand becoming the country with the highest numbers of
spa within the region (Update Thailand Spa, 2009). In 2015, the Spa business and selling of its
commodity have generated around 2 billion THB from tourist alone (Department of
International Trade Promotion, 2014).

However, with the advancing of the technological development in the world, many
services would need to adapt to the change it bought. In recent years, the usage and ownership
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of mobile devices and the availability of the internet have been seeing a rapid growth
worldwide. According to Statista, the number of smartphone users worldwide is 2.32 billion,
while the users in Thailand alone is 24.14 million in 2017, an increase of almost 10 million
from 2013. As for the internet, the number of users in Thailand in 2016 is approximately 43
million or around 64 percent of the total population with over 90 percent accessing it through
smartphone (Sullivan, 2017). This is the result of the increases availability and diversity of
mobile device along with its greater computing power (Lee, 2016). The better infrastructure
such as wireless coverage range and higher speed also add to the equation. Because of that,
customers have started to revolve their lifestyle and activities around mobile device and internet
(Daim, Aldhaban, Justice, & Basoglu, 2014, Aldhaban, 2016). This lead to many businesses
needs to change their approach to be more accommodating to these different (Rampton, 2015).

Currently, there are many smartphone technologies, with mobile application being the
most prominent, that created and use in all kind of industries from banking, hospitality,
transportation, and so on. As of March 2017, there are 2.8 and 2.2 million apps available for
Android and Apple users in the world respectively (Statista, 2017). The numbers of apps
downloaded worldwide have also reached a very high level with 149.3 billion apps being
downloaded in 2016 and are predicted to reach 197 billion in 2017 (Statista, 2017). Businesses
in Thailand have also followed this trend and start to become more proactive in adopting the
change, creating new avenue for marketing and operation (Wang, Liao, & Yang 2013).

There are several mobile applications that are made to incorporate spa and business into
their features at the moment. Many businesses took it in stride and integrate new technology
into their operation, especially the larger business. Nonetheless there are many more that
haven’t shown sign of accepting or acknowledge it yet. No matter how much the customers
show interest toward the usage of mobile application, it would still be pointless if the owners
doesn’t actually adopt it. Presently, there haven’t been any substantial study into this particular
topic. Therefore, with the finding of this study, it would help in understand which factors could
influence the business owners to become more accepting toward the mobile technology and
adopt it for their business.

This study aims to investigate some of the potential factors, which are company profile,
application features, and perceived benefit, to find out whether they have any influence on the
owner intention to use or not. The study thus, propose 3 propositions as follow:

Proposition 1: There is an influence from the company profile on the spa and massage
business owners’ intention to use mobile apps for their business.

Proposition 2: There is an influence from the features of the mobile apps on the spa and
massage business owners’ intention to use mobile apps for their business.

Proposition 3: There is an influence from the perceived benefits of the mobile apps on the
spa and massage business owners’ intention to use mobile apps for their
business.

Investigating Constructs
This study addresses the intention to use of spa and massage business owners in

Thailand. The proposed factors which are company profile, application features, and perceived

benefit were examines to identifies their possibility in influencing the owner intention to use

mobile application. The definitions of key terms in this study are described as follows:

- Mobile application (commonly known as app) is a type of software application
designed to run on a mobile device, such as a smartphone or tablet computer. It is usually
distributed by the owner of operating system through platform like Apple App Store or
Google Play. It also being used as a way to make it easier for the user to use service that
are more commonly use on desktop like YouTube or Facebook. (Wang, Liao, & Yang
2013)
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- Owner: The owner that are mentioned in this study refers to the one who have the full
ownership of their spa and massage business and able to dictate the policy and change
within it.

- Intention to use is the thought of groups or individual toward particular subject which
mandates their decision by demonstrate willingness to use something, information
technologies or other kind of new technologies in this case, a mobile application for
massage and spa business, or not (Dillon & Morris 1996).

- Company profile is the status of the spa and massage business, particularly, the type of
business (Spa or Massage Parlor), the size, the experience, and its infrastructure to
support mobile application usage.

- Application Features is the distinguish characteristics that set the application apart from
other similar application that are design to be used for/with spa and massage business.
This include differences such as the usage difficulty level or the functions the apps
provided.

- Perceived Benefits is the belief that something favorable or positive would occur to the
user in response to doing certain behavior or specific action.

To further understand the relationship between the three factors and intention to use in
technology context, the following relevant studies have been reviewed. One of the oldest model
that have been used for understand information system technology adoption is The Theory of
Reasoned Action (TRA) which was developed by Fishbein and Ajzen in 1975. This theory
explains that the user intention to do certain action or behavior are influence by the user
personal attitude on the subject, meaning what users perceived could influence their action.
Following that, Technology Acceptance Model (TAM) (Davis, Bagozzi, & Warshaw, 1989)
was later developed and explained that how much does individual accept and adopts the usage
of technology is depending on two beliefs. Perceived usefulness is the degree the individual
perceived technologies or system to increase the user performance while perceived ease of use
is degree the users perceived it to effortless. These two factors will affect the user attitude
toward the technology and influence their decision and behavior regarding it.

A research using TAM to try to understand the factors that drive users’ intention toward
the adoption of three mobile application being internet access, mapping services, and games
using had been done by Verkasalo, Lopez-Nicolas, Molina-Castillo, and Bouwman, (2010).
They find out that individual perception toward themselves regarding the ability to use mobile
service without trouble is one of the factors which is a barrier toward their adoption of the
technology. The perceived usefulness has been identified as the driving force for the user
behavior toward adoption as well. They also explain that TAM or similar theory shouldn’t be
used to study mobile technology in general, but it is recommended to address individual mobile
service or technology specifically.

A study into the intention to adopt mobile payment have also been conducted by
Abrahao, Moriguchi, and Andrade (2016) based on the Unified Theory of Acceptance and Use
of Technology have indicate that performance expectation and effort expectation play a
significant role in the subject. The study explained that the technology having a good
performance and is easy to use are two of the decisive factors that influence the user’s adoption.
Additionally, Studies of application usage in many type of business (Liu, Mbachu, Mathrani,
Jones, & Mcdonald, 2017) and on other online technology (Lee, 2009) have also found that the
perceived benefits are one of the factors that affect the user intention to use or adopt the
technology. Many studies have also highlighted that how difficult a technology or software is
to use have significant effect on the users’ intention to use that technology (Kim, 2012,
Cianciotta, 2016).
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Methodology

The research is a qualitative research design that uses depth-interviews to collect data
from the respondents. The research adopted purposive sampling method by doing depth-
interviews with the owners of small, have 5 or less masseurs, and medium, have 5 to 10
masseurs, massage and spa business. The areas in which the data collection is focusing on are
only limited to two areas being Yannawa District in Bangkok and Mueang Nonthaburi District
in Nonthaburi due to the time constrain. The data are recorded through the usage of audio
recording, note taking, and a check list.

The data are sorted into few key words and facts. Then, they will be analyze with
content analysis method using summative approach which involve examining and comparison
of the data that are categorized, followed by interpretation of those data (Hsieh & Shannon,
2005).

Results and Discussion

This study collects the data from 15 spa and massage business’s owners located in
Yannawa district, Bangkok, and Muang Nonthaburi district, Nonthaburi. Among the 15
respondents, 10 (66.66%) are massage parlor and 5 (33.33%) are spa owners. Out of that, 6
(40%) massage parlor employed five or less masseurs while 4 (26.67%) massage parlor and all
5 (33.33%) spa have between six to ten masseurs. Only 2 (13.33%) of the massage parlor that
employed five or less masseurs have been opened for less than two years while the remaining
13 (86.66%) have been opened for two or more years. The age group and gender distribution
of the respondents are 1 (6.67%) being between 25-34, 4 (26.67%) are 35-44, and 5 (33.33%)
are 45-55 with 8 (53.33%) being male and 2 (13.33%) being female for massage parlor. As for
spa, 2 (13.33%) are 35-44 and 3 (20%) are 45-54 with 1 (6.67%) being males and 4 (26.67%)
being female. Other than that, all of the 15 (100%) samples have internet access at their store
as well as having in possession of mobile devices that could use mobile applications.

The research has found that the different in type, size, and experience of the business,
have shown to have influence toward the owner’s intention to use certain type of application
with varied degrees. The type of business has make it so that some application features is more
useful than the others. This is indicated by how the spa business which show the trend of having
higher interest in promotion than massage parlor is more active in adopting the usage of
application that help in that regard. Factor such as size also limited degree in which the owners
could make use of some features. Application like massage delivery service require for the
masseur to relocated to the appointed place which make it difficult for small business with
limited amount of employee to do so since it would cut into their main sources of income. This
result has been supported by other study into technology adoption in small business (Thong,
1995, Teng 2000). As for the business experience, not much evidence has indicated it influence,
but it is also possible to be due to the low number of new business in comparison to the old
one. Similarly, the infrastructure that support the usage of mobile application does not clearly
shown to influence any other factors. This could be due to the fact that all the samples have
internet access and possessing mobile device while the possession of PC does not factor
anything. As a result, a comparison cannot be done and a conclusion are unable to be reached.

As for the application features, the study reveals that it also has relationship with the
owner’s intention to use the mobile application for their business. What the application has to
offer are shown to affect the owner’s intention differently which is parallel to the result of the
study of software feature on software adoption by Kim (2012). It is also influence by other
independent variables and factors like the personal experience having played quite a significant
role (Nugroho, Susilo, Fajar, & Rahmawati, 2017). Other than that, the degree of difficulty of
the usage and management of the apps have also shown to affect their interest in adopting it
for their business. The apps that require lower level of supervision to operate by the respondents
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have receive higher amount of interest while apps that the owner have difficulty using tend to
receive lower amount of interest. This is consistent with many studies that indicate the
significant influence by degree of usage difficulty on the technology adoption intention
(Celuch, Wal, Saxby, & Ehlen, 2011, Aldhaban, 2016, Naicker, & Merwe, 2018) In addition
to that, the degree of technical support given by the apps developers have shown some
influence, but are depend on both the degree of usage difficulty of the application and the owner
experience in using technology and so, have more of a minor role in affecting intention to use
than the function of the feature and the ease of use.

In terms of perceived benefits, the study has indicated that there is relationship between
the owner’s intention to use the massage and spa application. The respondents’ opinion on the
degree of how much each type of application would improve their business are shown to have
correlation with the choice of application that they would adopt. This have been in accord with
other researches on similar topics (Lee, 2009, Aldhaban, 2016) Aside from that, it is founded
that one of the factors that reduce the appeal to the adoption is the lack of pressure from both
the customers and business situation. Many of the respondent have deem some application to
be unnecessary due being to contend with the current state of their operation and no demand
from the customers to initiate any changes.

In conclusion, the study suggested that the all of the three factors, consisting of
company profile, application features, and perceived benefit have influence the owner’s
intention to use mobile application for their business to a different degree. There’s also seems
to be correlation between the three factors which make them influence one another.
Additionally, the result indicated that the experience with technology have influence over the
application features. The familiarity with similar type of application have increase the interest
level of some owners like with the online transaction feature of the apps are more accepted by
owner with prior experience of using online banking while those with no experience appear to
be wary of using it. This also conform with the study by Rotchanakitumnuai & Speece (2003)
regarding barrier to internet banking where those without prior personal interaction with
internet banking are more likely to show disinterest toward using it. This result shows a
similarity with the study on small business internet commerce adoption by Teng (2000) which
show that the CEO experience with technology, business size, technology complexity, and the
perceived benefit have significant impact on the extent of the adoption.

Implication of the Study

1. From the study, many of the spa and massage owners are shown to favor application that
are easy to use and require low level of attention from them to manage. This indicates that
the apps developer should looks into ways to make navigation and management to be as
simple as possible to increase their interest. This also include technical support aspect since
providing too much details would be counterproductive with how owners prefer things to
be simple

2. The owners without prior experience in using online banking or similar software tend to be
wary of using apps like that. Therefore, an apps that offer service that can only be done
through online transaction are ill-advised. Providing the option for an alternative method
of payment through more traditional means as well are recommended.

3. Different kind of function have shown to appeal to different kind of people. However, other
factors like the company profile could affect how likely are they to adopt the technology.
It is advised to take in consideration of the external factors that could influence the targets
since it might limit their acceptance of the technology despite being design to perfectly
appeal to them.

4. The function of the application, the degree of usage difficulty, and the potential benefit it
provides to the business in terms of acquiring new customers are what the respondents
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mainly influence by. The future researcher could use these factors as based to form model
for the purpose of studying massage and spa owner’s intention to use mobile application
and other kind of technology or on similar topics.

Despite the lacks of interest for the massage delivery feature by most of the owners, the
study has found that some of the masseur have done similar service by themselves. Further
study into this subject could be done since it could potentially lead apps developer to shift
their attention to accommodate masseur as freelancer instead of the massage and spa
owners.

Limitations of the Study

1.

The study focuses on the small and medium sizes spa and massage business hence, the
result might not be applicable to the larger business. The large massage and spa owner
might have different view, so it is recommended for the future study to includes them as
targets of the study.

This study uses purposive sampling method to select the samples which resulting in the
searching criteria being subjective to the researcher and might not be completely arcuate in
representing the whole population.

The scope of the study is limited into two areas within Bangkok and Nonthaburi province,
so the result can’t be generalized for the Bangkok or Thailand as a whole. A future research
might expand the scope to encompass larger areas or in different region of Thailand.

The data in some parts of the study are too limited regarding the number of its
categorization and somewhat subjective to the researcher opinion. This resulted in data not
being very clear and somewhat subjective to the researcher opinion. Future study should
have a clear categorization for the respondents’ opinion to make the resulted analysis more
objective.
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