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Abstract

This research aims to study factors related to entrepreneur that impact on relationship
quality between entrepreneur and consumers in the spa business. This study also focuses
on the implementation of relationship marketing theory in SMEs by studying the various
theoretical variables that can describe quality relationship between consumer and service
provider in the spa business. Moreover, this research also studies the relationship between

demographic factors and long-term relationship between consumers and service provider in the
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spa business, and the behavior of using spa service of consumers.

The findings shows that five independent variables have the significant effect on relationship
quality, they are customer’s satisfaction toward service provider’s employees,
customer’s familiarity with service provider’s employees, customer attitude toward service
location, customer attitude toward entrepreneur and familiarity with spa entrepreneur.
However, another independent variable, customer attitude toward provided service, does not
affect relationship quality significantly. The study, the relationship between demographic
factors and long-term relationship between consumers and spa business service provider,
is also found that female users have the level of long-term relationship higher than male
users. The levels of long-term relationship of people who have high income are higher than
low-income people. It is found that the longer term relationship with service provider, the

higher level of significant relationship.
Keywords: Customer Attitude, Familiarity with Spa Entrepreneur, Relationship Quality, SMEs
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