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Marketing Plan for One Beauty Clinic In Mueang Chiang Mai District
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ABSTRACT

The study on “Marketing Plan for One Beauty Clinic in Mueang Chiang Mai District”, aims to arrange
the marketing plan for a beauty clinic as a branch of an authorized franchise dealer who has the franchise
contract with a famous beauty clinic in Bangkok.

Visions of this clinic are to be the best clinic in northern region for facial contouring and holistic
beauty cares with standard and service excellence and to receive high recognition reputation for its services
from the customers. Missions of the clinic are to provide professional services and consultations by the
extensive experienced specialist team with advanced-safe-and standard technologies. Targeting of this
beauty clinic includes short-term goal covering the period of 1 year and long term goal covering the period
of 2-5 years. The short-term goal is to have high recognition reputation on anti-aging expertise. This goal

can be assessed by the survey, of which the results must present that the clinic and its strength are well
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acknowledged by over 80% of people in Mueang district, Chiang Mai province. In addition, they must realize
that the clinic can provide quick and safe treatment results to its customers.

Considering on the implementation of the aforementioned marketing plan, it can be predicted that
in year 2021, the company will earn the revenue at the certain amount as estimated. This prediction is
based upon the calculation done by multiplying number of customers by average service fee per person
under the hypothesis that the average service fee will not be changed from year 2021. According to the
budget for annual expenses, the clinic will have three types of marketing expenses i.e. variable cost, total
fixed cost, and promotion cost. Marketing controls of the clinic includes annual controlling plan and
efficiency controlling plan. In addition, the contingency plan is arranged in preparing the clinic to cope with
unpleasant situation that the clinic fails to achieve the goal; and displeasing impacts caused by

uncontrollable external factors.
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