Summary of Thai Massage paper
	As one of the factors that make Thailand famous and be attracted to tourist is Thai massage, however, the price of Thai massage is varied among places depending on therapist professional skills, design, atmosphere, and hygiene which all can be grouped as service quality. So this paper is mainly focusing on Thai massage industry where the main question is “Are there any other factor affecting price apart from service quality?” and from this question, the authors decomposed key questions into 3 inquiries; (1) what makes up Thai massage pricing model other than service attribution?, (2) does the distance from BTS and MRT affect Thai massage price?, and (3) which attribute apart from service quality has the most impact to Thai massage price?
	The methodology used to analyze the answer is hedonic pricing regression model, one type of multiple regression, which is the model used to identify price factors affected from both internal and external factors. The way they collected data was conducting through research in website whether on review and rating from tripadvisor.com, monthly active on Facebook, measuring distance between massage places to BTS or MRT via Google map. These are all considered as secondary data and the data’s type is cross-sectional data. Moreover, the area covered in this paper are the places with high competitive intensities; Bangrak, Dusit, Klongtoey, Pathumwan, Phra Nakon, Ratchatewi, Sathorn, and Wattana. The dependent variable (Y) is Price in term of Thai baht per person per hour. For the variables included in regression equation are; (1) Review from tripadvisor.com, (2) Rating also from tripadvisor.com, (3) Social whether the place has been monthly active on Facebook or not, (4) MRTBTS for measuring distance, (5) dummies for located in hotel department or not, have parking lots or not, selling own product other than massage service or not, have its owned website or not, and located in the focusing area or not. From my opinion, the method applied in this paper is appropriated and data is reliable due the number of sample observation (237 observations). However, there is no probability measured in this model. 
[bookmark: _GoBack]	According to the process of analysis, the result implies that the most significant factor that impact the Thai massage is whether it locates in hotel department or not. In addition, there are some several factors that also significant to pricing method whether Thai massage place has parking lots or not, rating of the place, and owned website or not. However, the factor of hotel department has high correlation with the parking lots because most of the hotels are providing parking lots to their customer, so it may appear multicollinearity problem. So the authors choose to drop out hotel department factor and, as a result, the parking lots still have significant impact to price of Thai massage same as owned website and rating. However, there are new factors appear after this which are owned product and place near Sathorn. 
	From my point of view, the topic is quite interesting on how the price is significantly dispersed across places even with non-attracted place to tourist and the result is convincing because most of the significant factors are related to the convenience aspect where people might willing to pay more for it as well as branding loyalty. 

