KEY FACTORS INFLUENCING CONSUMER DECISIONS IN CHOOSING
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ABSTRACT

This research aimed to study (1) the decision-making process of people in
Bangkok in choosing to use fitness center services. (2) Decision making in choosing to
use fitness center services classified by demographic characteristics. and (3) The
marketing mix (7P) that influences the decision making in choosing to use fithess center
services of people in Bangkok.This is quantitative research using a survey method. The
sample group consists of 385 people in Bangkok, by using purposive sampling.
Statistical analysis of the data included frequency, percentage, mean, standard deviation,
one-way ANOVA, and multiple regression analysis at a statistical significance level of
0.05.

The research findings indicate that people in Bangkok have the highest overall
level of decision-making power in choosing to use fitness centers. People of different
genders and occupations make different decisions when choosing to use fitness centers,
and all aspects of the service marketing mix influence the decision-making process of
people in Bangkok when choosing to use fitness centers.

Therefore, a strategic approach for fitness center entrepreneurs should be to
define their target customer group and develop a marketing mix strategy that aligns with
consumer behavior and needs.

Keywords: Decision making, Fitness center, Service marketing mix (7P), Demographic

characteristics, Bangkok.
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