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The objective of the comparative study of health and physical fitness center marketing model: the study
between Bangkok metropolis and changwat Khon Kaen was to study and compare the service marketing mix,
general condition and administration type of the fitness centers in Bangkok Metropolis and Khon Kaen
Province as well as the factors of marketing mix towards the consumers’ decision in entering the fitness centers
in Khon Kaen. The data was collected by interviewing 11 owners and staff of the fitness centers in Bangkok
Metropolis and Khon Kaen Province and distributing the questionnaires to 400 fitness centers’ customers in
Khon Kaen Province. The data were analyzed by using frequency and percentage and mean.

The result of general condition and administration type of the fitness centers in Bangkok Metropolis and
Khon Kaen Province found that there were the similar service patterns included group and individual
exercising, monthly and prepaid service rates and product placement in products and services, prices, personnel
and service process.

The result of the factors of marketing mix towards the consumers’ decision in entering the fitness
centers in Khon Kaen revealed that the Bon Physique Fitness KKU was the most well known fitness center
among the customers. Moreover, most of customers entered this fitness center. According to customers’
opinions in creating the prominent points of Bon Physique Fitness KKU, the customers suggested that Bon
Physique Fitness KKU should emphasize in setting the clean and beautiful inside and outside atmosphere. Its
service providers should be skilled in all services. Also, it should provide the appropriate uniforms and service
rates. Moreover, the study found that the objectives of the customers in entering the fitness center were to relax
and reduce their tension and to be healthy. Most of customers knew and received the services from the Bon
Physique Fitness KKU. According to the factors of marketing mix towards the consumers’ decision in entering
the fitness centers in Khon Kaen , it found that the customers put much importance in products and services,

prices, marketing promotion, personnel, service process and physical characteristics.





