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The purpose of this research is to study personal and marketing factors.
influencing decision behavior on selection of golf courses service in the eastern region
the sample group consisted of 400 Thai people who were rendered golf course service
in the Eastern Region and randomly distributed questionnaires. Data collection was
completed through questionnaire randomly distributed to 360 Thai consumers of golf
courses. Frequency, percentage, means, Chi-square, Spearman’s Correlation, ANOVA
and Pearson’s Correlation. Analysis was employed for the analysis of the data SPSS for
Windows was used for data processing.

The results were as follows:

It was found that most respondents were males with Bachelor's degree whose
ages were between 40 - 49 years old. Most of them were business owners/businessmen
whose average monthly incomes were between 35,001 - 45,000 Baht. They had
experience for playing golf less than 3 years; handicap was 12 - 22.

The customers’ behavior for playing golf was 4 - 5 times a month on Saturday
and Sunday during 9:01 - 12:00 a.m. They revealed that they had to pay 2,487.47 baht
a time on average when they went to the golf course.

Based on the study of marketing mix factors concerning the selection of golf

courses, it was found that most respondents paid high attention to product and service
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factors and distribution factor the respondents; paid moderate attention to price and
promotion factors.

Results indicated the relationships between personal factor, marketing factor
and use of service behavior as follows:

1. Customers’ Sex had not correlated with golf playing behavior in terms of
duration of times.

2. The level of education had not correlated with golf playing behavior in terms
of times per month.

3. Customers' occupation did not affect the number of times using golf course
service per month.

4. Customers' income positively correlated with times of playing golf a month
at 0.05 of significant statistical.

5. The product and service factors positively correlated with times of playing
golf per month at 0.05 of significant statistical.

6. The prices had not correlated with times of playing golf per month.

7. The distribution factor positively correlated with times of playing golf per
month at 0.01 of significant statistical.

8. The promotion factors had not correlated with times of playing golf per

month.





