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The purposes of this research were to study the marketing mix factors that have
influence on the decision of choosing a fitness center and to compare sex, age, education
level, career, monthly salary, and marital status of consumers that have influence on the
decision of choosing a fitness center. There were 400 samples in this study which were 20-59
years of age residing in Bangkok. Questionnaires were created and used as the research tool.
The collected data were analyzed and presented in terms of percentages, means, standard

deviations, t-test, and one-way ANOVA by using the SPSS program.

The results were as follows:

1) Consumers gave importance to the overall marketing mix at a high level. Although,
when considering the factors, it was found that every factor such as product, price,
place, and promotion were at the high level.

2) Comparisons of the consumer’s marketing mix factors, sex, age, education level,
career, salary, and marital status, which have influence on the decision of choosing a
fitness center were found that consumer’s difference in sex, age, education level,
career and salary result in giving importance to the overall marketing mix such as
product, price, place, and promotion significantly different at the level .05 while

marital status has no significant difference at the level .05.





