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The objectives of this study were to investigate: 1) behavior on the selection of
Maejo golf course club service using; 2) marketing factors in the selection of service using; and 3)
problems encountered and suggestions in the selection of Maejo golf course ciub service using.
Respondents in this study consisted of 250 members of Maejo Golf Course Club. A set of
questionnaires was used for data collection and analyzed by the Statistical Package.

Findings showed that most of the respondents were male, 51-60 years old,
married, Bachelor’s degree graduates, and business owners. Their average monthly income was
more than 50,000 baht,

With regards to behavior on the selection of Maejo Golf Course Club service
using, it was foundh that the respondents played golf because it was their favorite sport. They
applied for the club member because member fee was inexpensive and the golf course was
perfect. The respondents perceived about Magjo Golf Course Club from close friends and their
friends were part of the decision-making to use the services of the club. They played golf with a
group of 4-6 people each time and they usually played golf on Saturdays during 12:01-14:00 and
once or twice a month.

Based on marketing factors effecting their decision-making to use the service of
Maejo Golf Course Club, the respondents had a high level of the perception of the creation and
physical image, personnel, distribution channel, price, process, and product/services respectively.
However, they had a moderate level of the decision-making to use the services based on market

promotion.

For problems encountered, it was found that the respondents had a high level of
problem in price (service change) and they had a moderate level of problems in the following:
market promotioh, personnel, product/services, distribution channel, process, and the creation and

physical image presentation, respectively.





