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ABSTRACT 

 

This independent study aimed at studying the services marketing mix affecting 

people in working ages towards choosing artificial-grass football fields for rent in Chiang Mai 

Province. Data were obtained by the distribution of 300 questionnaires to customers of 14 

artificial-grass football fields in the studied area, including Raengdii, Lanna FC, Excite, Mr. 

Soccer, Arena, Nice Place, Floorza Soccer Club, Chiang Mai Arena, CMI, Relax, Chang Khian 

FC, Chiang Mai United, AFC Donchan, Airport FC and Muban Tan Fa. Then, all data derived 

were analyzed by the use of descriptive statistics, consisting of frequency, percentage and mean. 

The research findings showed that almost all respondents were 20-30 years of age, 

male with Bachelor’s Degree, working as private company employee, and earning monthly 

income at less than 10,000 baht. In each time of their rent of artificial-grass football field, the 

majority mostly did it at Lanna FC and Raengdii, at the similar ratio, during 18.01-21.00 hrs of 

Saturday for the length of 1-2 hours and spent for the rental cost at 1,001-1,500 baht. Second to 

football, running was another favorite sport. The most influencing person to select the artificial-

grass football fields and the source of its information was their close friends.  

All following service marking mix factors significantly affected the respondents’ 

selection of artificial-grass football fields at high level: place, physical evidence, process, product, 

price, people and promotion, in orderly. 
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Hereinafter were respectively shown the top ten elements which significantly 

affected the respondents’ selection of artificial-grass football fields at high level: convenient 

transportation, light in the football field, convenient location nearby community area, availability 

of tables and seats for rest, cleanliness, attractive appearance of landscape, rental cost, surface of 

the artificial-grass football field, availability of in-serviced toilets-bathrooms-and dressing rooms, 

security of the football field, and the quality of its artificial grass.  

 

 


