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Abstract

The objectives of the independent study on "Marketing Factors
Effecting the Decision-Making in Using Golf Courses of Customers in
Changwat Chiang Mai" were to study the marketing factors effecting the
decision-making and the problems conéerning the services in using golf
courses of customers in Changwat Chiang Mai.

The data for the study were collected from 200 questionnaires
distributed to the customers of the following golf courses in Changwat
Chiang Mai : the Green Valley Golf Course, Chaing Mai Golf and Country
Club, Lanna Glof Course and Chiang Mai Gymcana Golf Course. Fifty
samples were collected from each golf course.

The study was shown that most of the customers played golf 4-5
times a month usually on Saturdays, Sundays and holidays. They often
started playing at 8:00 am and 1:00 pm, and spent 3-6 hours each round.




‘The customers bought the membership from the old members and also from
the sales persons of golf courses. The courses also sent invitation
letters to the potential customers. The important reason for playing
golf was physical exercise. The persons who influenced the customers
for playing golf were their friends and superiors.

The first marketing factor influencing the customers in choosing
golf courses was price such as membership fee and the course fee during
weekends and holidays. The second factor was the services offered in
the golf course such as the quality of caddies, facilities, restaurant
and golf car rental services. The third factor was place such as the
atmosphere in the course, form and standard of green and fareway.

The last factor was the promotion such as advertisting, press release
and public relations, more than other factors.

The first problem concerning using golf course was the quality
of services such as inadequate attenticn cn customer regquest, less
service-mind of caddies, high prices of golf tocls selling in courses.
The second problem was price such as expensive service fee during
weekends and holidays and costly membership fee. The third problem
was place such as insufficient maintaining and developing green and
fareway. The last problem was prombtion such as no discount on fee,'

lack of press release and public relations, more than other problems.



