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ABSTRACT

The objective of the independent study was to study the consumers’ behavior in
selection of golf courses in Chiang Mai province. Data collection was completed through
questionnaire randomly distributed to 280 consumers of golf courses. Then, the narrative
analysis which consisted of frequency, percentage, and mean, was applied in order to analyze
data.

Based on the result of study, it was found out that most respondents were married
males with Bachelor’s Degree whose ages were between 31-40 years old and 41-50 years old, in
equivalent. Most of them were business owners/businessmen whose average monthly incomes
were between 10,001-20,000 Baht. In addition, each respondent revealed that he was the
member of only one golf course in Chiang Mai and Lanna Golf Course was the first choice that
respondent chose.

According to the result of study regarding the consumers’ behavior in selection of
golf courses in Chiang Mai province, it was stated that most respondents selected Lanna Golf

Course much more than other golf courses. It was found out that most favorite reason for



playing golf of those consumers was to exercise and the intimate friend was considered as the
most important source of golf course information. Nevertheless, the respondents would make
their own decision in the selection process but they sometime were influenced in selecting the
golf course by those friends. Whenever they went to the golf course, they would go together
with the group of 4-6 friends during 12.01 — 14.00 p.m. of Saturday and Sunday which were
regarded as the most favorite times and days for playing golf. They mostly spend 4-5 hours for
playing golf in each time and would come to play golf 3-4 times a month. The reason for
selection Lanna Golf Course was about its location where situated near their residences that
helped supporting the better convenience as well as saving time for transportation.
Furthermore, they revealed that they had to pay 501-1,000 baht a time in average when they
went to the golf course and the most favorite activity they did at the golf course was playing
golf.

Based on the study of service marketing mix factors towards the selection of golf
courses in Chiang Mai province, it was found out that most respondents paid high concern in
orderly for the following factors: process factor, people factor, physical evidence and
presentation factor, distribution factor, and price factor. However, for the product factor and the
promotion factor, they were paid low concern in respectively.

According to the study, it was revealed respondents scored for sub-factors of each
service marketing mix factor towards the selection of golf courses in Chiang Mai province as
follows. In term of process factor, the highest level of its importance was about the in-queue
arrangement for every player group in the equal and fair sense while the highest level of the
importance for people factor was about the politeness in speaking and the good manner of staffs
and employee. In term of physical evidence and presentation factor, the highest level of its
importance was about the cleanliness of toilets, bathrooms, and dressing room while the highest
level of the importance for place/distribution channel factor was about the convenient
transportation routes. In term of price factor, the highest level of its importance was about the
cost for green fee while the highest level of the importance of product was about the green of
the golf course itself. Finally, in term of promotion factor, the highest level of its importance

was about the fix of special days for price reduction like Sport Day.



