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ABSTRACT

This independent study aimed to examine customer expectation towards service
marketing mix factor of Yoga Studies in Nonthaburi province. Sample group of this study was
specified to its 250 customers and the descriptive statistics including frequencies, percentages and
means were used in analyzing data.

Results of the study indicated that most respondents were single female in the ages
between 31-40 years, holding Bachelor’s degree and working as company officers. Their average
monthly incomes were ranked between 30,001-40,000 baht.

Regarding the study on customer behavior towards having Yoga exercise, the result
showed that those respondents had practiced Yoga for 2-3 years. The majority came to have Yoga
exercise at this studio alone with the frequency of 1-2 times a week during 16.01-20.00 hrs and
learnt about the Yoga Studios from the advertisement on signboard. It was also mentioned that
their main reason in choosing Yoga was the need of having an exercise that allowed them to
practice meditation and to get relaxation. They revealed that the key reason in selecting Yoga
Studios was about the convenient location/the location closed to their accommodation.

According to the results of study on service marketing mix factors, the respondents had high
expectation towards the following factors; People, Place, Physical evidence, Process, Product,

Price and Promotion, in orderly.



Hereafter were shown the top three elements in each factor that the respondents paid
high expectation on.

In Product factor, the top three elements were the standard quality of courses, the
reliability of courses as certified by trustful international institutes; as well as the availability of
hot Yoga class and the variety of class schedule.

In Price factor, the top three elements were the reasonable fee for each course
comparing to other places, the acceptance of credit card payment and the variety of rates as
provided in each course to choose.

In Place factor, the top three elements were the location where was situated nearby
customer’s accommodation/offices, the sufficient parking lots and the convenient location for
transportation.

In Promotion factor, the top three elements were the distribution of pamphlet
informing about Yoga, the availability of discount or special promotions and the availability of
free trial course.

In People factor, the top three elements were the qualified trainers, who were
certified by famous institutes for Yoga trainer, the good explanation about the benefits of each
Yoga postures from trainers and the good attention of trainers.

In Physical evidence, the top three elements were the cleanliness and airy place, the
modern place and Yoga appliances and equipments and the peaceful and relaxing atmosphere.

In Process factor, the top three elements were the availability of Yoga handbook, the
notification for self-practices which should be done before and after having Yoga and the rapid

and systematic service process.



