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Abstract,

The purposes of the independent study on "Consumer’s Behavior
in Using Service of Sport Club Center in Amphoe Muang, Changwat
Chiang Mai." were as follows:

1. To study consumer’s behaviors in using services of sports
club centers, according to their sex, age, occupation and
income.

2. To examine the marketing mix factors in choosing  sports
club centers.

3. To study the problems faced by customers in using services
of each sports club center.

The study obtained its subjects of 242 proportionately from

650 registered customers of 6 sports clubs in Amphoe Muang, Changwat
Chiang Mai by means of systematic random sampling. To collect the
data, questionnaires were distributed to the subjects. Responses of
the subjects were collected and statistically analyzed using the
SPSS/PCf program. The analysis included the calculation of frequency,
percentage, mode and chi-square test. The following conclusions could
be made from the study:

Most customers prefer fitness rooms to other kind of services.
They go to sports clubs 3-4 times a week around 5-7 pm. Each time,
They spend 1-2 hours excercising and 20 minutes relaxing by reading
newspapers before and after each excercise. Most customers are 1-year
members paying 4,000-6,000 baht per year for membership. It was also
found that most customers go alone Lo sports clubs by cars.



The use of sports club services between male and female
customers differs in terms of exercise duration and their companions
accompanying them. Similarities between male and female customers
include the types of services used. frequency of sports club visits,
information sources used, their annual service fees, vehicles used and
types of membership.

The customers of different age and occupation groups differ
in the time their go to sports clubs, information sources used, annual
service fees, companions to sports clubs, vehicles used, and types of
membership. The similar behaviors are the types of services used, the
frequency of sports club visits, the exercise duration, and the relax
duration after the exercise.

The customers of different levels of income differ in annual
service fees, vehicles used, and types of membership. However, similar
behaviors of customers in this group include type of services used,
the frequency of sports c¢lub visits, the exercise duration, the relax
duration after the exercise, the time they go to sports clubs, and the
companions to sports clubs.

The most important marketing mix factors in choosing a sports
club is its location. The customers perfer a sports club located near
their residence or offices, in the down town area, with convenient and
safe car parking space available. Such factors as products or
services, price, and promotion are respectively important.

The problems the customers have faced are different in each
sports club. Car parking is the problem found at Clark Hatch Fitness
Center and Shinyu Complex Fitness Center. Problems of inadequate
equipment and unskillful personnels are found at the Fitness Club, Mae
Ping Health Club and Angket Sports Club. The problem of noise
disturbance is found at Suan Kaew Sports Club.

The results from the study suggest that sports club centers be
adequately equipped with modern exercise equipment. The exercise

equipment should be arranged properly for customers’ convenience.



