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ABSTRACT
The purposes of this research were to study factors of marketing mix and
service quality affecting client decision making on choosing service at a Private
Basketball Training Center. The sample group used in the research was 260 customers
who used a Private Basketball Training Center EVA — Evolution Academy, Udon Thani
Province, Thailand. A 5-point Likert scale questionnaire was used as a data collection
tool with the reliability value of 0.758 - 0.869. The statistics used in data analysis were
frequency, percentage, mean, standard deviation, Pearson's correlation analysis and

multiple regression analysis.
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The research results showed that factors of marketing mix affecting client
decision making on choosing service at a Private Basketball Training Center with
statistical significance at the .05 level included process, people, price, distribution
channel and service quality affecting client decision making on choosing service at a
Private Basketball Training Center with statistical significance at the .05 level included

reliability and empathy.
Keywords: Marketing Mix, Service Quality, Decision Making on Choosing Service
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Marketing Mix Service Quality Decision
Mean 4.29 4.37 4.51
S.D. 0.307 0.308 0.336
Marketing Mix 1
Service Quality 633%* 1
Decision .450%* 669%* 1

**_Correlation is significant at the 0.01 level (2-tailed)

M990 2 ANEUUTEANTHILUSVRIEIUUSLAUNIINITAAA

Standardized
Model Coefficients Sig.
Beta Std. Error

(Constant) 918 546 10
Product -.029 .047 .39
Price .284 164 .04*
Place 126 037 .05%
Promotion -.061 .091 .68
Process 333 135 01%*
People 325 150 017
Physical Evidence 033 .057 679

a. Dependent Variable: Decision
** P = <0.01 (highly significant) * P = <0.05 (moderate highly significant)
Adjusted R? = 0.849, S.E.E = 0.130, F = 32.295

MMl 2 ndulszavafudsvesdiuyszaunisaan kansIdenuin dadedou
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M13197 3 ANFUUTEANERILUTAMAINNTUINS

standardized

Model Coefficients
Beta Std. Error Sig.
(Constant) 1.148 534 .03*
Tangible 071 072 551
Reliability 579 .100 .00**
Responsiveness .048 118 754
Assurance -075 119 610
Empathy 329 113 01%*

a. Dependent Variable: Decision
** P = <0.01 (highly significant) * P = <0.05 (moderate highly significant)
Adjusted R” = 0.545, S.E.E = 0.226, F = 10.340

{ o
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1 0.329 agrafideddyn1eaiingeiu 01 fadu aa1unliuinisqudiniwiuiainauea

t = 4 o 24 = cal o C =
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