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Abstract

This research aimed to study to study the marketing mix factors affecting swimming pool service in Thailand.

The data were collected from 400 questionnaires. The statistics used for data analysis were
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The descriptive statistics were frequent, percentage, mean, and inferential statistics used in hypothesis
testing, namely t-Test, One-way ANOVA, Pearson Correlation and Multiple Regression Analysis. The results
showed that the overall decision-making process with a medium level of importance. Hypothesis test results
Different gender, personal factors have different pool service decision-making processes. Marketing mix
factors are related to the decision of choosing a swimming pool service in Thailand. Distribution channels and
marketing promotion in general, there is a relationship to the decision-making process of using swimming
pool services in Thailand. Medium correlation level, same direction and price side, low correlation level.
Factor of marketing mix, price, distribution channel marketing promotion and personal influences on
swimming pool service decisions in Thailand. With statistical significance at the .05 level.

Keywords: Marketing Mix, Decision, Swimming Pool
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