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Service Marketing Mix Factor Effect to Decision Process for Using Service for

Applying The Health Care Runner in Hatyai District , Songkhla Province

oYIOWA  UNTdy  IREINANN 6022104492
u‘%msgsﬁﬁmmu”msﬁm VANINLIRITINAILAS F1VTINVUINNTY JIRIARIVAN

HTueaaanTd a39dsn gavdiu

anansFninmn
UNAnLa

o . oA A A A o ¥ A . @ o
MNIIANITUUITUA LﬁuginagﬂLL‘uwmﬁ"lmumwauiamnluﬁuﬁ fnavialng 199ias9287 9N
A v A o A ° [ A A o X ° & Ao o wn o & 3
Wq%ﬂii&lﬁdiﬂq‘lm’w\mvl@LL‘]JSL‘.IJGEJMVL‘.IJ M lwanudsdmasaduduiiwinunluiundmiasaval HITELA LA
Uszlomilunisvindsuaseit Lﬁaﬁw‘”agawan'ﬁ%ﬁ’ﬂﬁnmm'ﬂﬁﬂ’ﬁ” U039 NAIINMTTAN U WNaANIN
gﬂLmuﬁﬁ]niimmiﬁ'ﬂmu?ﬂﬁmaﬁ‘u FIUUTTANMIANALIANT 7Ps WATNINUDINTTUIWNTAAFWI ITUINNIRNAT

v a

Al v o 1 s § v 1 Qo AI § L I
whimnwiesfinguanly dunemialng dandassaan  iesdisnuiinisianwimaisnuidaduly
o o a & A o & 9 v a a =2 < Xao & Py
Fmdamaran Snindszauanudiiuazanudumainngliuinsnuls mifinmaiaddiaglsead 1) ihe
= oo 2 6 o A = ) i a o
AnsnLudulizany maaiuadIngunw 2)iNeAnsUadudInlEaun1InInaIauInNg (7Ps) 384530
gumw 3)efnmniziiumidadulalduinsmiasdiTinnwiswesdingunm 4ieilSouiisunszuauns
aaauwlalrusmIsiasdnINOne nu ﬂﬁ]ﬁ]”ﬂ@‘fmﬂszmmmam%aatﬁ'ﬂqmmwﬁlﬁaﬂaaﬂﬁwﬁi‘mmiwslmﬁd 5)
Wafinwdaspaudszauniansaanauinig (7Ps) Ndsuadanszuiwmidadulaliuimsatasls  lasadeu
Ay dsdInm I@mﬁmaumwﬁaga@Twuuuaaumu NNNFUABE9TIUIU 385 8819 ‘[m‘i%‘msiﬁu
dmatwuunldlsnananuandn (Non-probability sampling)  lugtuuunisifandledauunauanuazein
(Convenience sampling) linafian1siiased af@danssauw wazmadasedaifidiauunu ldunaia
Independent Sample t-test , MINaFaUAINULTUIIN (Test of Homogeneity of variances) URZNIINANBLNA
Enter Multiple Regression Analysis WNamMIANEIWLLN é’nwmxﬂs:mmmam’maan&jm“’aazmﬁmlmy'l,ﬂu LNet
8 ez 56.89 Sanyagizwing 21-30 aaz32.73 anwunwlae Aaduionazes.46 szaunIdnwmaglu
seauIyneiTeunz62.66  anfwwinouuivnientu Jauar3s.2 anduagluduamialvg Jauaz 43.90 uaz

: \ \ DR A do & ] < a v oo e !
ﬂQ‘Nﬂi?ﬁ'miﬁﬂ%1'1)1Eyﬁﬂizﬁﬂﬂﬁitﬂuﬂﬂilﬂl’ﬁﬁlNG’WH’J\‘]ﬁ"ﬂ(ﬂ“U%NWﬂﬂ'}'] 10 039 Aaldusasas 40.26 UadpaugI

Urzauneniamauinisilslunsdadulisiasliuimsie sasmngudraing lasnmew Szduanudanyde



o

tasndmtizaunmimsaaiauinig (7Ps) agluszaumAnyann ﬂ%ﬁ'ﬂﬁléﬁmyﬁ'q@ﬁa Uasushutaamimssa
$rve g0l sawnszuanmisasulaldusmalunssdesis leenwew dnsdanszuinmisasulaann
mgu@]auﬁﬁﬂaméﬂﬂ”ﬁymnﬁq@ﬁa WoANTINMEnAIMITe Uy Uaspsmulsznamanfuanansiuazd
nszumwmaaagulaltusmIstandrnemisiuanaenn daduendn  saufimasin 6 awlduandrarii
laun twe 01§D TTAUMIANEA Fnuafiondt wazdsaunsoidwna IR ez dasusn
FnUIzFUNIINIARIAUINT (7Ps) dowa@iaﬂszmumi@”@ﬁulﬂ’ﬁﬁﬂﬁau”mnhhumu"ﬁlwmqﬁ'ﬂqmmw’lu
dunawialng 29wiassuan A 4 19383 aun19nsaanausms (7Ps) fissnadanszuiwmisasulald
Usmesdasdnanewds laun dundesmeiusnts  amwnssaasuninIsaaa FUYARINT UWATEIUNT
TLEUESNEHIENINENTW 823 3 1aspdndszaunomIaa1ausnis (7Ps) Plidonadonszuawnsaadulals

USMIFNATITITININAY MOWA @I%INIAT A UTAINIINITIAIIRINDEDIUA  LAZAIWNTZUIBMIIAUINNT
ABSTRACT

Running contest is a form of business that has received attention in Hatyai District, Songkhla Province.
From the behavior of health-conscious people that has changed, resulting in many events in Songkhla Province.
The researcher foresees the benefits of doing this research, in order to use the results of the research to be
improve the development of running activities, to study the forms of activities that are organized to match the
service marketing mix 7Ps and know the decision-making process to apply for health care runner in Hatyai
District, Songkhla Province. Due to the fact that running events held in Songkhla have both success and failures.
The purposes of this study were: 1) to study demographic factors  who health care 2) to study the service
marketing mix factors (7Ps) of health care people 3) to study the decision-making process on applying for the
health care runner. 4) to compare the decision-making process on applying for the health care runner and the
demographic factors of health care people who choose to exercise by running 5) to study service marketing mix
factors (7Ps) that affect the decision-making process of running event. This is a quantitative research using
questionnaire for data collection. The samples are 385 sampling, using Non-probability sampling methods. By the
form of sample selection as Convenient sampling, using analytical Descriptive statistics and inferential statistical
analysis, including Independent Sample t-test, Test of Homogeneity of variances and Enter Multiple Regression
Analysis. The study indicated that the demographic characteristics of most sample groups are male, 56.89%.
Aged between 21-30 32.73%. Single status 65.46%. Bachelor's degree 62.66 %. Private company employees
33.2%. Living in Hatyai district 43.90 %. Most of the demographic have experience in running activities more than
10 times are 40.26%. Service marketing mix factors used in the decision on applying for the health care runner of
the whole sample group, with a significant level of service marketing mix factors (7Ps) at a very important level.
Distribution channel, and locations is the most important factor. The decision making process on applying for
health care runner, affects the decision making process. The most important step , Post-purchase behavior and

demographic factors are different, make a different decision making process on applying for the health care



runner on the occupation. Gender, age, status, education level, sub-district and experience in running events this
6 remaining are no different. Service Marketing mix factor effect to the decision-making process on applying for
the health care runner in Hatyai district, Songkhla province. Product, Promotion, People, and Physical Evidence
this is 4 Service Marketing mix factor (7Ps) that effect to the decision-making process on applying for the health
care runner. Price, place and Process is another 3 Service Marketing mix factor (7Ps) that not effect to the

decision-making process on applying for the health care runner.
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