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ABSTRACT

This study aimed to identify factors that influence the marketing mix for a service shop
Golden Place in Bangkok. Data collection was questionnaire 420 respondent from 7 branch of
Golden Place in Bangkok were interviewed. Data were analyzed using descriptive statistics,
including frequency, percentage, mean and standard deviation as well as inferential statistics

including multiple regression analysis.

The results showed that most of the sample were female, 31-42 years of age,
married, undergraduate, and being private company employee. The average monthly income was
more than 20000 Thai baht. Frequency of service 3 times per month. Their spending each time
around 400 baht. The result showed that there were 3 marketing mix factors that affects the
decision to use services at Golden Place, namely, 1) Goods are different from each other., 2) Many

branches and very easy to service., and 3) Service staff and good interpersonal skills.

Suggestion was on product strategy by increa variety of product & branch ; distribution

strategy by increasing branches ; and its service, particularly customer relationship focus.
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