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Factors Influencing Behaviors of Customers toward
Horse Riding Clubs
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Abstract

The objectives of this study were
to study the demographic factors and service
marketing mix of the customer behavior
that directly and indirectly affects the horse
riding club’s services provided. The target
groups were the horse riders in Chonburi,
Nakhonprathom and Nakorn Ratchasrima
provinces in Thailand.

The research was undertaken by
using a survey methodology, testing 400
samples who were customers who participated
in horse riding in Chonburi, Nakornpathom,
and Nakhonratchasima. The researcher

selected samples by non-probability sampling.
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The data was collected by a questionnaire
using neutral, objective questions. The
statistics used in the research were the
descriptive statistics and were analyzed
by using the t-test, One-way ANOVA, and
Pearson correlation to test the hypotheses.

The research findings were as follows:
demographic factors consisting of age,
education level, occupation level, and
average income per month, differed with
the level of behavior by customers who
participated in horse riding clubs. The service
marketing mix affected the behavior of
customers for horse riding clubs concerning
the product, price, place, promotion, people,

and process involved.

Keywords: Horse Riding Clubs, Behaviors

of Customers, Marketing Mix
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