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ABSTRACT

This research investigates the influence of the 7Ps marketing mix factors on the decision-
making process of working-age consumers in Bangkok regarding their use of Splash Box services.

The study findings indicate that People (personnel) ranked highest in terms of average
score, highlighting the significance of staff service quality, including their personality, skills, and
attentiveness. This aligns with previous research emphasizing the critical role of personnel in
service businesses. Although Place (distribution channels) had the lowest average score, it still
registered at a "high" level, underscoring the importance of location, travel convenience, and online
booking options. The research suggests increasing the variety of promotions to better suit
individual target groups, such as packages for beginners or those with limited time. Furthermore,
it recommends improving the service system to enhance convenience and encourage consumer
decision-making.

Keywords: Marketing Mix, Service Decision-Making, Consumer Behavior, Boutique

Fitness, Splash Box, Working-Age Consumers, Bangkok
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