THE KEY MOTIVATION FACTORSTHAT INFLUENCE THAI
PEOPLE WHO LIVE IN BANGKOK TO PARTICIPATE
MUAY THAI CLASSAT MUAY THAI GYM

CHARATHORN WITTAYAKOOL

A THEMATIC PAPER SUBMITTED IN PARTIAL
FULFILLMENT OF THE REQUIREMENTSFOR
THE DEGREE OF MASTER OF MANAGEMENT
COLLEGE OF MANAGEMENT
MAHIDOL UNIVERSITY
2016

COPYRIGHT OF MAHIDOL UNIVERSITY



Thematic paper

entitled

THE KEY MOTIVATION FACTORSTHAT INFLUENCE THAI
PEOPLE WHO LIVE IN BANGKOK TO PARTICIPATE
MUAY THAI CLASSAT MUAY THAI GYM

was submitted to the College of Management, Mahidol University
for the degree of Master of Management

August 21, 2016

Asst. Prof. Prattana Punnakitikashem,

Ph.D.
Advisor

Assoc. Prof. Annop Tanlamai,
Ph.D.

Dean

College of Management
Mahidol University

Miss Charathorn Wittayakool
Candidate

Assoc. Prof. Roy Kouwenberg,
Ph.D.
Chairperson

Simon Zaby,
Ph.D.
Committee member



ACKNOWLEDGEMENTS

The author would like to express her degpest gratitude and sincere appreciation
to her advisor, Asst. Prof. Dr. Prattana Punnakitikashem, for her invaluable guidance,
congtructive criticisms and encouragement throughout the course of this study.

The author wishes to thank all College of Management Mahidol University
(CMMU) teachersfor their kind help and support during her study at CMMU.

The author also greatly thanks and appreciates to al the respondents and
friends for their vauable time and information sharing which alow her to analyze data
and get valuable output that meaningful for this study.

The author wishes to express her profound thanks to her al her 17C CMMU
friends especially her Marketing Management friends for their valuable hel ps, suggestions
and comments entire the whole period of studying master degree. Specid thanks are sSincerely
conveyed to her sale manager and colleagues who contribute to both of her success in
work and study.

Last by not least, the author gratefully acknowledges and deeply appreciates
the highest support, continuing patience, spiritual encouragement and motivation of her
beloved father: Thongchai Wittayakool, mother: Chuenchit Wittayakool, brother: Chittawat
Wittayakool, and her lovely family whose love and tremendous sacrifices have encouraged
the author throughout all her worthwhile life pursuits. The author’s highest love, respect
and gratefulness are eternaly devoted to them. The author dedicates this vauable dissertation
to them.

Charathorn Wittayakool



THE KEY MOTIVATION FACTORSTHAT INFLUENCE THAI PEOPLE WHO
LIVE IN BANGKOK TO PARTICIPATE MUAY THAI CLASSAT MUAY THAI
GYM

CHARATHORN WITTAYAKOOL 5749231

M.M. (MARKETING AND MANAGEMENT)

THEMATIC PAPER ADVISORY COMMITTEE: ASST. PROF. PRATTANA
PUNNAKITIKASHEM, Ph.D., ASSOC. PROF. ROY KOUWENBERG, Ph.D.,
SIMON ZABY, Ph.D.

ABSTRACT

The purpose of this study is to investigate potential influencing factors such
as demographic, hedlth related motives, service marketing mix, social factors, psychological
factors which influence Thal consumers in Bangkok to attain Muay Thai class at Muay
Thai gym in order to gain better understanding about Thai participants’ decision making
and behaviors. Quantitative approach and self-administered online questionnaire were
used for this research.

The research results revealed that no differences between gender and income
groups toward participating intention in Muay Thai class among Thai participants at the
age 18 — 40 years old. There are three key influencing factors that showed the significant
relationship between Muay Thal class participation intention in Muay Thai class which
are Vaue on mental and hedth, Growth needs mativation, Reference group. Consequently,
the results bring about better understanding in Thai consumer behavior and help to create
suitable marketing strategies that valuable for Muay Thai gym business ownersin highly
competitive market.
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Motivation/ Service marketing mix
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CHAPTER
INTRODUCTION

Nowadays, healthy trend becomes more popular among Thai people which
obviously go into the opposite direction comparing with last 5 years data reported by
The National Statistical Office that only 26.1 percent of Tha population aged 11 years
and over played sport or did exercise in their daily routine as it shown in figure 1
(Ministry of Information and Communication Technology, 2011). Especially, urbanized
Thai consumers tend to be more health conscious. They precisely focus on their food,
hedlth and active lifestyle. In addition, the fast-growing trend of health related business
such as fitness center, clean food and sportswear and sport equipment can be used to
represent more clearly about how popular healthy lifestyle in Thailand recently is. This
new phenomenon occurred resulting form many driven variables. Both of the Thai
government and the general public emphasized more to invest in financial, land spaces
and human capitals in order to encourage Thal people to do exercise (Torranin, 2010).
Furthermore, growing in numbers and popularity in private the fitness centers and sport
clubs which they also see this opportunity and try to fulfill the high demand of people
who have a limitation to go exercise at public places such as living far from public
park, serious traffic in Bangkok or working until late evening.

The impact of Social networking especially Facebook and Instagram on
allowing people to get connected aso helps spread widely the new trend of being healthy.
Many famous persons and celebrities have become a trend leader in doing exercise,
consuming healthy diets and being healthy. They normally share their lifestyle and
interests via pictures on social media which bring about inspiring some Thai consumers to
want to follow and be healthy as their favorite stars.

During the century of high awareness in health conscious among Thai people
including with high competitive in fitness center business, availability of abroad range
of exercise and physical activities across age groups has been used as a strategy for the
gym to attract their consumersin order to fulfill customer needs and satisfaction. Wang et &



have found that exercise program is criteria for customers when choosing the fitness
center (Wang, 2008). The fitness firms have to be able to differentiate their service
program from competitors (Woolf, 2008). Similarly, in Thailand, a variety of fitness
classes are provided in order to develop sustainable heath business. Body combat, Y oga,
Pilates and Power plate are the popular classes among Thai consumers. Surprisingly,
oneof Thal traditional martial artslike Muay Thai (Thai Kick Boxing) which perceived as
Thai traditional martial art becomes very popular both internationally and internally
(Prangtip Y uvanont, 2010). Thai boxing has spread worldwide and increasingly established
as an exercise program in fitness centers. All age range is actually allowed to practice
and enjoy the class of Muay Thai. According to the data from Boxing Commission
Sports Authority of Thailand, it showed that In 2014, there are 4,516 Thai boxing gym
registered in Thailand which top Muay Thai training camps are located in Bangkok
(Techita Chai-orn, 2015). That is a reason why Thai boxing seems to be a trendy sport
activity among Thai participants nowadays.

Many of the previous researches have studied primarily about participation
motivations that influence on respondents in practicing martial arts. Gareth et al have
found that affiliation, friendship and fitness are perceived as importance variables in
martial art motivations among participants in the West midlands (Gareth W. Jones,
2006). Participants’ individual characteristics and different factors have an impact on
individuals participating in various forms of sport (Liyi Ding, 2015). The study by Tah
Fatt Ong revealed that physical fitness and self-defense help motivating Malaysians
participation in Muay Thai (Tah Fatt Ong, 2015). Although Muay Thai is one of the
fastest growing martial arts in the world and Muay Thai training business is currently
facing very competitive market, only a few published researches have attempted to
focus and evaluate in participation motivation in Thai kick boxing. Consequently, this
study aims to precisely understand about Tha consumer behaviors and also participation
motivations among Thai kick boxing practitioners who live in Bangkok and use to
have at least one time experience in Muay Thai. As a result the owners of Muay Thai
gyms or marketers can use and apply this informative resource in order to benefit their
competitive advantages and sustainable the growth of Muay Thai business including
with satisfy Tha consumers effectively.



Table 1 Number of population aged 11 years and over by playing sport or exercise, age group, sex, area and region

Swauuszvanong 11 DYy Swauussnnsiisuivmiessniiime
ngupy [{0) Number of population aged 11 year and over Number of population who playing sport or exercise Age group (years),
wamnUnaTBaEMA T Lol Wi T my wij area and region
Total Male Female Total Male Fernale
faswerdng 57,688,327 28,139,527 29,548,800 15,074,213 7,696,909 7,377,304 whole Kingdom
1-14 3,836,502 1,968,097 1,868,405 2,303,994 1,260,279 1,043,715 11-14
15-24 10,410,354 5,319,090 5,091,266 4,159,266 2,464,907 1,694,859 15-24
25-59 35,246,256 17,239,038 18,007,218 6,680,555 3,119,568 3,560,988 25-59
60 ﬂu’.z B,195,215 3,613,302 4,581,913 1,930,398 852,656 1,077,742 60 and over
Tuwmnauna 19,773,923 9,390,610 10,383,313 6,003,228 3,036,019 2,967,210 Municipal area
11-14 1,200,459 606,853 593,606 699,703 371,069 328,635 11-14
15-24 3,203,997 1,596,994 1,607,003 1,306,069 759,671 546,398 15-24
25-59 12,628,199 6,003,884 6,624,315 3,073,738 1,484,849 1,588,889 25-59
60 ﬁu’.‘u 2,761,268 1,162,879 1,558,389 923,719 420,430 503,288 60 and over
UBNLYANAUTA 37,914,404 18,748,917 19,165,487 9,070,985 4,660,890 4,410,095 Non-municipal area
11-14 2,636,003 1,361,244 1,274,799 1,604,251 885,210 715,081 11-14
15-24 7,206,357 3,722,096 3,484,261 2,853,157 1,704,736 1,148,462 15- 24
25-59 22,618,057 11,235,154 11,382,903 3,606,817 1,634,719 1,972,098 25-59
60 il 5,453,947 2,430,423 3,023,524 1,006,680 432,226 574,454 60 and over
AFMHUNIUAT 5,894,485 2,695,588 3,198,897 1,858,890 923,313 935,577 Bangkok metropolis
MANR 13,814,124 6,685,321 7,128,803 3,034,045 1,614,346 1,419,699  Central region
meawils 10,674,489 5,244,851 5,429,638 3,072,786 1,548,559 1,524,227  Northern region
manzuseniduuwile 19,487,199 9,656,086 9,831,113 4,767,438 2,390,148 2,377,290  Northeastern region
eld 7,818,030 3,857,681 3,960,349 2,341,054 1,220,543 1,120,510  Southern region

Figure1.1 Number of population aged 11 yearsand over by playing sport or exercise

1.1 Research question

Wheat are the key motivation factors that influence Thai people who livein
Bangkok to participate Muay Thai classat Muay Tha gym?

1.2 Research objective

The main objective of this study is to investigate potential influencing factors
behind Thai consumers who actualy attain Muay Thal class at Muay Tha gym in
order to understand Thai participants better and try to evaluate valuable information
from the study results. Consequently, the results will bring about suitable marketing
strategies that might help Thai Boxing gym business in competitive and sustainable in
growth.

1.3 Resear ch scope

1. The study will focus on Thai respondents who live in Bangkok either

having or not having experience in practicing Muay Thai at Thai Boxing gym before.



2. The age range of respondents will be focused on Thai customer’s age
between 18 — 40 years old in order to analyze their motivations toward taking Muay
Thai class.




CHAPTERIII
LITERATURE REVIEW

Muay Thai or Tha Kick Boxing is Thai traditional martial art that existed
in Thailand over hundreds years ago. Muay Thai isvery famousfor its aggressive fighting
system known as “the sign of eight limbs” which incorporates the use of hands, elbows,
knees and legs. It benefitsin both physical and menta development. Muay Thai becomes
one of the fastest growing martia arts around the globe (Prangtip Y uvanont, 2010). There
are many Muay Tha gyms registered and established around Bangkok area. Some of
the Muay Thai gyms are facilitated in fitness centers as a Muay Thai class but someis
opened separately outside fitness centers and provides specificaly for Tha boxing class.
Most of the Thai boxing gyms offer a range of training options ranking from increasing
health and fitness benefit such as weight 1oss program until improving martial arts
techniques starting from beginner level to professional fighter. The training programs
are various depending on the individual customer skill levels. Muay Thai equipment,
experienced trainers, a variety of training system including with gym facilities are
ready to serve their customers. Each session of training class will last about 90 minutes
which consist of warm up stage, boxing training and cool down stage (RSM, 2014).

2.1 Definition and Key Concepts

2.1.1 Consumer Behavior

It relates to the 3 main stages which are selection, purchase and consume in
goods or servicesin order to satisfy customer’ s wants and needs (Rani, 2014). Also, it can
describe the reasons and logic that underlie decision making in purchase and consumption
patterns (Sahney, 2014). To concentrate in how consumer behavior changes could benefit

the business to serve their customers effectively (Bin Wang, 2008).



2.1.2 Purchase Intention

Purchase Intention is explained as an individua’ s readiness and willingness to
buy a particular product or service which can be influenced by external and/or internal
factors (Ajzen, 1975). Found that time pressure is a major reason for not exercising
among respondents in Liverpool. Individual’s perception about body image and self-
esteem has an impact on fitness participation motivation (Woolf, 2008).

2.2 Demographic Characteristics

Numerous studies have found that differences in age, gender, education,
marital status and income will result in different impacts on martial art participation
motivation and consumer behaviors. However, this research aims to focus on gender,
and income to understand motivation to attain Muay Thai training class among Thai

customers in Bangkok.

2.2.1 Gender

Customer’s wants, needs, value and believe among gender which relate to
gender; male or female might impact on their intention to buy (Kotler, 1997). One of
previous studies about fitness club membership illustrated that there are significant
differences regarding gender and age in reasons for initial involvement in and sustained
commitment to physical activity (Whaley, 2010). Tah Fatt Ong et a have found that
female’'s participation motivation in fitness gym will be focused firstly on physical
fitness and self-defense and secondly on relatedness factor. Besides, growth - relatedness
factor will be focused by male (Tah Fatt Ong, 2015). Therefore, the hypothesis for this
study will be presented:

H1: There will be a difference in Bangkok consumers gender toward

purchasing intention in Muay Thai training class.

2.2.2 Income
Money as a one of consumer resources will have an impact on customer
purchasing power (Engel, 1995). People who have high income will be allowed to have

more chance in spending more (Chaiyawat, 1998). The research conducted by Bin



shown that the majority of fitness club participants in Maaysia is high average monthly
income group (Bin Wang, 2008). Consequently, the differences in individual income
or salary might result in different purchasing power in Muay Thai class.

H2: There will be a difference in Bangkok consumers' income range toward

purchasing intention in Muay Thai training class.

2.3 Health Related Motives

2.3.1 Body Weight Control

The previous research that aimed to discover customers expectation of
service quality in Thal University fitness centers located in the Bangkok metropolitan
area revealed that both health-fitness and weight control are accounted for customer
expectation to attain Thai university fitness center (Senakham, 2008).

H3: Body weight control will have positive relationship with purchasing
intention in Muay Thai training class.

2.3.2 Physical Fitness | mprovement

Numerous studies in the past have revealed that physical fitness is one of
the most important motivational factors in sports participation. Twemlow et al found
that the two most important motives in martial arts among 170 US participants basically
are self-defense and physical fitness (Twemlow, 1996). To improve muscle endurance,
strength, and reduce body fat are a part of motivations among middle-aged participants
to decide to train themselves through martial arts programs (Douris, 2004).

H4: Physical fitness improvement will have positive relationship with
purchasing intention in Muay Thai training class.

2.4 Service Marketing Mix (7P’sMarketing Mix)

Marketing usually focuses on providing the right products and services,
and then foregoing the relationships between customers and those products and services
(Marketing of Sport and Leisure). The marketing mix is an approach which can develop



relationship. Each of aspects in marketing mix will have more or less influence depend
on the particular settings. The first four aspects are commonly referred to the 4P s while
the last three aspects relates specifically to services marketing which iscalled the 7P's;

product, price, place, promotion, people, physical evidence and process.

2.4.1 Product

A variety of fitness programs, facilities and equipment that fitness centers
offer to their customers such as beauty treatment, running groups, sport competitions,
massage and physical therapy, child care, food & restaurants are relevant to competitive
advantage in the health and fitness industry (Woolf, 2008). Facilities and equipment
were scored by fitness members as the most important factors among 7 aspects of service
mix that influence on service selection of yoga and kick boxing (Wasinee, 2015).

H5: A variety and flexible schedule for training class will have positive

relationship with purchasing intention in Muay Thai training class.

2.4.2 Price

According to the previous study about expectations of foreign customers
toward quality service of Muay Thai Camps, it found that price aspect in 7P's has
positive relation toward quality of service. Foreigner customers expected that transparency
of price and reasonable price will refer to the quality of service (Techita Chai-orn, 2015).
From the previous research, price is the most important cause among participants in
Liverpool for not exercising (Li, 2014).

H6: Price offering will have positive relationship with purchasing intention

in Muay Thai training class.

2.4.3 Place

Both location and accessibility of the service play an important role toward
service marketing. In addition, not only easy in physical accessibility but effective channel
distribution and availability are also crucia and relevant to quality of service (Mohammed
Rafig, 1995). Rujeepoj has studied about the factors that affect service behavior in small
size fitness center among Thai consumers in Bangkok. The result is stated that channel

distribution significantly has positive impact on the frequency of consumption, that



could provide business owner informative datain order to create or develop their business
strategies (Insuwan, 2012).
H7: Convenient location will have positive relationship with purchasing

intention in Muay Thai training class.

2.4.4 Promotion

It covers al activities which companies intent to communicate to the market
which includes with Advertising, Persona selling, Sales promotion, Public relation
and Direct marketing (Philip, 2000). Promotion have been related to the expectation
about quality of service at fitness gym; reliability, assurance, responsiveness and empathy
(Techita Chai-orn, 2015).

H8: Sdes promotion will have positive reationship with purchasing intention

in Muay Thai training class.

2.4.5 People

Any stakeholdersin company side who comes to contact with your customers
will make an impression. Many clients cannot separate the product or service from the
sales staff who provides it, so your people will have a profound effect either positive
or negative on customer satisfaction. All employees who have contact with customers
should be suit to therole, well-trained, well-motivated with the right attitude (The Chartered
Ingtitute of Marketing, 2015). From the previous study among fitness center clients in
India, it reveded that fitness trainers have to account for providing customers well training
asthey are specialized person and together with empathy for al members (V.Jyothirmai,
2014).

H9: Muay Tha staffs' service quality will have positive relationship with
purchasing intention in Muay Thai training class.

2.4.6 Process

The process of delivering either products or service, and the behavior of
those Stakeholder who deliver it, are very important to customer satisfaction. A user-
friendly website, waiting times, al information given to customers and the empathy of
staff are crucia to make customers happy (The Chartered Institute of Marketing, 2015).
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The former researcher uncovered that any process during vist fitness center, staff member
with best service mind and patient, fast and professional service are mostly expected
by the customers either existing members or temporary visit clients (Techita Chai-orn,
2015).

H10: Good service will have positive relationship with purchasing intention
in Muay Thai training class.

2.4.7 Physical Evidence

The store environment has significant impact on the customers' mind which
probably encourage and make the customer enjoyable together with higher chance of
impulsive buying (Donovan, 1982). Once the customers are exited, it helps lowering
down the customer’ s ability to think before action (Leith, 1996). Nice, clean and good
airflow in the Muay Thai gym has significantly influenced customer’s decision to
purchase a membership (Wasinee, 2015).

H11: Good environment will have positive relationship with purchasing
intention in Muay Thai training class.

2.5 Social Factor

2.5.1 Reference Group

The membership groups are generaly referred to its socia origin, age, place
of residence, work, hobbies, leisure, etc. Reference groups have an influence on shaping a
person attitude or behavior. The effect of reference groups normally relies on the type
of products and brands. In addition, opinion leader can aso be included as a reference
group. Although an individual is a membership of group or not, this group will have a
direct influence on the consumer who desire to belong to the group and want to look
like its members and probably buy the same product as them (Rani, 2014). Sport Heroes
and Entertainment figures as a comparative reference can also influence individual’s
aspiration (Bourne, 1957). Consumers' respond to marketing messages might be reflected

by reference group (Fishbein, 1975). A study on Thai consumers' intention to purchase
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for green products showed that the subjective norm (family, friends, peers and relevant
others) plays amajor role in buying intention (Soontonsmai, 2001).
H12: Reference group will have positive relationship with purchasing

intention in Muay Thai training class.

2.6 Psychological Factors

2.6.1 Motivation

Motivation can be described as a conscious experience or subconscious
condition, which play arole as a factor in determining an individual’ s behavior or social
conduct in a given situation (Alderson, 1955). To understand the reasons why consumers
participate in a particular sport and the their expectations from sports participation will
bring about an informative information (Maslow, 1943). There are two main theories
that explained about motivation among consumers which are Maslow’ s Hierarchy of
Needs Theory and ERG Theory

1. Maslow’s Hierarchy Theory

This is one of the most popular motivational theories that have been referred
in numerous researches. The theory combines with five basic needs which are Physiologicd,
Safety, Social, Self-esteem and Self-actualization regarding to importance to the
individual. In this theory, once the lower-level need is substantially fulfilled, then the
next higher-level need will become the motivation focus for an individual (Maslow,
1943).

2. ERG Motivation Theory

There are three core needs which are Existence, Relatedness and Growth.
This theory stated that people seek to fulfill needs at more than one level atime. Also,
if satisfaction of a higher level of need cannot be fulfilled, then the desire to satisfy a
lower order need will increase (Alderfer, 1969). Generally, severa studies of motivation
in sports participation reveaed that fun, skill development, challenge and fitness played
the most important motivational factors.

In addition, EGR theory, existence focuses on satisfying human basic needs

and mostly associated with Maslow’s physiological and security needs. For example,
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the study of Twemlow and Lerma found that self-defense and physical fitness are the
two major motivation factors for martial arts participation (Twemlow SW., 1996).
Also, aprevious study that have studied about Muay Thai participation motivation among
Malaysian people found that both Mae and Femae of Muay Thai participants were highly
motivated by Existence motivation factor (physical fitness and self-defense). Relatedness
is about to maintain interpersonal relationships and relate to Maslow’ s social needs. In
addition, Stefanek’ s study discovered that young Taekwando participants were motivated
by friendship when they decided to go for practicing this martial art (Stefanek, 2004).
Growth is related to personal development and similar to Maslow’s esteem and self-
actualization. Jones's study revealed that martial arts participants have strong motives
of reward, competition, situational and skill development which drive them to participate
this gym activities (Jones G.W., 2006). A previous research has found that ERG theory is
more valid than Masow’s hierarchy of needs. Resulting from ERG theory reflects closer
on knowledge of how importance of various factors act to motivate an individual
simultaneously (Schneider, 1973).

H13: Existence needswill have positive relationship with purchasing
intention in Muay Thai training class.

H14: Relatedness needswill have positive relationship with purchasing
intention in Muay Thai training class.

H15: Growth will have positive relationship with purchasing intention in
Muay Thai training class.

2.7 Proposed Framework Model

Based on the literature review, this study aimsto mainly focus on the influential
factors which impact on purchasing intention in attaining Muay Thai class. The 5 mgjor
aspects will be scoped in Demographic, Health related motives, Service Marketing
Mix, Social factor and Psychological factor. The conceptual framework of the study is
asshowninfigure 2.1



Demographic characteristics
H1: Gender

H2: Income

Health related Motives
H3: Body Weight Control
H4: Physical Fitness

Service Marketing Mix
H5: Product

H6: Price

H7: Place

H8: Promotion

H9: People

Participating Intension

(Muay Thai class)

Social factor

H12: Reference Group

Psychological factor
(ERG motivation Theory)
H13: Existence

H14: Relatedness

H15: Growth

13

Figure2.1 Framework Modd Influential factorsthat impact on purchasing intention

in attaining Muay Thai class
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CHAPTER 11
METHODOLOGY

In this chapter, the methodology is outlined. The content comprises of research
design (Quantitative analysis), sample size, quantitative design, research questionnaire,
data collection, and data analysis. In addition, the method of data analysis will be
included descriptive statistics, one-way ANOVA, factor analysis, correlation analysis,
and multiple regressions. Understanding customer motivations and purchase intention
and the factors that may influence these variables seems to be a crucia element in
order to address customer satisfaction, which account for customer loyalty and profit
(Johnson, 2000).

3.1 Research Design

Thisis a survey research with questionnaire constructed based on literature
reviews regarding of martial arts and fitness center participants. The study will be conducted
by using a non-experimental quantitative analysis employing both descriptive and
inferential statistics in order to collect and gain better understanding in consumer behaviors
and motivations. The reason why using quantitative method is because it is a research
approach that useful and easy to compare the differences in impacts of each motivations
which influence Muay Tha participation in a systematic way. Also, it makes
generalizations to test the theories with hypothesis. Consequently, this study design is
expected to get appropriate and valid answers about the most influential factors which
impact the enrollment of Muay Thai class at Muay Thai gym among Thai respondents

who live in Bangkok and being in 18 to 40 years old age range.
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3.2 Sample Size

The sample for this study was gathered from both having and not having
Muay Thai respondents who live in Bangkok. Due to the fact that there is no statistic
data of fitness or Muay Thai gym members is available. Therefore, the exact number
of Muay Thai participants is not able to identify. However, the researcher will use the
published tables by Y amane which provide the sample size for a given set of criteriato
determine the sample (Yamane, 1967). According to data from National Statistical
Office, there were 1,858,890 Bangkok population aged 11 years and over who playing
sport or exercise in 2011 (Ministry of Information and Communication Technology,
2011). As aresult, the target sample size for this study will expect to be 100 individuals
with +10% Precision Levels where Confidence Level Is 95% and P=.5 whether they
have or not have experience in practicing Thai boxing at Muay Thai gym. The sample
Size table was showed below.

Table3.1 Sample Size for £3%, +5%, +7%, and £10% Precision Levels where
Confidence Level 1s95% and P=.5

Sample Size (n) for Precision (g of:
Size of Population
+3% 5% 7% +10%

500 a 222 145 83
600 a 240 152 86
700 a 255 158 88
800 a 267 163 89
900 a 277 166 90
1,000 a 286 169 91
2,000 714 333 185 95
3,000 811 353 191 97
4,000 870 364 194 98
5,000 909 370 196 98
6,000 938 375 197 98
7,000 959 378 198 99
8,000 976 381 199 99
9,000 989 383 200 99
10,000 1,000 385 200 99
15,000 1,034 390 201 99
20,000 1,053 392 204 100
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Table3.1 Sample Size for +3%, +5%, +7%, and +10% Precision Levels where
Confidence Level 1s95% and P=.5 (cont.)

Sample Size (nyfor Precision (g of:
Size of Population
+3% 5% 7% +10%
25,000 1,064 394 204 100
50,000 1,087 397 204 100
100,000 1,099 398 204 100
>100,000 1,111 400 204 100

a= Assumption of norma populationis poor (Yamane, 1967). The entire population should
be sampled.

According to the sample size table above, it shows that 100 sats of questionnaires
in a form of www.googledoc.com will be distributed to consumers for this study via
Line and Facebook. The duration to conduct the questionnaires will be held on 20 June
2016 to 25 June 2016. However, the researcher will conduct as much as possible of the
guestionnaire from the respondents who attain the survey questionnaire in order to

provide good representative results.

3.3 Quantitative Design

The quantitative analysisin this research relied on descriptive and inferential
datidics. The reason why choase this research gpproach is because the results are generdizable,
Also, this approach will provide relevant stats to describe overall population and
segments of interest and allow statistical testing of hypothesis. Descriptive statistics
such as frequency, means will use to characterize the sample group. Inferentia statistics
such as factor analysis and analysis of variance (One-way ANOVA) will help to determine
if there are some relationships exist between the predictor and response variables and

compare the differences between group respectively.
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3.4 Research Instrument

3.4.1 Constructs M easurements

The research instrument was adapted from the measurement of martial arts
participant motivation scale which was conducted by Ko, Yu kim and Valachi (Kim,
Martial arts participation: consumer motivation, 2010). Moreover, this study will use 2
types of the scale which are nominal scale and interval scale. The nominal scale will
be applied to demographic and general question part. For Interval scale, A five-point
Likert type scalewill be used to ask respondents to specify the level of agreement
toward Muay Thai participation motivations and intention to purchase part of questionnaire

where 1 isequal to strongly disagree and 5 is equal to strongly agree.

3.4.2 Questionnaire Design

The research questions in this study are developed based on literature reviews
regarding the topics of consumer behaviors, martial arts and Muay Thai participation
motivations and purchase intentions among Muay Tha and martial arts respondents.
For the current questionnaire, the scope of questions will cover demographic, motivations
and intention to buy questions aspects. The original questionnaire that used in this research
was first written in the English. Therefore, it has to be translated to Thai language in
order to assure that all the Thai respondents can understand and answer the questionnaire
clearly. In addition, the questionnaire for this study will comprise of 4 sections which
include 58 questions.

Section 1: Persona demographic information, nominal scale will be used
to analyze the first 4 questions.

Section 2: Overview about participating Muay Thai class, nominal scale
will be used to determine the 6 questions in order to illustrate the basic characteristics
of Muay Thai participant in attaining Thai boxing class.

Section 3: To investigate personal opinions toward each factor that influence
Thai consumer behavior and purchase intention to enroll Muay Thai class. This section
will consist of 47 questions that related to the motivation factors.

Section 4. To measure purchasing intention toward Muay Thai class among

Muay Tha participants in Bangkok who either having or not having experience in Thai
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boxing and within age range 18-40 years old. There is 1 question to examine intention

to purchase.

The five point Likert scale will be applied to this questionnaire section.
Starting from 5 (strongly agree), 4 (Agree), 3 (neutral), 2 (disagree), and 1 (strongly

disagre

Demographic section (4 questions)

Table 3.2 Demographic questionnair e r efer ences.

Factors

Questions

References

Gender | What isyour gender?

(Thompson, 2011,

Age What is your age range?

(Thompson, 2011)

Income | What isyour average persond income per month (Baht)?| ( nsuwan, 2012

City Do you live in Bangkok?

(Thompson, 2011)

Overview about participating Muay Thai class (6 questions)

Table 3.3 General information questionnair e references

Factors Questions References
Experience | Have you ever joined Muay Thai class at (Insuwan, 2012
Muay Thai gym in Bangkok before?
Frequency | How often do you go to Muay Tha gymina (Insuwan, 2012
week?
Experience | How long have you practiced Muay Thai at (Thompson, 2011,
peroid Muay Thai gym?
Schedule | When do you usually go for Muay Thai class? | (Chaisuriyathavikun,
2014
Time What time do you usually go for Thai boxing? | (Thompson, 2011)
Membership | What is your current membership program (Thompson, 2011)
(pricing plan)?
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Table 3.4 Independent factors questionnaire references (47 questions)

Factors Questions | References
Heath Related Motives

Weigh | want to practice Muay Thai in order to lose

control my weight.
Practicing Muay Thai helps me stay in good (Gareth W. Jones,

. 2006)

physical shape.
I will go to the gym when | am getting fat.

Physical | attain Thai boxing class because | believe it

Fitness makes me healthy. (Insuwan, 2012)

Muay Tha helpsimprove my physical fitness.

Service Marketing Mix

Product

| select Muay Thai gym based on a variety of
training activities they offer.

| prefer the gyms that have aflexible
timetable so | can join the class anytime.

The gym should have many levels of Muay
Thai programs to choose.

(Insuwan, 2012)

| think closing at 9pm is early for the Muay
Thal gym.

| prefer the membership program as a package
rather than pay per visit.

(Patamadil ok, 2010)

| prefer the gym that sell a variety of Muay
Thai gear such as Muay Thai gloves, body
protectors, elastic bandage.

| decide to choose Muay Tha gym based on
its reputation.

(Wasinege, 2015)

Muay Thai gym should have many branches
available.

(Insuwan, 2012),
(Patamadilok, 2010)

Price

| prefer to buy the unlimited package rather
than one pass ticket.

| decide to choose the Muay Thai gym after |
compare the price with other Muay Thai

gyms.

(Patamadil ok, 2010)

Muay Tha gym should have a wide range of
pricing plan.

| would rather pay for Muay Thai gym that
has many branches available.

(Insuwan, 2012),
(Patamadilok, 2010)

Muay Thai gym should accept credit card
payment.

(Wasinege, 2015)
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Table 3.4 Independent factors questionnair e references (47 questions) (cont.)

Factors

Questions

References

Place

The Muay Thai gym that | likeislocated
nearby my place.

Car parking is necessary to make a decision
when | choose the Muay Thai gym.

| prefer the gym that is convenient to travel to.

| prefer Muay Thai gym that located in
shopping center such as department stores,
community malls.

(Patamadil ok, 2010)

Promotion

The sales promotion can attract me to pay for
amembership.

Allow me to share membership package with
friends makes me more interested to be amember.

| choose Muay Thai gym because of attractive
advertising promotion.

(Insuwan, 2012)

People

Sale person has an influence when | make a
decision.

| love Muay Thai gym where staffs provide
me good service.

Teaching style of trainersisimportant for me
when | select Muay Thai gym.

(Chaisuriyathavikun,
2014)

Process

The registration process of joining Muay Thai
class should be done easily.

| prefer Muay Tha gym that provides me fast
service.

(Thompson, 2011)

All necessary information should be informed
to the customers at the beginning.

(Chaisuriyathavikun,
2014)

Physical
evidence

| prefer Muay Thai gymsthat have air
conditioner.

Muay Thai gym should have nice atmosphere.

Muay Thai gym should provide full facilities.

(Patamadil ok, 2010)

Group
reference

| choose the Muay Thai gym that my friends
recommend me.

| liketo go to Muay Thai gym where
celebrities go for Tha boxing.

Trend of Thai boxing on social medias
inspires me to go for Tha boxing.

(Chaisuriyathavikun,
2014)

I have heard people talking about practicing
Muay Tha s0 | decideto attain Muay Thai class.

(Thompson, 2011)
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Table 3.4 Independent factors questionnair e references (47 questions) (cont.)

Factors |

Questions

| References

Psychological Factors (ERG Motivation Theory)

Existence | | decidetotakeaMuay Thai class because |
want to have fun. (Kim, Martial arts
Muay Thai training helps me develop self- participation:
defence ability consumer motivation,
| aminterested in Muay Thai because it 2010)
might help me release stress.
Relatedness | | prefer to join Muay Thai class because it
glve§ me ghance to improve social (Kim, Martial arts
relationships. o
Practicing Muay Thai lets me spend more partic pafup "
. . . consumer motivation,
time with my friends. 2010)
Muay Thai makes me feel like | belong to a
specia group.

Growth | would love to be successful in Muay Thai. (Kim, Martia arts
Taking Muay Thai class might help me feel participation:
more confident in my abilities. consumer motivation,
Muay Thai lets me understand the value of 2010)
hard work.

Dependent variables (1 question)
Table 3.5 Purchaseintention questionnairereference
Factors Questions References
Purchase | | have an intention to buy Muay Thai training | (Chaisuriyathavikun,
Intention | coursein the next 12 months 2014

3.5 Data Collection

Convenience sampling method will be used in this study according to time

and budget limitation and separated location of the gyms across the metropolitan area

of Bangkok. Nonrandom sampling method allows the researcher convenient access.

However, care should be taken in order to minimize biases. The questionnaires are

decided to distribute online to consumers via googledoc.com. In addition, to implement
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the online survey tool, the researcher based on the fact that online questionnaire provides
real-time monitoring of data collection from the participants. Furthermore, a diversity
of responses will help to reduce potential biases in the data. Lastly, the researcher also

expects fast and high return rate for the survey guestionnaire.

3.6 Data Analysis

After the participants returned questionnaire to the researcher, all collected
datawill be analyzed by using the Statistical Package for Social Science software program
(SPSS) version 22.0. All legible responses that meet inclusion criteria will be focused
on. Several statistical methods will be used to test the hypotheses related to the topic
of factor affecting consumer motivation and intention to purchase Muay Thai course.

The measurement for this study comprises of descriptive analysis, One-way
ANOVA, Factor analysis, Correlation, and Multiple regressions.

1. Descriptive analysis will be used to describe respondent’s personal
information such as age, gender, and personal monthly income.

2. One-way ANOVA analysisis useful to compare between age, gender,
and personal monthly income towards Muay Thal purchasing intention.

3. Exploration factor andysis will help to investigate the numbers of sgnificant
constructs.

4. Correation anaysiswill describe relationship among the group of variables.

5. Multiple linear regression analysis is a statistical instrument that useful
to explain the relationship between independent variables and dependents variable
(Field, 2005).
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CHAPTER IV
FINDINGS

The results of data analysis were conducted from questionnaire answers of
164 respondents who are 18-40 years old, live in Bangkok and either have or not have
experience in Muay Thai before. However, since the researcher distributed questionnaire
via googledoc.com and spread widely among respondents as convenient sampling method
so the exact number of distributed questionnaire and number of return (response rate)
cannot be identified. In fact, a total of 178 questionnaires were collected at first but
the scope of study aimed to emphasize only respondent who live in Bangkok. As aresult,
the questionnaires from 14 respondents who do not live in Bangkok were excluded
and atotal of 164 questionnaires from those who are accepted by inclusion criteriawill
be used for further analysis.

Thefirst section would begin with the result finding of demaographic profile of
respondents, genera information about involvement in Muay Thai. Moreover, this
research illustrated the result of mean score between two groups to measure demographic
(gender and income) toward Muay Thai class purchasing intention by using ANOVA.
In addition, Factor Analysiswill also be used to determine whether constructs successfully
measure purchasing intention. After that, this research re-hypothesis for testing constructs

with dependent variable by using multiple linear regression analysis.

4.1 Result and Analysis

4.1.1 Demographic profile of respondents
The results of the demographic background of respondents such as gender,
age, and income were shown in Table 4.1.
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Table4.1 Demographic profile of respondents

Demographic Characteristics F(rls(ilig%:y Perz:g/:(r)l)tage
Gender Mae 43 26.2
Female 121 73.8
Age 18 - 25 yearsold 26 159
25— 35yearsold 109 66.5
36 —40 yearsold 29 17.7
Income <15,000 Baht 11 6.7
15,000 — 25,000 Baht 18 11.0
25,000 — 35,000 Baht 25 15.2
35,000 — 45,000 Baht 51 311
>45,000 Baht 59 36.0

According to the Table 4.1, there were 164 respondents participated in this
research. In term of gender, 73.8% of the respondents were female, while 26.2% of the
respondents were male.

In regards to age group, most of the respondents were adult aged from 25—
35 years old which contributed to 66.5% of the total respondents. There were 17.7%
of respondents aged from 36-40 years old. 15.9% of respondents were aged from 18-25
years old. Thisresult indicated that 25-35 years old age group are the mgjority of research
respondents.

Correspond to average monthly income, most of the respondents had income
more than 45,000 Baht and 35,000-45,000 Baht which represented 36.0% and 31.1%
of the total respondents respectively. Whereas, 15.2% of the respondents had personal
monthly income in the range of 25,000-35,000 Baht and 11.0% had 15,000-25,000 Baht.
The lowest percentage was having average monthly income less than 15,000 Baht (6.7%).

4.1.2 General profileabout Involvement in Muay Thai.
The results of the Muay Thai involvement characteristics of respondents

were shown in Table 4.2.
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Table4.2 General information of involvement in Muay Thai amongresearch

respondents
Involvement in Muay Thai characteristics F(rf](iﬁg():y Per ?((;:l)tage
Experience No 52** 317
Yes 112 68.3
Year of involvement | <1year 76 67.9
1-3 years 33 29.5
>3 years 3 2.7
Frequency < Once aweek 60 53.6
1-3 Days aweek 52 46.4
>3 Days aweek 0 0
Day of participation | Weekday 44 39.3
Weekend 68 60.7
Time of participation | 6am - 9am 1 0.9
9am — 12pm 9 8.0
12pm — 3pm 17 15.2
3pm — 6pm 37 33.0
6pm — 9pm 48 42.9
9pm — 12am 0 0
Member ship One day pass 27 24.1
program <3 Months 43 38.4
3-6 Months 29 25.9
>6 Months 13 11.6

** According to the skip pattern of questionnaire, there were 52 respondents answered
having no experience in Muay Thai before so they will skip the questions about Muay

Thai involvement and then start continuing in the next section of questionnaire.

The results of involvement in Muay Thai were summarized in the Table
4.2. There were 68.3% of the total 164 respondents who have participated in Muay
Thai class at Muay Thai gym before. However, 31.7% of the total respondents have

never experienced in Muay Thai class in their past experience. Consequently, this
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group of respondents was allowed to skip the rest of the questions about involvement
in Muay Thai class and start answering again in the next section of questionnaire.

Magjority of the respondents (67.9%) have practiced Muay Thai less than 1
year, whereas 29.5% had involvement of 1 - 3 years. Only 2.7% of the respondents had
participated for more than 3 years.

In relation to the frequency of participation in Muay Thai class, the highest
percentage of respondents are those who attain Muay Thai class less than once a week
(53.6%), followed by 46.4% who participated Muay Thai class about 1 — 3 days a week.
However, non of the respondents participated more than 3 days a week.

In term of the day to participate Muay Thai class, a mgority of respondents
attained class on the weekends (60.7%) and 39.3% usually goes practicing Muay Thai
in the weekdays.

Most of the respondents participated Muay Thai class at 6 pm —9 pm (42.9%),
followed by at 3 pm —6 pm (33.0%). There were 15.2% of the respondents attained Muay
Thai class at 12 pm —3 pm and 8% participated at 9 am — 12 pm. A few of respondents
go practicing Muay Thal at 6am — 9am (0.9%) and none of them attained class after 9 pm.

In regards to the membership program, there were 38.4% of respondents
who prefer <3 months pricing program and 25.9% in 3-6 months membership. 24.1%
of the respondents preferred One day pass plan and 11.6% had >6 months membership.

4.2 Analysisof variance, ANOVA

The one-way analysis of variance (ANOVA) is a statistical testing that
used to determine whether there are any significant differences between the means of
two or more independent groups (Kent State University, 2016). Furthermore, ANOVA
can analyze the hypothesis which the mean scores have no different including with the
significant level is higher than 0.05 will be rejected. On the other hand, the hypothesis
which the mean score is different and the significant level is equal or less than 0.05
will be accepted with 95% confidential interval. The statistical testing helps to prove
that results would not occur by chance (Field, 2005).
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4.2.1 Gender

This statistical approach is used to compare the means of intention to participate
Muay Thai class between 2 different gender groups among 18 — 40 years old respondents
in Bangkok. The testing result is aimed to determine whether there is statistical evidence
that the associated population means are significantly different. The result showed in
Table 4.3

H1: There will be a difference in Bangkok consumers gender toward

purchasing intention in Muay Thai training class.

Table4.3 ANOVA Testing result between the different gender groupstoward

purchasing intension in Muay Thai training class among 18 -40 years old Thai

consumersin Bangkok

Dependent variable Gender n M ean F Sig.
Intention to participate Male 43 3.60 549 460
Muay Thai training class | Female 121 3.74
in the next 12 months Total 164 3.71

The result in Table 4.3 showed that the mean score for male (m=3.60) is
dlightly lower than female participants (m=3.74), in term of overall motivation factor.
Moreover, the significant value was 0.460 which higher than 0.05 level of significance. It
revealed that there were no statistically significant differences between different genders.
Therefore,

H1: There will be a difference in Bangkok consumers gender toward

purchasing intention in Muay Thai training classisrejected at 95% confident interval.

4.2.2 Income

One-way ANOVA testing is used in order to analyze how mean of intention
to participate Muay Thai class vary between different income groups. The result showed
in Table 4.4.

H2: Therewill be a difference in Bangkok consumers' income range toward

purchasing intention in Muay Thai training class.
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Table4.4 ANOVA Testing result between the different income groups toward
purchasing intension in Muay Thai training class among 18 -40 years old Thai

consumer sin Bangkok

' Average Monthly .
Dependent variable n M ean F Sig.
Income (Baht)

Intention to participate | <15,000 11 382 | 2221 0.069
Muay Thai training 15,000 — 25,000 18 311
classin the next 12 25,000 — 35,000 25 3.76
months 35,000 — 45,000 51 3.94

>45,000 Baht 59 3.64

Tota 164 | 3.71

Mean intention to participate Muay Thai class at Muay Thai gym showed
that the differences in income group were not statistically significant (Sig. = 0.069).
Compare to all income ranges, the highest mean score for participation intention in Muay
Thai class is average persona monthly income at 35,000 — 45,000 Baht (m = 3.94). The
second rank participating intention is <15,000 Baht with mean score of 3.82. Then,
followed by 25,000 — 35,000 Baht for average monthly income group (m = 3.76, more
than 45,000 Baht/month income group (m = 3.64), and 15,000 — 25,000 Baht/month
average income group (m = 3.11) respectively. Therefore,

H2: There will be a difference in Bangkok consumers' income range toward
purchasing intention in Muay Thai training classisrejected at 95% confident interval.

4.3 Factor analysis

Factor analysisis a statistical method used to summarize data and identify
items of a questionnaire that “stick together” so that relationships and patterns can be
easily interpreted and understood. It is normally used to classify anew groups of variables
based on the most important features that were determined after the process of data
reduction (Pearce, 2013). Consequently, it helps to isolate constructs and concepts.
Factor analysis uses mathematical procedures for the simplification of interrelated

measures to discover patternsin a set of variables (Child, 2006).
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The interpretation of factor analysis is related to rotated factor loadings,
rotated eigenvalues, and scree test. To use rotation and suppressing small coefficients
will make the interpretation easier. To identify significant variables, factor loading is
used to analyze a correlation between the original variables in order to determine and
cut the inggnificant values which have factor loading less than 0.4 (Hair, 2006). Moreover,
eigenvalue score has to be greater than 1 because it represents the level of each variable
contribution (Field, 2005). In addition, the rotated eigenvalues and scree plot are useful to

determine the number of significant factors (Pearce, 2013).

4.3.1 Total Variance Explained

Total variance explained is used to determine the number of significant
factors and the percentage of the significant level of overall constructs. The result were
showed in Table 4.5

Table4.5 Total variance explained six factorsinfluencing Thai customers purchasng

behavior in gold ornament

Total Variance Explained
Initial Eigenvalues Rotation Sums of Squared L oadings
Component % of Cumulative % of Cumulative
Total : Total F
Variance % Variance %
1 5.953 23.814 23.814 2871 11.486 11.486
2 2.974 11.898 35.711 2.751 11.005 22.490
3 2.643 10.574 46.285 2.647 10.586 33.076
4 1.780 7.118 53.404 2.565 10.259 43.336
5 1.673 6.691 60.095 2.545 10.180 53.516
6 1.364 5.454 65.549 2.450 9.799 63.315
7 1.199 4.795 70.345 1.757 7.029 70.345
8 916 3.664 74.009
9 741 2.964 76.973
10 .683 2.730 79.703
11 .602 2.408 82.111
12 549 2.194 84.306
13 488 1.952 86.257
14 448 1.793 88.051
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Table4.5 Total variance explained six factorsinfluencing Thai cusomers purchasing

behavior in gold ornament (cont.)

Total Variance Explained
Initial Eigenvalues Rotation Sums of Squared L oadings
Component % of Cumulative % of Cumulative
Total Total
Variance % Variance %
15 415 1.662 89.712
16 .348 1.393 91.105
17 .343 1.372 92.477
18 331 1.323 93.801
19 301 1.205 95.006
20 .289 1.155 96.161
21 232 .929 97.090
22 227 .907 97.997
23 .185 .740 98.737
24 .169 .675 99.411
25 147 .589 100.000

Extraction Method: Principal Component Analysis.

According to the result of factor analysisin Table 4.5, it showed that there
were seven significant factors influenced Bangkok customers’ participating intention
toward Muay Thai class. The total variance explained is illustrated that the initial
eigenvalues is more than 1 with cumulative percent over than 60%. All the factors that
matter for this research were arranged in the descending order based on the most explained
variance. Also, the results in table 4.5 presented that there were seven components at
70.345% significant of the total variability of data.

4.3.2 ScreePlot
SPSS output for scree plot will indicate the number of significant factors
that were clearly separated in the plot as showed in Figure 4.1
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Scree Plot
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Figure4.1 Scree Plot of seven factors influencing Tha consumer behavior toward
purchasing intention in Muay Thai.

According to the output from scree plot, it showed that 7 important numbers

of constructs were accounted for participating intention toward Muay Thai class.

4.3.3 Rotated Component Matrix

From Rotated Component Matrix in Table 4.6, each factor is an underlying
dimension that explains the correlation among a set of variables which factor loading
will be used to measure the strength of arelationship between variable and factor. The
closer a value gets to 1 the stronger the relationship between variable (attribute) and
factor. However, a variable has to make sense in the group which mean the meaning
need to match.
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Table4.6 Rotated Component Matrix of seven factorsinfluencing Thai customers

participating intention toward Muay Thai class

Rotated Component Matrix®

Component

3

4 5 6

Q46: | liketo go to Muay Thai
gym where celebrities go for
Thai boxing.

Q47: Trend of Tha boxing on
social medias inspires me to go
for Thai boxing.

Q45: | choose the Muay Thal
gym that my friends recommend
me.

Q48: | have heard people talking
about practicing Muay Thai o |
decide to attain Muay Thai class.

.835

810

.697

.693

Reference group ]

Q39: The registration process of
joining Muay Thai class should
be done easily.

Q40: | prefer Muay Thai gym
that provides me fast service.
Q41: All necessary information
should be informed to the
customers at the beginning.

Q38: Teaching style of trainers
isimportant for me when | select

Muay Tha gym.

878

.836

741

.699

Muay Thai Gym's
Service
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Table4.6 Rotated Component Matrix of seven factorsinfluencing Thai customers

participating intention toward Muay Thai class. (cont.)

Rotated Component Matrix®

Component

1 2 3

4 5 6 7

Q56: Taking Muay Thai class
might help me feal more confident
inmy abilities.

Q55: | would love to be successful
in Muay Thai.

Q57: Muay Thai lets me understand
the value of hard work.

915

.858

.855

[ Growth Needs ]

Q33: The sales promotion can
attract me to pay for amembership.
Q34: Allow meto share membership
package with friends makes me
more interested to be a member.
Q27: Special price for the first
tria encourage me to go attaining
Muay Thai.

Q25: | decide to choose the Muay
Thai gym after | compare the
price with other gyms.

7

\,

Price Related ]

.780

(44

672

.631

Q15: Muay Thai helpsimprove
my physical fitness.

Q51: | aminterested in Muay Thai
because it might help me release
stress.

Q14: | attain Thai boxing class
because | believeit makes me hedthy.
Q49: | decideto take aMuay Thai
class because | want to have fun.

.819

.64

Mental & Health

Benefit

146

122
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Table4.6 Rotated Component Matrix of seven factorsinfluencing Thai customers

participating intention toward Muay Thai class. (cont.)

Rotated Component Matrix®

Component

2 3

4

5

Q22: | decide to choose Muay
Thai gym based on its reputation.
Q23: Muay Thai gym should
have many branches available.
Q42: | prefer Muay Thai gyms
that have air conditioner.

Q32: | prefer Muay Thai gym
that located in shopping center
such as department stores,

community malls.

Muay Thai Gym

(Product in 7P

759

707

672

.613

Q11: | want to practice Muay
Thai in order to lose my weight.
Q13: I will go to the gym when |
am getting fat.

[ Weight Control ]

878

.867

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 7 iterations.

The output of rotated component matrix as the table 4.6 showed that there

were 7 factors that have an influenceon Thai customersintention to participate in

Muay Thai class. After doing factor analysis, giving the names that best represent the

variables within the factors were did. So, these new variable groups can be named as

new constructs (factors) which different from the constructs that the researcher created

in framework model in the beginning of study (Figure2). The new constructs are;

1. Reference group: friends, celebrities, being trendy, and word of mount

are influencing factors that influence respondents in Bangkok decide to either participate

Muay Thai class or choose the Muay Tha gym.
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2. Muay Thai gym’s service quality: good, fast, and completed services
from staff and trainers play an important role toward the places to go for Thai boxing.

3. Growth (ERG motivation): being successful, improving self-confident,
respecting to vale of hard working contributed to Muay Thai participation motivations.

4. Priced related: price and sales promotion have an influence when decide
to choose Muay Thai gym among Bangkok participants.

5. Mental and Health benefit: Improving physical fitness, being healthy,
fun and relaxing are al motivations to participate Muay Thai.

6. Muay Tha gym (Product in service marketing mix): Reputation, number
of branches available, facilities, and location of Muay Thai gym itself can influence a
decision making to choose Muay Thai gym.

7. Weight Control: Losing weight, when doing Muay Tha encourage
participants to attain Muay Thai class.

The results from the factor analysis illustrated some of the insignificant
variables were removed according to rule of thumb. Therefore, the previous hypotheses
(H3 —H15) that have created in Chapter2 has to be revised. These new hypotheses of
this study need to be tested by usng multiple regressions in order to explain the relationship
between independent variables and dependents variable which is intention to participate
Muay Thai class at Muay Thai gym. The new hypotheses are shown below:

H3: Reference group will have positive relationship with participating
intention in Muay Thai training class.

H4: Muay Tha gym'’s service quality will have positive relationship with
participaing intention in Muay Thai training class.

H5: Growth Needs motivation will have positive relationship with participating
intention in Muay Thai training class.

H6: Reduced Price will have positive relationship with participating intention
in Muay Thai training class.

H7: Vdue on mentd & hedth will have positive reationship with participating
intention in Muay Thai training class.

H8: Convenience and facilities at Muay Thai gym will have positive
relationship with participating intention in Muay Thai training class.
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H9: Body weight control will have positive relationship with participating
intention in Muay Thai training class.

H3: Reference group

H4: Service quality

H5: Growth (ERG
Motivation)

Participating I ntention

H6: Pricerelated (toward Muay Thai class)

H7: Vaue on Mental
& Hedth

-

H8: Muay Thai gym

H9: Weight control

Figure4.2 Framework Mode (Revised) Influential factor sthat impact on participating
intention toward Muay Thai class

4.4 Multipleregression analysis

Multiple regression is a statistical approach which used to analyze the value
of a dependent variable based on the value of two or more other independent variables.
It is also implemented for determining the overall fit (variance explained) of the model
and the relative contribution of each of the predictors to the total variance explained
(Leard Statistic, 2013). After running the factor analysis, the new significant factors
which are “ Reference group, Muay Tha gym’s service quality, Growth Needs motivation,
Reduced Price, Vaue on menta & hedlth, Convenience and facilities at Muay Thai gym,
and Body weight control” will be tested with participating intention toward Muay Thai
class. To accept or reject the hypothesis, 95% confidential interval and P-value is less
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than 0.05 level of significant will be a cut off point in statistical testing in order to avoid
errors (Field, 2005).

4.4.1 ANOVA result of running Multiple regressions

The level of significant of ANOVA'’s result when running the Multiple
regression in order to measure the significant level of independents variables and dependent
variablesin Table 4.8 asfollow:

Table4.7 ANOVA showed the results of seven factors influencing Thai customers

participating intention toward Muay Thai class which the significant rate showed

0% which lessthan 0.05 level of significant

ANOVA?
Model Sumof Squares | df | Mean Square F Sig.
1 Regression 52.376 7 7.482 9.006 .000°
Residua 125.448 151 831
Total 177.824 158

a. Dependent Variable: Q58: | have an intention to participate Muay Thai training
course in the next 12 months.

b. Predictors. (Constant), Weight.control.new, Price.Promotion.new,
Growth.ERG.motivation.new, Health.Fitness.new, Service.new, MT.Gym.new,

Ref.Group.new

According to the result from the Multiple regression analysis, it found that
participating intention toward Muay Thai class among Thai customers in Bangkok in
which was a dependent variable had significant relationship with group of independent
variables (Reference group, Muay Thai gym’s service quality, Growth Needs motivation,
Reduced Price, Value on mental & health, Convenience and facilities at Muay Thali
gym, and Body weight control). Asit showed in table 4.6, ANOVA of seven factors of
Bangkok respondents’ motivation in participating intention toward Muay Thai class
illustrated that the significant level of the independent constructs was 0.00 which less
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than 0.05 significant levels. Consequently, it can be stated there was significant in
relationship between participating intention and seven constructs.

4.4.2 Model Summary

he result from running the Multiple regression also presented the model
summary which will be useful to explain how well the dependent variable can be
predicted by the independent variables. An the result were showed in Table 4.9.

Table4.8 The Model Summary of sevenfactorsseven factors influencing Thai

customer s participating intention toward Muay Thai class

Model Summary

: Std. Error of the
Model R R Square | Adjusted R Square _
Estimate
1 5437 295 .262 911

a. Predictors: (Constant), Weight.control.new, Price.Promotion.new, Growth.ERG.

motivation.new, Health.Fitness.new, Service.new, MT.Gym.new, Ref.Group.new

According to the Model Summary output, it illustrated that Adjusted R-square
of .262 showed the overall correlation between participating intention toward Muay Thai
and the means of the seven independent variables was a borderline good prediction
model.

4.4.3 Coefficientsresult of running Multiple regression

Thetesting the coefficient of seven factors influencing Thai customers
participating intention toward Muay Thai class explained how strong the impact on
participation in tention toward Muay Thai class of each seven influencing factors. The
result showed in the Table 4.10.
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Table4.9 Coefficientsresult of running Multiple regression of seven factors

influencing Thai customers participating intention toward Muay Thai class

Coefficients®

Unstandardized Standardized

Model Coefficients Coefficients t Sig.
B Std. Error Beta

1 (Constant) 657 .888 740 | 461
Ref.Group .260 105 209 2.482 .014
Service -.146 154 -.072 -.948 345
Growth.ERG -.361 091 -.294 -3.979 | .000
Price.Promotion -.093 ~ Y -.053 -.613 541
Health.Fitness 1.125 161 512 6.987 .000
MT.Gym -.068 127 -.043 -.537 592
Weight.control -.018 .081 -.016 -.222 824

a. Dependent Variable: Q58: | have an intention to participate Muay Thai training
course in the next 12 months.

According to the result from table 4.10, the regression showed the value of
a and b; coefficients which will be used to create the regression model and also describe
the impact of each seven influencing factors on participating intention toward Muay
Thai. Moreover, the result also found that there were three independent variables that had
significant impact on participating intention toward Muay Thai class among the Bangkok
respondents (Sig. < .05). Reference group, Growth needs, and Vaue on mental & health
were those three significant influencing factors with .014, .000, and .000 significant
respectively. To prioritize the level of impact of each significant influencing factors
toward intention to participate Muay Thai classat Muay Thai gym, Value on mental &
health with .000 significant (Sig. < .05) and Unstandardized Coefficients (Beta) of 1.125
represented as the factors that had the greatest impact on Muay Thai participating intention.
Therefore, the hypothesis H7: Vaue on mental & health will have positive relationship
with participating intention in Muay Thai training class was accepted.
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In addition, Growth needs in ERG motivation with .000 significant (Sig. < .05)
and Unstandardized Coefficients (Beta) of -.361 represented as the factors that had the
second great impact on Muay Thal participating intention. As a result, the hypothesis
H5: Growth Needs motivation will have positive relationship with participating intention
in Muay Thai training class was accepted. However, the negative value might have to
be tested with other statistics in order to confirm the direction of relationship between
dependent and independent variable.

Furthermore, Reference group with .014 sgnificant (Sg. < .05) and Ungtandardized
Coefficients (Beta) of .260 represented as the factors that had the third greatest impact
on Muay Thai participating intention. Therefore, the hypothesis H3: Reference group
will have positive relationship with participating intention in Muay Thai training class
was accepted.

Refer from these three significant factors' results, the Regression Model of
this study will be:

Y = 0.657 + 1.125(X1) — 0.361(X5) + 0.260(X3)

Y = Intention to participate Muay Thai classin the next 12 months
X1 =Valueon mental & health

X2 = Growth Needs motivation

X3 = Reference group

If Value on mental & health, Growth Needs motivation, and Reference
group increase equally at 1 point, then the intention to participate Muay Thai classin
the next 12 would increase equal at 1.681.

However, for the four hypotheses which were H4: Muay Thai gym’s service
quality, H6: Reduced Price, H8: Convenience and facilities, and H9: Body weight control,
the result showed that they had no significant impact on participating intention toward
Muay Thai. This was because the significant levels of these independent variables
were higher than the acceptable significant level 0.05 (95% Cl) as it showed in Table
4.9 which were 0.345, 0.541, 0.592, and 0.824 respectively. Therefore, the hypothesis
H4, H6, H8, and H9 arerejected.
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According to the research results from oneeway ANOVA and Multiple

Regression methods, the relationship between the independents variables (from Factor

Analysis) and dependent variable will be illustrated as;

Reference group, Growth needs, and Value on mental & health were the

three significant influencing factors toward participating intention in Muay Thai class

with .014, .000, and .000 significant level respectively.

However, there were six hypotheses rejected resulting from significant level

was lower than 0.05 which were H1 (Gender), H2 (Income), H4 (Muay Thai gym’s
service quality), H6 (Reduced price), H8 (Convenience and facilities), and H9 (Body

weight control). The summary of the research finding was illustrated in Table 4.10

Table 4.10 Hypotheses summary testing on independent variables

Testing

Hypotheses Methil Results
H1: There will be adifference in Bangkok consumers One-way _
gender toward purchasing intention in Muay Thai I nova Rejected
training class
H2: There will be a difference in Bangkok consumers’ Onew _
income range toward purchasing intention in Muay Thai AN OVaX Rej ected
training class
H3: Reference group will have positive relationship Mulitiple Accepted
with participating intention in Muay Thai training class. | Regression
H4: Muay Thai gym's service quality will have positive Mulitiple _
relationship with participaing intention in Muay Thal Reqression Rejected
training class. Cgres
H5: Growth Needs motivation will have positive Mulitiple
relationship with participating intention in Muay Thai Regression Accepted
training class.
H6: Reduced Price will have positive relationship with | Mulitiple Rejected
participating intention in Muay Thai training class. Regression
H7: Value on mental & health will have positive Mulitiple
relationship with participating intention in Muay Thai Regression Accepted
training class.
H8: Convenience and facilitiesat Muay Thai gym will Mulitiple _
have positive relationship with participating intention in Reqression Rejected
Muay Thai training class. Cgres
H9: Body weight control will have positive relationship | Mulitiple Rejected
with participating intention in Muay Thai training class. | Regression
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4.6 Discussion

This study explored the influencing factors that impact Thai consumers in
Bangkok to participate Muay Thai class at Muay Thai gym. The research finding can
be explained separately into two parts which firstly are the influencing factors that have
influenced Bangkok respondents’ behaviors in participating Muay Thai class which
were emphasized from the results of factor analysis. Secondly, Bangkok respondents
participating behaviors toward intention to participate Muay Thai class which can be

illustrated by the result of multiple regression approach.

4.6.1 Key influencing factors of Bangkok respondents behaviors in
participating Muay Thai class.

From the factor analysis result, the 7 key influencing factors that have an
impact on Bangkok respondents’ participating behavior in Muay Thai class comprised
of Reference group, Muay Tha gym'’s service quality, Growth Needs motivation, Reduced
Price, Value on mental & health, Convenience and facilities and Body weight control.
However, there were only 3 influencing factors that significantly contributed to intention to
participate Muay Thai class which are Reference group, Growth needs, and Vaue on
mental & health.

4.6.2 Key influencing factors of Bangkok respondents participating
behaviorstoward intention to participate Muay Thai class.

The research results showed that the differences in both gender and income
have insignificantly impact on participating intention to Muay Thai class among the
respondents in Bangkok who are above 18 years old either have experienced in practicing
Muay Thai or not. However, if the comparing were focused mainly based on service
marketing mix factors and the motivation related factors (Socia, Hedth, and Psychological
related motivations), Bangkok consumers will significantly be influenced by motivations
based factors which are reference group, growth needs, and value on mental & health.
Moreover, when compare this research results with a previous theoretical research
result that was aso conducted to understand the motivation factors in Muay Tha among
Malaysians, it found that influencing factors were not consistent with a previous research
that studied in Malaysia. The Malaysian research result indicated that the differences
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in gender significantly had an impact on Malaysian’'s participation motivations. Also,
it reveded that both gender of Muay Thai participants in Malaysia was highly motivated
by existence-related factor (physical fithess and self- defense) instead of relatedness
and growth needs (Tah Fatt Ong, 2015). Moreover previous literature about motivation
for youth participation in sport and physical activity several gender differences was
showed the finding that males are going to be motivated by the competition itself. In
contrast, females were influenced by social /affiliate and fitness reasons instead
(Robert, 2000).

4.6.3 Motivation for Value on mental & health.

The finding of this research revealed the significant relationship between
value on mental and health especially health related benefits, emotional benefits toward
Muay Thai class participation intention. This means that there were some consistent
factors toward participating intention when comparing with previous studies as follow

According to the result, Thai people in Bangkok tend to participate the
gym based on the believe of being healthy, good physical fitness, relaxed & fun when
doing exercise or sports. Further more, based on the fact that Thai society is both
Hedonism, this possibly contributes to encourage Thai people to participate Muay
Thai class in order to serve theirs mental needs such as fun and happiness. Moreover,
the characteristics of Muay Thal sport might also match with hedonic needs as Thai
consumer behavior. As a consequent, value of participating Muay Thai in mental and
health aspectsisrelevant to Thai consumer’ sinsight and will play an important role to
motivate them to practice Muay Thai. Similarly, relate to a previous research from
USA which conducted about Martial arts participation and consumer motivation by
Kim, it found that fun and physical fitness were the two most important reasons why
people attain in martia arts (Kim, 2010). Moreover, the study among Maaysian
participants disclosure that fun and fitness were the most 2 important reasons which
influence Malaysian people to participate in Muay Thai (Tah Fatt Ong, 2015).

4.6.4 Growth needs motivation
According to the research finding, there was significant relationship between
growth related needs motivation and Muay Thai participating intention. However, the



regression model above, the negative sign of Growth needs factors leads to accept the
hypothesis as “ Growth Needs motivation will have negative relationship with participating
intention in Muay Thai training class’. It can be explained that the more Bangkok
consumers' s participation motivation were driven by to be successful in their lives (too
focus on achievement, award, and result oriented), build up self confidence or the value of
being patient to do the difficult things, the less they were interested in participating Muay
Thai class. People might decide to have fun and enjoyment when joining Tha boxing
rather than expect about be proud of doing it. However, the former study about motivation
toward attaining rate of fitness center showed that doing gym activities in fitness center
helps enhancing salf-control and confidence levels as positive psychologica (V. Jyothirmal,
2014). This means that there were some inconsistent factors toward participating
intention when comparing with previous studies as follow

From the previous research in martial arts participation by Kim, the results
were stated that martial arts participants were motivated by personal growth opportunities
offered in martial arts course (Kim Y. J., 2010). All growth-related factor such as
achievement, self-esteem and val ue devel opment were perceived as influencing factors
that drive practitioners to participate in martial arts. In other words, martia arts participants
perceive that persona improvement is the most beneficial value they gained from martial
artstraining class (Ko, 2010). Nevertheless, this current research was also inconsistent
with Boudreau’ s findings that the psychological benefits of martia arts courses accounted
for important motives (Boudreau, 1995). Besides, Kim has found that participate in
martia artsis perceived to be away to amore fulfilling life (Kim S. , 1997). Enlightenment
and self-improvement were counted to be the primary motivation that drives martial
arts participants. Finally, the research results of this study support that growth-related
motivations had inverse relationship with motivations for today’sMuay Thai practitioners.
This might result from the fact that once society has become more civilized, the importance
of the traditional value of martial arts training will be decreased (Boudreau, 1995). Also,
Thai consumers might emphasize more on fun and enjoyment in Muay Thai class to
meet existence needs as the researcher already mentioned in 4.9.3 value on mental and
health. That is a reason why the relationship between growth related motives and
participating intention toward Muay Thai class shown as negative.
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4.6.5 Reference Group

The research findings are also found that Reference group including social
trend, friends' suggestion, and celebrity as an influencer has positive relationship with
participating intention in Muay Thai training class. Thai consumers significantly decided
to spend their time on a particular leisure activity such as practicing Muay Thai based
on recommendations from friends' suggestions, inspiration from celebrities, social trend.
They are very closed to social media such as Line, Facebook, Y outube, and Instagram
S0 it is easy to be inspired by surrounding. For example, if their favorite actresses aways
post their pictures of doing Muay Thai class, it will help motivate their fan club to
have an inspiration to do the same. Some people have seen their friends go practicing
Muay Tha and frequently talked about their experiences then he or she is automatically
convinced by peer pressure. According to a previous research finding, it revealed that
Thai people as collectivism culture will realize that social relation for exchanging
information is necessary to assure their purchasing decision (Argo, 2005). Moreover
the high technology on internet, it allows people to communicate and consume rich
information via social medias. This could be one possible factor that create the visibility of
Muay Thai classes and also catalyze Thal consumers to have first experience in this
particular sport. In addition, this finding result is consistency with the previous study
in USA revealed that greater than 50% of martia arts participants had obtained information
about their martial arts schools via word of mouth and friend referrals (Min Kil Kim,
2015). Another study discovered that consumers make decision or take part in a sport
activity are externally affected by postive referrals from reference group, friends, family,
peers, and colleagues (Eric C. Schwarz, 2013). Reference group tends to provide a
source of information about sport activities which consequently brings about attractiveness,
creditability, and expertise. Nevertheless, Tourism Authority of Thailand, they aso
utilized the opportunity of the increasingly popular global sport of Muay Thai boxing.
They believed that partnering with celebritiesis a critical aspect of marketing strategy
during 2014 - 2015. Besides, it could be an effective way to maximize efficient use of
budgets, especidly in fast-growing markets such as India(The Pacific Asia Travel
Association , 2014). According to the impacts of reference group that the researcher
mentioned above, it can imply that this current finding is a consistency with previous

researches and information.
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4.6.6 Summary

The results from this research illustrated that the differences in gender and
income among Thai customers in Bangkok at the age above 18 years old have an
insignificant relationship toward intention to participate Muay Thai class at Muay Thai
gym. Moreover, when comparing between consumer perception (service marketing mix)
and consumer behavior (motivation related factors) in the context of participating intention
toward Muay Thai class, the result had found that motivation related factors had stronger
relationship and more significant value than the service marketing mix for Thai consumers
in Bangkok. These informative results can actually be used to formulate attractive and
effective strategies then marketers can differentiate tactics to address unique Muay Thai
programs that fit to customers motivations and needs in order to be successin Muay Thai

class business.
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CHAPTER YV
CONCLUSION AND LIMITATION

The purpose of this study was to develop a better understanding of the most
influential factors which impact the participating intention toward Muay Thai class at
Muay Thai gym among Thai respondents who live in Bangkok and 18 to 40 years old
age range. All the independents variables which include demographic characteristics
(gender, and income), Health related motives (body weight control, physical fitness
improvement), Service Marketing Mix, Social factors (reference group), and Psychological
Motivation (ERG) were purposed and investigated in order to analyze the statistic data
by using descriptive analysis, one-way ANOVA, exploratory factor analysis, reliability
analysis, and multiple linear regression analysis.

Overal respondents profile, there were 164 respondents accepted by
inclusion criteriawhich 73.8% were female and 26.2% were male. The adult aged from
25 — 35 years old was a majority age group who participate this questionnaire survey as
66.5%. The most of the respondents had an average monthly income more than 45,000
Baht (36.0%) and 35,000-45,000 Baht (31.1%). Theratio of respondents between experienced
and non experienced in Muay Thai were 2:1 approximately which among experienced
respondents mostly 67.9% have experience less than 1 year. The frequency of attaining
Muay Thai class were less than once a week (53.6%) followed by 46.4% of 1 — 3 days
aweek. In addition, the weekend was the most convenient days for respondents to practice
Muay Thai, 60.7%. The most comfortably schedule will be at 6pm — 9pm (42.9%) and
at 3pm — 6pm (33.0%) respectively. Regarding to the membership program, there were
38.4% of respondents who prefer <3 months membership program, 25.9% for 3-6 months
membership, and 24.1% more preferred one pass ticket.

One-Way ANOVA was used as compare means analysis in order to andyze
the differences between gender and income group as H1: There will be adifference in
Bangkok consumers' gender toward participating intention in Muay Thai training class
and H2: There will be adifference in Bangkok consumers income range toward participating
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intention in Muay Thai training class. The present findings illustrated that Muay Thai
class participation intention differences were not found between different gender and
income group. Moreover, the respondents aged between 36-40 years old have more
intention to buy gold ornament when comparing the mean score within the group.

According to factor analysis results, there were seven key influencing factors
that influence Thal customers intention to participate in Muay Thai class which were
Reference group, Muay Thai gym'’s service quality, Growth (ERG motivation), Priced
related, Mental and Health benefit, Muay Thai gym (Product in service marketing mix),
and Weight Control. Then, Multiple regression was used to analyze and measure the
relationship between seven independent factors and participating intention toward
Muay Thai class. The results revealed that only three influencing factors that significantly
contributed to intention to participate Muay Thal class which are Reference group, Growth
needs, and Value on mental & health. As a result, the 4 hypothesis about Muay Thai
gym’s service quality, Mental and Health benefit, Muay Thai gym (Product in service
marketing mix), and Weight Control were rejected.

5.1 Conclusion

The results of thisresearch helpsto answer the research question of this study,
which demonstrated into two parts which are Thai customers' participating behavior
and their participating intention. This research showed the seven factors influencing
Muay Thai participating behaviors which were Reference group, Muay Thai gym’s
service quality, Growth (ERG motivation), Priced related, Mental and Health benefit,
Muay Thai gym (Product in service marketing mix), and Weight Control. Moreover,
there are three key influencing factors of Thai consumers behavior toward Muay Thai
participating intention. First, there were no differences between gender and income
groups toward participating intention in Muay Thai class. Moreover, it showed the
significant relationship between Muay Thai class participation intention and value on
mental and health especially health related benefits, emotional benefits. However, the
relationship between growth related motives and participating intention toward Muay
Thai class was negative. This explained that if the participants more account for being

successful and return on high attempt, they might not be motivated easily to attain
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Muay Tha class. Lastly, social motivation such as reference group (i.e. recommendations
from friends, celebrities, and social trend) can influence to motivate Thai consumersto

participate Muay Thai training class.

Table5.1 Explanation of factors influencing Thai customers participating intention

toward Muay Thai class

Key factorsinfluencing Thai customers’ participating intention toward
Muay Thai class

Value on mental and health Finding Support

(ERG) motivation

relationship with participating intention
in Muay Tha training class. The more
Bangok consumers's participation motivation
were driven by to be successful, build up
self confidence or the value of being patient
to do the difficult things, the less they were
interested in participating Muay Thai class.

Menta and Thai peoplein Bangkok decideto participate | (Kim Y. J., 2010)
Health benefits | the Muay Thai gym based on the believe |(Tah Fatt Ong, 2015)
of being healthy, good physical fitness,
relaxed & fun.
Growth related motives Finding Support
Growth related Growth Needs motivation will have negativel (Boudreau, 1995)

(Kim S. , 1997)
(Ko, 2010)

Reference group

Finding Support

Reference group

Thai consumers significantly decided to spend
their times on a particular leisure activity,

(Eric C. Schwarz, 2013)
(MinKil Kim, 2015)

Muay Thai based on recommendations (ThePacific Asa
from friends, celebrities, social trend. Trave Asociation,
2014)

5.2 Contribution of the Study

As Muay Thai crosses national borders and becomes a popular cultural sport
globally, Muay thai literatures have called for both insight and broader research on
Muay Thai practitioners including with the Muay Thai business owners. The academic
effort that aimed to discover more consumers' insight is not only essential for maintaining
an achievement and success but also generating the extended growth of the industry in
the future. Overall, the results of this study contribute to a better understanding of the

better understanding of Muay Thai participants that is very useful to develop consumer
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profiles. The result findings suggested that Muay Thai practitioners have a wide range
of needs to be met. Ultimately, the informative data of this study can be employed and
utilized by Muay Thai service providers including with marketer team in order to forecast
the consumption behavior of Muay Thai participants and also to develop effective
marketing strategies such as market segmentation and differentiated service programs
to fulfill and satisfy the needs and wants of Muay Thai participants.

5.3 Recommendations and Practical Implications

According to the research finding, it can benefit al the manageria and
marketing people including with stakeholders of Muay Thai business to define more
effective planning and strategies for management and marketing team. This could
finally lead to better achievement in encourage Tha people to participate more on
Thai boxing class.

In term of segmentation, Muay Thai training class is equally accepted and
participated by both gender and all income range groups. However, an additiona statistic
testing for demographic factor found that age range between 18-35 years old was the
most potential group in participating Muay Thai. As aresult, before implementing any
marketing strategies, the manageria level should not ignore insights from this particular
age group. That is because their attitudes and preference will probably distinguish from
other age groups. SO, the more focusing on their insights, the better performance in
increasing participation ratein Muay Thai class.

In addition, resulting from significantly impact of Reference group, Growth
related needs, and Value on mental & health toward Muay Thai participating intention,
it implies better understanding of how Thai participants be motivated to join Muay Thai
training course. For the finding about value on mental and health, the campaign of
using celebrities who are good representative of taking care their physical fitness and
health especially successful person who already falling in love with Muay Thai to
promote the benefit of practicing Muay Thai together with sharing some good impression
after joined that particular Muay Thai gym or even let them review about their experience
in Muay Thai at the Muay Thai gym. Moreover, the way to encourage Thai people to
have experience in Muay Thai have to take in to account about Thais Hedonism behaviors
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which related to fun, happiness and relaxing when do Thai Boxing. Not only value on
mental and health, research findings about growth related factor are also meaningful to
apply with marketing techniques. The key message to communicate with target audiences
should not primarily motivate with self- actualization aspects because it might not fit
Thai consumers needs. On the contrary, convincing with basic needs such as mental
and health benefits could be more effective way in term of touching them timely from
their insights. Based on reference group motivation factors, the marketers could retrieve
this useful information to launch suitable marketing campaigns and promotions in
order to gain more engagement and participation rate. For example, they can implement
referral program to let the existing customers to pursue their friends or family members to
join first free trial class or even give special discount when they register Muay Thai
class as a group. That is also suit Thai consumer behavior in term of Collectivism as
well. Similarly, the campaign to build up brand awareness and engagement such as
“Like and Share” the Facebook page and website or posting pictures about joining
Muay Thai gym across their friends, so then both new and existing customers will get
rewards or special deals. These strategies should be used as tools for social media and

online.

5.4 Limitations

The limitation of the present study firstly is, aquestionnaire pilot testing
before the rea launch did not be implemented due to the limitation of the time and
location convenience when the research was first conducted. As a result it cannot ensure
that this survey questionnaire is easy to understand and be able to cover effectively all
aspects that aimed to know from the results.

Secondly, the response rate cannot be calculated resulting from the online
survey was sent via Line and Facebook to respondents who were asked to forward the
survey link to other respondents. Also, the number of respondents should be cover
more sample size in order to create generalization and increase reliability of the result.

Thirdly, this research only captured big picture of Muay Thal participating
behavior toward intention to participate Muay Thai class. It did not precisely focused
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in comparing between each segment of age, gender, income, potential users groups, and
membership groups toward participating intention.

Lastly, this research should cover more on cultural and attitude aspects
toward behavior and participating intention toward Muay Thai class because some of

Thai culture are different from other countries that conducted former researches.

5.5 Future Research

For future researches, researcher recommends that further study should be
expanded to broader areas in Thailand and conducted more samples to provide a better
understanding and generalization of the Muay Thai consumers market. Moreover,
Qualitative Analysis such as focus groups, onsite interview should be implemented in
order to gain more details in customer insights. Both on-site and online questionnaires
should be distributed in order to cover al potential target effectively. Also, a various
dimensions of psychographic variables such as attitudes and perceptions towards the
Muay Thai training class which could be useful to enhance the further comprehension
about Muay Thai participation precisely. Moreover, the researcher obviously sees that
future research is very necessary in order to re-examine the reliability and validity for
these measurements via using potentially revised items and different samples. For
example, cultural related motivations should be focused in order to clarify the relationship
between Thai consumer’s culture and participation intention toward Muay Thai class
including with better capture a broader spectrum of cultural learning processes in
Muay Thai training. Consequently, the refined information can support more decisively

prediction about decision making to participate Muay Thai training class.
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Appendix A: Questionnairein English

Mahidol University

This questionnaire is a part of “Thematic Paper” course. The study is being
conducted by Charathorn Wittayakool, a master degree student at College of Management
Mahidol University (CMMU). The purpose of this study is to determine” The key
motivation factor s that influence participation of Muay Thai class at Muay Thai
gym among Thai people who live in Bangkok™ Your response will be anonymous
and only be used for academic purpose. Please select or answer each question that best
describe you or your opinion. Y our information will be kept in confidential and used
for academic purpose only. This questionnaire will take approximately 15 minutes of
your valuable time. Thank you for your time and support.

The questionnaire consists of 4 sections:

1. Demographic information

2. General information about participating Muay Tha class

3. Persona opinions toward each factor that influence Tha consumer
behavior and purchase intention to enroll Muay Thai class.

4. Purchasing Intention toward Muay Thai class
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SECTION 1:
Please check [ in the appropriate box that best describes your situations.
1. What isyour gender?
L1 Male L] Female
2. What isyour age range?
[118-25Yearsold [126-35Yeasold [136-40Yeasold
3. What isyour average personal income per month (Baht)?
[] < 15,000 Baht [115,000—25,000 Baht [ 25,001 —35,000 Baht
[] 35,001 — 45,000 Baht [ > 45,000 Baht
4. Doyou livein Bangkok?

[1Yes [ No (Thank you for your cooperation)

SECTION 2:

Please check [ in the appropriate box that best describes your situations.

5. Haveyou ever joined Muay Thai classat Muay Tha gym in Bangkok before?
[]Yes L1 No

(If your answer is“No”, you can skip Q6-Q10 and continue answer in Q11)
6. How long have you practiced Muay Thai at Muay Thai gym?
[J<1Years [11-3Years [J]>3Years

7. How often do you go to Muay Thai gym in a week?

[] < once aweek [ 1-3 days aweek [1 >3 days aweek
8. When do you usually go for Muay Thai class?

[1 Weekday [ Weekend
9. What time period do you usually go for Muay Thai class?

[ ] 6am —9am (] 9am —12pm 1 12pm — 3pm

[] 3pm —6pm (1 6pm —9pm ] 9pm — 12am

10. Which membership program (pricing plan) do you prefer?
[J Temporary (one pass) [1 < 3 month

1 3-6 Month ] >6 Month
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61

Please check [ in table to specify the level of your agreement on each following

statement about influencing factorsto join Muay Thai class.

Questions

Strongl Strongl
5 Agree | Neutral |Disagree| i
Agree Disagree
(5 (4) ©) @) 1)

Heath Related M otives

Q11: | want to practice Muay

Thai in order to lose my weight.

Q12: Practicing Muay Thai helps
me stay in good physical shape.

Q13: I will go to the gym when |
am getting fat.

Q14: | attain Thai boxing class
because | believe it makesme hedthy.

Q15: Muay Thai helps improve
my physical fitness.

Service Marketing Mix

Q16: | select Muay Thai gym
based on avariety of training
activities they offer.

Q17: | prefer the gymsthat have
aflexible timetable.

Q18: The gym should have many
levels of Muay Thai programs to

choose.

Q19: | think closing at 9pm is
early for the Muay Thai gym.

Q20. | prefer the membership

program as a package rather than

pay per visit.
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Questions

Strongly _ Strongly
Agree | Neutral |Disagree|
Agree Disagree
(5) (4) ©) ) (1)

Q21: | prefer the gym that sell a
variety of Muay Thai gear such
as Muay Thai gloves, body
protectors, elastic bandage.

Q22: | decide to choose Muay
Thai gym based on its reputation.

Q23: Muay Thai gym should
have many branches available.

Q24: | prefer to buy the unlimited
package rather than one passticket.

Q25: | decide to choose the
Muay Thai gym after | compare

the price with other gyms.

Q26: Muay Thai gym should

have awide range of pricing plan.

Q27: Special pricefor thefirst
trial encourage meto go attaining

Muay Thai

Q28: Muay Thai gym should
accept credit card payment.

Q29: Muay Tha gymthat I like

is located nearby my place.

Q30: Car parking is necessary to
make a decision when | choose

Muay Tha gym.

Q31: | prefer Muay Thai gym

that is convenient to travel to.
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Questions

Strongly _ Strongly
Agree | Neutral |Disagree|
Agree Disagree
(5) (4) ©) ) (1)

Q32: | prefer Muay Thai gym that
located in shopping center such as
department stores, community mals.

Q33: The sales promotion can
attract meto pay for amembership.

Q34: Allow meto share membership
package with friends makes me
more interested to be a member.

Q35: | choose Muay Thai gym
because of attractive advertising

promotion.

Q36: Sale person has an influence

when | make a decision.

Q37: 1 love Muay Tha gym where
staffs provide me good service.

Q38: Teaching style of trainersis
important for me when | select

Muay Tha gym.

Q39: The registration process of
joining Muay Thai class should

be done easily.

QA40: | prefer Muay Thai gym that

provides me fast service.

Q41: All necessary information
should be informed to the
customers at the beginning.

Q42: | prefer Muay Thai gyms

that have air conditioner.




Questions

Strongly
Agree

Agree

Neutr al

Disagree

Strongly
Disagree

()

(4)

3

2

D

Q43: Muay Thai gym should have!

nice atmosphere.

Q44: Muay Thai gym should
provide full facilities.

Social Factors

Q45: | choose the Muay Thai gym
that my friends recommend me.

Q46: | liketo go to Muay Thai
gym where cel ebrities go for Thai
boxing.

Q47: Trend of Tha boxing on
social medias inspires me to go

for Thai boxing.

Q48: | have heard people talking
about practicing Muay Thal so |
decide to attain Muay Thai class.

Psychological Factors (ERG Motivation T

heory)

Q49: | decideto take aMuay Thai

class because | want to have fun.

Q50: Muay Thai training helps
me develop self-defence ability

Q51: | aminterested in Muay
Thai because it might help me

rel ease stress.

Q52: | prefer tojoin Muay Thai
class because it gives me chance

to improve social relationships.
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Questions

Strongly _ Strongly
Agree | Neutral |Disagree|
Agree Disagree
(5) (4) ©) ) (1)

Q53: Practicing Muay Thai lets
me spend more time with my

friends.

Q54: Muay Thai makes me feel
like | belong to a special group.

Q55: | would loveto be
successful in Muay Thai.

Q56: Taking Muay Thai class
might help me feel more

confident in my abilities.

Q57: Muay Thai lets me
understand the value of hard

work.

SECTION 4:

Please check L1 in table to specify your purchaseintention in Muay Thai class.

Questions

Strongly _ Strongly
Agree | Neutral | Disagree|
Agree Disagree
©) (4) ©) @) 1)

Purchase I ntention

Q58: | have an intention to
participate Muay Thai training
course in the next 12 months.

Thank you for your great support.
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Appendix B: Questionnairein Thai
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