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ABSTRACT

At the current stage, the trend of health-loving conscious has been spread widely
throughout the world. There are more than 200,000 health clubs and fitness gyms
available in worldwide. Combining the technological advance in online communication
device, an online fitness service has been born to serve the demand of health lovers who
would like to have trust consultant or partner to guide them to better health. In
consequence, this study has used questionnaire to collect data from 103 Thai who has
a social media account living in Bangkok and Metropolitan area.

The study found out the majority of respondents are male, age between 31-40
years old, and monthly income between 20,001 — 40,000 Baht. Hypothesis testing
revealed that (Statement of H1: Marketing Mix (4P’s) will have an effect on consumers'
intention to choose online fitness service in Bangkok and Metropolitan area.), and
(Statement of H2: Influencers will have an effect on consumers' intention to choose
online fitness service in Bangkok and Metropolitan area.). This partial relationship is
significant at o = 0.05.
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Introduction

At the present time, the health-loving conscious has been rapidly growing, and
linking with other business industries. One of the most related fields to healthy trends
is physical fitness training which has become essential routine in worldwide scale. The
core benefit of Physical fitness training is to improve or boost our fitness level which
is the key to maintain youthfulness and good health. There are various terms of fitness
training such as cardiovascular training, weight training, or calisthenics training.

Today, fitness trainer is highly demanded and job career’s growth rate
increasing in immensely ratio. According to IBISWorld research, in U.S market,
personal training grew 2.5% between 2010 and 2015. Also, the number of employment
is estimated at 590,146 persons. However, since the business competition is getting
higher and higher, the online channel has been considered as a significant tool to reach
the target.

Number of social network users worldwide from 2010 to 2021 (in
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From above image (www.statista.com, 2017), readers could understand that
online social platforms have become more and more essential to humans’ lives. So,
fitness service providers have begun to make their moves to reach or instruct their
clients via these platforms while a new definition of this career has been born as “online
fitness trainer”. While the competition of fitness training course becomes more intense
making more choices for client to select a service course. With this situation, the interest
picks the researcher what factors influencing buyers. Therefore, an implementation of
factors identification is needed; demographic profiles, marketing mix (4 Ps’),
influencers, and etc. The hypotheses were proposed as follows;

H1: Marketing Mix (4 Ps) will have an effect on consumers' intention to choose online
fitness service in Bangkok and Metropolitan area.
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H2: Influencers will have an effect on consumers' intention to choose online fitness
service in Bangkok and Metropolitan area.

Investigating Construct
The definitions of key terms in this study are described as follows:
¢ Intention to purchase of this study means a kind of decision making that studies

the reason to buy a particular brand by comsumer (Shah et al., 2012). In other
words, purchase intention has another aspect that the consumer will purchase a
product after evaluation. Many factors affect the consumer’s intention while
selecting the product and the ultimate decision depends on consumers’ intention
with large external factors (Keller, 2001)

e Online fitness service of this study means a service providing to a targeted
clients specializing in fitness and health through online platform. The service
could be referred to instructor, experience, or satisfaction. Refers to Malek, M.
H., Nalbone, D. P., Berger, D. E., & Coburn, J. W. (2002), fitness instructors
use a personalized approach to assess, motivate, and train clients with regard to
their health and fitness needs. Professional knowledge, responsibility, and
courtesy of employees are the highest-ranked aspects of the core service in
fitness industry (Lagrosen, S., & Lagrosen, Y. (2007))

e Influencer means an individual that has authority or power to affect the others’
purchase decision or intention thanks to his/her authority, knowledge, position
or relationship with his/her audience. The type of influencers in this study could
be divided into the following categories;

1. Celebrities
2. Macro influencer
3. Micro influencer

Methodology

The research is a survey research designed that uses a self-administrative
questionnaire to collect the data from respondents. The survey implemented
convenience sampling method by using both online and offline questionnaires to collect
the data. The respondents are Thai who has a social media account living in Bangkok
and Metropolitan area. Due to the number of population is unknown, the researcher use
Taro Yamane table to calculate by the approximately sample size for this study
(Poldongnok 2009). The sample size is calculated based on 95% confidence level and
5% sampling error. However, this study collected data from 384 samples due to the
limitation in terms of study period for the independent study course, the researcher was
allowed to collect 103 samples.

Data has performed normal distribution with - 1<Skewness<l and -
2<Kurtosis<2 (Tabachnick & Fidell, 2007). Data was analyzed using descriptive
statistic to describe variables by mean, frequency standard deviation and percentage.
Multiple regression was used to find the relationship between marketing mix (4P’s) and
purchase intention as well as the relationship of influencers and purchase intention at
the confidence level of 95% or a< 0.05.
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Result and Discussion

This study collected data from Thai who has a social media account living in
Bangkok and Metropolitan area. The questionnaires were distributed to 127 person,
resulting 109 respondents leaving the response rate of 85%.

First of all, the majority of respondents in this study is male (55.3%), age group
is 31 -40 years old (70.9%), monthly income range is 20,001 — 40,000 Baht (32%), and
the most popular social media platforms are Facebook (96.1%), Line (93.2%), and
Instagram (68.9%).

In accordance of descriptive results of 4P’s in this study, it can be revealed that
the most agreed marketing mix are price (mean = 4.53), followed by product (mean =
4.36), place or distribute channel (mean = 4.15), and lastly is promotion (mean = 4.05)

For the descriptive results of Influencers, it can be arranged in order of level of
agreement as follows; micro influencers (mean = 3.73), macro influencers (3.70), and
celebrities (mean = 3.69).

In addition, the level of agreement of purchase intention is depicted as
following table;

Table 1 : Descriptive statistic of purchase intention

N Mean Std. Deviation Level of
Agreement

1_. | deflnlte!y V\{0U|d purchase a course of online 103 3.35 1118 Feel Neutral
fitness service in near the future.
2. I.woeld purchase a course of online fitness 103 307 1.068 Feel Neutral
service in near the future.
Sf. I might or.mlght not purchase a course of online 103 333 043 Feel Neutral
fitness service in near the future.
4.1 vyou_ld not purchase a course of online fitness 103 3.15 1070 Feel Neutral
service in near the future
5. | definitely would not purchase a course of
online fitness service in near the future. 103 2.94 1.227 Feel Neutral
Total 103 3.20 1.085 Feel Neutral

This leads to development of conceptual framework of the study and the
following hypotheses:
H1* : Marketing Mix (4P’s) will have an effect on customers' intention to select online
fitness service in Bangkok and Metropolitan area.
H2* : Influencers will have an effect on customers ' intention to select online fitness
service in Bangkok and Metropolitan area.
Note:* Partial support at significant level of 0.05.
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Table 2 : Relationship between marketing mix (4P’s) and purchase intention
Items Statistic test | Significance
Marketing Mix (Product)

Brand name of the service provider is easy
to memorize

Marketing Mix (Promotion)

1. Advertising

I know the service provider via search
engine (e.g. Google, or Youtube)

2. Public Relation

I know the service provider via online event
posted on social media (e.g. Instagram, or
Facebook)

I know the service provider from online
article in sports website.

3. Personal Selling

The service provider has customer service
via online channel to provide fitness Sig =.000*, r=.364
services information.

4. Direct Marketing

The service provider contacts me directly
via online platforms (e.g. chat application, Sig=.001*, r=.335
direct message on social media, or email).

Remarks : level of significance a = 0.05

Sig=.005*,r=.279

Sig=.020*, r=.303

L . o
Multiple Sig =.042*, r =.206

Regression

Sig=.002*,r=.312

The table 2 showed that marketing mix (4P’s) has significant effect on customer’s
purchase intention. The factors of marketing mix affecting purchase intention are
product, and promotion.
Marketing mix (product) and purchase intention

The study found that easy-to-memorize-brand name tends to increase the
purchase intention of the customers (Sig = .005, and r =.279).
Marketing mix (promotion) and purchase intention

From the study, the result was found out that marketing mix (promotion)
showed positive significant towards purchase intention. First of all, advertising via
search engine tends to increase purchase intention of customer (sig =.020, and r =.303).
Moreover, launching public relation campaign by posting online event on social media
tends to increase purchase intention of the customer (sig = .042, and r = .206). Also,
posting online article in sport website tends to increase the level of customer’s purchase
intention as well (sig = .002, and r = .312). Furthermore, having customer service via
online channel tends to increase purchase intention of the customer (sig =.000, and r =
.364). Lastly, contacting customer directly via online platform tends to increase
purchase intention of the customer (sig =.001, and r =.335).

338



Table 3 : Relationship between influencers and purchase intention
Items Statistic test Significance

Influencers (Macro Influencer)

Famous online streamers have posted an
video about the service provider on their

online channel (e.g. Youtuber, or Vlogger) | Multiple
Regression

Sig=.029*,r=.340

Influencers (Micro Influencer)

Local Youtubers (who has subscriber less Sig=.001*,r=.336
than 500) posted a video on their channels.

Remarks : level of significance a = 0.05

The table 3 showed that influencers have significant effect on customer’s purchase
intention. The categories of influencers affecting purchase intention are macro
influencers, and micro influencers.
Macro influencers and purchase intention

The study revealed that having famous online streamer posted an video about
service on their online channel tends to increase the level of customer’s purchase
intention accordingly (sig =.029, and r = .340)
Micro influencers and purchase intention

The study showed that having local Youtuber posted a video on their channel
tends to increase the level of customer’s purchase intention accordingly (sig =.001, and
r=.336)

Implication of Study
1. From the study, it implied the users considered that recognizable brand name of the
service provider is surprisingly important and influential to the consumer’s purchase
intention. In this case, it would be recommendable to online service provider in any
industry that the brand name is also one of the most importance tools to acquire
consumer’s consideration.

2. The users considered the importance of information acquisition which tools usage
to responds the criteria in this study are advertising, public relation, direct marketing,
and personal selling. The users tend to search the information via online platform such
as search engine, social media, website, or online articles. Therefore, these mentioned
tools are also recommended to implement in order to provide the information to the
targeted users.

3. Regarding the study, macro influencers and micro influencers are playing an
important role to users’ purchase intention. At the moment, users tend to find the
information via the internet website, and online influencers can be a crucial tool to
demonstrate the information to targeted audience through their blogs, video channels,
or articles. The type of suggested influencers implied in this study were macro
influencers, and micro influencers which are more influential compared to traditional
celebrities.

339



5.3 Limitation of the Study

The limitations of the study shall be analyzed to improve the studies of this area
in the future. The points that the researcher would like to share are as follows;

1. Since the study only take place in Bangkok and Metropolitan area, the future study
could be replicated and extend the sampling into other area or province such as Phuket,
Chiang Mai, or Pattaya. It would be recommended the size of sample of future study
should be extended to bigger size. This might help to increase the generalizability of
the findings.

2. Another recommendation for the future study is to explore other factors such as
branding and sponsorship disclosure which might have influence on purchase intention
or purchase behavior of online fitness service’s customer in Bangkok and Metropolitan
area.

3. Other opportunities for the future study is to replicate a study identifying factors
affecting purchase intention in online business industry related to health trends such as
online healthy food delivery, or online personal trainer certification, since the trends of
health conscious and digital communication are currently in the prosperous era.

In conclusion, the results in this study might benefits online fitness service provider in
Thailand, since it can be served as a guideline in order to prepare better marketing
strategies to understand the essence of targeted customers’ wants.

BIBLIOGRAPHY

Bagozzi, Richard P. (1981), “Attitudes, Intentions, and Behavior: A Test of Some
Key Hypotheses,” Journal of Personality and Social Psychology, 41, 607-27.

Bolton, R. N., & Drew, J. H. (1991). A longitudinal analysis of the impact of service

Castronovo, C., & Huang, L. (2012). Social media in an alternative marketing
communication model. Journal of marketing development and
competitiveness, 6(1), 117-134.

Chou, C. M., & Kimsuwan, A. (1970). Factors affecting purchase intention of online
game prepayment card-Evidence from Thailand. The Journal of Internet
Banking and Commerce, 18(3), 1-13.

Cronin Jr, J.J., & Taylor, S. A. (1992). Measuring service quality: a reexamination and
extension. Journal of marketing, 56(3), 55-68.

De Lyon, A. T., & Cushion, C. J. (2013). The acquisition and development of fitness
trainers' professional knowledge. The Journal of Strength & Conditioning
Research, 27(5), 1407-1422.

Digital users in global scales retrieved from https://hootsuite.com/pages/digital-in-2019

Dutton, K. R., & Laura, R. S. (1989). Towards a history of bodybuilding. Sporting
traditions, 6(1), 25-41.

Eagly, Alice H. and Shelly Chaiken (1993), The Psychology of Attitudes, New York:
Harcourt Brace College Publishers.

340



Edosomwan, S., Prakasan, S. K., Kouame, D., Watson, J., & Seymour, T. (2011). The
history of social media and its impact on business. Journal of Applied
Management and entrepreneurship, 16(3), 79-91.

ETDA internet usage behavior in Thailand retrieved from
https://www.etda.or.th/publishing-detail/thailand-internet-user-profile-
2018.html

Faryabi, M., Sadeghzadeh, K., & Saed, M. (2012). The effect of price discounts and
store image on consumer's purchase intention in online shopping context case
study: Nokia and HTC. Journal of business studies quarterly, 4(1), 197.

Gavin, James. "Personal trainers' perceptions of role responsibilities, conflicts, and
boundaries." Ethics & Behavior 6.1 (1996): 55-69.

Goi, Chai Lee (2009) “A Review of Marketing Mix: 4Ps or more?” International
Journal of Marketing Studies, 1(1), May.

Gronroos, C. (1982). An applied service marketing theory. European journal of
marketing, 16(7), 30-41.

Gronroos, C. (1984). A service quality model and its marketing implications. European
Journal of marketing, 18(4), 36-44.

Gronroos, C. (2006). Adopting a service logic for marketing. Marketing theory, 6(3),
317-333.

Hawkins, 1. D., Best, J. R., & Coney, A. K. (2003). Consumer Behaviour Building
Marketing Stratergy.

Holak, S. L., & Lehmann, D. R. (1990). Purchase intentions and the dimensions of
innovation: An exploratory model. Journal of Product Innovation
Management: an international publication of the product development &
management association, 7(1), 59-73.

Horovitz, Jacques.(2003). Seven secrets of service strategy, translate to Persian by
Abdolreza Rezaceinejad,bublisher of Rasa.Tehran,Iran.

Influencers, U., & Power, W. (2018). Influencer marketing.

Khan, M. T. (2014). The concept of'marketing mix'and its elements (a conceptual
review paper). International journal of information, business and
management, 6(2), 95.

KIJSAEREEKUN, M. T. (2014). The Purchasing Decision Factors of Online Shopping
on Cosmetics of Consumers in Bangkok Through Official Brand
Website (Doctoral Dissertation, Thammasat University).

Kolarova, M. (2018). # Influencer marketing: The effects of influencer type, brand
familiarity, and sponsorship disclosure on purchase intention and brand trust
on Instagram (Master's thesis, University of Twente).

Kotler, P. (2008). Principles of Marketing Prantice Hall.

Kotler, P. and Armstrong, G. (1989), Principles of Marketing, 4th ed., Prentice-Hall,
Englewood Cliffs, N.J.

Kotler, P., Armstrong, G., & Agnihotri, P. H. (2000). 2001, Principles of Marketing. A
south Asian Perspective.

Lagrosen, S., & Lagrosen, Y. (2007). Exploring service quality in the health and fitness
industry. Managing service quality: an international journal, 17(1), 41-53.

Leonardi, P. M., Huysman, M., & Steinfield, C. (2013). Enterprise social media:
Definition, history, and prospects for the study of social technologies in
organizations. Journal of Computer-Mediated Communication, 19(1), 1-19.

341



Liao, W. (2019). The Impact of Brand Awareness, Sales Promotion, Online
Advertising, Product Attributes, on Chinese Tourist’s Intention to Buy Thai
Instant Noodle.

Malek, M. H., Nalbone, D. P., Berger, D. E., & Coburn, J. W. (2002). Importance of
health science education for personal fitness trainers. The Journal of Strength
& Conditioning Research, 16(1), 19-24.

Maleki,A.R.(2002). "evaluate the pattern of the marketing mix affect purchase behavior
of consumers in the automotive industry,"

Malhotra, N., K. (2007). Marketing Research: An Applied Orientation, Pearson
Education.

Marketing Definitions, A Glossary of Marketing Terms, Committee on Definitions of
the American Marketing Association (Chicago: American Marketing
Association, 1960), p. 21.

Marwick, A. (2015). “You may know me from YouTube: (Micro)-celebrity in social
media.” In a companion to celebrity, Marshall, P.D. and Redmond, S., Eds.
Hoboken, NJ: John Wiley & Sons Inc.

Mathur, L.K., Mathur, I. & Rangan, N. (1997). The wealth effects associated with a
celebrity endorser: the Michael Jordan phenomenon. Journal of Advertising
Research, 37, 67-79.

McCarthy, E.J. (1964), Basic Marketing, Richard D. Irwin, Homewood, IL.

McCarthy, E.J. and Perreault, W.D. Jr (1987), Basic Marketing, 9th ed., Richard D.
Irwin, Homewood, IL.

McCracken, G. (1989). Who is the celebrity endorser? Cultural foundations of the
endorsement process. Journal of Consumer Research, 16(3), 310-321.

Mediakix Press Release (2016). What are Micro-Influencers: Definitions, trends &
advantages retrieved from  http://www.mediakix.com/2016/06/micro-
influencers-definition-marketing

Mirabi, V., Akbariyeh, H., & Tahmasebifard, H. (2015). A study of factors affecting on
customers purchase intention. Journal of Multidisciplinary Engineering
Science and Technology (JMEST), 2(1).

Narumon Thongarsa (2018). Factors Affecting Intention to Purchase Sports Shoes For
University Volleyball Players In Bangkok.

Obar, J. A., & Wildman, S. S. (2015). Social media definition and the governance
challenge-an introduction to the special issue. Obar, JA and Wildman,
S.(2015). Social media definition and the governance challenge: An
introduction to the special issue. Telecommunications policy, 39(9), 745-750.

O'Connor, C. (2017). Earning power: Here's how much top influencers can make on
Instagram and YouTube. Forbes Magazine.

O'Keeffe, G. S., & Clarke-Pearson, K. (2011). The impact of social media on children,
adolescents, and families. Pediatrics, 127(4), 800-804.

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model of service
quality and its implications for future research. Journal of marketing, 49(4),
41-50.

Phantong Kodchakorn, (2017), Graduate School, Bangkok University. Digital
Marketing Communication for Online Fitness Membership Service and
Factors Affecting Consumers’ Decisions: A Case Study of Guavapass
Thailand.

342



Regan, W. J. (1963). The service revolution. Journal of marketing, 27(3), 57-62.

Riaz,Waheed and Tanveer, Asif (n.d)*“MarketingMix, NotBranding ”,Asian Journal of
Business and Management Sciences, Vol. 1 No. 11 pp.43-52

Roosta, A., Ebrahimi, A., & Venous, D. (2007). marketing management, publication of
Samt.

Sajid, S. 1. (2016). Social media and its role in marketing.

Seth, N., Deshmukh, S. G., & Vrat, P. (2005). Service quality models: a
review. International journal of quality & reliability management, 22(9), 913-
949.

Sirirat, S. (2005). Marketing Research Standard Version, Bangkok: Thammasarn

Spears, N., & Singh, S. N. (2004). Measuring attitude toward the brand and purchase
intentions. Journal of current issues & research in advertising, 26(2), 53-66.

Teerapat A. (2006), A Study of Member’s Satisfaction In Using Leader Fitness Club
And Spa.

Vargo, S. L. and Lusch, R. F. (2004). Evolving to a New Dominant Logic for
Marketing. Journal of Marketing 68.1, 1-17.

Vargo, S. L., & Lusch, R. F. (2004). The four service marketing myths: remnants of a
goods-based, manufacturing model. Journal of service research, 6(4), 324-
335.

Zeithaml, V. A., Parasuraman, A., & Berry, L. L. (1985). Problems and strategies in
services marketing. Journal of marketing, 49(2), 33-46.

Zietek, N. (2016). Influencer Marketing: the characteristics and components of fashion
influencer marketing.

343



