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Abstract 

This study investigates factors influencing the decision-making process of individuals choosing 

dance schools in the Bangkok Metropolitan Area. Using a mixed-methods approach, the 

research combines quantitative surveys and qualitative interviews to identify key determinants 

such as location, reputation, cost, curriculum, and instructor qualifications. Findings reveal that 

while cost and location are significant, the reputation of the school and instructor qualifications 

play crucial roles. The study aims to provide insights for dance school administrators to better 

understand their target market and improve their offerings. Objectives include studying the 

demographic characteristics of those who choose dance schools in Bangkok, examining 

consumer behavior toward the dance school industry, and analyzing the importance of the 
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marketing mix (product, price, distribution channel, promotion, process, image, and 

presentation) for prospective students. Methods involve a quantitative approach with descriptive 

research and surveys. Cluster 1 is diverse in gender, with many young adults and middle-aged 

respondents, including students, private company officers, and lower to mid-income earners. 

Consumer behavior in this cluster shows a balanced interest in various dance courses, lower 

study expenses, a preference for evening study times, and a high preference for weekend study 

times. Cluster 2 is predominantly female, younger, and more diverse in occupation and income 

levels, with higher education levels and higher income earners. This cluster focuses on finding 

special skills and talents, with a strong preference for specific dance courses (especially K-pop 

Dance), more diverse and higher study expenses, balanced study times throughout the day, and 

varied main study times, including weekends and combined times. In conclusion, the importance 

of the marketing mix (7Ps) segments consumers into two clusters in this study. 

Keywords 
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1. Introduction  

Currently, dance schools in Bangkok are more competitive for many reasons, such as 

cultural diversity, the influence of global dance styles, and the demand for education. Cultural 

diversity: The findings showed that the cultures inside and outside the ASEAN Community have 

affected the values and lifestyles of art, music, and dance education students in Thailand 

(Yootthana et al., 2020). Influence of global dance styles: Globalization and media have 

influenced cultural practices in urban centers like Bangkok, with dance schools increasingly 

offering programs aligned with global dance trends to stay competitive (Pennycook, 2007). 

Education demands: The evolving educational demands and increasing need for professional 

training have led to the establishment of more dance schools. Accordingly, dance marketers must 

better understand specific market demands that affect recent and potential partners’ decisions to 

attend dance schools. Leaders in private dance schools have realized that effective management 

and marketing strategies should be improved to fulfill their customers’ needs and to survive and 

succeed financially (Legum & George, 1981; Kim et al., 2009; Zaggelidis, 2012). Apart from 

education, it is also essential to encourage development in all aspects of activities. Recently, 

many new institutes have been established in Bangkok. Each institute has different strengths, 
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such as teaching curriculum, teacher experience and popularity, teaching style, service, and 

location. 

Due to the higher competition in the dance school industry, dance schools could adapt 

to what serves customer needs. Understanding customer needs through market research is 

important for developing products and services that resonate with target audiences (Zaggelidou 

et al., 2012). This approach helps tailor services to meet the specific desires of the customer base. 

Meanwhile, researchers do not fully understand how customers make decisions and how they can 

classify their behavior because of the variety of dance schools and various courses of study, such 

as Ballet, Jazz dance, Contemporary dance, Street dance, Hip-hop, Thai dance, Spanish dance, 

Ballroom dance, Tap dance, Theatrical, Cover dance, Gymnastics, Dance basics, Pop dance, 

Kids hip-hop, Choreography, Street jazz, etc. 

In conclusion, dance schools must research customer behavior and the importance of 

the marketing mix with demographics because dance institutes play a significant role in 

children’s and parents’ decisions to enhance their skills, abilities, socialization, and creativity. 

There are many benefits. Firstly, targeted marketing strategies. By understanding demographic 

factors, dance schools can tailor marketing strategies to appeal to specific age groups, genders, 

income levels, educational backgrounds, and occupations. For example, promotions for 

children’s dance classes might focus on parents’ educational and income levels. 

Secondly, enhanced consumer insights using the 6W1H approach help dance schools 

gain deeper insights into consumer behavior, such as why individuals choose certain dance 

schools, what factors influence their decisions, and how they prefer to receive information. This 

can lead to more effective communication and strategies. 

Thirdly, an optimized marketing mix: by analyzing the importance of the marketing 

mix elements (product, price, place, promotion, people, process, psychological evidence), dance 

schools can optimize their offerings. 

1.1 Objectives 

 To study the demographic characteristics of those who choose dance schools in Bangkok. 

 To study consumer behavior toward the dance school industry in the current generation. 

 To study the importance of marketing mix, including product, price, distribution channel, 

promotion, process, image, and presentation, for people who would like to learn dance. 
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 To study demographic characteristics and consumer behavior of those who choose dance 

schools according to marketing mix importance. 

Expected Results: 

 To improve marketing mix strategies to meet the demand of buyer behavior for each 

demographic. 

 

 

REFERENCES 

Bitner, M. J. (1992). Servicescapes: The impact of physical surroundings on customers and 

employees. Journal of Marketing, 56(2), Page No: 57-71. 

https://doi.org/10.2307/1252042 

Baker, M. J. (2014). Marketing strategy and management (5th ed.). Palgrave Macmillan. 

Burnett, J. (2011). Introducing marketing. Global Text, Page No: 44-45, 88-91. 

Canada Council for the Arts. (2014). Literature and data review of dance dissemination and 

public participation. 

European Publisher. (2021). Teaching dance in the 21st century: A literature review. European 

Journal of Social and Behavioural Sciences. 

Layraman, J. M. L. J. T. (n.d.). Marketing mix factors affecting customer buying decision-

making process in Generation X with vitamins and supplements in Chiang Mai, 

Thailand. 

Solomon, M. R. (2018). Consumer behavior: Buying, having, and being (12th ed.). Pearson 

Publishing. 

Anderson, A., & Mathews, R. (2024). Dance/movement interventions and students with 

exceptionalities: A critical review. Routledge Open Research. 

Arlina, U., Sujianto, A. E., & Mutohar, P. M. (2008). Marketing mix strategy (7P) in increasing 

community interest at Man 1 Trenggalek. Marketing, 1009, Page No: 399-405. 

Belch, G. E., & Belch, M. A. (2018). Advertising and promotion: An integrated marketing 

communications perspective (11th ed.). McGraw-Hill Education. 

Hettich, D., Hattula, S., & Bornemann, T. (2018). Consumer decision-making of older people: A 

45-year review. The Gerontologist, 58(6), e349–e368. 

https://doi.org/10.1093/geront/gnx007 

https://doi.org/10.2307/1252042
https://doi.org/10.1093/geront/gnx007


416 
 

Fatima, K., & Khan, R. H. (2024). Influence of demographic characteristics on consumers’ 

online review-based purchase behavior. Journal of Business Administration, 44(2), 

Page No: 43–78. https://doi.org/10.58964/JBA44N203 

Wahab, H. A., Diaa, N. M., & Nagaty, S. A. (2023). Demographic characteristics and consumer 

decision-making styles: Do they impact fashion product involvement? Cogent 

Business & Management, 10(2), 2208430. 

https://doi.org/10.1080/23311975.2023.2208430 

Kónya, V., Matić, D., & Pavlović, J. (2016). The influence of demographics, job characteristics 

and characteristics of organizations on employee commitment. Acta Polytechnica 

Hungarica. 

Kotler, P., & Armstrong, G. (2014). Principles of marketing (15th ed.). Pearson Publishing. 

Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson Publishing. 

Lovelock, C., & Wirtz, J. (2016). Services marketing: People, technology, strategy (8th ed.). 

Pearson Publishing. 

Madhavan, M., & Kaliyaperumal, D. (2015). Consumer buying behavior-an overview of theory 

and models. Journal of Humanities and Social Sciences, 1(2). 

Nagle, T. T., Hogan, J. E., & Zale, J. (2016). The strategy and tactics of pricing: A guide to 

growing more profitably (5th ed.). Routledge. 

Pongsamran, S., Mahamud, T., & Kaewsuk, S. (2021). Customers behavior of choosing Isaan 

restaurants. 

Sheppard, A., & Broughton, M. C. (2020). Promoting wellbeing and health through active 

participation in music and dance: A systematic review. International Journal of 

Qualitative Studies on Health and Well-being, 15(1), Article 1732526. 

https://doi.org/10.1080/17482631.2020.1732526 

Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2018). Services marketing: Integrating 

customer focus across the firm (7th ed.). McGraw-Hill Education. 

Rafiq, Mohammed & Ahmed, Pervaiz. (1995). Using the 7Ps as a generic marketing mix: An 

exploratory survey of UK and European marketing academics. Marketing Intelligence 

& Planning. 13. 4-15. 10.1108/02634509510097793. 

Brooks, R. (2022, September 28). What is consumer behaviour? - University of Lincoln. 

University of Lincoln. https://online.lincoln.ac.uk/what-is-consumer-behaviour/ 

https://doi.org/10.58964/JBA44N203
https://doi.org/10.1080/23311975.2023.2208430
https://doi.org/10.1080/17482631.2020.1732526
https://online.lincoln.ac.uk/what-is-consumer-behaviour/


417 
 

Gao Zhiyuan. 2017. Study on consumer behaviors and marketing strategies in Yunnan Tea 

Market. The degree of Master of Business Administration. Siam University. 

Kochina Kristina. 2019. A Study of Consumer Buying Behavior and Consumers’ Attitude on 

Sustainable Production and Consumption in the Food and Beverage Sector. Bachelor 

of Business Administration. University of Applied Science. 

Wararat Wiwatanapusit. 2017. A study of consumer behavior toward organic skin and personal 

care products. Master of Science Program in Marketing (International Program). 

Thammasat University. 

Albrecht, M. G., Green, M., & Hoffman, L. (2023, January 25). 1 Unit Introduction - Principles 

of Marketing | OpenStax. https://openstax.org/books/principles-marketing/pages/1-

unit-introduction 

Libretexts. (2023, August 7). 13.1: The promotion mix and its elements. Business LibreTexts. 

https://biz.libretexts.org/Bookshelves/Marketing/Principles_of_Marketing_%28OpenS

tax%29/03%3A_Product_Promotion_Price_and_Place/13%3A_Integrated_Marketing

_Communications/13.01%3A__The_Promotion_Mix_and_Its_Elements 

 

 

https://openstax.org/books/principles-marketing/pages/1-unit-introduction
https://openstax.org/books/principles-marketing/pages/1-unit-introduction
https://biz.libretexts.org/Bookshelves/Marketing/Principles_of_Marketing_%28OpenStax%29/03%3A_Product_Promotion_Price_and_Place/13%3A_Integrated_Marketing_Communications/13.01%3A__The_Promotion_Mix_and_Its_Elements
https://biz.libretexts.org/Bookshelves/Marketing/Principles_of_Marketing_%28OpenStax%29/03%3A_Product_Promotion_Price_and_Place/13%3A_Integrated_Marketing_Communications/13.01%3A__The_Promotion_Mix_and_Its_Elements
https://biz.libretexts.org/Bookshelves/Marketing/Principles_of_Marketing_%28OpenStax%29/03%3A_Product_Promotion_Price_and_Place/13%3A_Integrated_Marketing_Communications/13.01%3A__The_Promotion_Mix_and_Its_Elements

