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 This research aims to 1) study customer behavior to use services of book rental 
shops in Bangyai District, Nonthaburi Province, and 2) to compare marketing mix factors on 
services of book rental shops in Bangyai District, Nonthaburi Province. In this research, the 
samples comprised 400 customers of 20 book rental shops in Bangyai District, Nonthaburi 
Province. The research tool was the questionnaire on customer behavior to use services of 
book rental shops and service marketing mix factors. The statistic for data analysis included 
frequency, percentage, mean, standard deviation, Independent t-test, One Way ANOVA, and 
Fisher's Least Significant Difference (LSD). 
 It was found from the research as follows:  
 1. In term of behavior to use services of book rental shops, most samples knew 
the shops from friends or associates, rented books with inexpensive fees, often rent comic 
book sets, and were shops’ members. They used services during 16.01 – 18.00 hrs., rented 
1-2 books pert time, used services for 3 years or more, and used services 6 times or more per 
month. Rental fee was 10-30 baht per time. They read books more than 5 times per week, 1-2 
hours per time. They read their favorite books. Their reading times were 18.01–24.00 hrs.  
 2. With regard to service marketing mix factors affecting customer behavior to use 
services of book rental shops in Bangyai District, Nonthaburi Province, product, physical 
characteristic, personnel, process and price were at the high level; distribution channel and 
marketing promotion were at moderate level.  
 3. Customers of different sexes and ages had indifferent service marketing mix 
factors. Customers of different statuses, occupations, incomes, educational levels and living 
conditions had different service marketing mix factors at the significant level of 0.05. 
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