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Abstract

This independent study aimed to examine service marketing mix factors affecting
selecting decision of patients to use services from Out-patient Department, Chiang Mai Ram
Hospital. Samples were specified to 300 Thai out-patients of Chiang Mai Ram Hospital. The
questionnaire was used as a research tool to collect data; then, all derived data were analyzed by
the descriptive statistics consisting of frequency, percentage and means.

The results showed that most patients were female aged 31-40 years old, holding
bachelor’s degree, earning monthly income at the amount of 20,001-30,000 baht and working as
employees for private companies. The majority claimed for the health care rights from insurance
companies and stayed in Chiang Mai.

Based upon the study on opinion towards service marketing mix factors affecting
selecting decision of patients to use services from Out-patient Unit, Chiang Mai Ram Hospital,
the results suggested that there were three factors affecting the selecting decision of those patients
the most: knowledge and expertise of doctors, hospitality of doctors and high-tech medical

equipments.



In product factor, the top three important elements were the fame and good image of the
hospital, the reliability of the hospital and the use of good quality of drugs and other medical
supplies.

In price factor, the top three important elements were being able to claim for health care
rights from life insurance or from the company’s welfare, having reasonable medical service
charges comparing to the services they got, which were similar to the rates of other hospitals and
offering special discount for patients with hospital member card.

In place factor, the top three important elements were the location located near
community area, the convenient access to the hospital and the medical appointment done
through phone line.

In promotion factor, the top three important elements were the advices and
information provided by the hospital staff, the distribution of health information done
through media such as television, radio, newspaper, internet and the radio health program,
and the arrangements of some health care academic lectures and trainings for the patients.

In people factor, the top three elements were the knowledge and expertise of doctors,
the hospitality of doctors and the knowledge and expertise of nurses.

In process factor, the top three elements were the systematic service process, the
uncomplicated medical treatment process with the detailed medical charges and the welcome for
comments and suggestions from patients.

In physical evidence factor, the top three elements were the high tech, new and clean

medical equipments.



