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ABSTRACT

The objective of this independent study was to study the marketing mixes factors
effecting hospital decision to purchase cross matching reagent, Northern Thailand. The data of
this study were collected via questionnaires distributed to 52 chiefs of laboratory or Blood bank
laboratory which are 39 public hospitals and 13 private hospitals, and 98 users which are 72
public hospitals and 26 private hospitals, Northern Thailand. The derived data were analyzed in
term of frequency, percentage, and mean.

The results from the study showed that most of the respondents who were chiefs of
laboratory or Blood bank laboratory were female, aged 31-40 years old, education level in
bachelor degree, worked with public hospital, more than 10 years. They had to decide the
purchasing of cross matching reagent with committee, and bought cross matching reagent from
Red Cross.

Most of respondents who were users of cross matching reagent were female, aged
between 20-30 years old, education level in diploma, working in public hospitals, in science staff
position. They had 6-10 years of experience in blood bank and used cross matching reagent from
Red Cross.

The result findings showed that, the marketing mix factors effecting the authorities and
the users to purchase cross matching reagent at the most important level were the product helped
users read the reaction clearly, the results of diagnosis were accuracy, and the product had high

quality.



In addition, the problems effecting decision to purchase cross matching reagent were the

cross matching reagent was inefficient, and gave wrong results.



