d' d' Y v a =2 Y o a A !
FOLIDINITIAUAINUVUVOAIS ﬂ’J”IlI‘WQ‘W’E]iiHI’ENEJ?TJTJ?ﬂ”li‘i/]ll@]ﬁ]ﬁ?]ﬂﬂi%f’fﬂﬂﬁ@ﬁ1ﬁ

vsnmsvoarungielunall Tsanewnaaiuu sanda

=) ]

CERIMEY
Y = a
AIve WETILgNs Heuna
Syan VIMTFININHITUNA

d‘ = Y Y a
aaznssuMsNUsSnImsauaNuUUdasy

s = s S (= o
TOIFANTIVITYDTVT WUAIN 210159NUSnEIMan
4 a o Q!d @ s (= v
919158 AT.DAANA TINYNAIUN 210159NUS N1
o 1
UNANED

9 Y a v dydw o’&' = [y = Yo a
ﬂ1§ﬂﬂﬂ’31llﬂﬂ®ﬁi$ﬂﬂﬂuﬂﬁﬁQﬂixﬁﬂﬂLWi’)ﬁﬂH158@1Jﬂ’313JW\1W61‘D"119\1Ed'illll'iﬂﬁ

1 [l 1 ag

dld a FIRl o'./ [ [ =
‘Vlll@]ﬂﬁ’lll.!ﬂixﬁllﬂﬁ@]tﬂﬂﬂiﬂﬁlmumﬂﬂ’)fﬂu%’)llﬂ Tsanenvraauul Jeriases v 75

= PR Y] )] 1w Y o Aa A PR
ﬂﬁﬁﬂ']elﬂmﬂﬂi’mi’mﬂl@yjaiﬂEﬂ“lﬂmﬂﬁ@ﬂﬂnﬁnﬂﬂqu@]’JE]EJNQ}LﬂEJS‘U‘]JiﬂWiVlLLN‘LAﬂQj‘ﬂ’JEJ

Tuia 11l Tsawenuiaaiuun 31171 400 519 ﬂmﬁeﬂﬁmsjmmmmmmmmzﬁw%’amﬁ

9 a o Y aa A Y a1y 1 A a 4 o w
Tz lasldadasanssaulaun aAnud Ardoosas Aunde s ziaudngy
uazmsaniums uazldanasioyuuiionadeuauyagiu lAun MINAToD t-test 1AZN13
nagauANNLsUsuuuMafe

= ' 9 1 [~ a = 1 Aa =
MIMsANE MU deaounuudeunindiulvaiiilumanags oty luhu 30

=< c'; 1 [ a a A = a 1 [} = a = Y 1A =
mMsAnyIRINNIzaUlTyes Ternginvdiudyendwoase Isela lunu 15,000 v i

Ao 1o 4 [ [y [y % 4

piidmnegsunedug ludaniadelny SunmsSnyummdmmznedniogsnssy now 14

Y v
vimauwungihelumnnnii 3 ase mainaSnymennald@ansuisnlsein uazmenai
A Y Aa A 9 a
@enl¥usms lsanenuiaauuine e lsuazsouluusns
= 9 o W =< Yo a A [ ]
HamsaAnyIveyanNudAyLazaNuiawe lnvedsuuInmsntaeiledeaiuilszay

MIAMAUTMINUN A5uuTms Idanudrgaeilateduuing A1usIa1 AUFeINnIanIs



Tad e Auyna1ns MumsasezihaueaNBUZNIINIENTH HAZAIUNTEUIUMNT Y
Tuszavmnuaziinnuiiane lvegluszavuneunu dimiltediulszay
MIAAIARIUNI TOAITMIAMAUUUATUINT J5UUTMI IAudingedluszaunn uall
=2 [
anuianelaluszgauunang
a o 9): a 4 o W o a 1 [
MsuasIz laeldluaamsuaizianudiaguazmsaniunsny Jededu
UINIT MUFBINNATIAT MU A1UYABINT LagaIumsademaziuauednyagn
1 ] A =2 o Aa o w = 2 QSJ’
Mo aglurosmsnanuaasneiatenianudidygauazauianelags Ay
2 U Y J § a 4 v 9 1
Tsaneriadessnuiqunmldedluszaugeae 1 iWelwsziifieunviledodiuilszau
a d' v o Y L ] A = v A
M13AA1AUTNIToUY  WuIadearunIzuIuNs oglureanlsnuansdiladenll
o " Yo a n Yo a o A £ 9 9
anudayge uadsuuins lwldsumsuinmsluszavininely delsaneruiadesld
anudingylumsud lvdsudseiladedunszurums Taossaau Taomnizilisedosdu
3 o y [ ] o a o w 1 Y
Juaoumsiisesnauiuinnusias wazmnzay A5uusms Inanudigedluszay
1A = ] @ [ v Y [y o 9 A
1n ualianuiane lvegluszauiunars diviladeaiusiavaziledeaiunisdons
T ] =2 o Aa o o c; A = Y o A
MINAALVUATUNDT Bg lureamsanaasdailadenianudinydulemeunuiladedu
Yo a W Yo a v oA =R 12 o g Yy A
sazdiunins lilasumsuimsluszaunnanels Tsanealudianuduiludessy
9 1 | U U o a Y o w U
ud lveghussaru uaadsaniumsud lvludrauae i
= 9 =} = = 9 o a Ao [ ]
mMsane1veyanIsumeuanunawe laveadsuusnisniaeilevediuilsyawy
a [ Y [ 1 1 J A =2 [y [ !
M3na1ausns Swunamildeaiuyananudn aunasanuiane laluiladedivilsseawy
k2 v
M3aaAuIns lianuuanaiuaudnsuz o1y 013 S1uauassiulduing uazve
9 dlo.l a = 1 1 d' =< Ly 1Y 1
Hihensuuinms uallnnuuanaevesnuaaganuiane laluilatedivilssaumsnain
VITMIANA gl uuT szAuMsAny nazselanomou Taedsuuinmsmamgliszau
=< 1 o 1Y 1 a os.l' 9 1 9o a d‘d
anuiane ladeiladeaiullszaunsna1ausnigsia 7 AIUINNIUNAYIY BSUVTNII N

Ao 1 [ [ = (=1 [} = LY, v 9 a [V
QN@TLHT@QH@WNW’J@L“])’EN“],WJJ Hszauanunane leaeiladearuusnisuazilaveaiusia

=

J 9 o a A Ao L] o = [ v A " Yo a A = o' 1
UINNIN t;ﬁummimquaumag“lummamm Nﬂ’m&ﬂfﬂﬂﬁll HIVUITNITNUNITANEIAINI

YSanas Tszavanuianelaaeilatedunis@oa15n1Aa1ALDUATUINITUINADT

Y a = a =S Y o a Ao I A 1T Aa = @
Niﬂﬂﬁﬂ?ﬁﬂ?iﬁﬂﬂ?ﬂiﬂ]ﬂﬂﬁﬂﬁ uazQiummwmw"lﬂmmau"thu 15,000 YN WsgAY

G

= ' o Y "V Yo a A A YA
‘ﬂ')’]ll‘W\iW@Elﬁ]@f]:ﬂ%i]fJﬂTL!ﬂigﬂjuﬂ'15MTﬂﬂjWﬂiUﬂﬁﬂ’]ﬁV]ﬂJﬁ’]ﬂqﬂ@@l@'ﬂu 15,001-30,000

v
A o (% aa A [

UM g NNTed YN NaDa NIzaUiadA 0.05



Independent Study Title Customer Satisfaction Towards Service Marketing Mix of the

General In-patient Department at Lanna Hospital, Chiang Mai

Province
Author Mr. Teerayut Niyomgool
Degree Master of Business Administration

Independent Study Advisory Committee

Assoc. Prof. Orachorn Maneesong Advisor
Dr. Adisak Theeranupattana Co-advisor
ABSTRACT

The objective of this independent study was to study the level of customer satisfaction
towards service marketing mix of the General In-patient Department at Lanna Hospital, Chiang
Mai Province. The data were collected by using questionnaires which were distributed to 400
people who used to receive service provided by the General In-patient Department at Lanna
Hospital. The group of samples was selected according to conveniences sampling. The collected
data were analyzed by using descriptive statistics; such as frequency, percentage, average, and
the importance-performance analysis. The inferential statistics were used for hypothesis testing;
such as t-test and one-way ANOVA analysis as well.

Results of the study found that most of the questionnaire respondents was female, aged
under 30 years old, had a below Bachelor Degree level of education, self employed/freelance,
earned under 15,000 baht of income, originated from various districts in Chiang Mai, received
medical care only through internal medicine division, received these cares through this

department for more than 3 times, claimed the medical expenditures from life insurance



companies, and the reason for using the service from Lanna Hospital was “used to come for a
service” and “like the service”.

The study result about the importance and satisfaction of the service receivers towards
service marketing mix factors found that the service receivers ranked high level in the importance
on service factor, price factor, channel of distribution factor, people factor, physical evidence
factor, and process factor, and ranked high level in the satisfaction on those factors as well. For
the marketing mix factor on integrated marketing communication, the service receiver ranked the
importance as high level, but put their satisfaction as moderate level.

The analysis which was done through the importance-performance analysis found that
service factor, channel of distribution factor, people factor, and physical evidence factor were in
the quadrant that indicated highly important factors and highly satisfied factors. Therefore, the
hospital must maintain its quality in the high level. By comparing with other service marketing
mix factors, it was found that the process factors were in the quadrant indicating that they were
important, but the service receivers did not receive the satisfactory service. This showed that the
hospital must immediately pay more attention to improve the process factor, especially the sub-
factors of prompt and suitable procedure for checking out to return home. The service receivers
ranked the importance as high level, but ranked the satisfaction as moderate level. For price and
integrated marketing communication factors, they were in the quadrant indicating low importance
when compared with other factors. The service receivers did not receive the service at the
satisfactory level. There was no need for the hospital to solve the situation at once, but should
proceed on improving this incident in the following order.

The comparison of the service receivers’ satisfaction towards service marketing mix
factors by sorting from personal factors found that the average satisfaction value in service
marketing mix factors were not different in age, occupation, number of service received, and
ward that service was provided. But, the difference showed in the average satisfaction value in

service marketing mix factors on sex, hometown, level of education, and monthly income.



Female service receivers had higher satisfaction level towards all seven service marketing mix
factors than male. The service receivers whom hometown was outside Chiang Mai had higher
satisfaction level towards service and price factors than the service receivers whom hometown
was inside Muang District, Chiang Mai. The service receivers who had a below Bachelor Degree
level of education had higher satisfaction level towards integrated marketing communication
factor than the service receivers who had a Bachelor Degree level of education. And, the service
receivers who earned a monthly income under 15,000 baht had higher satisfaction level towards
process factor than the service receivers who earned between 15,001-30,000 baht of monthly

income. These differences were statistically significance at 0.05 level.



