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ABSTRACT 

 

The objective of this independent study was to examine service marketing mix factors 

affecting customer decision towards selection of private hospital in Mueang Chiang Rai  District. 

The samples were 400 customers of private hospitals in Mueang Chiang Rai District. The data 

were collected through questionnaires and analyzed by using descriptive statistics consisting of 

frequency, percentage and mean. Followings were the research results. 

Most respondents were married female, aged of between 41 - 50 years old, served as 

office employees with income lower than 15,000 a month. The education level was bachelor’s 

degree. They were out-patients whose medical fees were supported by social security. They used 

the hospital services once per a treating. They knew about the hospital through friend’s 

recommendations. They visited the hospital for general illness.  

Based on results from the study of customer satisfaction towards the service marketing 

mix, the marketing mix factors which customers scored the satisfaction at high level were 

product, process, physical evidence, place, and people, respectively. The marketing mix factors 

which they scored the satisfaction at medium level were price and promotion, respectively.  

For product and service, the highest three sub-factors that customers rated were image 

and reputation of the hospital, specialization in specific illnesses, and quality of medication, 

respectively. 



 

 

For process, the highest three sub-factors that customers rated were promptness of 

patient registration, good security system such as presence of security guards and property loss 

prevention recommendation, and short waiting time to see the doctor, respectively. 

For physical evidence, the highest three sub-factors that customers rated were cleanliness 

of the hospital, good ventilation system inside the building, and pleasant interior decoration, 

respectively. 

For place, the highest three sub-factors that customers rated were easy accessibility and 

location closed to their residences, and their working places, respectively. 

For people, the highest three sub-factors that customers rated were good hospitality and 

caretaking by nurses, professionalism and skills of doctors, and doctors’ reputations, respectively. 

For price, the highest three sub-factors that customers rated were medical fees, special 

diagnostic fees e.g. medical assessment, x-ray, etc., and free-of-charge miscellaneous services 

such as registration fees, respectively. 

For promotion, the highest three sub-factors that customers rated were internet 

registration system such as online reservation and general online consultation, special discounts 

for returned customers, and social-related activities such as exhibitions and field services, 

respectively. 

 


