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Abstract

The objective of this independent study is to study service marketing factors influencing
the selection of hospitals in the social security program by the Northern Region Industrial Estate,
Lumphun Province. The data from this study was collected from questionnaire from 333
employees in the Northern Region Industrial Estate, Lumphun Province. The ratio between male
and female samples correlated with the actual ratio between male and female workers in each
group of factories. The majority of the samples were female employees in electronic industry. The
data was statistically analyzed using frequency, percentage, average and weighted average.

It was found from this study that the majority of the respondents were labor employees
and lower. They had been working for less than 6 years. Most had salary between 5,001 to 10,000
baht. Most of the respondents were 21-30 years old, graduated with Mathayom.6.

Most of the respondents knew about the hospital list from their factory and colleaques.
The most important cause for changing hospitals was about personnel factor. The most medical
service used was treatment for sickness. The medical facility selected the most was the hospital

previously chosen by the respondents.



Every service marketing factor influenced the selection of hospitals at a high level. The
factors could be arranged in the following manner from high to low levels : people or employee ,
process, physical evidence and presentation, product , place , price , and promotion.

The product sub-factor which influenced the respondents’ selection of hospitals the most
and at a high level was opening 24 hours.

The price sub-factor which influenced the respondents’ selection the most and at a
medium level was treatment cost.

The place sub-factor which influenced the respondents’ selection the most and at a high
level was convenierll‘t trip to the hospital.

The promotion sub-factor which influenced the respondents’ selection the most and at a
high level was free annual check-up.

The people or employee sub-factor which influenced the respondents’ selection the most
and at a high level was the doctors” knowledge and ability.

The physical evidence and presentation sub-factor which influenced the respondents’
selection the most and at a high level up-to-date medical facilities and equipment.

The process sub-factor which influenced the respondents’ selection the most and at a

high level was the waiting period.



