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ABSTRACT

The objective of this independent study was to study consumer decision making
process towards selecting drugstores in Amphoe Mueang Chiang Mai. The samples were 280
consumers selected by convenience sampling from drugstores in three locations 1. shopping
arcades and hypermakets. 2. community/residental areas. 3. local markets. Questionnaires were
used for data collection. The collected data was analyzed using the descriptive statistics:
percentage, frequency, mean, and weighted mean. Likert’s Scale was used for the measurement
of level of importance.

On the study of the decision making process, the results showed that the first
ranking reason for selecting services was the sickness but did not want to see doctors. The
information of store location was mostly studied. The sources of information were from friends,
acquaintants who had experiences. The respondents rated the importance of services marketing
mix in the evaluation of drugstore services for people, process, physical evidence, place and
price at a high level of importance while promotion and product were at a medium level. The
sub-factors with the highest mean score and levels of importance were as follows. The product
sub-factor was the varieties of medicine and medical supplies displayed. The price sub-factor

was a clear price label. The location sub-factor was nearness to their homes and office. The



promotion sub-factor was full-time pharmacist. The people sub-factor was salespeople with
good product knowledge. The physical evidence sub-factor was the cleanliness of drugstores.
The process sub-factor was consulting before giving prescription. Almost all of these sub-
factors were at a high level of importance except the people and process sub-factors were at a
highest level.

The respondents had their own decision making for selecting drugstore. They were
not patronage customers to any drugstores. They had been customers of the drugstores they
were using less than 6 months. Regarding post purchase satisfaction, they were “very satisfied”
with the services provided. They would visit those drugstores again because of convenient,
location near residents/offices, proper advise from pharmacists. They would suggest others to
purchase in those drugstores.

The problems encountered were the medicine they wanted was not available and
lack of price information before making decision. The respondents suggested that the drugstores

should have clear price labels and empathetic salespeople.



