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ABSTRACT

This study aimed to explore the perception of customers towards service quality of
Chiangmai-Ram Hospital and to compare the perceptions of customers in different groups of gender
and length of being customers towards service quality of Chiangmai-Ram Hospital. Samples of this
study were identified to 400 Thai out-patients of Chiangmai-Ram Hospital. Questionnaires were
used as the tool to collect data. Then, data analysis was conducted by the used of Descriptive
Statistics, consisting of frequency, percentage and means, Independent Sample T-Test and Analysis
of Variance: ANOVA.

The findings showed that most respondents were female, aged between 31-40 years
old. Their family income was found between 20,001-30,000 Baht in average. Most of them took
services at the Internal Medicine Division and had taken medical services from Chiangmai-Ram
Hospital for over 5 years with the membership card.

The results of the study on perception of customers towards service quality of
Chiangmai-Ram Hospital presented that in the overall view, the respondents had high level of
perception towards the following dimensions: capacity, effectiveness, assurance, security, empathy,

responsiveness, reliability and tangibles, in orderly.



Based upon the study on customer perception towards service quality of Chiangmai-
Ram Hospital, hereafter were shown the top item of each service quality dimension being ranked as
the highest level of perception.

In tangibles dimension, the highest level of perception was the modern medical
devices and tools served at the hospital. In reliability dimension, the highest level of perception was
the cleanliness and ready-to-use of serviced facilities and devices. In responsiveness dimension, the
highest level of perception was the willingness of physicians and hospital staff to assist customers.
In assurance dimension, the highest level of perception was the availability of physicians and
hospital staff who provided advices and communicated with patients with professional confidence.
In empathy dimension, the highest level of perception was the convenient service along 24 hours.
In capacity dimension, the highest level of perception was the competence of physicians and
hospital staff to offer professional services which met with the professional standard. In
effectiveness dimension, the highest level of perception was the in-time assistance from physicians
and hospital staff given to emergency patients. In security dimension, the highest level of

perception was the use of clean and hygienic medical devices and tools.



