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This independent study was aimed to study the marketing communication affecting
patient selecting of private hospitals in Mueang Chiang Mai District. Questionnaires were used
as the instrument in collecting data from 400 people, whom were patients using the service of at
least 1 out of the 9 private hospitals in Mueang Chiang Mai District. Convenience sampling
method was used and the information gathered was analyzed using frequencies, percentages, and
means.

The study found that most of the respondents were single females within the age
range of 21 -40 years. The highest level of education found amongst the respondents was at the
bachelor’s degree level. Most of the respondents were employed in private companies and earned
a salary of no more than 20,000 baht per month. The respondents had health insurance / fringe
benefits which covered the redemption of medical bills, and were interested in receiving medical
notifications from the private hospitals.

In regards to the consumer’s behavior components towards choosing to use the
service of private hospitals, it was found that most of the respondents used the service at the

Chiang Mai Ram Hospital before this. Most used the service of general examinations, which

incurred an expense of no more than 5,000 baht. Most respondents considered service as the
major factor in choosing a private hospital and they made decisions by themselves.

The cognitive components came from the consumer’s acknowledgement of the
product and its specifications. The respondents were mostly aware of the marketing
communication activities at the point of purchase. Next, they were aware of the sponsorship
marketing, and the public relation, respectively.

For the affective components which reflected the change in the mind of the
customers leading to accept the information, the respondents’ satisfaction of the marketing
communication activities in general, was at a moderate level. The marketing communication
activities that averaged at a high level of satisfaction included sales promotional, which averaged
at very high; then were the communication at the point of purchase, and the sponsorship
marketing, respectively.

For the behavior components which reflected the change in the behavior of
consumers toward the products, the respondents concluded that the marketing communication
activities, over all, had a moderate level of impact towards the decision to use the services at a
private hospital. The marketing communication activity that received the highest average was
sales promotion; next, were the sponsorship marketing, and the advertisements, respectively.

The publicized media which the respondents were most familiar with were the print

ads placed in the hospital; then, were the brochures, and the outdoor advertisements, respectively.





