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The independent study aims to investigate relationship between marketing stimuli
and drug purchasing intention of hospital physicians in Chiang Mai. The collected data was
randomly proportionate from 297 physicians working in governmental and private hospitals
by means questionnaire. The data was analyzed by descriptive statistics which were frequency,
percentage, mean, reliability, partial correlation, collinearity statistics and multiple regression.

The result revealed that most of respondents were male from 41 — 50 years of age
They worked in government hospitals with more than 700 beds and graduated from the
department of medicine.

The study also presented physicians’ opinions stimuli to all marketing stimuli at
the high level. The following stimuli were prioritized from the highest to the lowest :
product, brand and personal selling process. The marketing stimuli, that influenced physicians’
the drug purchasing intention, significantly were personal selling process and brand. The
stimulus, that did not influence the intention, significantly was product. The personal factor
that statistically intention were age. The personal factors that did not influence the

intention were sex and hospital type.





