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ABSTRACT

The study on “Marketing Communication Factors Influencing the Decision to use
Services at Check-up Center at Phyathai Sriracha Hospital” was a Quantitative Research with
data gathering by Survey Research on a One-shot Case Study with the purpose to compare the
differences of the population characteristics and the decision to use services at the Check-up
Center; study the behavior on the opening of communication medias to receive health information
having relations with the decision to use services at the Check-up Center; study the differences on
level of the importance on Marketing Communication Factors Influencing the Decision to use
Services at check-up Center and study the differences in respect of the behavior on the use of
services and the satisfaction on the use of the services of the Check-up Center. In regulating the
sampling group, research designed the sampling group size for 600 sets in order to acquire a
perfectly complete data by way of doing Convenience Sampling. Statistics for the Social Sciences
(SPSS) was used for data analysis. Descriptive Statistical Analysis was used in the computation to
acquire Percentage, Frequency, Mean and Standard Deviation. Statistical value of Chi-square was
used to test the relations and differences of variables and One-way Analysis of Variance
(ANOVA) was used to test the differences between the Mean being more than 2 groups.

It was found, as a result of the study, that most of the sampling group were of male
gender, aged between 36 and 45 years old; being staffs of private companies; generating average
incomes per month of over 40,000 Baht; educational level of Bachelor Degree and under marital

status. On the aspect of the behavior on the turning of communication medias to receive health
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information from various medias, in the overall picture, it was found that the sampling group had
opened communication medias to receive health information from ad hoc media most with the
runner-ups being the mass medias and individual medias, respectively. On the aspect of the matter
on the use of the Check-up Center, it was found that most of the sampling group had used the
Check-up Center once a year and decided to return to use it once again as well as recommending
the others to use its services, as well. Result of the study on all 7 aspects of the Marketing
Communication Factors Influencing the Decision to use Services of Check-up Center, it was
found that the sampling group gave level of the importance on the Marketing Communication
Factors on the aspect of the distributing channel most with the runner-ups on the aspect of
physical environments and the aspect of the price least. It was found, as a result of the research,
that the sampling group was satisfied with the use of the Check-up Center on the aspect of the
distributing channel most with the runner-ups on the aspect of the products and physical
environments where the aspect of the price accounted for the least Mean.

Result of hypothetical test found that the sampling group with the differences in gender,
age, occupation, income, educational level and status were not different in making their decisions
to use the services of the Check-up Center with implicitly statistical significance at the level of
0.05. Whereon the matter of the behavior on the opening of communication medias to receive
health information from mass medias and ad hoc media, it was found that there was no relations
with the decision making to use the Check-up Center with implicitly statistical significance at the
level of 0.05 while on the aspect of the individual medias, it was found that the opening of the
communication medias from Medical Doctors had relations with the decision making to use the
Check-up Center with implicitly statistical significance at the level of 0.05 and the service users
giving the importance on all 7 aspects of the Marketing Communication Factors differently
accounted for the decision making to use services of the Check-up Center differently with
implicitly statistical significance at the level of 0.05. In addition, the service users with the
difference in the behavior on the use of the services would be satisfied with the use of the Check-

up Center differently with implicitly statistical significance at the level of 0.05.



