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ABSTRACT

The purpose of this research is to examine and perform a comparison analysis on
various marketing mix and marketing environment and their impacts on the selection of private
hospitals in Chonburi province. The research was conducted with the following objectives.

1. To determine the impacts of marketing mix and marketing environment on the
selection of private hospitals in Chonburi province.

2. To study the private hospital selection behavior of clients in Chonburi province.

3. To study the demographic impacts on the selection of private hospitals in Chonburi
province.

4. To determine the impacts of demographic data on marketing mix and marketing
environment.

5. To study the impacts of marketing mix on the private hospital selection behavior in
Chonburi province.

6. To study the impacts of marketing environment on the private hospital selection
behavior in Chonburi province.

The 400 patients were selected from the customers in four private hospitals in Chonburi
province, using Yamane’'s formwula and accidental sampling. The research instrument contains

both close- and open-ended questions. The statistical techniques used were frequency, percentage,
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mean, standard deviation, ¢ test, Chi-Square, one-way analysis of variance, LSD and Cramer’s V
analysis for correlation.

The research found that :

1. The marketing mix highly influenced the selection behavior of private hospitals in
Chonbuﬁ province.

2. The marketing envelopment highly influenced the selection behavior of private
hospitals in Chonburi province.

3. At the level of significance of 0.05, there was no significant difference among
customers of different sex in their selection behavior of private hospitals, However, there was
significant difference among customers with different age, education, occupation, and income.

4. There was no significant difference in the impacts of marketing mix among
consumers of different sexes but significant difference could be found among customers with
different age, education, occupation, at the level of significance of 0.05.

5. There was no significant difference in the impacts of marketing environment ameng
consumers of different sexes but significant difference could be found among customers with
different age, education, occupation, atthe level of significance of 0.05.

6. Factors in marketing mix were associated with the selection of private at the
significance level of 0.05.

7. Factors in marketing environment were associated with the selection of private at

the significance level of 0.05,





