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ABSTRACT

The objective of this independent study was to study service marketing mix factors that
affected purchasing decision of factory employees in the Northern Region Industrial Estate
factories in selecting annual health check-up services. The data was collected through a
questionnaire distributed to all employees from 65 factories in the Estate. The data was then
analyzed using frequency, percentage and mean.

The results could be divided into 3 parts. The first part is general information about the
sample group. It was found that 50.8% of the respondents were section managers with decision
making power. 63.2% had been working for 10 years or more, 58.5% were 41-50 years old,
53.8% were female, and 46.2% were male. 55.4% had college education and 40.0% had higher
education.

The second part is information about the factories. The highest percentage which is
41.5% of the factories was in electronic industry. 43.1% had registered capital of less than 10

millions. 70.8% was in the business more than 10 years. 49.2% of the factories had Japanese



shareholders, and 30.8% had Thai shareholders. 29.2% employed 101-300 people and 24.6%
employed 1001-3000 people.

The third part is the analysis of service marketing mix factors. The factors which
influenced the employees’ selection of annual health check-up service are the followings:
personnel, process, service, price, place, physical appearance, and marketing promotion,
respectively.

For personnel, the most important sub-factors were the adequate number of staff and the
staff’s expertise.

For process, the most important sub-factors were uncomplicated check-up procedure and
quick problem solving during check-up process.

For service, the sub-factor ranked at the highest level was offer of complete list for
check-up. The sub-factor ranked at the high level was doctor available for consultation based on
health risks.

For price, the most important sub-factor was reasonable price in relation to the quality of
the service.

For place, the sub-factors ranked at the high level were service venue outside of the
factory and venue is close to the factory.

For physical appearance, the sub-factor ranked at the highest level was technology. The
sub-factor ranked at the high level was hygiene of place and equipments.

For marketing promotion, the sub-factors ranked at the high level were discount with

extra check-up items apart from those assignated by the factory and extra check-up item as gift.



