d' A a a 9y a Aaa a o
‘M’)!ﬁi’)ﬂﬂ1§ﬁl‘l«!ﬂ%}1!mﬂ®ﬁ§$ Wﬂﬁﬂi’inﬂﬁl’aflﬂslﬂﬂj‘iﬂﬁﬂauﬂmﬂuﬂﬂﬁLLWﬂﬁl"U’fN

13 Ina ludunoiiourea v

e

= [ A
HIvE WesInins Yo
Sayan VINIIFINIUMITUNG (MIAAIA)

A (= vy v a ¢ ~ ¢
i’)1‘1]15?]ﬂﬂﬁﬂ‘ﬂ]ﬂ1§ﬂuﬂ3]!!ﬂﬂ@a§g FONANTANTIVTY DIVT UUTAIN

UNAALD

=2 a

9 9 a dydw s A A Y Aa aa
f‘lﬁﬂuﬂ’ﬂlmﬂﬂﬁizum’J@]Q‘]Jﬁ$ﬁ\1ﬂLW’€lﬁﬂE']‘WQ@ﬂiﬁﬂﬂ?i!ﬁ@ﬂi‘b’ﬂiﬂ"ﬁﬂﬁﬂﬂ

a J Y a o A = 12 & YA a a Yy Aa Aaa
matamsuwnduedus Inaluduneies weslnuntudnus lnammegldusmsnaiin
a d o a d Y 9 Aaa a 9 U = 9
MATAMIUNNE 119U 321 AU MBRTziveyaldadamanssann laun anud Sovas
1 d'
HAZAUNDY
= T 9 [ 1 3 1 =
HAMSANYINDN deovuvudeuaiy daulvgdlu mae  nquety 20-301)
= o a ~ A ™ Yy A 1A o
aoumnausalaa msanuszaulSanad orFwwiinawensu 110ldmasaoaoud
1 1] a $ 3 A
17110,000 v wamsanuilatentnsaaauImsFailudinzduniinaaiaueg
9y Aa l 9 [ o w [ v A o w = v 9 o
Aus Inanunlnszauanudiag luszavunnniladesesdiduniy ae Jedsaiuminay
A Ly v Y [ [ v Y v Y
nioynaa adearunizuiunis Jadearunangiunianmenin Jadediusiai Jadediu
a [ o o v Y d‘ Y a v 9 1 a o o
wannaan davearuaniunliusns fevedumsauasunsaain auaal
MANsAnEINgAnsIunIsiaenlFuTnisaaidnmatdanisunnd wuii faou
Y a A < T v A A Y 1 Y [
tuuaeunINz l1FusMIasIvtednnmsuie Tasdadulaaendaleaiey a1l¥aieae
g d' 9y Aa 1 [ [ 4 o v A A 9
ATaN15UTN15 101-500 VIN $2919a1 8.00-11.004. TuduTuni-gns msdaduladenly

a a 1

a a 4 A Yy a Y ' Yo Y
UINTAAUNINAUANITUNNY %glaﬂﬂiﬂfﬂiﬂ1illaﬂllﬂﬁ$ﬂ’Jﬂ Iﬂﬂilzllﬂiﬂﬂ]@llaﬁﬁ € 1N

U

=

o [ 9y Aa [ 19 Y Aa 9 Aa oA a o
INDU ﬁﬂ’ii‘]JﬂWiiﬂf‘UiﬂWiﬁi’]i] ﬁ’)uslﬁiyslfb”u‘ifﬂi“ﬁf]\‘l1J;]“Uﬁfﬂ‘i‘ﬂ1\‘1L‘1/1ﬂ‘11!ﬂﬂ1§!l,1/‘l1/18"1]’6\1
an a 4 A J a an a 4 Y
AQAUNUNAUADTITHNNSLD N U fl‘]J53’JG]ﬂ13GI,G]ﬁJ‘iﬂTiﬂﬁuﬂW]ﬂuﬂﬂTiLl‘WﬂUl@ﬂﬂf‘u v 1-5
& Y a A a 4 3 ~ =
I Tﬂﬂﬁu‘ﬂﬂ"lﬁ]\‘lﬂ'ﬁl%ﬂ‘iﬂ1i o ’Uiﬂ?i@]i?ﬂlﬂ'ﬁ]\?’ﬂﬂﬂTﬁﬁ]Uﬂ’w Lm%iJﬂ’ﬂll‘Wﬁ‘W’fﬂi]iﬂﬂ
o Y a o Yy a = o 4 ) Y a
Wﬁ\iiﬂﬂi‘]ﬂ“ﬂiﬂ?i i]%ﬂﬁ‘lJiJﬂ“]f“lJiﬂ1i’f]ﬂ Ll,flgﬂgllugu'luﬂﬂa’f]uélﬁ3J11615°1J5ﬂ15 IHANAUDINIG

9y Aa aa a 4 1 1 19
bl"]f“lJiﬂﬁﬂauﬂmﬂuﬂﬂ?il!WﬂﬂL@ﬂ%uﬁ’Ju‘lﬂi}‘l ﬁ@ 'lmmiam’mmu



Independent Study Title Consumer Behavior Towards Choosing Medical Technology

Clinics in Mueang Chiang Mai District

Author Mr.Thongthawat Boonfueang

Degree Master of Business Administration (Marketing)

Independent Study Advisor  Associate Professor Orachorn Maneesong

ABSTRACT

The objective of this independent study was to study consumer behavior towards
choosing medical technology clinics in Mueang Chiang Mai District. The samples were 321
customers and the data was statistically analyzed using frequency, percentage and mean.

The results of the study showed that most questionnaire respondents were male, 20-
30 years old, with Bachelor’s degree. They were private company employees, with average
monthly income of less than 10,000 baht. The results from the study of service market mix factors
showed that the respondents ranked all factors at the high level in the following order: staffs or
personnel, process, physical appearance, price, product, place, and marketing promotion,
respectively.

From the study of their consumption behavior, it was found that most questionnaire
respondents used the services because they got ill and they made their own decision when
choosing a clinic. The expense for each visit was 101-500 baht and they visited the clinic during
8.00-11.00 hrs., Monday-Friday. When deciding on a clinic, the most reason was for its
convenience. They got information about a clinic from friends. Most used private laboratories and
they had used the service 1-5 times. They were highly satisfied with the service and said they
would come back to the clinic again and would recommend the clinic to others. They selected the

particular clinic because its services were faster than those at other clinics.



