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Abstract

This research aims to study the demographic factors of the population in Bangkok and
Metropolitan area in using health checkup services in Private hospitals. To study the factors of
the service marketing mix (7Ps) that affect the decision to use health checkup services in
Private Hospital in Bangkok Metropolitan area. To study the decision to use health checkup
services in private hospitals from a sample group of general publics in Bangkok and Metropolitan
area who have used health checkup services in private hospitals, totaling 400 people. The
statistical software was used to process the questionnaires.

The research results found that 1) Age, education level Average monthly income,
occupation that affect the decision to use health check-up services in private hospitals, and
gender that does not affect the decision to use health check-up services in private hospitals 2)
Product, Price, Place, Promotion, People, Service Process, Environment (Physical Evidence)

affect the decision to use health check-up services in private hospitals

KEYWORDS : Service Marketing Mix (7Ps), Demographic Factors, Service Decision
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