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Factors for choosing a private hospital for company employees

in Samut Prakan Province
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ABSTRACT

This research aims to study demographic characteristics and marketing mix
factors influencing the decision to use the private hospital of employees in Samut Prakan
Province, and to present the decision to choose a private hospital for company employees
in Samut Prakan Province. The population group used in this research study was Group
of employees of companies who have social security benefits or have health insurance
benefits from associated companies and have used to use private hospitals in Samut
Prakan Province; 400 respondents. The research instruments are questionnaires
throughout the data analysis manipulation by not only descriptive statistics for
demographic such as frequency, percentage, mean, standard deviation, and inferential
statistics to test the relationship between independent and dependent variables in
research hypothesis testing.

The results of the study found that most respondents are female, age between 30
- 39 years old, marital status Bachelor's degree have the nature of the work performed
are employees working at the management level / management level have an average
monthly income of 15,001 - 25,000 baht, are entitled to treatment, are entitled to social
security and received services in the type of treatment for uncomplicated general diseases
2-5 times/year. The nature of the work average monthly income the right to treatment
service use And the frequency of receiving services affects the decision to use private
hospitals of company employees in Samut Prakan Province. And marketing mix factors
influence the company's employees' decision to use private hospital services, at a

significance level of 0.05.
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