nsansanuanlazasduilaadalarmiusnisgaan

A Study of Consumer Interests Towards Healthcare Service

Advertisement

a %) 6 zil a A€
AN LTRIUTZAND

(Jirawat Cheawprasit)

unAnga

v @
o AA o

muﬁf?ﬁ'ﬂummmmqﬁizmﬁl,wdaﬁnmmﬂuaulwaaQuﬂmﬁﬁ@iaadﬁﬂi:ﬂau

. v o & a & A A a a 4
d9 9 vaslumaeslusandeEnaunuiuinieTgenw mlugﬂuuumﬂuaaaawuw
LLazﬁaSLﬁnmaﬁn&ﬁﬁﬂﬁ;&”ﬁiﬂﬂﬁLLmIﬁf&llﬁmw:uaulﬂumsﬁmiaaaumuiaga

A a A . o A A & & ' L. . ~
Wnduannfige dunsliinafianisiienziesdisznauiiu (Conjoint Analysis) lapd
Auansmz 4 drulaud (1) Mwwan (2) mysanedeanuuazgl (3) mahilauesens
@373 wae (4) muhruamsfade laglduuusauniuaanlalt (Online Questionnaire)
Lﬂum%aﬁalumﬂﬁuﬁa;&a JUsznsne Qu‘ﬂmmuvlmUﬁ'avl,ﬂﬁﬁmmau’l,ﬂumm:

gy wln 1 - 3 14 LAANGUAIBEINIEH 230 318 HANTIWNUI NWRANYEY

]
=

lamatldsuanuaulagefign  lasguilnaldanuaulanuldaneindzdyaaininig
maunwng unndmens) anfige quansuenlaiuanuaulazesainnda niuaue

i']ilﬂ’]i@]i'ﬁ]q‘llﬂ’]‘w I@] ﬂg‘]_]LLUUﬁVLﬁ%"]Jﬂ’JW&Iﬁ%sL%E]Nﬁ;@ﬁE NMIUFAIGI BN TAIT DL B Y

e a

(bullet list) VBITIENNTATINIANG DaNA MITANIMNuazdTaanulaslUmaasni
;JﬂmwLﬂuﬁuﬂé'aLﬁml,ﬁa%awﬁammuugﬂ VL@T%’Uﬂamaulamnndwmiﬁ'@Ll,uugﬂmwag;

@T’luuu-ﬁammagﬁmmo LLazqmﬁﬂﬂzq@ﬁwﬁamﬁmLaua“ﬁaamamsﬁwi anui

]
v =

o s A 1 a 1 v v 1 a 1
AU ‘E]J%EEJ‘HEQI@] %Gﬂ’]iit‘]{ﬁﬂdﬂﬁdﬂ’]i@l@@lﬂﬂﬁﬂTﬂﬂ’J’]N@]i\‘i6] LD L‘]Jﬂﬂ‘ﬂi@](ﬂ@]ﬂ‘ﬂ%ﬂ

v
]
a o

Bu'ladntaian vl@T%'umLLuummaulamﬁﬂgaﬂiﬂﬂama%ﬁ 1% QR code

Aardan: Tusiaas, ATIVFUNIN, Imwmm‘%msqmmw, MR RBINUTENaLTIN



ABSTRACT

This study aims to investigate consumers’ interest in different elements of health
check-up service promotional posters in both printed and electronic formats, which most
effectively influence their intention to seek further information. The conjoint analysis
technique was used to evaluate 4 attributes: (1) the main image (2) the layout of text and
images (3) the presentation of the list of health check-up items and (4) the presentation
of contact information. Data were collected through an online questionnaire from a sample
of 230 general Thai consumers who were interested in undergoing health check-ups within
the next 1 — 3 years. The results indicated that the main image was the most influential
attribute, with consumers showing the highest interest in posters featuring healthcare
personnel (doctors or nurses). The second most important attribute was the presentation
of the health check-up list, with the highest interest shown for a bullet-point list format of
all check-up items. Next in importance was the layout of images and text: posters with a
full background image overlaid with text attracted more interest than those with an image
at the top and text below. Finally, the presentation of contact information was the least
important attribute; explicitly providing contact details in plain text (e.g., a telephone
number or a clear website URL) received a higher average interest score than posters

using a QR code.

Keywords: Poster, Health Check-up, Healthcare Advertising, Conjoint Analysis
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