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Abstract

Marketing mix factors affecting service selection to check-up health in working group at
Rak Jan Lab Clinic, Medical Technology Clinic, Trang Province. The sampling group in this
study was 400 working people received health service at Rak Jan Lab Clinic, Medical
Technology Clinic, Trang Province. By using questionnaires, we collected data which then was
analyzed with software computer program. The statistical analysis was followed by Descriptive
Analysis and Inferential Statistics. Descriptive Analysis Statistics consisted of frequency,
percentage, average, and standard deviation, whereas the Inferential Statistics comprised t-
Test, One-Way ANOVA analysis of variance, and Pearson’s Correlation Analysis.

The results found that most people accepted service at this Clinic were 35-39 year
married women with graduated bachelor degree; their carriers were private or commercial
business and the average income was 10,001-20,000 Baht. Their hometown was Amphoe
Mueang, Trang Province. The first order of Health Belief Model was recognition of
protective benefits, followed by recognizing the risk of disease occurrence, perception of
severity of disease, respectively. The final order of Health Belief Model was recognition of
prevention obstacles. On the other hand, the first order of Marketing Mix '7 Ps was service
personnel, followed by physical environment, service process, laboratory specimen analysis,
location, and price. The final of Marketing Mix '7 Ps was marketing promotion. Based on
hypothesis tests, we also found the same direction at middle to high levels of relationship
between the overall marketing mix factors and the total health belief perception which is
influencing selection of health examination services for working group at Rak Jan Lab Clinic,

Medical Technology Clinic, Trang Province with statistical significance at the level of 0.05.
Key Words: Service selection, Check-up health, working group
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