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The Comparison of Thai and Foreign client ’s satisfaction towards the Marketing mix
of Chiang mai ram Health Check up Center.
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ABSTRACT

This study aimed to examine satisfaction of Thai and foreign clients towards marketing mix of Chiang
mai ram Health Check up Center. Questionnaires were used as the tool to collect data from its clients. In
this study, the clients were divided into 2 groups: a group of 300 Thai clients and a group of 100 clients.
Data obtained were analyzed by the descriptive statistics i.e. frequency, percentage, mean and standard
deviation. In addition, the Importance-Performance Analysis: IPA and the inferential statistics i.e. T-test were
also applied in order to compare differences on satisfaction and expectation of those Thai and foreign
clients.

According to the Importance-Performance Analysis: IPA technique, results of the study on levels of
importance and satisfaction towards marketing mix of Chiang mai ram Health Check up Center were
demonstrated as follows. For a group of Thai clients, they enlisted place factor in Quadrant A; product,
process, people, and physical evidence and presentation factor in Quadrant B; and price and promotion
factors in Quadrant C. For a group of foreign clients, none of studied factors enlisted in Quadrant A.
However, they enlisted product, people, and physical evidence and presentation factors in Quadrant B;
price and promotion factors in Quadrant C; and place and process factors enlisted in Quadrant D.

According to the comparative study on levels of importance that the different groups of client
rated towards marketing mix of Chiang mai ram Health Check up Center, the results revealed that the
differences at 0.05 level of statistical significance were found in following factors. In process factor, the
difference was observed in components of notification of health check up process and clear and simple
service process. In people factor, the difference was observed in components of a staff who served the
clients politely and friendly with gentle and pleasant conversation and warm reception, and an attentive
staff who were ready to provide services. In physical evidence and presentation, the difference was
observed in components of atmosphere and environment at the reception area, availability of basic facilities
such as air-conditioner, television, drinks, and snacks, and cleanliness and orderliness of the center. The
results suggested that a group of Thai clients rated level of importance towards these aforementioned
components at higher level than a group of foreign clients.

According to the comparative study on levels of satisfaction among the different groups of client,
the results revealed that the differences at 0.05 level of statistical significance were found in following
factors. In product factor, the difference was observed in components of having varieties of health check
up programs, serving the clients with modern medical equipment and tools, and offering One Stop Service.
In price factor, the difference was observed in component of reasonable service prices. In place factor, the

difference was observed in components of distinct signs and various channels to learn about services such
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as signs, publicity, and website. In promotion factor, the difference was observed in components of
advertisement to promote the center to wider public, distribution of news through advertising media or
website, availability of sales promotions and special discounts for the clients or contract companies. In
process factor, the difference was observed in components of offering complete and accurate coordination
and services. In physical evidence and presentation factor, the difference was observed in component of
sufficient number of restrooms. The results suggested that a group of foreign clients rated level of

importance towards these aforementioned components at higher level than a group of Thai clients.
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