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Factors affecting the decision to buy women's fashion clothes
Via Instagram in Thailand
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Abstract

This research proposed two objectives. 1) To investigate the consumer behavior of
those who chose private hospitals in Chiang Mai, and 2) to examine the marketing mix which
affected a clients’ decision for choosing private hospitals in Chiang Mai. Sample was selected
from 400 clients who choose private hospitals’ services. Data was analyzed using descriptive
statistics including Percentage, T-test, F-test, and One-way of Variance: ANOVA

The findings revealed that most of the clients are 30 to 39 years old who got
Bachelor's Degree and currently work in a Private Company. Even though their average
salary was about 10,000 - 20,000 THB, their family members still prefer private hospitals’
service. The clients chose proprietary hospitals’ service one to three times a year and the
prime time of visitors is about 12.01 AM till 6PM every day. Mostly, the reasons that clients
choose private hospitals’ service because it includes high-quality treatments and also covers
their insurances. Clients usually research and compare services and costs before visiting.
According to the average marketing mix from all client's results, it showed that clients
concerned several things about private hospitals.

Keywords: client's decision, clients, private hospitals, marketing mix
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