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Abstract

This research aims to study factors which influence the decision to use physical
therapy service in Bangkok. These include demographic factors and marketing mix factors (8Ps).
The data were collected by using questionnaires from 400 respondents. The sampling methods
employed are purposive sampling and snowball sampling. Descriptive statistics and inferential
statistics are used ; Pearson Chi-square was used to explore the relationship between
demographic factors and decision to use the service.

The result indicated the respondents had attitude toward marketing mix factors at
high level. These factors were arranged according to the mean value as follows: personnel,
productivity, process, price, product & services, distribution, promotion. Moreover, it was found
that demographic factors in terms of age and income had relationship with decision to use
service (e.g. the place to choose, the people who makes decision, the frequency of use, the

service and the day and time to use service. These relationship were significant at 0.05 level.
Keywords: decision making, physical therapy clinic, Bangkok, influence factors
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