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Abstract

This research aims to (1) study the factors of price, service quality, and convenience
affecting outpatients' medication purchasing decisions at private hospitals in Samut Sakhon
Province, and (2) analyze the relationship between personal factors and outpatients'
medication purchasing behavior at private hospitals in Samut Sakhon Province using the
Marketing Mix 7Ps framework with a sample of 400 outpatients.

The findings revealed that factors influencing medication purchasing decisions,
ranked by importance, were: personnel, price, process, product, place, promotion, and
physical evidence. All personal factors (gender, age, education, income, and occupation) had
statistically significant relationships with medication purchasing decisions. The group with the
highest tendency to purchase medication from hospitals consisted of females aged 41-50
years, with a bachelor's degree or higher, earning 30,000 baht or more, and working as
government officials or business owners.

Private hospitals should focus on developing personnel quality, especially pharmacists,
implementing competitive pricing, improving service process efficiency, and adjusting
strategies to suit different target groups to enhance competitiveness and create patient

satisfaction.

Keywords: medication purchasing decision, private hospitals, Marketing Mix 7Ps,

outpatients, Samut Sakhon Province
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