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Abstracts

This research has two purposes: (1) to study the alternative behavior with annual
health care service of Bangkok Metropolitatnce’ area and (2) to study the impact of
perception on integrated marketing communication with alternative behavior with annual
health care service of Bangkok metropolitan’s area. By using quantitative research methods.
The researcher collected 400 samples, tested the quality of the instruments from the
content of the experts and analyzed the reliability of the Cronbach alpha method from 30
people in Kanchanaburi province. It was relatively high in the range of 0.72-0.83.

The results of the study were as follows: (1) the alternative behavior with annual
health care service of Bangkok Metropolitatnce’ area that Most of them used the frequency
of annual health care service (83.1 percent) with used places to visit the annual health
check were private hospitals (57 percent). Those who affect the decision of the annual
health care service of Bangkok Metropolitatnce’ area were self-perception (60.90 percent),
expenditures range from 1,000-2,000 baht (53.20 percent). (2) the impact of perception on
integrated marketing communication with alternative behavior with annual health care
service of Bangkok metropolitan’s area were advertising ( f = 0.79), public relations (f =
0.18), promotion (S = 0.40), direct marketing (£ = 0.72) and sales (f# = 0.42).

Keywords : Integrated Marketing Communications/ Alternative behavior with health

care service
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