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A Marketing Model for Elderly Care Services

in Bangkok Metropolitan
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Abstract

The purposes of this research were to
study 1) marketing factors of elderly care services
in Bangkok Metropolitan. 2) the effects of elderly

care services’ marketing to elderly care services

198

in Bangkok Metropolitan. 3) a marketing model
for elderly care services in Bangkok Metropolitan
under conceptual framework of Service Marketing
and Human Resources Management’s concept
and theory. The research sample used for the
study were 400 respondents in Bangkok
with an age of 55 years old and more. The
instrument used for data collection were survey
questionnaire and in-depth interview. The
statistics used for data analyses were frequency,
percentage, mean, standard deviation, Pearson’s
Correlation Coefficient and Factor Analysis.
The findings were as follows :

1) Majority of the respondents’ opinion
was in the aspect of marketing of elderly care
services, follow by efficiency of elderly care
services’ marketing in Bangkok Metropolitan and
characteristics of elder person. The most vital
aspect for buying decision was having high
quality service personnel which pay attention
in rendering service with friendly, cheerfulness,
politeness, neatly and high standard. In
addition, the business operators should have
qualified nurses and medical doctors with
professional expertise of rendering service.

2) There were significance differences
relationship between marketing of elderly care
services ,characteristics of elder person and
efficiency of elderly care services’ marketing
in Bangkok Metropolitan at .01 for all aspects.

3) There were three confirmation factors
of a marketing model for elderly care services
in Bangkok Metropolitan : 1) a marketing model
for elderly care services includes ; (1.1) aspect

of service marketing, personnel, physical



NINTITIMT AN ETIANIEUAT

environment, service process, customer
relations, channel of distribution. (1.2) aspect of
marketing strategy, marketing communication,
pricing. 2) characteristics of elder person
includes ; (2.1) aspect of learning, (2.2) aspect
of attitude, (2.3) aspect of motivation, (2.4)
aspect of life style. 3) efficiency of elderly care
services’ marketing in Bangkok Metropolitan
includes:; (3.1) aspect of satisfaction, (3.2) aspect

of corporate image.

Keywords: Model, Marketing Dervices, Elderly

Care Business
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