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ABSTRACT

The purposes of this research were to examine: 1. the relationship between
customer’s perception of customer relationship tactics  and customer’'s perception of
relationship investment, 2. the relationship between customer’s perception of customer
relationship investment and customer satisfaction 3. the relationship between customer
satisfaction and customer loyalty.

The results indicate the following:

1. The relationship between..customer’s perceptions of customer relationship
strategy was significantly and positively related to customer’s perception of relationship
investment.

2. The relationship between customer’s perceptions of customer relationship
investment was significantly and positively related to customer satisfaction.

3. The relationship between customer satisfactions was significantly and

positively related to customer loyalty.
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As part of Master degree in Hotel and Tourism management at Naresuan University, |, Ms.
Natthavee Subsin, am conducting the following survey. The purpose of the survey is to study
of the customer relationship management for medical tourist of Bumrungrad International
hospital.Your responses will be kept confidential.

The entire survey will take approximately 5 minutes to complete.
Your participation is greatly appreciated.

Part I: Customer demographics.

Please provide the following information of yourself.

1. Gender
[ Male [ Female
2. Age
[ Under2s years old [125-30 years old [131-40 years old
[141-50 years old [151-60 years old [L] above 60 years old
3. Nationaliif . £€.2............... % AL 00 L B R

4. Country of residence

[IThailand DJapan [ Tusa [Juk
[ Isouth Asia (please SPECfy. ...t )

[Isoutheast Asia (please SPECify......ccvvveevveiiiieciicc, )

[IMiddle East (please SPECIfy.....ccccvviiiiiiiciiciiieceeee )

[ other (please SPECITY.......ciii i )
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Part 1I: Using service behavior in Bumrungrad.
Please answer the following questions by placing‘/in the box that is closest to your
answer

5. How frequent do you visit Bumrungrad Hospital within 1 year?

(] Never [11-2times/ year
(13-4 times/year [ More than 4 times/year

6. What factor(s) made you decide to have medical service/treatment at Bumrungrad

hospital? (Multiple answers)

L] Provides comprehensive medical services which are not available in home

country

] Short waiting period for medical services/treatment

[ Good hospitality/service ] High medical technology

[] Good medical facilities i.e. medical equipment, operating room

[[] Reasonable/Low cost [ ] Have insurance coverage

[other (PlEASE SPECITY ivieeiriieeiiieees it aii et )
7. How did you settle for the medical service/treatment cost? (Multiple answers)

[] Government health insurance ] Private health insurance

[ Self pay [ other (please SPEeCify.....cccocviiiiiiiiiiece )
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8. Which channel did you use to initially contact for having medical service/treatment at

our hospital?

[] contact directly at the hospital [] contact directly via telephone

[] contact directly via email/hospital website

|:| Overseas referral offices

L] Other (please SPECify........ oot i et it )

9. Which communication channel did you get information from our hospital?

O Newsletter O Email

] SMS

(1 Other (Please SPECITY....u.uiiiiiie ittt )

O Call center

L] Through Health Insurance Company

Part 1ll: Customer perception towards the customer relationship management strategy of

Bumrungrad.

The customer relationship management strategy of

Bumrungrad

Very | Much | Fair | Little | Very
Much Little
5 4 3 2 1

Communication

1.Bumrungrad have updated information and activity via

direct mail regularly.

2. The staff willing to answer your questions and response

with completed information to reach your expectation.

3. Staff have your information in details and able to meet

you satisfaction.

Promotion
4. There are special events and activities that match your

interest and need.
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The customer relationship management strategy of

Bumrungrad (continue)

Very Much Fair | Little | Very
Much Little
5 4 3 2 1

5. There are special discount and privilege e.g.
membership, credit card, or other hospital’s promotion

campaign.

Value
6. Staffs are friendly and offer the service with care and

compassion.

7. The staff extends the holistic quality cares that make you

feel very special.

8. You feel comfortable with the service of Bumrungrad.

9. Bumrungrad represents an excellent overall value for the

money.

Customer benefit

10. There is well cooperation between each service point for

quick service provided

11. The staff are willing to offer help when the problem

occurs and resolve it efficiently

13. Bumrungrad service is more than expectation

Level 5 = Most Customer perception towards the customer relationship management

strategy of Bumrungrad

Level 4 = Second most Customer perception towards the customer relationship

management strategy of Bumrungrad

Level 3 = Average Customer perception towards the customer relationship management

strategy of Bumrungrad

Level 2 = Less Customer perception towards the customer relationship management

strategy of Bumrungrad

Level 1 = Least Customer perception towards the customer relationship management

strategy of Bumrungrad
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Bumrungrad

The effort of customer relationship building of Very Much | Fair Little Very

Bumrungrad Much Little
5 4 3 2 1

1. Bumrungrad provide an excellence service to

you.

2. Bumrungrad try to make you feel satisfaction.

3. Bumrungrad try to improve a service relating with

your require.

Level 5 = Most Customer perception towards the customer relationship management

strategy of Bumrungrad

Level 4 = Second most Customer perception towards the customer relationship

management strategy of Bumrungrad

Level 3 = Average Customer perception towards the customer relationship management

strategy of Bumrungrad

Level 2 = Less Customer perception towards the customer relationship management

strategy of Bumrungrad

Level 1 = Least Customer perception towards the customer relationship management

strategy of Bumrungrad
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The customer satisfaction Very

satisfied

Somewhat

satisfied

Neither
satisfied
nor
dissatisfied

3

Somewhat

Dissatisfied

Very

Dissatisfied

1. You satisfied with the
relationship between you and

Bumrungrad.

2. You feel satisfied with strategy
of customer relationship

management of Bumrungrad.

Level 5 = Most Customer Satisfaction

Level 4 = Second most Customer Satisfaction

Level 3 = Average Customer Satisfaction

Level 2 = Less Customer Satisfaction

Level 1 = Least Customer Satisfaction
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The customer Loyalty

Very | Much | Fair | Little Very
Much Little
5 4 3 2 1

1. Bumrungrad is a name you can always trust.

2. You feel proud to be a Bumrungrad patient/

customer.

3. You are going to choose Bumrungrad.in

opportunity.

4. You have recommended Bumrungrad to your

relatives/friends/acquaintances.

Level 5 = Most Customer Loyalty

Level 4 = Second Most Customer Loyalty
Level 3 = Average Customer Loyalty
Level 2 = Less Customer Loyalty

Level 1 = Least Customer Loyalty

Thank you very much for your cooperation
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