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ABSTRACT

This paper aims to review related literature in order to set up research hypotheses and propose a conceptual
framework for The Factors Influencing the Decision to Use Services of The Thai Traditional Medicine and
Chinese Medicine PolyClinic. The study utilizes content analysis. Based on literature review, there are many
factors that influence the decision to use polyclinic services. Therefore, marketing mix factors are likely to have
a positive influence on service decision-making behavior as well. This conceptual framework may be used for
further research to test the hypothesis.
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