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PQ. §=1.941 + .141(Performance)+ .312(Features)+ .122(Durability); R? = 0.227
SQ. §=1.911 + .179 (Reliability)+ .250(Assurance)+ .159(Tangibles)-
.162(Empathy)+ .151(Responsiveness); R?> =0.226
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ABSTRACT

The objectives of this research were to study 1) The Influences of Perceived Product Quality
2) The Service Quality and 3) Marketing Mix on the decision to purchase specific medical
equipment by medical personnel in the Eastern Economic Corridor. The questionnaire was used to
collect data online from 400 medical personnel obtained by non probability sampling. Descriptive
statistics were used to analyze data, and multiple regression analysis was used for hypothesis testing.
The study revealed that the Perceived Product Quality, including Performance, Features, Durability,
the Service Quality, including reliability, assurance, tangibles, empathy, responsiveness, and
Marketing Mix, including Product, Price, Place, Promotion, had influence on the decision to
purchase specific medical equipment by medical personnel in the Eastern Economic Corridor with
statistical significance at the .05 level. All Perceived Product Quality, Service Quality, and
Marketing Mix factors together can predict decision on purchasing specific medical equipment by
medical personnel in the Eastern Economic Corridor. The Predictive Equation could be constructed
as follows:

PQ. §=1.941 + .141(Performance)+ .312(Features)+ .122(Durability); R* = 0.227

SQ. §=1.911 +.179 (Reliability)+ .250(Assurance)+ .159(Tangibles)- .162(Empathy)+
.151(Responsiveness); R?=0.226

MK. §= 1.787 + .147(Product)+ .173(Price)+. 138(Place)+ .151(Promotion); R? = 0.248

KEYWORDS: Perceived quality, Service quality, Medical equipment
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Marketing Mix (MK) ( X = 4.49, SD = 0.250)
Tngfia15an 3186 1U WUINTERUANARLIIUNN
druegluszivuiniign Aruudede

(Reliability) (X = 4.55, SD = 0.284) n13

O

MOUAUDY (Responsiveness) (X = 4.52,S
= 0.311) quaudRAUAATdnwuzia
(Features) (X = 4.51, SD = 0.340) dnwouy
N19N8AN (Tangibles) (X = 4.50, SD =
0.312) nansiaean (Product) (X = 4.50, SD =
0.381) A155UUsEAU (Assurance) ( X = 4.49,
SD = 0.308) Usgdnsan (Performance) ( X
— 4.49, SD = 0.345) @auiisns i (Place)
(X =4.49, SD = 0.320) 591 (Price) (X =
4.49, SD = 0.341) Anunenidila (Empathy)
(X =4.47,SD = 0.336) N15dLaIUNITVE
(Promotion) (X = 4.47, SD = 0.341) umdl
AMUNUNIY (Durability) (X = 4.39, SD =
0.405)

N193LAS1IENAUNITOADBENY AT

¥V

(Multiple Regression Analysis) A1un135U3

Y
AMANNER ST Ndsuasianisandulade
ATANINNIINITUNNTRUULANIZLIILIITB
YAAAINITNINITENNS LUl uLATYgAe

NAawn1AngIuaen (EEC) A1duuszdnd

ANFUNUSNAAULAT 476 LarNaIdaIuDIaN
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)
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NYINTAUNINRUA 3 62 SIUAW WeINsal: A9

(% L3

daduladongfudinisnisunnduuy
NIZLZIVDIYAARINTNINTHINNE L ULR
NuLAsYgNaniAynIAngIuean (EEC) 31N
nisnadevatatnesdudn du wudn A1
Durbin-Watson Statistic = 1.873 AuAMAMN
193U3n15 Adawadenisdnduladens S
VINITUNNIRUUANIZLANZIIUOIUAAAINT
N19nIsU NN lulrnimuAsygRafiAyaA

nziueen (EEC) AduUssansanduiusnman
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A1 .475 uagMasaesvesranduiusnyam

a1

A1 .226 WaENII FLUSNYINTUNIVUA 5

Y

M
$2uAu nensal: n1sanauladenAua
VNANTTUNNGUULANIZLINLIVBIYARAINT

19N sennglulraimuiLasugiafitawna

[y

Az Tuean (EEC) 1NN1saaauadfnasiudn
@1 WU A1 Durbin-Watson Statistic = 1.967

LAYAUAIUUTLAUNIINITAAN FINARDNIT

LY

Anduladensduainianisunnduuy

LQ‘W’]%Lﬁﬂ’]3%\‘15[]’eN‘Uaﬂﬂﬁ']ﬂi%’]ﬁﬂ’]iLLWV]Eﬂ‘HLGUG]

AwuATYgRaNALn1Angiuaan (EEC) AN

duUseansanduiusnvamilel .498 uwayinga

(% s

ADIVRIANANFUNUTNY

a0

AfMilA1 .248 uaneIn

Faudswennsalinevun ¢ §1 Sy wensal
nsindulatonsfusinianisunnguuy
ANIZZIDIYAAAINTNIIN TN NG TULUn
WWLATENANLAYAIAREIUean (EEC) 31
nsnadeudnAlnestudn du wulil Al
Durbin-Watson Statistic = 1.975 efan
Watson Statistic fiAlnd 2 nseeglutag 1.5
&9 2.5 Fevuneds arruaaiaedeududasy

sonu Wulusiy deulvvesnisiiasigs

anduiusna

mﬁmﬁ:ﬁ%’@ga@daqmu (Inferential Statistics Analysis)

A13197 1 wanaAlade drulenuunnsgiu wazadulsesansanduiusnieluseninedinlsves

N135U3AMNANKENTMY ANAINUINT azdrulszaunamsaainfidamasnanisdnaulationsdue

‘1/1’]\‘1ﬂ’]iLL‘W‘V]ETLL‘U‘ULQ‘W’]%L%Wzﬂx‘i‘ll@\‘iuﬂﬂa’]ﬂ‘iVl’]\iﬂ']‘iLLWV]EﬂuLSUGWQ\IJGNU’]Lﬁi‘lﬂﬁﬁ‘ﬂﬁlﬂ‘lﬂﬂ’]ﬂ@]%’?ﬂ@@ﬂ

(EEC)
fanls Mea | Std. X1 X2 X3 X4 X5 X6 X7 X8 X9 | X10 | X11 | X12
n Devia
tion
Decision 452 0307 |1
Performance | 4.49 | 0.345 ;366 1
Features 4.51 | 0.340 ;4*111 ;311 1
Durability 4.39 | 0.405 ;362 ;306 ;195 1
Reliability 4.55 | 0.284 ;4*103 ;139 ;583 ;334 1
Assurance 4.49 | 0.308 :380 :365 ;§94 ;302 ;?69 1
Tangibles 4.50 | 0.312 ;389 ;316 ;391 ;316 ;344 ;358 1
Empathy 4.47 | 0.336 ;177 ;312 ;372 ;386 ;328 ;238 ;341 1
Responsivene | 4.52 | 0.311 :312 0.04 :304 ;334 ;4*164 :361 ;4*197 ;304 1
:’sroduct 4.50 | 0.381 ;4*114 3.07 ;267 ;188 ;124 ;129 ;314 ;185 :*162 1
Price 4.49 | 0.341 ;355 ;9159 ;301 ;388 ;351 ;229 ;329 ;4*129 ;4*162 ;4*165 1
Place 4.49 | 0.320 ;312 ;113 ;4*181 ;159 :375 ;4*190 ;%92 ;183 ;167 ;4*179 ;159 1
Promotion 447 | 0.341 ;352 ;318 ;344 ;313 ;357 ;340 ;301 ;363 ;314 :‘133 :321 ;398

**, Correlation is significant at the 0.01 level (2-tailed).
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21nA1599 1 Ui nsduiaanam
HANSUIN AUAINUINIT wagduUszaunIe
manaafidssasiensindulatonsSnsimanis
LAV LUULRNIZLIIEIIVDIYAARIN TN

nsunnglulraiauIlAswgAaiAyaIa

Ariuaan (EEC) fakUsne 12 duds budl
ANMUFUNUSAULDAUNTT 0.9 FINUIYAITUIN
latAntdgu Multicollinearity Arduusedns

avduNUSWUUINeSaY (1)

a a ¢ . . . o v a o ¢ a.
M1 2 MIATEinIsanneenyanl (Multiple Regression Analysis) M33usAaNNHGNASToe Ndea

ANIRAAEITBATAMINNINITUANGLUURNIZANZIBIYARAINTN N TUINS TR LATEERa

NiFwnIanzIuen (EEC)

nsanduladiongio

AUUINITTUIAMNINYDY . Collinearity
- e . NNTITUNNE U
WanNUN T p-value Statistics
LRNITEINSAN
Perceived Quality (PQ)
B Std. Error  Beta Tolerance VIF

Aasil 1.941 247 7.874 000
Uszansan (Performance) 141 041 159 3471 001 927 1.078
AnuanTRAUAAITdN v A 312 041 346 7565 000 932 1.074
(Features)
durndianunuyiu (Durability)  .122 035 162 3.533 .000 934 1.071

a. Dependent Variable: N13@n@uladaA3 s NN SLInVgLUUIRNIZIA1L S

R Square (R%) = 0.227 Adjust R Square (AR?) = 0.221 Std. Error of the Estimate (S.E.) =0.270

F = 38.766 p-value = .000°

NATNAN 2 WBNATUINAT t-test
wazA1 Sig NezauldAgy 0.05 Uu Fuusau
MITUIAUAMKEAT U9 919 3 Audanasionts

v a

Anduladangdudinianisunnguuy

RNZEAEA LaztlaNaNsUIINAMUAT (Beta)

[y

?zfaLﬁuﬁﬁamﬂizﬁm%miamaﬂugﬂﬁuaqﬂzLLuu

v

19557 WUl Jaderunissuiamninges

Y 9
NARS Ul NSwaren1sinauladonsun

9

o

a v A

VM IUNNEUUVRNIZI1L AnsauTAUAT

D

[

Tanuaie?f (Features) 1NWian 538%NABAY

a Y A

duAria1nunuviu (Durability) wagmiu

Us@nsnw (Performance) ANUaNU
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M13199 3 MFAATIEINIsanaeenYAn (Multiple Regression Analysis) AMNINUSNSTIdINasBNTT

Y

AAwn1angIuean (EEC)

AnAUlATDATAMINIINITWNNELUUVLANIZLIIZIIVBIYAAAINTN NI TN LU AT RILLATEEAT

n1sanduladiongio

. - . Collinearity
ﬂ’lLLﬂiﬂlmﬂ']W“Ua\‘iUSﬂ’]i NINNILNWNLLUU
T p-value Statistics
Service Quality (SQ) RNIZHINZRY
B Std. Error  Beta Tolerance VIF

Anasii 1911 266 7.175 000
avaindetie (Reliability) 179 070 166 2572 010 471 2.125
N135UUsnuU (Assurance) 250 067 251 3717 .000 430 2.328
anwuENINIEnIN (Tangibles) 159 .055 162 2901 .004 632 1.583
ANenla (Empathy) -162 057 -178  -2.857 .005 508 1.970
N13MUAUDY (Responsiveness) 151 057 153 2,662 .008 593 1.686

a. Dependent Variable: N13@n&uladaA3 AN 1N SLNVELUUIRNIZIAL

R Square (R?) = 0.226 Adjust R Square (AR?) = 0.216 Std. Error of the Estimate (S.E.) =0.271

F=22977 p-value = .000°

1NM15199 3 WeRTUNAT t-test
wazA1 Sig NezauldIAgy 0.05 Uu Fuusau
AAINUTNNT 119 5 fuUs danasionsiindula

A [

%am:wmsﬁmammwméLLUULa‘wmmzm Ly
dl' a 1 ¥ d" [~4 1
LUBNAITUIINALUAN (Beta) Fatdunn
dulszAnsnisanneslusuveInguuulInggIu

NUIN YavensSuuseny (Assurance) 18vsna

onsiiadulatonsfusinianisunnguuy
RWIZLAIZA mm‘?iqm (Beta = .325) 50417
Frumnundede (Reliability) (Beta = .193)
AIUSNWULNINIEAIN (Tangibles) (Beta =
.193) AUNIAOUAUDY (Responsiveness) (Beta
= .193) waga1uAnuIonila (Empathy)

(Beta = .193)
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M1399 4 NMTIATIEINITaRRRENAM (Multiple Regression Analysis) d@3uUseaun1an1snanng

danarian1sindulatonTAngINIINITUIMERUULANIZIIIZAVBIYAAAINTNIINSUNN S lulun RN

wsugnanieenIangTueean (EEC)

n1sanduladiongio

. . . Collinearity
AUsaIUUTTEUNINITNAA NINISLNNELUU
T p-value Statistics
Marketing Mix (MK) LNISLAZAY
B Std. Error  Beta Tolerance VIF

ﬂ'ﬂmﬁ 1.787 255 7.018 .000

nanAua (Product) 147 .046 .183 3177 .002 576 1.736
51A1 (Price) 173 .045 .193 3851 .000 .758 1.319
anuiidnsvine (Place) 138 .048 144 2858 .004 753 1.328
AN59LEsUNT5278 (Promotion) 151 .044 .168 3.409 .001 781 1.280

a. Dependent Variable: N135An&1la%ATAMINN N TLNNELUURNIZIAZ

R Square (R%) = 0.248 Adjust R Square (AR?) = 0.241 Std. Error of the Estimate (S.E.) =0.267

F =32592 p-value = .000°

9115197 4 HleR9TIgAN t-test
wazA Sig Aisvuiadfay 0.05 tu Fauuse
daudszaumensmana 1 4 fauds deasiens
dFaauladens Susinisnisunmduuuiang

'
=

1299 wasiilefasananausi (Beta) Fadu
m'qé’mﬂizam‘émimaaﬂugmmﬂzLLuu
19351 WU Yades7mn (Price) ABnSnasie
nsdnduladonsfusinienisunmguuy
RWIZLZA :mmﬁajm (Beta = .325) 799893170
PUNARAI (Product) (Beta = .193) ATUNT
da@3un13918 (Promotion) (Beta = .193) uag
Fuanuiidasming (Place) (Beta = .193)
NamMTIeTzinulsUsuiionegou

WedrAgyvesardulsednsanduiusnynn

WU Ardulsavzanduiusnvaaiivedfny

NNEDRNTLAU 0.05 LAAIINPNUFURUSTENIN

A USRI AL AILUSWEINTUNS 12 A2

o

ANUFUNUS A uluTwdunse Tun19a519aunns

&

wensal gIdeideniung 3 unldlunsAum
dnSnavensTuiAmA NNEAT g Anw

USNS WAz ILUSE UM SRaIndINanans

v a

AndulagengAugn1anIsenngLuuLanie
191829UBIYARAINTNINTITUINE TR WAL

\FugnafitAynIARyIuean (EEC) wul fuds

1Y

NeINSAUNANgaNdmadefndulatongin

o w

NNSHNNGLUURNIZIAILY D 19ddud A

aada

P9ERRNTEAU 0.05 31U 3 AIUITAIUNITTU

2 S,

Cale &

AMANVBINANNUY Perceived Quality (PQ)

'
Y aa

Usgdngnm (Performance) AnauURAUAT
@ o a v a

anwga (Features) UANAINUNUNIY
(Durability) Fsdawaniamsadauin anudu
daszrasiwUsyinwenAmLUs 31U 5 fauds
ATUAMAINYDIUINIT VBIAUUNT BN

(Reliability) n135UUsEAU (Assurance) SNy
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N9AWAN (Tangibles) Amudianitla
(Empathy) n1seauauss (Responsiveness) R
dawanensadauan anududasyvesiauls
Ve niuls 319U 4 fudsinuduysay
N9NTAAA YoINdnA el (Product) $1A1
(Price) An1uiidndmine (Place) wagmsduiay

n159018 (Promotion) FIdINaN 1N TITIUIN

mnuudaszvesiauusiiuneyndaus e
NA30U1A1 Tolerance VoWIWUIVINUNBUARZAD
wsasnun st 3 s Slen Tolerance snnnn
0.1 @A Variance Inflation Factor ¥58 VIF
nniulsiadosndt 10 uansdn fulsBasely
Januduiusnu (Daoud, J. I, 2017) @1u198

4 1d ¢ v dv
A5 0 uaUNTNGINIAIN U

PQ. $=1.941 + .141(Performance) + .312(Features) + .122(Durability); R? = 0.227
SQ. §=1.911 +.179 (Reliability) + .250(Assurance) + .159(Tangibles) - .162(Empathy) +

.151(Responsiveness); R?> = 0.226

MK. 9= 1.787 + .147(Product) + .173(Price) +. 138(Place) + .151(Promotion); R = 0.248

Performance

B=.141,r=.266"

Features

B=.312,r=.211*

Durability
B=.122,r=.195*

Multiple Regression Analysis by Enter

R?=0.227 SE. =0.270

Durbin Watson = 1.873

1Y o

msanduladonsine
MINSUNNg

A9 1AAATINTNIG

Effect —_—

Not Effect >

A9 1 uandnSnavesnsTuiaunmnandueiidwasionisanaulagensdunninisunmduuy

LANIZLAIAVDIYARAINTNIIN NNl ATEgRaAYn ARy JuBen (EEC)

Reliability
B=.179,r=.234*

Assurance

B=.250,r=.669*

Tangibles
B =.159,r=.358%

Empathy
B =-162 . r= 541

Responsiveness

B =.151,r = .504**

Multiple Regression Analysis by Enter

R?= 0226 SE. =0.271

Durbin Watson = 1.967

v oo 4 o g
nsanauladensin
N19N15UNNE

?lé]\?l.qlﬂﬂﬁ"lﬂi‘l/l"l\iﬂ"liLLWVIEj

Effect _—

Not Effect

A7 2 Uansdvinares AunnUINsNdmarensanaulatengiueiniinisunmdiuuianiziangas

YosyuAaININNMsUIMglulaiauiasygiafiaynang Tueen (EEC)
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Product

B =.147 ,r = .462**

Price

B=.173,r = .465

Place

Multiple Regression Analysis by Enter

R’ =0.248 SE. = 0.267

Durbin Watson = 1.975

nsanduladensineinienis

4
LNNY

B=.138,r=.159**

Promotion

B =.151,r=.298%

wammmnsmammwmé

Effect EE—

Not Effect -—-—-=---- >

AN 3 wansdnEnaves dwlszauniniseataidwananisdnauladonsinegivienis

WANFLUURNIZINZ9U8IYAAAINTNIIN SIS lulnimuesughanieenIang Juesn (EEC)

A7UNANT33Y
PMMTIATIVTaYANUT

1. madudnannndadaet ssludin
Usgavsn1n (Performance) AauaudRvesduan
(Features) wagAununIU (Durability) ina
ognfitfuddnymeatnsemsdaaulatonssos
NNTUNNG VBIY AN T IUUATAIULATYAY
NiAynAnyTueen (EEC)

2. AAAINNITUINIT FenTEUARYN
paAUsENBY 5 A1y liun auundede
(Reliability), n135uUseAU (Assurance), anweuy
N9 (Tangibles), AuLU19ALU1A
(Empathy) wagn1snauauss (Responsiveness)
dewaoeeditfoddndensinduladons s
IINTUNNE

3. @uuszaun1en1snane (Product,
Price, Place, Promotion) d878waagn9d

Y [

Jodrrmansdnauladawuiuy

o

NANISITEALNOUIN V19 3 Uadenan 3

dnswasiansinaulat AN N MINISENNE T

q

o w

YSUVURINUN EEC 9898 tudmeuniaana

<

afUTENaNT3IY

Nan1sNAaBIaNLAgIud 1 155Ul
AN RAASwTdswasiansadladeny Hosl
INMSWHVELUURNIZIZVDIUARAINTNI
nsunndlutuaiauiiasygiaiieyain

Ariueen EEC NamSnARBUALNAFIY WUI1 M3

[

UIAMNNINVDINARIUY Perceived Quality

q

a

(PQ) M4 3 Ao UseanSniw (Performance)

vaa v dao Aa a v a
AALRAUAMTAN TR (Features) udndl

[ 1

AU (Durability) deaeeelited1Anyse
msdndulatensSusinenisumdluiuiion
WAUILATEgNANAYA1AREIUaen (EEC)
donAdoITULLIAATEY Crosby (1979) Fiuaein
AuAMABANNAINTlUNTUR TR IR
MUAUABINTITVDIANAT UALARAAGBINUNA
AUNINNANT U VDS Garvin (1988) 7

1%

USTNOUAIEANTITOUE AUNUNIU WazNIS5US

Y
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[

AN uanANaenndesiu Aaker (1991)
A9 v & o v v a Aa a

AlimuinnsTuiaunmuesusinaliavigna
AONNE NEAILAYANNAINITO IUNITWUITUVD S

ATIAUAT Y190 NAMTIBVDI TYIIANT ANduel

o & A

(2559) NANwIANUATATaNGAS eI EgUAN
Tunneld Aatduaywiinissuiaunindiua

v o w 1

agildudAyranginssunstelunguduniin

<

Aendesiuguaimeudentu Jauandiiiud
mmaamé’awwiﬁw%uwﬁuﬁLLazﬂajm
HARSUINRINENI WU AN RNTUINE
NANSYINABIALLAFILT 2 AAIAMNS
UinsdawarianisinauladongAasiniens
LAV LUULRNIZLIEIIVDIYAARIN TN
nsunnglutuniaursyghaniAyaa
neiueen EEC NaN1INA@UANNAFIY
WUIT ANINYBIUINNT Service Quality (SQ)
Fansoungu 5 asAUsznaundn LA Au
Udede (Reliability), N135UUTEAU (Assurance),
AN¥UrN19NIEAIN (Tangibles), ANLTIDN
19112 (Empathy) Wag N19ABUAUDY
(Responsiveness) ddnaag iRy oN1T
daaulatensfasimanisumgvesyaainsly
fiufl EEC FeqenndoafunsounuiAn
SERVQUAL fiwamnlae Parasuraman, Zeithaml
ey Berry (1994) lngluunsiUSeuieussning
Anuman e sgnAuazAnnNile T UTTmds
msldu3ms Kotler (2006) Saaueinnsuinisi
auNsanaUaNBIANAIANIIlAWAUNT 07
mnazdamalaensaomuianslalagngfngsy
minaulate Joyalasiniaenndo
mATeves neviy nslsuaisa (2565) 3

Anwtadeiiinananissnauladawnadlownne

Tulsamenuaenvulugenisssuinvedain-19
lagnudnnunImnIsuINIsiansnadenis
anaulaluszavas Insanzlumunissudsyiu
AN TABUALDIRENTIUYII
NANTNPRDIALLAT A 3 drusza
Y19N5Aa1A Marketing Mix (MK) fidanasianis
fFnauladengSusinisnisunmduuuiang
19129UBIYARAINTNINTUNNE TR WAL
\AswgNafiAYAIARY IUERN EEC NANSNARUY
AUNAFIU WU drudseaunig
MIna1n  Marketing Mix (MK) W 4 psfUsyney
eun wamsinui (Product), 51A1 (Price), 99
NMaMIIAd MUY (Place) Wag MTANEIUNTS
218 (Promotion) &auilaviswasenisinaulate
2819 UEEIAY FOARADITULNAATDY ASITI8d
35l wazany (2506) uesinduyszanmg
nmsnanaiduedesilofiasdnsanusaniunyle
wagasldiutuioarsanuianelaliiy
naraLavune uenainiissaenndoafy
HANMTITeves U3dld J9509 uazqa sumsIlY
o (2562) iwudn st muAnagyEMMINIAAA
faenndestuauninniiveayaaInsng

& a 1 IS4 o Y J A -’-&J
ANTHENNYUNADYNUUYATIALUNDAITLADNY D

'
Y = o

d' a s ala oY
Lﬂi@ﬂll@LLW‘V]EJ‘V]lIL'V]QIUI@EJGUU?N sﬁﬂﬁu‘UaHu

Y

(%
Y

Han153deluaelindlusiunagnsn1snesian
WaYYBINaNSINT LY

POLAUBLUZAINNNGTIVY

¥

NNANTITITINNUI NITTUSAUAIN

Y 9

AR AMAMNITUINS WazdIuUseaune

o w 1

nsnane dsviswast1sltedAgronisandula

a

FoATA NN NG lunTauLATYg

WiAynangTueen (EEC) HIdeilvaiaiaiuyas
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1. YelauauuslieUUR dndnuazddn

v

F19UNEAITIA AN A YA UNITH AU
AMANBEYRINART M luA1uUTEENS AN
AMUNIL LazRaaNATaenadesiunnsly
$1UT naemauMTTAlREUIMIndamsved
ATOUARULAZTIAGY Taudansldnagndnig
MSTENALUURELINENY (4Ps) Tivaneaniuuiun
msudeiuluiud EEC

2. Talauanusliulouny A1As3AI3

duasubifininsgiunatsdniunisdnie

LONE15D1999

ATATININMIUWIME LaratiuayulUsenauns
Aeludssinalraiunsawd sulalunainniu
MIMIIUA BV eNTatuanua umelulad
3. Yalduslurd s un1TIveluauan
asanwdadedudiuiy wu anulindaly
n31duR1m3enudeefisul naonau
Wasuilsunansielufiuiisuuenmiiennn

EEC waliladaiauaiisuleunefaseunquisiu

YYSIANT ANeudl. (2559). msdearsmswaIniiasanonInmilatoomsinegunmyesusinaly

gunomnliigl V9ninaswa) GnetnusUS e U adie). unmveauaTaIuARUNg.

usuns fulwyad. (2566). uualdugnarnnssuiniodounnd U 2566-2568.

https://www.krungsri.com/th/research/industry/industry-outlook/other- industries/medical-

devices/io/medical-devices-2023-2025
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