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Abstract

Service Marketing Mix Factors Affecting Dog Owners’ Decision to Use Animal Health
Care Center in Mueang Samut Sakhon District

The objective of this independent study was to study service marketing mix factors that
affected dog owners’ decision to use animal health care center in Mueang Samut Sakhon District.
The tool for collecting data was a questionnaire distributed to 200 samples randomly selected.
The data was then analyzed using descriptive statistics, namely frequency, percentage and mean.

It was found from the study that most questionnaire respondents were female,

21-30 years old, with Bachelor’s degree. They were private companies’ employees with salary of
10,001-20,000 bath/month. Their dogs were mostly mixed breed. The purpose of keeping a dog
was to look after the house. Most took their dogs to health care center on Saturday and Sunday,
from 8:00-17:00 hours. The average expense for a visit was 301-600 baht. They learned about
the health care center from their acquaintances the most.

The factors and sub-factors that were ranked at the high level were as follows. For
personnel, it was that the veterinarians and animal care personnel were animal friendly. For
service process, it was effective treatment. For place, it was convenient location. For physical
appearance, it was cleanliness and orderliness of the place. For product, it was good consultation
from veterinarians or personnel. And finally for price, it was reasonable price. On the other hand,
marketing promotion was ranked at the medium level with the highest ranked sub-factor being

free information about animals.



