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ABSTRACT

The objective of the independent study was to study the service marketing mix factors
affecting customer towards selecting dental services in Khet Bangkhae, Bangkok. The data was
collected by using questionnaires distributed to 200 consumers. The data was then analyzed using
descriptive statistics, namely frequency, percentage and mean.

The results of the study showed that most questionnaire respondents were female, under
30 years old, married and has education level lower than Bachelor’s degree. Most of the respondents
were students with average salary of under 15,000 baht. They would take in charge in paying the
dental expenses by themselves or family responsible to the expere. The most popular dental services
that respondents optioned was scaling or periodontal treatment. The convenient time for
respondents getting services were 17.01 —20.00 hours during Monday to Friday. The most popular
source of dental information was people’word of mount suggestions. Most respondents changed their
service places 1 - 2 times and believed that previous dental experiences were at their expectation.

The respondents have often gotten dental services from dental clinics.



When considering each marketing mix factor, most respondents gave the highest score
regarding the selection of dental services to people factor, considering in more detail, we found that
dentist’s experiences was the first rank. Followed by product factor, considering in more detail, we
found that dental instruments and equipments and cleanliness of dental services was the first rank.
Process factor, considering in more detail, we found that readiness to service of dentists was the first
rank. Physical evidence factor, considering in more detail, we found that reliable, clean and beautiful
building was the first rank. Place factor, considering in more detail, we found that accessibility to
service place was the first rank. Price factor, considering in more detail, we found that service charges
was the first rank Promotion factor was the rank as the last factor for the participant concern and we

found that following case or telephone confirmation was the first rank , in this factor.



