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ABSTRACT

The objective of the independent study was to study the marketing mix factors
influencing foreigner’s selection of dental services in Muang District, Chiang Mai province.
The questionnaires were specifically and randomly distributed to 150 foreigners as the sample
group which consisted of 50 Americans, 50 Europeans, and 50 Australians. Then, the narrative
analysis which consisted of frequency, percentage, and mean, was applied in order to analyze
data.

Based on result of the study, it was found that most respondents were male with
the age between 51-60 years old. They stayed and worked in Chiang Mai. Most dental service
they applied for was tartar grate. The convenient time and date to see dentists were between
13.00 — 16.30 during Monday — Friday. The information about dental clinics was mostly learnt
from friends/member of families. They would take in charge in paying the dental expenses by
themselves / family. Most of them had not changed the dental clinic and also satisfied with the
latest service from the dental clinic.

The high level of marketing mix factors influencing their selection of dental

services was in orderly found in follows: People, Product, Process, Price, and Place. The



medium level of marketing mix factors influencing their selection of dental services was found
in Physical Evidence and Presentation, and Promotion, in orderly.

Sub-items found in each factor were presented as follows. In term of Product
factor, respondents paid high importance to the following 3 sub-items: service hygiene, quality
of tools and equipments, and the quality of materials and drugs.

In term of Price factor, respondents paid high importance to the following 3 sub-
items: reasonability of service charge, accuracy of cashier, and clear information of service
charge presented to customers before they would accept to do services.

In term of Place, respondents paid high importance to the following 3 sub-items:
hygiene and atmosphere of clinics, clean toilets where separated women and men, and the
transportation.

In term of Promotion, respondents paid high importance to the following 3 sub-
items: receiving the suggestion to come to the clinics from friends, knowing of dentists, or other
staff in the clinics, and the advertisement on Internet.

In term of People, respondents paid high important to the following 3 sub-items:
the ability in English communication of dentists, personality/manner of dentists, and the service
mind of dentists.

In term of Physical Evidence and Presentation, respondents paid high important to
the following 3 sub-items: reliable building, modern and large building, and beautiful architect
landscape of clinics.

In term of Process, respondents paid high important to 3 following sub-items: the
decision in service acceptance done by customers, clear service charge information, clear
explanation for remedy and treatment plans.

The problems found in the service were about to long waiting for services, unclear

or unreasonable communication and service charges, in orderly.



