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ABSTRACT

The purpose of research was to study the services marketing mix factors affecting the
acne and blemish treatment selection of skin medical clinic of undergraduate students in Chiang
Mai Province. The data were collected from qﬁ‘estionnair_es of three hundred and twenty one
undergraduate students in Chiang Mai province. All data were aﬁalyzed based on the statistical
analysis included frequency, percentages and mean. In order to implement the services marketing
mix-7Ps which were people, process, physical evidence, product, prize, place and promotion,
those mainly affected on the customers’ requirement. The data were collected from
questionnaires of three hundred and twenty one undergraduate students in Chiang Mai province.
All data were analyzed based on the statistical analysis included frequency, percentages and
mean.

The result found that the ciieﬁts’ requirement and the service marketing mix factors were
rated at high level. The clients rated the important and the people factor at the highest level {mean
= 4.20). Process, physical evidence, product, place and promotion factors were rated at high

levels



(mean = 3.92, 3.68, 4.17, 4.07, 3.84 and 3.57, respectively). Price was the most important and
rated at high level ( mean = 4.07).

The most important people sub factors were knowledge, medical skill, the certified and
trained staff, good personality, healthy, empathy and understanding clients’ needs.

For process sub factors, cleanliness and safety of services were the most important

The very high important physical evidence sub factors were new technology in medical
instruments, variable seats, magazines and newspapers, music, drinks while waiting, beautiful and
convenient place, and enough parking area.

Product and clients’ requirement were rated at high level and high level. The high
important product sub factors were non-allergenic, noninflammatory or blemish products, quality
met the requirement, bright faces and acne free after use, good quality of the ingredients, right
product quality as shown on the lable or advertisement , famous, reliable and specialized clinic.

The most important clients’ requirement and high rated price factors were reasonable
price compared to product price and services of the other clinics, reasonable price of products
and services, services, price lists and pre services.

It was found that the very important place sub factors were cleanliness and tidy of
clinical environment, accessible clinic locations, parking area, fast, easy and various approaching
means to the clinics.

The very important clients’ requirement and promotion sub factors were providing skin
knowledge, clients’ suggestions, demonstrations of new products and services, discounts in
special days and periods of times, free items during special times, and advertisement in several
media.

Key words: services marketing mix factors, skin medical clinic, undergraduate students in

Chiang Mai province



