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Abstract

This independent study was purposed service marketing mix factors affecting consumers
selection of animal clinics in Mueang District, Chiang Mai Province. The data were collected
from 380 samples by questionnaires. The data were also analyzed by descriptive statistic,
frequency, percentage and arithmetic mean.

The results showed that the majority of the respondents were female, 20 -30 years of age,
Bachelor’s degree holder, held career in business or entrepreneur. These respondents were on
income which was about 10,000 — 19,999 Baht per month and treated dog in purpose of guarding
house. They decided to choose the animal clinics where located nearby their house area. The
source where they knew or obtained information about the animal clinics was from being
suggested by people who they know. They consume the service during Monday — Friday at the
time between 16.01 — 21.00 p.m. The averaged expense spent into the service per 1 animal was
about 201 — 400 Baht. The problem regards to consuming service raised from the respondents
was the treatment expense.

There were service marketing mix factors affected the respondents at the high level,
namely product, price, place, people, process and physical evidence; while the only one factor

affected at the moderate level was promotion.



