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Abstract

The purpose of this independent study was to study the factors affelc'ti %uggegziiaof
laboratories by denrtal clinics in Mueang District, Chiang Mai Province. Theories used in this
study were service marketing mix theory

The Population of this study were dental clinics in Mueang District , Chiang Mai
province. The sample size was 57 . The data consists of primary . The primary data was collected
from questionnaires which includes , basic general data of the respondents , service marketing mix
factors affectinig the selection the laboratory , problem and suggestions of respondents.

Results of this study were as follows:

Most respondents were male , aged between 31-40 years old , had more than 10 years of
working experience , most of them were owners of dental clinics and were full time dentists . They
treated 50-100 patients per month by average. They used a couple of laboratories and used them
10-20 times per month. Most of them selected laboratories by themselves and product factor was
the most important factor that affected their decision. The service marketing factors influencing the
decision making in selecting the service is at a high level. The most Influencing factor was The
Process factor at a high level and other factors were ranked from high to low levels as follows:
place factor , people factor , product factor all at a high level price factors and physical evident

factors are at fair level.





