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ABSTRACT
TE 158133

The puiposc of this study was to study the marketing mix factors affecting dog
owners in sclection of canine heart worm discase preventive Medicine in Bangkok . Data was
collected by questionnaires from dog owners who walk in Small Animals Hospital of Veterinary
Facuity of Chulzlongkom University ard Animals Hospital of Veterinary Faculty of Kasetsart
University (Bangkaen). The sample taken was from 200 dog owners. The data were analyzed by
descriptive statistics and presented in the form of frequency table percentages and means.

The results of this study found that most of respondents were female, between 20-25
years old, have private business and most have a bachelor degree. Most of them were single and
their average family income ranged from 10,000-20,000 Bath per month. They have 1-2 dogs of
foreign breed. They raise their dogs as a member of the family and most of them have been given
rabies vaccine. They know about canine hcart worm discase from veterinarians and most of them
knew that mosquitoes were carricrs. Prevention was recommended by veterinarians and most of
them chose injections from clinics or animal hospitals. The reason annual preventions did not
occur because some of the dog owners forgot. Most of respondents were interested in once a year

preventive drug and their average expense for dogs was more than 2,000 Baht per month.

occur because some of the dog owners forgot. Most of respondents were interested in once a year
preventive drug and their average expensc for dogs was more than 2,000 Baht per month,

In the marketing mix factors which affecting dog owners in selection of canine
heartworm disease preventive drug in Bangkok Metropolitan, the high importance level were
place, price, promotion and product factors respectively.

The place factor was trustworthy reputation of clinic or place. The price factors
were clear price labels or veterinarian treatment fee. The promotion factor was recommendations

of drug use from veterinarians. The product factor was the quality of heartworm drug.





