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Abstract

The objectives of this survey research were: (1) to study personal factors, using
service factors and marketing mixed factors; (2) study relationships between personal factors,
using service factors and marketing mixed factors on dental service of the patients in
Phayuhakiri hospital.

The study population was 2,225 dental patients in Phayuhakiri hospital; a total of
400 dental patients was selected by using the systematic random sampling method. The
instrument for data collection was a questionnaire with the reliability of 0.96. Statistics used
to data analysis were frequency, percentage, mean, standard deviation, Chi-square test and
Pearson’s Product Moment Correlation Coefficient.

The results showed that: (1) most of dental patients were married, female with the
ages between 21-40 years old,. Their education background was lower than bachelor’s degree.
They worked as farmers and employees with a monthly income less than 5,000 baht and
medical treatment privilege claim; most of them had ever used dental services during the last
one year period; but among who had ever used the services, the categories of service were
cavity filling; the marketing mixed factors were at the high level in every factors by physical
evidence aspect showed the lowest of opinion level (2) An association was found between
occupation and product, people and process aspect of marketing mixed factors showed the
low level of positive relationship with age all significant at 0.05 level.

The outcome of this research can benefit the planning ability and strategic
marketing improvement of dental service in Phayuhakiri hospital as follows: (1) both of
inside and outside the dental department, should be clean and clear. Moreover, it should be
decorated nicely; (2) the environment committee of the hospital should have sufficient
parking space and the seat that available for dental patient; (3) the dental department should
show the rate of treatment in the area where could be easy and clearly seen.
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