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Abstract

This research aims to study the perception of brand value, marketing mix factors,
customer experience management, and decision-making in selecting dental clinic services. The
study employed a quantitative research design, collecting data through a survey to measure
results in a one-shot case study. The participants were 400 males and females selected from
four Facebook groups with more than ten thousand memberships, aged 15 and above, who had
previously used dental services in Bangkok Metropolitan. The sampling methods used were
purposive sampling, quota sampling for targeted group selection, and convenience sampling.
The statistics used to analyze the data included the F-test/one-way ANOVA to see differences
in variables and regression analysis that influenced decision-making.

The research findings found that the majority were females, followed by males. The age
group was between 26 and 35 years old (40.8%). About 55% had a bachelor's degree, and 38.3%
worked for private companies. 31.8% had an average monthly income between 25,00 and
15,000 baht. Regarding the perception of the value of dental clinic services, the average score
was at a high level of 4.08. In terms of customer perspectives on marketing mix factors, the
average score was 4.36, reflecting the highest level of satisfaction. The perception of customer
experience management had an average score of 4.14 with a high level, and the decision-making

process for using dental clinic services had an average score of 4.14 with a high level.
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The results of the hypothesis testing found that: 1) Consumers with different ages and
incomes perceived the value of dental clinic services similarly; 2) Consumers with different ages
and incomes had different opinions on marketing mix factors related to dental clinic services;
3) consumers with different incomes had different perceptions of customer experience
management at dental clinics; and 4) the perception of the value of dental clinic services had a
relationship with the decision-making to choose dental clinic services at a statistically significant
level of 0.05.

Keywords: Brand Equity, Marketing mix, Customer Experiential Management, The Decision

Making to Use Service, Dental Clinic
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