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Abstract
This research aims 1) to study the difference in demographic characteristics relating to

the difference in decision-making in veterinary clinics in Bangkok, 2) to study the marketing



mix that influences the decision-making in veterinary clinics in Bangkok, and 3) to study the
service quality that influences the decision-making in veterinary clinic services in Bangkok. This
is a quantitative research that uses questionnaires to gather 431 customers who pay a visit to
veterinary clinics in Bangkok. The statistical analysis is descriptive statistics and multiple
regression for inferential statistics. The results of this research show that the differences in
gender and income influence the difference in decision-making; marketing mix factor that
influences decision-making are Physical Evidence, Product, Promotion, and People,
respectively, with the forecasting equation Y = .261X7 + .209X1 + .153X4 + .140X6. The service
quality influencing decision-making is Tangible, Empathy, and Responsiveness, respectively,

with the forecasting equation Y =.255X1 + .237X5 + .148X3.
Keywords: Veterinary Clinic, Marketing Mix, Service Quality, Decision-Making
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*p-value = < 0.05
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