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ABSTRACT

This research aimed to investigate the factors influencing service users’ decisions to utilize
dental services. A structured questionnaire was employed to collect data from a sample of 400
individuals. The majority of respondents were female (53.8%), aged between 19 and 29 years
(29.3%). Most participants reported receiving dental scaling or cleaning services (31.15%), with
cash payment being the most common method (25.8%). The frequency of dental visits was
predominantly once or twice per year (27.8%), and dental clinics were the most frequently selected
service providers (36.8%). In terms of geographic distribution, the majority of respondents resided
in the Central region (42.3%).

Data were analyzed using descriptive statistics and multiple regression analysis. The
findings indicated that personal factors—namely gender, method of payment, frequency of dental
visits, type of service location, and current residence—were significantly associated with decision-
making in dental service utilization. Among the service marketing mix variables, the most influential
factor was promotional activities, followed by pricing, service location and distribution channels,
and service process. Conversely, variables such as cost of services, personnel, and physical
evidence did not demonstrate statistically significant effects on decision-making.

Based on these results, it is recommended that dental service providers emphasize
marketing promotion strategies and improve the accessibility and clarity of service locations.
Furthermore, the development of dental personnel should be prioritized, with a focus on enhancing
both professional competencies and customer service skills in order to foster patient trust and

reinforce a positive organizational image.
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Model Coefficients Coefficients t Sig. Tolerance VIF
B Std. Error Beta
Ao 0.516 0.140 3.691 | 0.000**
1. AN UANBUSVDINITUININUA 0.189 0.053 0.203 | 3.574 | 0.000** 0.316 | 3.160
NIy (x1)
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Y= 0.516+0.189(x1) - 0.025(x2)+0.153(x3)+0.214(x4)+0.101(x5)+0.095(x6)+0.126(x7)+3.326
R*0.774, Adjusted R?=0.599

*nyfansianIzay 0.05

A UNROENIZAY 0.01
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