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ABSTRACT

This research aimed to study the differences in demographic factors, service quality, and the
marketing mix (7Ps) affecting the selection of external laboratory services (Out Lab). The study utilized
a quantitative research approach, collecting data via online questionnaires from a sample of 258
individuals, including executives, department heads, physicians, nurses, medical technologists, and
personnel involved in decision-making or coordination of Out Lab services in Health Region 12. The
sample was selected using convenience sampling.

The research instruments included questionnaires covering demographics, service quality,
marketing mix (7Ps), and repurchase intentions. Data analysis involved descriptive statistics (frequency,
percentage, mean, and standard deviation) and inferential statistics, including Independent Sample t-
Test, One-way ANOVA, and Multiple Regression Analysis, with a statistical significance level set at .05.

The findings revealed that demographic factors, including gender, age, job position, type of
healthcare facility, and duration of employment, significantly influenced the selection of Out Lab
services. In terms of Service Quality, Tangibility had the most significant influence, followed by
Empathy, while Reliability, Responsiveness, and Assurance did not show statistically significant effects.
Regarding the Marketing Mix (7Ps), the Process factor exerted the highest influence, followed by Price
and Promotion, respectively. Other factors—Product, Place, People, and Physical Evidence—were
found to have no significant influence. These results can be applied to prioritize and develop specific
service quality and marketing mix factors that effectively drive the decision-making process for

external laboratory services.

Keywords : External Laboratory (Out Lab), Service Quality, Marketing Mix (7Ps), Health Region 12.
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Coefficients?

Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 2.837 249 11.404 .000
Reliability -.044 .078 -.048 -.562 574
Response 103 072 124 1.443 .150
Tangibles 528 .095 576 5.585 .000
Assurance .046 077 .053 .592 .555
Empathy -.219 076 -.253 -2.881 .004

a. Dependent Variable: 40. Twnnsaniutateasana‘ly
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Coefficients

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.620 .286 9.171 .000
Product 129 .089 135 1.454 147
Price 196 .093 210 2.103 .036
Place -.148 116 -.155 -1.280 .202
Promotion -.186 .094 -.271 -1.985 .048
People 214 .164 .233 1.306 .193
Process .354 .086 402 4102 .000
Physical -.079 .096 -.075 -.821 413

a. Dependent Variable: 40. Tunisansuwlalyasuan'ly
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