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Abstract. TE 132591

The purpose of this independent study was to develop a guideline for applying
marketing concepts in the service of out-patient department, Nonsoong Hospital, Nakhon
Ratchasima Province. The study subjects were 9 persons who were working in the service of
out-patient department and joined the seminars on “ Development of a guideline for applying
marketing concepts in the service of out-patient department, Nonsoong Hospital, Nakhon
Ratchasima Province, ” and a sample of 394 outpatients selected by purposive sampling.

The study tools included a training workshop and group process of AIC, a questionnaire
on knowledge and practice for applying marketing concepts, and a questionnaire on patient
satisfaction in the service of out-patient department. The content validity of the questionnaires
was examined by 5 experts. The reliabilities were 0.91 for the knowledge part , 0.97 for the
practice, and 0.87 for the satisfaction. The data were analyzed by frequency, percentage, mean,

standard deviation, and The Friedman test.

The results of the study were as follows :

1. The guideline for applying marketing concepts in the service of out-patient
department, Nonsoong Hospital, Nakorn Ratchasima Province consisted of steps of providing
services, marketing situational analysis, and marketing plan. The guideline was put into
ahandbook.

2. The knowledge scores of marketing concepts at pre-post training workshop and one
month after implementation of the guideline were statistically different at .05 significant level
( X’ =111.5,p<.05 ).

3. The level of practice based on the guideline for applying marketing concepts in

the service of out-patient department was high ( X = 3.69, SD =.65).

4. The patient satisfaction in the service of out-patient department was high

( -X_ = 3_2 ,SD = .27 ).
The result of this study indicated a guideline for applying marketing

concepts for health service is a mean of human resource development and results in patient

satisfaction due to the quality and value of the service.





