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Abstract
TE141415

The marketing concept is a keyv o achicve organization goals focusing on tie
customer needs and satisfactions. The purposes of this study were to investigate head nurses’
level of using marketing concept and its problems and barriers. The studv population were 43
head nurses at Lampang Hospital. Data were collected using a questionnaire developed by the
researcher basing on  Kotler” s concept. The questionnaire consisted of three parts: the
demographic part. the level of using markcting concept part, and the problem and barriers part,
regarding to each dimension of using marketing concept. The content validity index of the
questionnaire was 0.78 and the interrater agreement was 0.79. The Cronbrach’ s alpha
cocfficient value of the questionnairc was 0.92. Data were analyzed using frequency.
percentage, mean and standard deviation.

The major findings of this study showed that the level of using marketing concept
by head nurses was high. Regarding to cach dimension of using marketing concept, it was
found that the mean of the integrated marketing dimension was in the excellent level, the mean
of the target market dimension, and the mean of the customer needs dimension were in the high
level. and the profitability mean was in the moderate level. The major problems and barriers of
cach dimension included: (a) the difficulty of choosing the target market because the clients
were in different grbups and cach group had less people to deliver services for the target
market dimension; (b) the shortage of nurses to serve the clients for the customer needs
dimension: (¢) a lack of coordination with the guideline between the departments for the
integrated dimension: and (d) the unclear costs of nursing services for the profitability
dimension,

The results of this study could be used as the ~uggestions for using the marketing

concept to improve nursing administration and services of head nurses at Lampang Hospital.



