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This qualitative research aims to find out public awareness and understanding of the “30 Bahts
Rak Sa Took Rok” policy (“30 Bahts cure all” policy), as well as their perception and interpretatioﬁ of
the healthcare services. This research covers the period from 6 January 2001 to 1 July 2002. In depth
interview was conducted among 114 patients and 17 hospital staffs from Bangkok and 8 other
provinces. Theoretical frameworks used in the analysis include the concept of Audience Analysis and
Perception, Agenda Setting, Public Communication Campaign and Social Marketing.

It is found that the public communication issues of the “30 Bahts Rak Sa Took Rok” relate to
3 aspects : 1) the concept of public health, 2) budgeting and management, and 3) the benefit. It can be
said that the use of the phrases “30 Bahts Rak Sa Took Rok”, meaning “30 Bahts for the cure of all
illnesses”, inevitably places .the emphasis on the curative treatment. The perception among the public is
that the treatment for any illness costs only 30 bahts with;mt any restriction or conditions. In practice,
the execution plan is not clear enough, leading to the conflicts between the need to manage the money
and the manpower on the part of the service providers and the expectation on the part of the clients. It is
also found that mass media Iargely focus on the aspects of management and services, resulting in

further lessening the important of the preventive measures.
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