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ABSTRACT

The purpose of this research was (1) to study total service quality, market orientation, marketing innovation and
performance of private hospitals. (2) to analyze the causal direct and indirect relationship of total senvice quality, market
orientation, Marketing innovation towards performance of private hospitals. Samples consisted of executive officers of
private hospitals in Thailand. Sampling was done of 207 people. The anonymous questionnaires of sixty-four items of five-
point Likert scale. The data received were calculated and analyzed using descriptive statistics (frequency, percentage, mean
and standard deviation). The path analysis was used to test the hypotheses. The Structural equation modeling: SEM was
used to test performance of private hospitals model

The results of the study showed that (1) most samples are manager of small private hospital size with 10 - 100
beds and private hospitals of treatment of common diseases (2) total service quality, market orientation and marketing
innovation direct and indirect to performance of private hospitals. The causal model developed is appropriate. Because
they are consistent with the empirical data. Elements of the model are accurate (Validity) and have the ability to predict
and are an acceptable level

Keywords: Total Service Quality, Market Orientation, Marketing Innovation, Performance, Private Hospitals
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vesfnuuiuteyalBiuseinyg
209.857, df = 101, P = 0.077, GFI = 0.998, AGFI
0.956, NFI = 0.987, IFI = 0.995, CFl = 0.930, RMR

Chi-square =

0.024, RMSEA = 0.022 Fauanslunnd 1

AnWUINIsTResTIU

(Total Service quality)

« AguInms (0.83%)

« MTTRULHUNAYNEVINNTAAIN
(0.77%)

« NMIReUANBIgNAI (0.68%)

o 0.63*

« STUUATAULNANNAITNAIA

(0.87%)

0.97*

« msnanngly (0.78%)

v - YIANTITUNIINTTAANA
« ASEUIUNISNSIAUSANS (0.89%)

(Marketing innovation)

. AU YUS *
0.96* AuAwazuInig (0.88%)

v o NSEUIUNIS (0.91%)

Msyaiunain + N133AN15 (0.74%)

0.89%

(Market orientation)
. nmﬁwﬁau\,amqmmmm (0.84%) 0.69* 0.88*

msadunuvadsmeiuiaenay
(Performance of private
hospitals)

o APIWANNITANWAITIU (0.98%)
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(0.62%)

« NINDUAUBIVDINAIAGBANATH
U3n135 (0.79%)
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ensaarnuildunnduasyinlinnsadusnuyes
Tsameatensuanniudae agulddnuinnssums
NIRANNLNANIANTIRENITANTUUYILTING U

nvululszmalne eeeusuauufgiuiagly

- . NAN1SVAHRUANNAFIY
HUUAZIUNITIAY —
AUFUUS NanAEaYy
H1: AN mUIslagTINiinafen1syaiunaia DE = 0.96* CRHEY
H2: AN IMUINISIAETINENABU TN INNINTNAIA DE = 0.63* gouTy
H3: paunmuinislaeTiuinadensaiunuvedsimeiuiaenyy DE = 0.18* GRHEY
IE = 0.79%
Ha: MIYAUURIAINIINAREUINNTTUNIINITNAIN DE = 0.69* RHGT
H5: M3gaiunaniinasion1saniiuauvedlsmeuiaensy DE = 0.24* RHGT
IE = 0.64%
H6: Winnssunnsna1ainadeni s iunuvedlsimgiuiaeniy DE = 0.89* RFGY
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Lx Li(1997) [9] la3dw1304 Relationships between
Determinants of Hospital Quality Management and
Service Quality Performance wuin Stladuddryiidsa
AaNIA LT UUTDILIIMENUIE UTznaumien1sanng
AR MIATURAA LazUTINTTNN1ININAIA
pgildpdRyEda Tnedanuduiusvossiulsiu
stfU R = 099 msinwilupsillémaila Factor Analysis
wazyANUFUTUS Yo ILUslngaNNTnnBeLT Ny
(Multiple Regression Analysis: MRA)
Hadesununmuinsleesaifanuddnann
figm lun nszuunsmslsiusms (0.89) sesasn leun
ameiigiims (083) TseenrdesiumiAdeves PS.
Raju & S.C. Lonial. (2002) [10] 1§idu3ee The impact of
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in the hospital industry: an empirical examination U1
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nAMNITTULTIN IR
dadusiunsiutunainiaudifyunn
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A0nAABINUIUITBYDS Slater & Narver (1995) [4]
193501309 The Positive Effect of a Market
Orientation on Business Profitability: A Balanced
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nsviAfernaniseann fdsasesenue uasiils
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fign ouA nszuaums (0.91%) sesman 1iud 0.88%) 3
AOAARDANUNUITEUBI Kevin Zheng Zhou, Gerald Yong
Gaoa, Zhilin Yangb & Nan Zhou. (2005). [7] #ivt13se
o9 Developing strategic orientation in  China:
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ﬁi‘ﬁﬁmmima%@ﬂwu (Multiple Regression)
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ysnsrannUsUld Seisanadafediaueg furue
Yodlsemne1una svezralumanusuly waswanis
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