a o o A o dl
ANTANTIUANTITURVANART i 5 aifun 2 85

ANUSAURLL

NAYNENMTARIA MUNITRBHUINULENTUIALNE
lulsanenunadaasugamwsiua anathmg

anInel 465

= - .
Iwma nenzdls, gnaws lanigos” i ne awfingn
“INANEIMANGAIABITUAANARINNLTITAA §N21RTINNIATETNGINTN NNANEN ALY gUATTENT
*AMZANSITUATANANT WMNANENABITADgUAsI TN T

AN ANART NMNANEALINTTDELATITENT

UNAAEA

a o :/l d” a v A a e = o A Aﬂl o 'S
m@%a'lum\ml,ﬂummwmﬂgummi N MQﬂi“éﬁ@\iﬂ AR 1)LW@WW%ﬁﬂ@q%ﬁﬂﬁim@ﬁ@iuﬂ’]i‘

Wmmmuu?mauqmiwwiuimwmmmﬁ'u@?uzgmmwm"'m@ snnetlfe daundnelass waz 2) e

= a a a ! 4 o A g 4 o 1 A A
L‘LE‘F;I‘LIL‘I/]F;I‘]_Iﬂi‘zﬂ‘ﬂﬁN@?I@Q\‘iqu']_lﬁ‘ﬂ']ﬁ‘u']ﬂVL‘V]EI?zﬂqqﬂﬂﬂuuﬂz‘lﬂ@ﬂﬂ’]ﬁ‘lmﬂ@Ej}'ﬂﬁﬂ’]ﬁ‘ﬁ]@qﬁ] ﬂf‘!&lﬁ]')’ﬂﬂq\‘iﬂiﬂl

' a o

Tun193duadeil WHun nqud 1 nqusandas lHun dnutihnarssgedsindinauansisnigeane

q

nfia InenIs@anuuLAnzasaIuan 15 ad ngud 2 iunguatatenliluniaivdeyanauinala

o

un fFurinisua nenlsameiuiagudinganinwaius awnathme Awmdnalass deudseanns 2556

a '

Ak 341 aulfantanisduseteuuuutiviuniedradudndouaeiion1dluniside dssnavdiae

al

1) nezuaunsldinagninisnaialunisimuieiuiznisun nauas 2) uuuaeuniuANienalaes
Yar a QQdI U a ey £ 1Y 1 dl ] d‘
furisnisuaning atianlilunisiinssitioya lHun Sesas Artede doudeuuuninggiu nsmeasy
oAl a ey d‘ v v
AT UAZNNTIATIZITRLADUNINIANNDATINANN T 1T

HANNTAAENLAY 1) nszuaunislinagnsnisnaialuntsimunsiuisnisun e lulsswenung
dudsuguninstua aunatnbo Aamdnalans § 4 dupeu Aeszash 1. 9UN19999uHL (Planning) 16w
NN3ANELILNNNTALTHLNLUIA Inel n1sdszrgaidanlifnag (Workshop) Lﬁ@m’éﬁqn@qwﬁﬂﬁ@maﬁmLLaz
nsmuuagLLuLNagnin1smana (4Ps) szazhl 2 Fun1sUfjimnag (Action) 1Aun nsdmrinAniusenis
UF nsfnegeu waznsUfuRzluLLnagninIsna AR AMMAsEEE? 3 Tuntsdung
(Observation) lAuA N19EARIN AALAN AAL LazATUAYUNIIANTRUILIUANUN uazszasi 4 N9
azviauna (Reflection) lHunnsuBeuiaulszdninaseinagninisnaai i luniswmunanuiiznig
mmimiuimwmm@mLzﬁummwﬁﬂu@ ABULAZNAINIFAHUNINEUN 2) szsuAufianalaly
1sn1suanlngaesngustateianauwazuainslinagninismans dszauaauinanalaluinlaauulag

Tne199n 4 Fi1u ag luseAUNIN LAZUENINEAIUNLAN (1) FAurARTusTazn1sliiInIg agfluszAunin



(2) Frus1a1/AnLEnng agluszaunnn (3) Auaniuiuas@anden aglussAunin uaz (4) 1unns
dudiunisanauazl sz duiug agfluseatitiunans 3) AnedsazuuuanienalaasgiuiEnisuen

e nandsnislinagninisnainlunisimuieiudiniswinineg Tnasanuazuanaafiiui 4 fnu

v
o o o

geaundnneunisdinagninisnans atelladAyNINata NsEAU .05 4) aruaugiutinisuenlne

o

v
@ o 0 o

selud (An) TdfuvaTHunnduiszauiadnAty .05 5) anuaunislfiuinnsuanlng (a%e) Juualily

Waduas g Atynieaia Nezay .05 Tnaflannisuualii An y = 770.17 + 21.20x Uaz 6) AND

lunsunldiEnisuwaning (afvaw) Tdfuunfuindunsyausiadn Aty .05

AEIATY: NALVENIAAIA, NITUIA e



a o rdd‘ o dl
ANTANTIUANTITURVANART i 5 aifun 2 87

Original Article

The Strategy Marketing for Develop Thai Massage Service in
Tambon Health Promoting Hospital, Patio District,
Yasothon Province
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*Master of Public Health in Health Promotion Graduate School, Ubon Ratchathani Rajabhat University
** Ubon Ratchathani Rajabhat University, Faculty of public health

*** Ubon Ratchathani Rajabhat University, Faculty of science

Abstract

This research was conducted by Action Research. The purpose was aimed to 1)
develop a marketing strategy for the development of Thai massage in Tambon Health
Promoting Hospital in Patio district, Yasothon province and 2) compare the effectiveness of
Thai massage between pre and post marketing strategy. The samples were conduct 2
groups as Group 1 included the joint research, including public health officials from Patio
District Health Office and selecting a specific number 15 among. Group 2 of samples for
studied of satisfaction. The recipients include Thai massage service in Tambon Health
Promoting Hospital in Patio district, Yasothon fiscal year 2556 total of 34 1 peoples and
obtained by stratified random sampling. The instrument used in this study were 1) the process
used to develop marketing strategies and Thai massage and 2) satisfaction of the clients Thai
massage. The statistics used for data analysis were percentage, mean, standard deviation, t-
test and analysis of time series data to generate equations trends.

The results showed that 1) The process used to develop a marketing strategy and
Thai massages in Tambon Health Promoting Hospital in Patio district, Yasothon province has
4 phases: Phase 1 the Planning was to study the context of Thai massage, workshop to
create a marketing strategy and shaping the marketing strategy (4 Ps) to establish a strategic
choice. Phase 2 the Action: including the preparation of the statement of operations,
observation marketing strategies and practical style planned. Phase 3 the Observation:
including supervision and monitoring and support operations in the area. Then phase 4 the
Reflect: include a comparison of the effectiveness of marketing strategies used to develop
Thai massage in Tambon Health Promoting Hospital. Before and after the implementation of
the development include: (1 )the satisfaction of the clients Thai massage, (2 )the number of
recipients Thai massage, (3 )the total of Thai massage service, and (4)the frequency of
service in Thai massage. 2) The level of satisfaction in Thai massage of samples both before
and after the marketing strategy has not changed their level of satisfaction. Overall 4 sides at
a high level and separately found that; (1) the products and services at a high level, (2) the
price and service at a high level, (3) the environment at a high level, and (4 ) the promotion
and publicity was moderate. 3) The mean level of satisfaction of the clients Thai massage
after the marketing strategy to develop Thai massage was overall and individual higher than
the 4 sides of a before marketing strategy was significant at the 0.0 5 . Suggests that the
process of developing a marketing strategy and Thai massages in Tambon Health Promoting
Hospital result in more satisfied customers. 4)Number of new recipients Thai massage were
not likely to increase the level of significance of 0.05. 5)The Thai massage were expected to
increase significantly the level of 0.05, the equation to predict the trend Y = 770.17+21.20x.
6) The frequency of Thai massage service (time/person) was not likely to increase the level of
significance of 0.05.

Key words: The Strategy Marketing, Thai Massage
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