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Long term outcomes of the self-management support
in patients with diabetes mellitus and hypertension:

Ban Hongha, Numjo subdistrict, Maetha district Lampang province

Budsarin Padwang* Thaworn Lorga**

Abstract

This study compared fasting blood sugar (FBS) and mean arterial pressure (MAP) of patients with
diabetes and hypertension following their participation in the self-management support activities. The sample
comprised of 27 patients who had both diabetes and hypertension and 27 family members or caregivers who
participated in self-management activities in 2012 and were followed up for two years. FBS and MAP were
recorded periodically and famity involvement was assessed at the end of the follow-up using a 4-point Likert

scale instrument developed by the researchers with Cronbach’s alpha of 0.92. Descriptive statistics and One-
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Way ANOVA were used to analyse the data. We found a statistically and clinically significant decrease in FBS

(p < .05) following the participation whereas MAP remained unchanged. Overall family involvement was good

(X =34, SD =

0.62). Upon examination of individual aspects of family involvement, follow-up visit

reinforcement and help was very good whereas exercise reinforcement, diet management, adherence to

medication regimen, mental support and monitoring complications were good. Because of their sustainability,

self-management support activities should be expanded to other patients with diabetes and hypertension.

Keywords: long term follow-Up, self-management support, type Il diabetes, hypertension
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The Study of Contexts and Needs of Instructional Competency
Development for Novice Instructorsin College of Nursing under
The Praboromarajchanok Institute

GQ@wtauﬁ@s‘@éﬂbﬁ*ﬁ@'-‘;ﬁ0.50lOO'D&OQQG&00&0’3“5.....06!‘

Rungkarn Wutti MN.S.*  Anurak Panyanuwat Ph.D.**
Ruetinan Samuttai Ph.D.***  Acharaporn Sripusanapan Ph.D.***¥

Abstract

This qualitative study aimed to study the contexts and the needs of Instructional
Competency Development for novice nursing instructors of nursing colleges under
Praboromarajchanok Institute for Health Workforce Development (PIHWD). The samples were
49, including 6 institutional administrators, 4 human resource development persons,
11 mentors and 28 novice nursing instructors from 4 nursing cotleges. The instruments were
semi-structured interview and were content appropriately validated by 5 experts. The_frequ
ency and percentages were used to analyze quantitative data and content analysis was used
to analyze qualitative data.

The results, in terms of, the contexts of novice instructors development showed in many
aspects which included: First, the determining the specific teaching and learning competencies
of novice instructors were unclear. Second, each college had specific training program for
novice instructors. Third, all colleges had the same system and model for novice instructors.
Fourth, the results of the novice competency still did not meet the expected outcomes. Fifth,
the monitoring and evaluation of novice instructor development were unclear. Last, reflective
teaching model was used to improve teaching and learning competencies of novice instructors.
However, there was still unclear of how to follow the guideline.

In addition, the aspect of the needs of instructional competencies development
for novice instructors, should include: First, the additionally expected performance required
for the novice instructors. Second, nursing colleges should have a specific training program for
novice instructors. Third, they should have the same system and model for novice instructor’s
development involving the participation of mentors and the program guideline. Fourth, the
program should have been defined competencies and been had the experience of training in
teaching for being a teacher, clearly. Fifth, the program should have a novice nursing
instructor’s evaluation system that is substantial and contirnuing. Last, the samples gave a
recommend and support to develop the process and clearer format, and make it possible to
actual use. The researcher recommend that educators should develop the model to improve
the teaching and learning competencies of novice instructors which is clarity and practical to use

Keywords : Instruction, Development, Competencies, Novice Instructors,

Coliege of Nursing, Developmental needs
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Abstract

This quasi- experimental research aims to
compare learning achievement, critical thinking,
readiness, team work, and satisfaction between
student nurses using team - based learning (TBL)
and a lecture class. The target populations were
3rd- year students enrolled in Nursing Care of
Persons with Mental Health Problem subject
at Boromarajonani College of Nursing, Nakhon
Lampang. 156 students, attended TBL while 74
students, were in a lecture room. Team based
learning program was taken place on 3 credit
- subject. The knowledge scores were showed
for learning achievement. There were 4 question-
naires applied in this study; 1) Self - directed
Learning Readiness Scale, 2) Critical thinking, 3)
Team work skills, and 4) Satisfaction. Data were
analyzed by using descriptive statistics, Chi-square
and t - test.

Results:

1) Most of students who used TBL most
learning achievement is fair, self - directed learning
readiness is high, the ability of critical thinking is
fair and teamwork skills in a very good level.

2) There were no difference of learning
achievement, critical thinking and team work skills
of the students those who used TBL and lecture
mean while self - directed learning readiness and
satisfaction scores of team-based learning students
.05).

Key words : Team - based learning, Critical

were higher than a lecture class (p =

thinking, Team work skills, Self - directed Learning
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Abstract- The purpose of this research was to study both direct and indirect relationship factors of loyalty on scrvice
quality, satisfaction, corporatc image and behavioral intention of health tourism customers in the Upper Northern Region of
‘Thailand. Nowadays the self-care health tourism is currently popular. There are a lot of attractive sites in the northern part of
Thailand where the weather is cool and with abundant of natural resourees, especially the hot spring. There are 48 out o 112
hot springs scattered in the north'. The local custom of the north is very famous such as their dressing, foods and colloguial
fanguage which is quite unique. Hot spring health tourism business is the whole health promotion: body, mind, emotion and
spirit. It can help the tourist for relaxation and comfort. Using the loyalty in the health tourism business duc to its quality
service, satisfaction and corporate image give rise to the behavioral intention. There are only a few studies have been carried
out with no research on Thailand. So this study will provide benefits to the tour agency to improve their services and
physical image for satisfaction which leading to the toyalty and behavioral intention. The government’s policy and strategy
emphasizes on health tourism business and spa to advocate Thai tradition and setf-carc in the near future. This study was the
imixed research derived from literature reviews that related to the concept of loyalty, quality service, satisfaction, corporate
image and behavioral intention. Studied population was the natural hot spring tourists at 5 provinces in upper north of
Thailand which is Chiangrai, Chiangmai, Machongson, Lampang and Phrae. Calculated sample sizes was provided by
paramcter derived from Cohen' , together with G*power 3.0 program. Total cascs were 350 cases sclected from the hot
spring attractions in the studicd provinees. Questionnaires were performed and issued by c-mail, postal mail and interview.
Quantitative analysis was performed to find out the relative factors by structural cquation from Structure Equation Model
(SEM) which formulated by PLS Graph program. Qualitative analysis was performed by interview and analysed the contents
to support the quantitative research that concerned to health busincss spa.

Keywords- Loyalty, Service Quality, Satisfaction, Corporate Image, Behavioral Intention, Customer’s Health Tourism, Hot
Spring.

I. INTRODUCTION Machongson, Lampang and Phrae. The 8 developed
natural hot spring are in Chiangrai and Chiangmai.
Tour industry is the key performance to national Four are in Maehongson and two in Lampang and

economics and  social. United Nations  World  Pphrae. Total cost was up to 40.9 million bath per
Tourism Organization (UNWTO) predicts in the year

2020 there are 1,800 million international tourists [1].
and annual estimated growth of world tourism is up
to 4.3% . Besides the tourists go to the Southeast Asia as
their destination continuously are probable to 187 million {body, mind, emotion, social and spirit) So the
too. One-third of the tourist is the young generation ~ concept of loyalty used in health tourism business
who tend to find out the new destination [2]. due to quality service, satisfaction and corporate

image can get the result to the behavioral intention.
For this rcason Thailand is still be the target Reviewed literature showed that therc are a few
potential tourist destination. In 2011 the comparison studies on the loyalty and behavioural intention in
between other countries in Asia-Pacific, Thailand hot spring sites, besides no research in Thailand in
ranked in level 41 followed Singapore, Hongkong, case of satisfaction which the tourist will tell their
Australia, New Zealand, Japan, South Korea , good experience to the others and it is enable to link
Malaysia, Taiwan and China consecutively [3]. For the other new tourist destination. The researcher
Asian country Thailand is the third rank followed would like to study the factors that linked the loyalty
Singapore and Malaysia [4]. Speed up the economics to the relation among the quality service, satisfaction,
and social by tourism is remarkable, especially Thai ~ corporate image and behavioral intention of any
style health tourism. The 24 out of 48 natural hot customers who visit to the health tourism business in
spring in the upper north of Thailand are developed the northern hot spring. The result will be useful for
by Department of tourism and sport. They located in the national tour management and the goal for health
5 provinces that is Chiangrai, Chiangmai, tourism business in the future.

year and individual income was 89,620 bath per
year [5] Because the health tourism promotes in
every profile
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Loyalty As Mediator On The Relationship Among Service Quality, Satisfaction, Corporate Image And Behavioral Intention Of Health
Tourism Customers In Upper Northern Region Of Thailand

1I. PURPOSE It can evaluate the Attribute Satisfaction by
measurement the 4 Destination Components that is
1. To study both direct and indirect relationship attractions, amenities, ancillary services and

factors of loyalty on service quality, satisfaction,
corporate image and behavioural Intention of any
tourist customers who visit to the health tourism
business in the Upper Northern Region of Thailand.
2. To study the influence of the quality service,
satisfaction, corporate image and the loyalty to the
behavioura! intention in health tourism business in
the Upper Northern Region of Thailand.

I11. SCOPE

Collected dada are 350 cases of the customer or
tourist who visit the developed natural hot spring in
5 provinces in the Upper Northern Region of
Thailand.

1V. LITERATURE REVIEW

A. Health Tourism Context

Health tourism business is the organization related to the
hot spring sites in the Upper Northern Region of
Thailand. Where consists of promotion health
activities such as relaxation , strolling around,
mineral water bathing or soaking and Thai massage

or spa.Spa is the latin word “Sanus per Aquam™ or
“Sanitas per aquas” mean the water therapy. On the
other hand it means the holistic health treatment by
using water together with the selective medical
treatment. Five sensation which is image, taste,
smell, sound and touch is the main factor which can
create the balance of body, mind, emotion, social and
spirit. Besides spa is the relax place for the holistic
health. The other definition of International Spa
Association (ISPA)[6] means the service in the hot
spring sites, or namely Mineral Spring Spa.

B. Related variable words

1. Service Quality means the perception
of the service quality level in the hot spring
attraction in 3 dimension that is reliability, assurance
and responsiveness. [7] Zeithaml, Parasuraman, and

Berry, 1985 developed the tool called

“SERVQUAL" for the business evaluation . This carried
on the difference between the expectation and perception
ofthe customers as the main point. [8] Chieochankitkan
& Sukpatch, 2014; [9] Byeong Park & WNunkoo,

2013; [10] Bryan Chun, 2012; {11} Chung, 2009
told that the materialized measurement evaluation
for service is the first important thing to do for the
speed-up-service business. It will impact to the
organization that influenced to satisfaction, behavioral
intention , loyalty and mouth words.

2. Satisfaction means the feeling or the
positive thinking of the tourist to the hot spring sites.

accessibility. Chieochankitkan & Sukpatch. ,2014;
[12} Kuo-Ming Lin, 2009; [13] Chi & Qu, 2008;
Bryan Chun, 2012; Chung, 2009; [14] Copper,et.al.,
2008; [15] Kantiman Jindaprasert, 2013; [16] Wiwat

Chankingtong, 2013. told that The American
Customer Satisfaction Index Model was available in
many tourism  business. However “Atfribute
Satisfaction” is relevant and can use for the site’s
improvement and so on. Variable analysis gave rise
to the research hypothesis | which is service quality
has influenced on the positive relation with
satisfaction.

3.Corporate  Image means the specific
feeling of the tourist to the hot spring profile. [17]

Kotter, 2000. The marketing expert had explained
the meaning of Image as the overall of believe,
thought and impression of individual to something.

[16] Wiwat Chankingtong, 2013; Chi & Qu, 2008;
Chung, 2009; [18] Chen & Tai, 2007; [19] Lee, 2009.
told that the attractive image let the tourist be
delightful and result to loyalty and behavioral
intention. Variable analysis gave rise to the research
hypothesis 2 which is Service Quality has influenced
on the positive relation with corporate image.

4. Loyalty means the deep emotion of the
hot spring tourist to patronage the hot spring site and
they will be back regularly. Such an attitudinal
loyalty as suggestion and keep this hot spring as
preferable place in mind. Byeong Park & Nunkoo,
2013; [20] Ahmad Puad Mat Som.et al., 2012; Kuo-
Ming Lin, 2009; [21] Yuksel.et al., 2010; [22] Yoon

& Uysal, 2005; Lee, 2009; Wiwat Chankingtong,

2013.; Kantiman Jindaprasert, 2013 told that the
loyalty of the customer or the tourist got the
competitive advantage.As the connection between
person and the place which unchanged. Variable
analysis gave rise to the research hypothesis 3 which
is Service Quality has influenced on the positive
relation with loyalty, hypothesis 4 which is corporate
image has influenced on the positive relation with
loyalty and hypothesis 5 which is satisfaction has
influenced on the positive relation with loyaity.

5. Bahavioral Intention  means the
expression of behavioral loyalty of the hot spring’s
tourist to be back again. Chieochankitkan &
Sukpatch.2014; Bryan Chun, 2012; Chen & Tai,
2007; [23] Baloglu,et al., 2003; [24] Alen & Fraiz,
2006; [25] Alen.et al., 2007; Lee, 2009; Kantiman
Jindaprasert, 2013 told that behavioral Intention was
the action to do it again at the old place. It can
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measure the behavioral Intention continuity dued to
their favor, impression and happiness in every
visiting. It is the business goal that give rise to the
highly income and benefits later. Variable analysis
gave rise to the research hypothesis 6 which is
loyalty has influenced on the positive relation with
behavioral intention, hypothesis 7 which is corporate
image has influenced on the positive relation with
behavioral intention, hypothesis 8 which is
satisfaction has influenced on the positive relation
with behavioral intention and hypothesis 9 which is
corporate image has influenced on the positive
relation with behavioral intention

V. THE METHODOLOGY AND MODEL

Mixed-methods  research was  performed by
integrated the quantitative (survey research) and

qualitative research (interviewing). This research was
the collective data that developed from basic review
literature that related to the loyalty, quality service,
satisfaction, corporate image and behavioral
intention. Together with the conceptual development
and related theory. This research were divided to 2
items as following :

1. Quantitative research conducts the step
as:  developed  measurement,  questionnaire
distribution, descriptive statistics from structural

equation model (SEM) and using the PLS Graph
program. The result is concluded and discuss
together with the additional suggestion from the
opened-end questionnaire. Finally compare to the
qualitative research.

2. Qualitative research was performed by
constructed semi-structure interviewing from the
review literature to coverage this topic. The
researcher scrutinized the perfect data and finally
getting the result from structural equation model
analysis to further discussion, conclusion and
suggestion.

VI. THE CONCEPTUAL FRAMEWORK

From chapter 2 (review literature) the concept and
hypothesis concluded as follow:

Loyalty

Sersle
o Beliavioral

aalin
@ ) [ntention

Figure 1

Conceptual Research

ViI. SUMMARY AND CONCLUSIONS

Tourist’s loyalty to the natural hot spring attractives
play the important role to health tourism business
which result to the behavioral intention. Many factors
are combined to create the loyalty, especially the
quality service factor that made the customers got
their satisfaction. Corporate image also gave the
positive feeling by the identity context at the hot
spring. It results to the customer’s satisfaction and
accumulated expectation to get back in the future
again.
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Abstract- The purpose of this research was to study the influence of Customer Experience Management, Competitive Strategy
and  Customer Satisfaction on Customer Profitability in health spa business in Upper Northern Region of Thailand. At present
the tour industry, especially the health tourism is very popular which known as spa. Thai identity which was presented in
Upper Northern Region of Thailand was marked as the salc point. It was outstanding from the gencral spa. Due to the
change of marketing which highly competitive, it is necessary to add value and skill in the service for customer’s
satisfaction. Disseminate the good expericnce from the customer is the best way to show how the service is. Hence the
difterent competitive strategy gives rise to the satisfaction and influence on profitability. For this reason, profitability helps
the proper model development in further business management. According to the national strategy which is cmphasizes not
only the business tourism and spa but also the customer’s benefit. This mixed rescarch is developed from many review
literatures involved the customer’s experience, competitive strategy and satisfaction that influcnce on the customer’s
profitability. The studicd sample sizes were the business spa customer in Upper Northern Region of Thailand : Chjangmai,
Chiangrai. Nan, Machongson, Lampang and Lampoon. Calculated sample sizes was provided by parameter derived from
Cohen [1], together with G*power 3.0 program. Total cases were 300 cases and quota sampling by province. Questionnaires
are made and issued by postal and self-collection. Quantitative analysis was performed to find out the relative factor by
structural equation from Structurc Equation Model (SEM) which formulated by PLS-Graph. Qualitative analysis was
performed by interview and analyscd the contents to support the quantitative research that concerned to health business spa.

Keywords- Customer Experience Management, Competitive Strategy, Customer Satisfaction, Customer Profitability,
Iealth Spa Business

I. INTRODUCTION was the health promotion, it covered body, social,

emotion and spirit. It was famous for the foreigner
Tour industry has a highly expand and play an too. The conceptual framework for customer
important role to the national economics, especially experience management and competitive strategy in
the health tourism which is currently very popular. the ser\{ic':e business can make the satisfaction and
Thailand has many advantages in spa and message profitability. Spa business as the service business, it
which is be promoted from government and private was not further materialized study.

sector. Health spa business is one of the potential

business which tends to expand continuously. Its ~ Approve of the free competitive market was

. ec i
annual growth rate is average 5-6% and the necessary in order to add the value and develop the

marketing value is 15-16 thousand million bath per ~ Skill.  The concept of  Customer Expericqce
year [2]. Management which response to every field service
Business spa in Upper Northern Region of Thailand ~ Will gain up the satisfaction and the customers will
presented the northern style identity as the sale ~ continue to talk to their friends, hence the hdad
point. It was the strategy to form the place image and customers will come. In addition, the new innovation
culture in the spa industry. It can represent § should be considered to make the difference of
compelitive strategy. So the concept of how to add
value and develop the skill was necessary. The
researcher would like to study customer experience
management, competitive strategy and satisfaction
. . . affected on customer’s profitability in health spa in
The standard and registered business spa in the . « .
Upper Northern Region are Maehongson, Chiangmai Upper.NQrthern Region of Thailand. The relgtlve
’ ’ analysis is also done to lead to the appropriated

Nan_, Lampaqg, Chlapgral and . Lampoon. model for business administrative management
Particularly, Chiangmai will be the medical hub and . .
followed the national policy and strategy.

characteristics : body, taste, smell, sound and touch.
Applied Art, culture and tradition of the North was
the part of the business spa [3].

service by the government policy. The business spa
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The Conceptual Framework: Influence Of Customer Experience Management, Competitive Strategy And Customer Satistaction On Customer
Profitability In Health Spa Business, Upper Northern Region Of Thailand

il. PURPOSE

{. To study the influence of Customer Experience
Management, Competitive Strategy and Customer
Satisfaction on Customer Profitability in health spa
business in Upper Northern Region of Thailand.

2. To study the relationship among Customer
Experience Management, Competitive Strategy and
Customer Satisfaction that affected on the customer’s
profitability from spa business in Upper Northern
Region of Thailand.

3. To propose the appropriated model for the
customer’s profitability from spa business in Upper
Northern Region of Thailand.

ITI. SCOPE

Collected dada are 300 cases to study the influence of
Customer  Experience  Management, Competitive
Strategy and Customer Satisfaction that affected on
the customer’s profitability from spa business in
Upper Northern Region of Thailand.

1V. LITERATURE REVIEW
A. Spa Business Context

Health Spa Business is the engage business involved
how to maintenance and health promotion .It consists
of the message and water-used for health. Additional
service such as streamed treatment, exercise, diet
therapy, yoga, meditation, herbal or other selective
medical treatment maybe included.

Spa is the Latin word "Sanus per Aquam" or Sanitas
per aquas mean the water therapy. On the other hand
it means the holistic health treatment by using water
together with the selective medical treatment. Five
sensation which is image, taste, smell, sound and
touch is the main factor which can create the balance
of body, mind, emotion, social and spirit. Besides
spa is the relax place for the holistic health. The
main factors of spa are water and message that
resulted to the relaxation and pain-released passed
through body, mind and spirit. Spa business proposed
many selective programs for health included services,
products and duration. The cost of each spa depends
on its service and experience. The Public Health
declaration informs the business spa definition into 3

types as followed: 1) Health spa 2) Health message
3) Cosmetics message

B. Related variable words

1. Customer experience management is the
overall process which the customer effects to the

products or services by strategy. It gives the valued
experience to the customer in such a duration called
“communicated duration” or * touched point™. It is
the tool for the entrepreneur to keep the old

customers’s experience such as service, advertising
matter and multi-media communication at the touch
point [4]. It pointed to the customers’s experience
during their communication or service on the
products. Positivel impression was made to the
behavioral intention. Besides the good experience
made the customers enjoyed and took a part in
buying products and service at the touch point. This
new experience will be accumulated impression and
relationship later. It is relevant to the study in the
current survival business that aim to the customer’s
experience in buying and emphasized on the
individual need.The important roles are Service
marketing Mix and Atmosphere Service. It brings to
the customer’s experience and resulted to satisfaction

and higher business benefit. [S] Venkat Ramesh.
(2007); [6] Cruz, P..et al.(2010); (7] Kamaladevi
B.(2010); [8] Peter C. Verhoefet al, (2009)
informed Customer Experience Management result to
satisfaction and profitability.

2. Competitive strategy expressed in

advantage [9] which referred to 1) Minimized
the management cost. It is the resources management
technique for economy and efficiency in

organization. 2} Made the difference as the
organization’s signature response to the supreme

customer’s satisfaction. 3) Interesting point
strategy for the specific customer who need the
variety.Competitive strategy is relevant to the study
of the service innovation in Malaysian’s business

spa. It is benefits and go to success except for its
advantage [10]. [11] Noornina Dahlan.(2011); [12]

Seyed Mahmood Hosseini, Narges Sheikhi.(2012}
informed the competitive stragy resulted to the
customer’s satisfaction and profitability.

3. Satisfaction is the resulted level of
customer’s feeling that got from product’s properties
that is benefits and expectation . It is derived from
their old experiences. Nevertheless the value-added
could be put in the benefit of product’s properties. So
this will be more than the customer’s expectation.
The highly satisfaction made the customer emotion
and feel good to the brand product. It resulted to the

customer’s loyalty and highly service. Satisfaction
level responsed to both product’s properties and
service quality.

The development of quality service in
satisfied business spa showed the relationship
among the quality service, perception of value and 2
ways - communication affected on the customer’s
satisfaction. Quality service gave the positive effect

to direct and indirect satisfaction (through the

customer’s perception). [13] Helgesen,

Proccedings of The IRES 10™ International Conference, Prague, Czech Republic, 27 September. 2015, ISBN: 978-93-82702-05-4

20




The Conceptual Framework: Influence Of Customer Experience Management, Competitive Strategy And Customer Satisfaction On Customer
Profitability In Health Spa Business, Upper Northern Region Of Thailand

Oyvind.(2006}; [14] Bryan Chun-Man Cheung.

(2012}; [15] Ming Chang Lee.(2000) informed the
satisfaction made the profitability.

Variable analysis gave rise to the following
hypothesis :-
Hypothesis 1 : Customer Experience Management
related to customer satisfaction.
Hypothesis 2 Competitive strategy
customer satisfaction.

related to

4. Customer Profitability is to measure the
outcome of business efficiency that evaluated from
the customer’s reservation and conducts the new
group customer. This relation made the value-added
and could be calculated to the financial unit called
long-term value. It resulted to the organizaion’s
profitability so any movement of benefit-gained was
important such as mount-word comunication or made
the relation or impression both the old and new
customers,

Review literature showed that mount-word
communication and suggestion of the products could
form the customer acquisition. Outstanding products,
service with innovation or convenience were prior
considered. Particularly the service, the first one that
made the customer’s impression. In addition the
loyalty customers would support the organization
continuously and promply explain the product
quality. They can pay the higher price to exchange
the best service, therefore the value-added was the
goal to preserve the customers.For example the spa
business, the old customer took a lower expenditure
than the new one. [16] K. Tawinunt, T.

Phimonsathien and Wanno Fongsuwan.(2015); [17]

Marc J. Epstein.(2000) informed the preservation of
the old customer and made the new group of
customer effected to the product’s benefit.

Variable analysis gave rise to the following
hypothesis :-
Hypothesis 3: Customer
customer profitability.
Hypothesis 4 : Customer Experience Management

satisfaction related to

related to customer profitability Hypothesis 5:
Competitive strategy related to customer
profitability.

V. THE METHODOLOGY AND MODEL

This mixed research was integrated the quanlitative
research by interviewing and quantitative research by
surveying/ All were developed from the collected data
based on reviewing literature that involved Customer
Experience Management, Competitive strategy and
Satisfaction affected on Customer Profitability in
health spa business in Upper Northern Region of
Thailand. Besides the conceptual framework was also
performed and divided to2 catergories as :

I. Quantitative research has the steps as
following; Measured Development, questionnaires
issue. evaluation of Descriptive Statistics structural
equation model using PLS Graph program. Suggestion
derived from the close-questionnaires and finally
compare to the qualitative research.

2. Qualitative research was performed by
using semi- structural interviewing derived from
reviewing literature on the influence of Customer
Experience Management, Competitive Strategy and
Customer Satisfaction on Customer Profitability in
health spa business in Upper Northern Region of
Thailand.The researcher was scrutinized
improvement and finally the result from structural
equation analysis was discussed and concluded.

VI. THE CONCEPTUAL FRAMEWORK

could be concluded

literature

Reviewed
following:-

as

Customer Expericuce

H4

Management

Custenier

Profitability

Fig 1 Conceptual framework

VIL. SUMMARY AND CONCLUSIONS

The success of profitability in spa business came
from many factors mixed together, Especially
Customer Experience Management that emphasized
the whole customer experience from marketing and
service. Comfortable atmosphere increases the
customer’s emotion in every touched point. In
addition to make a difference by local identity
context made the value-added service and
competitive advantage resulted to the satisfaction
responsed to the customer’s need and correlation.
Hence it is sustainable and obtain the benefits to the
organization in the future.
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Abstract

The purposc of this literature was to study the effect of multi-group of integrated marketing
communication, service quality and satisfaction toward the repeat business of elderly carc
business customers in Thailand under the rapid changes in globalize society. This rationale
generated the opportunity for elderly care business which was the good alternative for many
families and elderly care business was on the expanding trend. Thailand had capability and
strength on many dimensions in developing clderly carc business of both domestic and overseas
business since Thai people had service mind and generosity which were the fundamental of
modern service market. Hence, the integrated marketing communication and service quahity
were key elements of elderly care business and created the competitive advantage for the
organization. However, there was limited research study on the elderly care business in Thailand.
This rescarch was a inixed methodology between quantitative and qualitative rescarch The
rescarch was developed from data compilation based on the related literaturc review. The
population for this study was 500 elderly carc business customers categorized as (1) clderly
care business in private hospital and (2} private sector service business in Thailand.

Keyword: Integrated Marketing Communication, Service Quality, Satisfaction,
Customer Retention, Elderly Care Business.
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Abstract
The purpose of this research was to study factors of e-Commerce service entrepreneurs,
reliability of on-line internet networks and the business growth of e-Commerce SMEs and to
study the effect of entrepreneurship, innovation and reliability toward the business growth of

e-Commerce in Thailand.

Current business operation had transformed to apply more technology in running their
businesses with key objective of creating opportunity for the growth of business, economy
and marketing which had an expanding trend and an enlarging investment. Actually,
entrepreneur was able to extend their marketing channel to overseas through the distributing
of their products via on-line internet networks. Nevertheless, there were still numerous
obstacles in distributing products through on-line internet networks, starting from the
problem of internet speed, problem of distributing counterfeit product or missing product,
problem of product did not reach customers, problem of trust toward the entrepreneur,
problem of trust toward the customer and the problem of seller failed to explain the
distribution formality or buying process. All these problems had generated the insecure

feeling toward the buying process.

This resecarch was mixed methodology between quantitative and qualitative research. The
research tools consisted of survey and in-depth interview. The quantitative research was
developed from the reviewing of relevant literatures and compiling of relevant data with
population of 400 SMEs e-Commerce entrepreneurs.

362
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1. Introduction
Current service business environment had transformed and changed of whichhad both
positive and negative effect toward business operation of entrepreneurs. In particular, the
positive effect was on the growth of business and economic opportunities in establishing
variety of new products and services that led to the expanding of business investment and
workforce employment. Thesewere in turn support and groomdomestic free trade system
toward international business. However, under the current economic downturn, majority of
consumers had economized their spending. Nevertheless, a vase majority of customers were
still willing to spend their money through buying products via electronic channel from the
aspects of dynamic competitive advantage on convenience and speed of services (Schendel
and Hofer, 1979, pp. 515-530). SMEs entrepreneurs had to adapt themselves and relied on
business strategy in generating competitive advantage which was the key success toward
business growth (Wingwon, et al. 2013, p. 24).  Hence, they had to apply and adopt business
technology structural network in servicing their business through e-Commerce in order to.

enhance efficiency and effectiveness of their supply-chain management process.

SMEs were the key driver of economic system in generating productivity which led to the
distribution of incomes and business growth throughout cvery region in the country. The
number of SMEs had constantly increased, the workforce employment rate had increased and
the country’s gross national productivity had also increased (Office of Small and Medium
Enterprises Promotion, 2013, pp. 1-3). However, SMEs had numerous limitations, with
mainly due to the lack of flexibility in adapting themselves to cope with the change of
environment, the lack of business strategy planning (Casey, 1996, p.5), the lack of applying
innovation infrastructure or electronic network within their businesses which often led to the
business failure and business termination. SMEs business performance must relied on the
e-Commerce process to enhance the efficiency of their services and to gain competitive
advantage (Wingwon, 2012), to maintain their good business performance with convenience ‘
and speed of services. SMEs applied e-Commerce in creating service difference of their
businesses and supporting consumers in making their product selection process and in

building trust in doing e-Commerce business transactions.

The research of National Electronics and Computer Technology Center (NECTEC) revealed
that business transactions through electronics had increased from 47.80 percent to 57.20
percent with over 10 million products offered in the system and with the rising trend of both
local and international e-Commerce entrepreneurs. In addition, the establishing of Asian
Economic Community (AEC) would further broaden the e-Commerce business opportunity

in reaching over 600 million populationswithin the community.
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Hence, the electronic business channel was the sole low costs but highly effective channel in
expanding direct sale business in short time period (National Science and Technology
Development Agency, 2013).

Data from National Statistical Office indicated the most popular type of e-Commerce
business application was Business to Customer (B2C) as the result of government promotion
through Department of Business Development and Ministry of Commerce in motivating
entrepreneurs to do business on-line in full stream. It had the trend in gaining market share
as it was very convenience in accessing and in locating products, able to order product
anytime around the clock and all over any corner of the world. Together with the
improvement in internet data security system with advance innovative technology in smart
security system, ithad ensured the security in buying products through electronic device. In
addition, entrepreneurs had applied marketing mix strategy in motivating consumers, e.g.
lower prices than competitors with larger choices of products for selection (Kotler and
Armstrong, 2012).

Nevertheless, the outcomes of research by Segoro (2013) summarized numerous problems in
e-Commerce businesses, i.e. the speed of internet, the reliability of e-Commerce security in
payment system, the lacking opportunity to view actual products which impacted the
satisfaction andloyalty of customers, and the concern over the problem of not having received
products after payment (Yoon, 2002). All these issues had impacted on the lack of trust
among consumers in buying products through e-Commerce as in comparing with those
well-developed countries (Pongvitayapanu, 2007).

Effect factors toward the buying of products through internet channel of consumers were
convenience, lower cost than the ordinary channel, shorter buying time, and the descriptive
content communication and presentation of entrepreneurs (Rajasee, 2007, p. 7). The main
problem and obstacle for majority of consumers in making decision not to buy through internets
was due to the lack of confidence on the security of payment system through electronic device
(Horsatitkul, 2000) and the causes of limited popularity of e-Business in Thailand were the lack of
confidence on the e-Commerce entrepreneurs an in turn would limit the service usage, the
unwilling to buy products through internet due to lack of trust toward the seller, the unaware of
seller background, the seller business location, the unable to view or feel products, the concern over
the product missing during transportation (Pongvitayanu, 2007, p. 111). The secondary factors'
were the trustworthy of products and selling companies in internet world and the simplicity and
difficulty in accessing the internet. Even though, it had no direct effect toward the decision
making, but it definitely had indirect effect toward the decision making in buying through internet
channel of consumers.Hence, both factors had effect toward the perceived benefits of buying
products through internet (Anderson and Srinivasan, 2003).
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From the above described information, it had attracted researchers to study the infrastructure
of e-Business, business strategy, trust and competitive advantage which were the casual
factors and effect toward business growth of e-Commerce SMEs in Thailand.

2. Main Body
2.1 Research Objectives
1. To study the e-Business infrastructure, business strategy and trust that had effect toward
the competitive advantage and business growth,
2. To study the casual factors that had effect toward the business growth of e-Commerce:
case study of SMEs in Thailand

2.2. Research Scope
The population of this research on casual factors effect toward the business growth of
e-Commerce: case study of SMEs in Thailand was 400 SMEs with duration of 3 years.

2.3. Literature Review

The context of majority e-Commerce SMEs in Thailand was small SMEs with the proportion
between small and medium businesses of 96.0 percent (National Statistical Office, Ministry
of Technology and Communication, 2012). There was technology development on mobile
phone on 3G and 4G which offered good opportunity for e-Commerce business with the trend
of constant business growth in the future (Kasikorn Research Center, 2013, p.3), the increase
of e-Commerce businesses which would lead to the increase of business competition, the
expanding trend of both market and investment through internet networks. However, there
were numerous problems in product distribution through the internet networks, e.g. the trust
on entrepreneurs in supplying counterfeit products, off standard products, the insecure in’
product distribution, the unable to view products before buying decision and the incurred
uncertainty toward advance payment for products. ~ All these problems had effect toward the
performance of e-Commerce SMEs and the country economy.

e-Commercewas all type of business related transactions at either personal or organization
level on the base of processing and transmitting of digital data through statement, sound and
picture with the focus on the buying and selling of products and services through the internet
networks only (OECD, 1998), by penetrating mainly on business to consumer (B2C)
including wholesaling and supply chains with various levels of complexity,and under the key
elements of (1) reliability, (2) responsiveness, (3) Ease of use.

e-business infrastructure was the basic infrastructure of technology that effect toward service .
quality of system users on the aspects of speed, responsiveness and overall hardware, e.g.
Server, Client PC in business including the network application linkage and the software
application with the key basic infrastructure of Hardware, Software, Network and Input with
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the supporting infrastructure of deploy, innovate and propagate through the standard basic
infrastructure technology. It was able to identify business competitive capability and

creating difference for e-Commerce as could be defined as follows:

H1: e-Business infrastructure had effect toward competitive advantage

Business Strategy was the path of business plan that specify business operation to achieve
objectives of winning over competitors within the same business by focused on the
integrating and coordinating business operation in order to generate competitive advantage by
applying variety of differences (Porter, 1980, 1996, 1998), by analyzing both internal and
external environment, by developing operation strategies and evaluating the outcomes of
strategic performance (Bygrave and Hofer, 1991, p. 13). The study of Aflzal(2010, pp.
87-102) revealed that marketing capability had correlation with business strategy and both
factors had effect toward the competitive advantage and sustainable business success as could
be defined as follows:

H2: Business strategy had effect toward competitive advantage

Trust was the willingness or the feeling of individual on certain things or actions of counter
party which one’s trust by based on the fundamental of confidence (Moorman et al., 1993),
with acceptance to be assisted by based on the business trust (Thom et al. , 2004), willingness to
depend on the exchange of confidence among partners. Ndubisi (2007) revealed that trust was the
key critical factor toward the loyalty and had positive correlations between trust and loyalty of
customers in building customer confidence which would lead to achieve of business success
objectives (Kramer and Ryler, 1996). The customer trust was the willingness and acceptance or
confidence on service providers on service receivers on continuous basis through the mean of
protecting benefits and not taking advantages. Trust had positive effect toward the selecting
decision of customers on products or scrvices. Hence, entrepreneurs had to find ways and means
in attracting customers and gain trust (Kim, Ferrin and Rao, 2008) in order to generate competitive

advantage of business as could be defined as follows:

H3: Trust had effect toward competitive advantage

Competitive advantage was the developing of business strategy with advantage over
competitors which consisted of cost leadership strategy, differentiation strategy and
operational effectiveness strategy as stated by Porter (1985). Therefore, entrepreneurs ought
to integrate various strategies to suitably match with the situation of such environmental
changes or to apply innovation including relation technology to match with business in order
to meet with customer needs and to generate trust on the products with business strength and
to create competitive advantage that led to business sustainability as could be defined as
follows:

H4: Competitive advantage had effect toward business growth
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Business growth was the outcomes of business operation (Porter, 1990) in business
achievement, in meeting objectives and as the outcomes of professional management of
business entrepreneurs (Drucker, 1986), in performing exact business in suitable time span
(Kotze, 2006,Singer and Edmondson, 2008) as quoted that the outcomes of business performance
was the achieving of objectives. From the study of business growth, Santos and Brito, (2012)
stated that elements of business growth could be classified into 2 dimensions as (1) financial
indicators dimension and (2) non-financial indicators dimension. The financial indicators
consisted of (1) profits and total sales, (2) capital investment or share values, (3) market shares, (4) '
constant business growth and (5) leader in sales volume. The non-financial indicators consisted of
(1) product or service uniqueness, (2) new innovation from competitors, (4) perceived overall
satisfaction from customers and workforces, (5) risk management among international business
networks and (6) stakeholder participation which could be summarized from the growth of
e-Commerce SMEs business.

2.4. Research Methodology and Model

This research was mixed methodology by integrating between qualitative of in-depth
interview and quantitative of survey research. The research was developed from the
compilation of information and data based on relevant literature review on e-Commerce
SMEs entrepreneurs, business technology infrastructure, trust, competitive advantage and
business growth, in order to synthesized into conceptual framework as follows:

I.Quantitativeresearch had consequential steps of developing measuring scale, distributing
questionnaire, processing data with descriptive statistics under Structural Equation Model :
SEM by PLS Graph program, analysing and discussion outcomes, presenting
recommendations from the open-end section of questionnaire and conducting qualitative

research thereafter for data comparison against this quantitative research.

2. Qualitative research by applying semi-structure in-depth interview which was constructed from
the literature review covering researches on casual factors which effect toward the growth of
e-Commerce business: case study on SMEs in Thailand. Researchers had verified the reliability
and validity of data under triangulation methodology (Denzin, 1970), summarized outcomes of

structural equation analysis and presented recommendations.
The conceptual framework from the literature review on casual factors which effect toward

the growth of e-Commerce business: case study of SME in Thailand could be concluded as
picture model 1 below:
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2.5. The Conceptual Framework

e-Businass
Infrastructurss

Competitive
e.Commerce

Business
Growth

Business
Strategyv

Fig 1: Casual Factors Effect toward Growth of e-Commerce Business:
Case Study of SMEs in Thailand

2.6. Summary and Conclusions

The current performance of e-Commerce business ingenerating of sustainable competitive
advantage among SMEs entrepreneurs ought to be periodical adapted in order to cope with
the constant changes of business environments, ¢.g. developing of business operation strategy,
building trust of entrepreneurs in business operation, adopting of innovation and technology.
It should also include electronic communication networks in order for SMEs business to be
able to reach customers in various channels with convenience and speed that would support
customers in making selection decision on e-Commerce business. In turn, itwould have
effect on business performance of SMEs entrepreneurs in achieving sustainable business -
growthand the constant growth of economy in the country.
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Abstract
Property rights institution and contracting institution are two important types of institutions
that influence multinational investment. In the previous literature, these two types of
institutions were twined together and their separate effects cannot be flashed out. In this
paper, we unbundle these institutions and examine their relative influences. We establish the '
direction of causation between the institutions and multinational investment using
instrumental variables method. Our results show that property rights institution has generally
strong positive effects on FDI while contracting institution does not. Our findings have
practical implications for both ~ government policymakers and multinational

managers/investors.

Introduction
The importance of property rights institution and contracting institution has long been
recognized (see De Long, Bradford and Shleifer, 1993; Dixit, 2012; Hart, 1995; North, 1981;
Olson, 2000). Property rights institution constitutes the rules and regulations that protect
citizens against the power of the government and elite groups whereas contracting institution
is defined as the rules and regulations governing business transactions between ordinary .
citizens or private firms. Previous international business (IB) research has focused on the
clusters of institutions that implicitly include both private property protection and contracting
elements. For example, North (1981, 1990), in his broad definition of institutions, identified
the importance of contractual efficiency and property rights protection, among others, as the
main drivers of economic growth. Since these two important institutional elements were often
jumbled together within a broad definition or a cluster of institutions, the separate or
differential effects of property rights institution and contracting institution, despite their
alleged importance, could not be disentangled and empirically compared. It is therefore not
clear which of these institutions is more important than the other. Acemoglu and Johnson
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Abstract
Qualified and experienced employees were valuable resource of any medical service
organization and impacted greatly on medical care quality. Based on the literature reviews on
marketing and human resource management, Internal Marketing (IM) was a useful
management tool which was originated in the market research fields and enterprises should
motivate their employees by also treating them as internal customers. Consequently, the
promoting of job satisfaction among staff and organizational commitment would enhance the
level of service quality provided to external customers. This research aimed to propose the
conceptual model focus on the impact of internal strategic marketing, job satisfaction, and
organizational commitment toward employee performance of Thai private hospitals. The
research sample consisted of 520 hospital employees of private hospitals in Thailand. The
research methodology employed both quantitative and qualitative approach. The instrument
consisted of 7 point Likert scales questionnaires and semi-structured interview. The impact of
internal strategic marketing, job satisfaction, organizational commitment on employee
performance is examined using Second Order Model Analytical for Structural Equation

Modeling.

Keywords: Internal Strategic Marketing, Job Satisfaction, Organizational Commitment,

Employee Performance

1. Introduction
Private hospitals played significant roles to Thailand’s economy. According to the strengths
of high quality medical professional workforce, high quality standard of medical care,
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hospitality and service mind, variety of alternative medicine services as well as the
reasonable medical cost when compared with Singapore and Malaysia. In addition,
Thailand was a major tourism destination worldwide [1] Therefore, Thailand became the
leading medical business in Asian and worldwide. However, the forthcoming of Asian
Economics Community (AEC) in 2015 would intense competition among domestic and
international medical sectors. Private hospitals need to review and apply effective strategies
in order to generate strong potential for continue business growth. Since healthcare service
was a highly contact service [2] [3] and needed special professional skills [4], so qualified
and experienced employees were valuable resource of any medical service organization [3] [5]
and would impact greatly on medical care quality.The crucial role of medical staff
contributed to the survival and created the sustainable competitiveness advantages [5][6].
Therefore, human resource management should reconsider and view their employees as
organization’s customer [1] as well as emphasized to be able to satisfy their employees first,
before they can satisfy external customers [7]. Service firm should take care of their
employee needs and ensure that they had effective human resource policies and management
reflected the top management’s concerns in order to motivate their employees to perform
their jobs with utmost satisfaction [3]. The application of internal strategic marketing had
positive effect on the job satisfaction among hospital staffs [8], associated with increased
employee’s organizational commitment [9] and promoted level of employee performance
[10]. This research paper proposed the conceptual model demonstrating the relationship
among internal strategic marketing, job satisfaction, organizational commitment and
employee performance. The research hypothesis and the research methodology were also

discussed.

2. Literature Review

2.1 Internal Strategic Marketing

In 1970, the concept of internal marketing had introduced [11] and proposed that employees
should be considered as internal customers and their jobs could be viewed as the
organization’s products. The organization should treat their employees with market-like
approach which practiced satisfying and motivating employees. Additionally, Gronroos [12]
stated that employees were an important part of the overall product or service delivered.
Therefore, employees should be trained so that they would be the enabler in building the
ongoing customer relationships and achieving satisfaction of external customers. Berry and
Parasuraman [13] proposed that internal marketing referred to the development of products
that meet employee needs in order to attract, develop, inspire, and retain qualified employees.
Rafig and Arhmed [14] identified the key elements of internal marketing as employee
motivation and satisfaction, customer orientation and satisfaction, inter-functional
co-ordination and integration, marketing-like approach and implementation of specific
corporate or functional strategies. Kotler [15] stated that the recognition of internal marketing
was more important than marketing activities directed outside the company.
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The tasks of internal marketing were hiring, training, and motivating employees to serve
customers well. Motivated employee with internal marketing would lead to job satisfaction
and strengthen the business competitive advantages [16]. Furthermore, Javadein et al [17]
concluded that internal marketing enhanced job satisfaction and promoted employee’s service
oriented. Then employee would provide a good service and contributed customer satisfaction
and business competitive advantages. Therefore, internal marketing should apply in health

care services with an attempt to establish the needs of diversified health care staffs [18].

2.2 Job Satisfaction

Job satisfaction was critical to any service organization. Employee’s job satisfaction was
derived from the mental and physical satisfaction they experienced in the work environment
and from the work itself [19]. Porter and Lawler [20] stated that job satisfaction included 1)
internal satisfaction refers to the facets directly related to the job itself such as sense of
achievement, growth, self-esteem, independence and sense of control, 2) external satisfaction
refers to the facets indirectly related to the job itself such as working environment, salary,
welfare, and promotion. Herzberg [21] concluded that job satisfaction and dissatisfaction
must be separated into two different continuances. Berry and Parasuraman [22] pointed out
that the service enterprises must promoted employees first and allowed them pleasure in work
before providing the effective service to external customers. Previous researches illustrated
that successful application of internal strategic marketing could be resulted in job satisfaction.
According to Chang and Chang [23] found that implementation of internal strategic
marketing (management support, human resource management, external communication,
internal communication and education training) had a positive effect on employee’s job
satisfaction. Iliopoulos and Priporas [8]found that internal marketing had a positive effect on
the job satisfaction of hospital staff. Therefore, hospital administrators should recognized
that internal marketing could be very helpful by improving the job satisfaction of healthcare
employees. Ahmad and Al-Borie [24]found that internal marketing (selection and
appointment, training and development, organizational support, incentives and motivation,
and retention policy) had a positive effect on hospitals’ job satisfaction, as well as
Pantouvakis [25] found that internal marketing had direct effect on medical staffs’

satisfaction.
As described above, researchers proposed the research hypothesis as follows:
H1: Internal strategic marketing has a positive effect on job satisfaction.

2.3 Organizational Commitment
The concept of organizational commitment had become an important research topic in the
field of organizational behaviors [23]. Organizational commitment referred to the level of an

individual’s identification with and involvement in his or her organization {26].

57



According to Meyer, Allen and Smith [27], they proposed that organizational commitment
consisted of the following three constructs: affective commitment referred to the emotionally
attached to organization, continuance commitment referred to the existence based on the
consideration of costs occurred when employees leave an organization and normative
commitment referred to the employee’s loyalty to an organization. The relationship of
internal marketing and organizational commitment had been generally elaborated by
numerous marketing scholars. Chang and Chang [23] revealed that nurse perceptions of
internal marketing had positive influence on organizational commitment. Tsai and Wu [28]
found that internal marketing had an impact on organizational commitment. Moreover,
Ahmad and Al-Borie [24] discovered that internal marketing had a positive effect on Saudi
teaching hospitals physicians' organizational commitment. Gulnur and Fatma [29] found that
internal marketing activities were influential on affective commitment and normative

commitment. As described above, researchers proposed the research hypothesis as follows:
H?2: Internal strategic marketing has a positive effect on organizational commitment.

Employees having a high job satisfaction were expected to be committed to the organization
[30]. Job satisfaction had an obviously positive influence on organizational commitment [23].
It could be stated that a higher level of job satisfaction indicated that an employee was more
likely to recognize organizational values and goals, to remain with the organization, and to
dedicate more effort toward accomplishing organizational objectives in order to assist the
organization development and success. There was a significant relationship between job
satisfaction and organizational commitment among professional physicians [31]. As well as
Ahmad and Al-Borie [24] concluded that physician’s job satisfaction was a key mediating
factor in the organizational commitment. However, there were two opinions related to the
relationship between organizational commitment and job satisfaction. The first opinion
quoted that job satisfaction was a significant predictor of organizational commitment and the
second opinion quoted that the organizational commitment was a significant predictor of job
satisfaction. As Adekola [32] proposed that organizational commitment was being proven as
the catalyst for enhancing level of job satisfaction. According to Omidifar [33], the study
results revealed that organizational commitment led to job satisfaction similar to Susanty,
Miradipta and Jie [34] discovered that the organization's commitment had positive and
significant effect on job satisfaction and employee performance. As described above,

researchers proposed the research hypothesis as follows:

H3: Job satisfaction has a positive effect on organizational commitment.
H4: Organizational commitment has a positive effect on job satisfaction.

2.4 Employee Performance
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Performance was described as the attained result of skilled workers in some specific
situations [35]. Koopmans et al [36] proposed the frequently used dimension to describe
individual work performance: (1) task performance, (2) contextual performance, (3)
counterproductive work behavior and (4) adaptive performance. However, the importance of
the four dimensions, and their exact indicators, might differ on the basis of the specific
context. At present, service sectors focusing on quality of service delivered to their customers.
In healthcare context, quality of service was depended on skills and knowledge of the service
provider. SERVQUAL [37] was widely used to measure the quality of service, but mostly in
the customer perception aspect but with limited used in the employee viewpoint. The
dimension of SERVQUAL was reflected the employees attributes during services process
[38]. Based on these notions, this study employed the five dimensions of SERVQUAL
model in measuring employee performance. The empirical study of Yee, Yeung and Cheng
[39] suggested that employee satisfaction was an important consideration for operation
managers to boost the service quality. Devie, Tarigan, and Widjaja [40] found that employee
satisfaction had a positive and significant influence on service quality. As described above,
researchers proposed the research hypothesis as follows:

H35: job satisfaction has a positive effect on employee performance.

The evidence revealed the importance of organizational commitment in the achievement of a
good organizational performance. According to Susanty, Miradipta and Jie [34] found that
the organization's commitment had positive and significant effect on employee performance.
Furthermore, Asiedu, Sarfo, and Adjei [4]] suggested that organizational commitment
influenced and improved employee performance. Researchers also proposed the similar

research hypothesis as follows:

H6: organizational commitment has a positive effect on employee performance.
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2.5 Conceptual Model

Job
Satisfaction

HS

Employee
Performance

Internal
Strategic
Aarketine

Figure 1 Conceptual model of Internal Strategic Marketing, Job Satisfaction and
Organizational Commitment toward Employee Performance of Thai Private Hospitals

2.6 Research Methodology

The research methodology employed both quantitative and qualitative approach. The
research sample consisted of 520 employees from 104 private hospitals in Thailand. The
questionnaire was divided into four parts. The first part was internal strategic marketing
(develop and training, communication, work environment, reward, and empowerment). The
second part was job satisfaction (supervision, promotion, job security, pay, co-workers,
autonomy, and job nature). The third part was organizational commitment (affective,
normative, and continuance) and the fourth part was employee performance (tangibles,
reliability, responsiveness, assurance, and empathy). The 7 Likert Scale was adopted and the
samples were required to fill in their perceptions (strongly agree to strongly disagree). The
qualitative approach via semi-structure interviews was conducted. The impacts of internal
strategic marketing, job satisfaction, organizational commitment on employee performance
were examined using structural equation modeling while content analysis was applied for

qualitative data.

3. Conclusions
Employee was recognized as key critical factor on the success of medical care business.
The concept of internal strategic marketing had an aimed to motivate employee to have their
readiness and willingness in delivering their services and in generating satisfaction among
their external customers. The internal strategic marketing had correlation with job

satisfaction and organizational commitment and had effect on the employee performance.
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