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Abstract

The objectives of this research article were to 1) analyze the components
of external and internal environmental factors, service marketing factors and the
achievement of the private nursing home in Thailand 2) analyze the influences
of external and internal environmental factors, service marketing factors towards
the achievement of the private nursing home in Thailand, and 3) present strategic
marketing model of the private nursing home in Thailand. It was mixed-method
research. The population was the purchasers of the service, or an older person,
age ranging from 60 to 80 years who had been using the service for at least one
month in private nursing homes during February to March 2020 in 73 locations
across the country registered with the Department of Business Development,
Ministry of Commerce 2017. The 422 samples were selected according to the
sizes of the nursing home as follows: three of small size, 56 of medium size and
14 of large size establishments. The questionnaire was used as a research tool.
Data were analyzed using descriptive statistics and structural equation model
analysis. The qualitative research was done using an in-depth interview form to
interview 10 executives from high-performance achievement private nursing
homes. The content was analyzed to assess the strategy used in administration.
The results of the research revealed the marketing strategy of the private nursing
homes in Thailand consisted of external influencing factors which private nursing
homes should give importance to economic conditions; internal influence factor
which they should give importance to building users” motivations, affecting their

decisions to use the service; marketing factor which they should give importance
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to a channel of distribution strategy; and the achievement of the private nursing
home which they should give importance to quality criteria and marketplace
criteria. The importance should be given as the establishments used them as
their main techniques for evaluating the achievement of the private nursing
home business in Thailand.

Keywords: Marketing Strategy Model, Private Nursing Home, Older Person
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Sumeidadumidliuinsduguameisamnivivg Sadunarfmuzauves
nslawansenagndnisnainiavia Aldaredunisnainiiiiagsiian (HealthWorks
Collective, 2018) nagnsadiutszaunisnaindsdanudndunianisunng dlug
wansznui TusdAny WetiuanulduTeulumsudsty Wuyumes a¥fredeldes
iilamnudesns ArwAenTs uazmsiuvesuilan eafugunmuasnadnses
Usgaunsol afanusudiudaunss Tussaviam uaslandulunainuinisdugunm
(Purcarea, V., 2019) nadugys aauuinisguargoigronvuy mslianuddayiv
NaIIAMNINGIA (Quality Criteria) waztnauain1sHaLIAaIn (Marketplace Criteria)
Augiuiadesnnst sufl Gillian, E. et al. AnwinmsusuUsnmunmuazaraasnde
Tumsquagigeengiogluanuuinig Wunauadifydmiuszuvaunm Fat¥anninmn
wazauUasadte lasunsiamunlussduainaiedanazAnmunuainnisgua
dzvioudanadns luy g1y (Gillian, E. et al., 2020) Ahmad, K. & Mohammad, A.;
Kane, R. et al. #aW1iuuy QOL Model ¥AuANATInv0dd a8y wazdiuuy QAl
Model $nAuAMYBsEATUINT FILUU Multivariate Model 31A512#AsS1MBAY
A¥An USAIS WaranIuf (Ahmad, K. & Mohammad, A., 2007); (Kotler, P. et al.,
2016) St Harrington, C. et al ﬂa'n'j'm'rii’mmﬂflwsuaqamuu'%mimﬂ%’ﬁaﬁq%
AAIAN (Quality Indicator) 31nA3IN15IARAAIN (Quality Measure) Liaa91nn5a
AL oEnIdaUsTannIW (Harrington, C. et al., 2021) Castle, N. na17
HaNsENUTBIAMNMIAMUETUS U 1MNINTENI AN MBI TBLE LA TUS T UY
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AuaIu1salunisvinnnlsvesus ¥y (Castle, N., 2010) tnusin1THRIUIAAIA
(Marketplace Criteria) Ahmad, K. & Mohammad, A. 19 e nanan Ussnousae
S28¥1787 §R3IN15191WN (Length of Stay) N5 8 suvuanIuu3nIg S1uIUFEa
Srnudmid duutiniseann lunsussdfiunadugydnsiidunureddsmeiuia
(Ahmad, K. & Mohammad, A., 2007) @1Un153A8UAUAT Star Rankings Juniesile
Wisuiileumsiaddudeduiusfusdinamnin (Centers for Medicare & Medicaid
Services, 2019) uaziauduiusiunadftosun AU Performance wAN1SIASUAY
patunanmiaglisuusslevianmssaunaiuUszansaim e lwglduinisdum
thusinaursifinuniwgs nseduliuszneunsusuussqaamdulslovidedor
91fe Usenaudugiuinisduguaimaisdensuadan Wulenalunisusuuss
WFEUT IINNAABUTULTIUIN kazay FamAgusouladiind uotg9sanisanin
AUEINT0TUNITRBUNEY N1STANITABTDLAUBLULAINA1IUBY Nursing Home
(Elaine, M., 2020)

ayu/daiauaunue

asAUsznaveIladamuaniniIndeunsusn Usenaume 4 Jade lawn ng
suidouilifendes anmmaasugie dsnuuayausssy uazmalulad Jadudnswa
aeludsenaunie 7 Jade laun n133us nsiseus anumnsedi wsegsla yadnam
913u8] warviAuAfean1uUINIIRarae1yUaTen1uN1INa1AUINIT Usenausiy
8 Uade laun Mundndue A1usin1 AuYemedndiviitg Aun1saLasinInan
AUYARINT ATUNTEUIUNTT AUFUSNEAININENN WagiuUsEansnmuasamnIn
uaznadunnsanLuUINIgualiaeeny Usenausae 5 Jade leud Uselevdagldsu
amdnualfia anufianelavesdléiinig aanm¥in warmsiamnann Msliasies
dnsnavewdazdadenuindaduauaninuindeuniguen Jadednsnaniely
Jadufunismanuinig Safusuemuulsusurestadunvsvesanuuinisgua

v

Hasengenyu Jogay 81 laeilldninannswonadugnsvesaniuuinisguarigenyly
seavunan druldadedninaniglu uazdadesuaninuindeunieuenidning
neeeuseNadlgsvesanuUINsgLaraee ulademiunsnanusnsiusEAum

wazgUluunagnsnIsnaInanIuuINIguageegenvuiliinnadugns Usenausiey

N

Jadesmuanimnndounisuenidesinsananmmaassgiadudidiunsn uasiaty
593913909 lTUTNTHIUYRININITINTINUY LAganIuUSNITLAR 018 ITA B
AflsfenaunmaTnvedliu3nis uasnmsiaunainvedgsna Useneuiuildaiausuus
dmTuld1ve9gsNaanIuUsENoUNITA LA g9018LanYy AastiAluddyiu
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mseenuuuslidrefanuuimsdonifuiugliuing egluddeddlduinimiend
ansadglalegliviensou wazainausegdds Wy ansalideiauswugionsuinig
n3ofesvauimafinldniuaiudesnis IWnisdaaiunisnainadvayunagné
ANUYDINNTATINUNY LLaofmemmﬂzuﬂummsmﬂmmwmm (Quality Criteria) LLay
NN TAIRa1A (Marketplace Criteria) %4 2 inausimaugiu dmiunisidunds
solugsivanuuInIsguaaeeny AITvinn1sRaInLuURdvia (Digital Marketing) taely
Jesnseaulatifuniedloiioindinguandtvineldnsign uazmnimaniside
lUdsegndlddosmidafetodiiauisusznis wu nqudiegas Ao fdeuinig ule
Hasenglduinis angsiaanuuinisguadgiotgiensuy fnounvuasunuaulvg

o a Y a I va a v
398y 84.3 LUN@W@%@QE@%U?M‘J LLﬁN?’]I}Wﬂ’]MiQ@@ULLU‘UﬁaumﬂJmﬂﬂ”I‘nﬁ]Eﬂ,u

[ Y 7]
v A

assildendugfainiudaseny Usznoudunisnseanewuuasunulugisilaniay
Ussndlneladganiunisainisunsssuinveslsadnidalisalalsun 2019 (COVID-19)
danamamsnludamaluaniuusnig Wesankidulaneinuanulasedy Ysenauiu
AndneIAUszNaULINIgIU (Factor Loading) fauusdunnladinuuas Smusssy
(Socio-Culture Factors) U84U33 8RN UANINWINZDUAIYUDN RANIIAIUFUNUS Ll
I3 a = Y o A v @ v v Ada I3 & =
Julumungud] e1allesnandedaiuiaiisliidudiyinfinvesesnusznauiu vse
anmpuduais ldaenndosiung el
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