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Abstract

The objective of this research was to study the impact of internal strategic
marketing, job satisfaction and organizational commitment toward employee
performance of Thai private hospitals. The research samples consisted of 462 full time
employees. The data conducted by questionnaires and depth interview. Descriptive
statistics, factor analysis, and Structural Equation Modeling were employed for data
analysis. The research results found that (1) the high level of internal strategic marketing,
job satisfaction, organizational commitment and employee performance (2) internal
strategic marketing had significant positive impact on job satisfaction, internal strategic
marketing had significant positive impact on organizational commitment, job satisfaction
had positive impact on organizational commitment, organizational commitment had
significant positive impact on job satisfaction, job satisfaction had significant negative
impact on employee performance, organizational commitment had significant positive
impact on employee performance, and internal strategic marketing had significant positive
impact on employee performance. (3) the internal strategic marketing model of Thai private
hospital showed an empirical fit (Chi-square=128.15, Chi-square/df=1.19, df =107, P=0.08,
GFI=0.97, CFI=0.99, RMR=0.03, RMSEA=0.02, NFI=0.98).The effective internal strategic
marketing were emphasized on the communication of the importance of service, vision,
and policies with their employees. The others were employee development and training

in order to promote the services competency and accordance with their job.

Keywords: Internal strategic marketing, Job satisfaction,
Organizational commitment, Employee performance
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