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This study aims: 1) to develop a causal model of confidence from getting the health care services
of patients in private hospitals in the province of Lower North, Thailand and 2) to verify compliance. of the
causal relationship model that has been trusted by the recipient’s health services in private hospitals in the
province of lower North, Thailand with the empirical data.

The data were collected from the survey sample by selecting 140 samples which derived from the
multistage sampling from patients in private hospitals in the province of Lower North. multistage research
tools including surveys of 140 people. Questionnaires of Ttrustworthiness, pPerceived Ccost Eeffectiveness,, T
he perceived service quality, and Sservice Ssatisfaction were used as the data collection tools. The reliability
of the questionnaire was determined by using the formula coefficient aalpha Cronbach which are equal
0.852, 0.872, 0.762 and 0.932, respectively,. The statistical software was used in analyzing data and testing the
hypotheses. and data analysis and hypothesis testing using statistical software.

The study indicated that Tthe statistics measure the suitability of structural equation models with
empirical criteria. (Chi-square = 0.864 RMSER = 0.00 GFI = 0.911 AGFI = 0.873 CFI = 1.00).

Satisfaction with of services influences the trust of obtaining health services (TOTAL EFFECT = 0.944,
p <0.001), in recognitionthe perception of the service quality of service influences the satisfaction with theof
service (TOTAL EFFECT = 0.847, p <0.001) and the perceived service quality influences the cost effectiveness
sense that the value (TOTAL EFFECT = 0.704, p <0.001)., This findings based on the assumptions that the per-
ception of the cost effectiveness has no influence on the service satisfactionwhich is based on assumptions
as to feel worthy, no influence on satisfaction. services (p = 0.273), which inconsistent with the hypothesis.

In addition, new findings this research Hhas been indicated found in this research.that the new
findings. The perceived service quality (SQ) has an indirect influence on the trust of obtaining health services
or Ttrustworthiness (TW) (Indirect effect = 0.800) and the Pperceived Ccost Eeffectiveness (CE) withhas an
indirect influence on Trustworthiness (TW) (indirect effect = 0.098) as well.

keywords: 1) A causal relationship model, 2) private hospital 3) Trustworthiness
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q

Kumbhar, V. M. (2011) lﬁﬁﬂ‘m‘f]a]f’ﬂ’&lﬁﬁ%w%wa&iamwﬁawﬂwaaqﬂﬁwﬁiﬁﬁ‘u%ms e-banking
naudoena fieo gniiliuinis e-banking $11au 190 AU Aumudn AnuiAndiidue TvEwasiemuiia
nolasansuINg

Rao, V. P., & Choudhury, R. R. (2015) lﬁﬁﬂmﬂﬁaﬁiaﬁwam'ammﬁwa‘i%aqqﬂﬁﬂﬁauﬁm
Weguam Tulsemadude nguiegn Ae thvisaiieadsgunn Tulssmaduie 330 au duwudn Anu
FAnInAuAn TvswasieAuiswelasonsuInig

Faluideatmunsuigiuin anuddnindudn (Perceived Cost Effectiveness) fiviswas
mwfianelasonisuins (Service Satisfaction) (aunfgiudi 4)

MNNMsumWIsTNssIkasAfeiiiedes  Satmuanseuiduneldnseunguinginasue
U3laa (Consumer Behavior Model) muuuifnuas Kotler and Armstrong (2003) (i 1)
rgUsearn1sive

v ¢

dieimuarnsIsdeuANaenndeasgUuUANANTLSIBsamRANiEnl ngannisld

I3

Fuuinmisgunn vesgsuuinslsaneuaenyy fudeyaleUsedng

Customer Satisfaction

Percaived Sarvice Quality

Trustworthiness

Parcaivad Cost-Effactivenass

Muil 1 nsevideguuuuanuduiusannnauidntindaanmslasuuinsauam
YouETuUINslsaneTUaleNYY

U9UIUMNNSIVY

ilevveen1s3dy Uszneuday nouingAnssuguilaa  (Consumer Behavior Model) m1
wuIARYes Kotler and Armstrong (2003) Aailinnglaannnislasuuinig muwwiAnues Oly Ndubisi, N.
(2007) Am3dndduAnnslasuuinig mssuilunmninnisu3nis mukuiAnves Parasuraman A,
Zeithaml V.A. and Berry, L. (1994) uaganuiisnalasan1suinis munuIAnwes Van Den Assem, B., &
Dulewicz, V. (2015)
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Usgrnsiifinw fie dsuusnislulsineunaensuluwsdwminnawmiensudns 1 Ussneudme

wwalan an tesysal gluvie uazenshing vunangudiegrsinlaglinsulsznsiuiueu 14 o

13 ANUAYUINFIBE19VDY WaskarAny (Hair, et al, 1998) S8 Rule of Thumb Lﬁaﬁwmiuwumﬂfjm
feEd (20 Winveaduudulsdunald = 20X28= 480) viinsfnidenngusiieganuuratetuneu

1nsadianldlunsive
o &l v a o & P a v & v

wiseslonlilumssiunudeyadieUsedny & 2 weu fe meull 1 deyaiiugiuvewuney
wuvgaUnd 31uu 5 99 meui 2 Yaduanulingdaninnislasuusns auuwuifnues Oly Ndubisi, N.
(2007) anudAndduANnslasuuINT MsfusluAmunmnTuing mauiAaYes Parasuraman A,
Zeithaml V.A. and Berry, L. (1994) warAMUNINDlananISUSANS ANULUIAAYEY Van Den Assem, B., &
Dulewicz, V. (2015) 33 28 98 Ineieseafefildlunissaurndeyaidalszdng lasumsimuiuaznsiaaeu
AMAN TA1AILRIILEY YNNG 0.762 0.852 0.872 0.932 AWEWU

n1sINUsoUsaLdala

o o | o N o vo o A &
myfeiliunvrndeyannngudeidaeiiniuanass 520 atu  IaSunduAusuasitu
= < o v A a @ v v 1 odo v

wuudeuauanysal 140 atu nduAuinAniudesas 26 (Response Rate) vosrwiangudiae1eiaInld
(480 ngumee9)

nsanTzvidaya

idelaszideyamelusunsudiSagumeadd Tnedinszideyaiiugiuvesnguiiegamieadn
Banssauwn loun Sosaz wisauntadenia 4 Yade daeads Anadeuardiuleavuinnsgiu
Tuvagfinslinseiadifends  Inngisluvuanuduiusdadefidmaronnulingda  fenisasiveasy
ANLADAATEIYRIFULUUANNENRUSAELMY (Structural Equation Modeling: SEM)

NaN15AIY

oA a ¢ v X 9

daud 1 namsaszideyaiUasdiu

Aldusnmslulsmenuaenvuluwnnamionsuans 1 dusnndunwandgs Suau 83 au Aadu
Fovaz 59.3 wasilony 31-40 Ydwuau 36 Au Andudevas 25.7 Teor@ndulugidsuuinis fe dniSew
o = ° a @ v ° v o o = ' S o N
Unfnw F1uam 36 au Aaduferar 25.7 SrunudiFumsinwilsmeiuianndt 1a55 S1uau 112 Ay fn
Judewaz 80 drunnlidniidnanelaemsdndsziugunm s 57 au aaduiosas 40.7

oA a ¢ o v yu o a Y 1 v v

daui 2 wamssziszauanulindannnsldsuuinig (TW) auddndidudiainnisld
FuU3n1s (CE) n3fuiluann1nnisuinis (SQ) waganuienalaian1susnig (Sat) vesldusnislulse
wgrwaensuluwanamiienauds 1



84 Uil 8 atiufl 2 (nsngnew - Sunas 2561)
Volume 8 Number 2 (July - December 2018)

M5NA 1 HaMTIATIEERUMUT/TIn Anade diuldsauuanasgiu veeiinusiukuuaudTusds
aganuiantindennnislisuuinsguaimeessuuinislsmeunatenau

fuds/fasn Mean S.D. Factor Scores R
Regression (Total)
aulinslaianisldsuuinns 40179 (szdvan)  0.56394 0.892
gunm (TW)
ALY 4.10 0713 0.754
prininiede 3.95 0.808 0.621
Aanld 3.93 0.765 0.709
Fuilsllgm 4.08 0.710 0.588
annsoquala 4.10 0.723 0.694
dnidalangrauisla 395 0.743 0.625
arufianaladan suintg (Sat) 39386 (ssdunin) 050616 0722
fimmaguiloinn 4.10 0.807 0.850
auniAMNAN 3.50 0.941 0.719
aunLENEN 3.83 0.656 0.522
FAndulalduing 387 0698 0549
Whnmihiaaeudutusiase 4.16 0.642 0.713
sanimueaiiuauddiy 3.85 0.709 0.697
auINNaUNTEN 3.95 0.733 0.549
walamuanuAiania 4.06 0727 0.788
walalun s 4.09 0.725 0.795
msfuiluamunmnisuims (SQ)  4.0457 (szduunn)  0.40240
frnu3 4.20 0.732 0.642
GEHa 4.34 0707 0.764
nIzfininsu 392 0.710 0.594
gunIniviuadiy 4.37 0.713 0.564
sudeuldmuanudomnis 3.86 0.670 0.759
auidnitdudn (CE) 4.0250 (szuan)  0.68731 0.492
Audrfunanidnly 4.07 0.685 0.936
Aurinfuduiiidnly 398 0734 0926

ynmsedl 1 mulindennnslduuinsguammesfiuuinsTsmeiviatonsy  eglussduann
(Mean= 4.0179, SD.=0.56394) anuidnitAuAmnmMslasuuinmsguamvessuuinislsmenuiaonyu
agluszdiunn (Mean= 4.0250, SD.=0.68731) M1s¥uilunmnmnisuing egluseduinn (Mean= 4.0457,
SD.=0.40240) uazauiianelasionisusng sgluseduunn (Mean= 3.9386, SD.=0.50616
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2 uwBndanduiusseninsulsvesgunuuauduiusidsanmganuiantindannnistisu

anulindlann . Anudinhdud Anudioelidents  ansiuiluannw
MSASUUSNS (CE) uin1s (Sat) AsuEANS (SQ)
gunw (TW)

arulinalasn 1.000

mslasuuInng

dumm (TW)

AMuiEn A 0.399%* 1.000

(CE)

Anuiianelasens 0.739%* 0.617%* 1.000

U3ns (Sat)

msTuiluamnm 0.552%* 0.662%* 0.714*= 1.000

nsuEns (5Q)

** P<0.01

= oo 1 RIS [ Y aad % | '
INAITNN 2 NUN [E]’JLL‘UiVJﬂQ@JﬂUWNﬁNWUSﬂUBU’NNUUﬁWﬂi‘g‘l’ﬂflﬁﬂﬁw 0.01 IﬂEJE]’JLLUiﬁ’JuIVQJJ

fanuduiusiuluszdulunantiegs drrduussdntanduius agsening 0.552-0.739 enviuaduduiug

sgieenulindaannislasuuinisuazanuidnindudn fauduiusluseduin Anduusyavsanduiug

Wiy 0.399

daui 4 m3aziguuuuanudunus (Structural Equation Modeling)

a a o o & v o a co &
A151991 3 NITAATIBALAANTIATBIRUING 4 67 dnan1siAseinal

AuianAumLady s Amalinga arudinh  Anuimalede msiuilu
YaITUuuY nAmslazu AuA mMIuims ABLATHANS

b uinsgunTm (CE) (Sat) uIns

(mw) (50)

Chi-square >0.05 0.328 0.55 0.495 0.121

RMSEA <0.05 0.033 0.046 0.001 0.033

GFI >09 0982 0922 0.968 0977

AGFI >0.8 0946 0906 0935 0932

CFl >09 0997 0911 1.000 0981
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259N 3 wanTIATIERlLRaNTIneIIMUITS 4 feenTiAsIviesnUsenaulisd udy
(Confirmatory Factor Analysis: CFA) mendsnisusulunalvianuaendesivtoyalielszdny wui
Y o d' o & A ' ° o VY o v & v o PN Yo
fferanungndniinilesnliamnsatunldlulunanisiald S1uau 6 4o wdededanuildladiuiu
22 4o lngudazluanmsindunasidedinanumunzauvesgiiuy

= = = i\ _aady = v o o = v
A15199 4 WSeUNeUAADAY (’1ﬂ’)’]ﬂJLWlJ']%ﬁiJ“UENEULLUUﬁlIﬂWiL’NIﬂNﬁi’Nﬂ‘U“?J?JJJuaL°UQ‘U§$‘Gﬂ‘19

fviidarnumunzauvassluuy st fiauviusuuuy nawiusduuuy
Chi-square =0.05 0.00 0.864
Factor loading 0310 0310 05230842
RMSEA <0.05 0.75 0.00
GFI =09 0.81 0911
AGFI =08 0.78 0.873

CFI =09 0.79 1.00
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a2 gUsuuenRdNiTusEmnaidntindannnslasuuinsguameesfiuuinislsmenua
nBUNvINEaN (Fenndesiutoyaitalszdne)

NA15NN 4 WU JURUTaNMIAdlasEsiuteyateUsedng MunusidvlinanumsganvesuLuy

A15199 5 ArduUsEavsBvsnaluzuuuuanuduiusdtaungauidntindaannslasuuinisaunimues
H3uuinislsameunatenu

Variables Direct Indirect  Total C.R. P Hypothesis
effect effect effect

Sat—=>TW 0.544 - 0.944 9895 <0001 Accepted H1
SQ—> Sat 0774 0.073 0.847 6.596 <0.001 Accepted H2
S0 CE 0.704 - 0.704 8.604 <0.001 Accepted H3
CE—2Sat 0.103 - 0.103 1.097 0.273 Not Accepted H4
SO TW . 0.800  0.800 dofunulmi
CE2TW . 0098  0.098 doeumnulmi

il 5 Aunun anufiawelasienisuinig (Sat) Tavswaseaslindeannslésuuinisgunm
(TW) (TOTAL EFFECT= 0.944, p<0.001) M153u3luAnnmnisuing (SQ) Udvswasenuiiswelasionts
U373 (Sat) (TOTAL EFFECT= 0.847, p<0.001) wagn1353u3luAmnImnisusng (SQ) ddvisnasennuidn
AUAY (CE) (TOTAL EFFECT= 0.704, p<0.001) ?jaLﬁulﬂmwuauuagwu

Tuvauet mwddninduen (CE) lLifidvdwasionnuiiansladenisuins (Sat) (p=0.273) Fslaifu
Tupuanufigiu

wenanil Ms3deaded Inudedunului mssuluamammmsuinig (5Q) fsvnamsdeusio
anulindaainnslasuuinisaunim (TW) (Indirect effect= 0.800) uagau3dndnAuean (CE) fdviznans

gousionutinndaninnslasuuinisauain (TW) (Indirect effect= 0.098)

anusngwa

pufianalasonsuins (Sat) fdvdnaseanulindennisladuuinisguam (Tw) e1adu

Wl aneldnseunguing@nssuguilaa (Consumer Behavior Model) Anuitanelai3suiaiioundei
" ve o oa ¥ , doan Al i oo " oy ,

7MIDANUFANUNANYDIRTD (Buyer’s Black Box) BIHaNSWandNgANIIUNTONIINDUAUDIVDITD (Buyer’s
Response) lumsfinwil WeainanuitsnelavesdFuuinmsguanlulsmenuiatenyuiiudendiwaioniny
9lasianisusnisvealsanenuia genndasiunanisinyives Van Den Assem, B., & Dulewicz, V. (2015)
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IidnwenalinsdevesifiheifsonsioilelduasUssavnmussunmdinw nqusaegng e fUegidniu
uin1stulsane1una 372 au luansiweandng Aunudl anufienelavedsuuinisiidvnareanulingda
AfFuuinsiivielsaneiuna

Alrubaiee, L., & Alkaa’ida, F. (2011) ldfinwianuduiussenindladennuiianelavesiiae
anulindda wagnissuinanimuedsmenuia ngudiegns fie gUhedidrsuudnnstulsmenuia 225 au Ty
Uszmmaeuaudunuin anufianslavesifuuinsiiavnademmilindeiigiuuimsiselsmenuia

Mortazavi, S., Kazemi, M., Shirazi, A., & Aziz-Abadi, A. (2009) laAnwANNduRUSTENINaANY
wanelavesiisuazauassnindselsmeuiaenty nqudiegns Ae  gUhedidriuuinislulsmenua
WYy 4 Wwis $11u 240 au Tudsmadusu duwui mnsfelavesFuuimsiavswasennulindded
H3uuinsilsielsaneuna

msfuslunmunmnsuing (SQ) Fvinaseanufisweladenisuinis (Sat) enadululadn ane
Tinseunquiinginssuguslna (Consumer Behavior Model) thu mssusluainimnisuiniauIouadiou
Awnsedu (Stimulus) fidmansenureruininAavesdie (Buyer's Black Box) videruiawslasionis
USN15 denmaneniunan1sAn®ivad Rafidah, A, Nurulhuda, A, & Suhaila, Y. (2017) leAnwndseuieu
AuAmMsUINsTiRaren e laveaifiie senindlsameiunaigusazuvis nausieens Ae fUaefiin3u
Uimslulssneuia 100 au Tuaniussgunads Aunudl aunmnsusnmsiisvsnadernuiianelavewsu
UEQRE

Alrubaiee, L., & Alkaa’ida, F. (2011) lifinw1 anuduiussenindladeanuiianelavesiiae
anulindda wagnissuinanimeedsmenuia ngudiegns fie glhedidrsuuinnstulsmenuia 225 au Ty
Uszinmaasuau Aunuil aanmn1suinIsiiBninasdeauiianelavesiuusnislulsmeuia

msiulupunmnmisuinis (SQ) fidvsnaseauidnindue (CE) omdululid aeldnseu
nquiwginssuduslan (Consumer Behavior Model) Hu mssusluamammstniaiisuiaiioudsnsedu
(Stimulus) idssansenusiomuidniinAnuestfie (Buyer’s Black Box) wierruddnindue aonndosiiu
nansAnw1vea Shafig, M., Naeem, M. A, Munawar, Z., & Fatima, |. (2017) ld@nwinisuszidiuAnanim
vimsguamluuiunlsmeunaluginiaede nsdifnwdeyadalsedndussmanianu nqudiegns fe
Atregidrsuuinislulsanenua 340 au ludsemauifaniy Aunuin Mssuiluguninnisusnis $8vswa
soanuzanitAuAlunsthSuuImslulsmeuia

Aagja, J. P., & Garg, R. (2010) ladinw1 nsiaamuninusnishulsmeiuiavessy luusundssme
Bufly ngusiiege fe dulegidrsuuinislulsimenua 201 au ludsemadude Aunud nsiuilunanim
N5UINTS dBvSnasernuianitAuaAlunsthfuuimslulsmeuia

mwianinduen (CE) Lifidvnasonuiianelasionisuins (Sat) (p=0.273) Falsiulua
g erauldlai meldnseunquiinginssuguslan (Consumer Behavior Model) i fisna1u3dn
iuruaranufiseladenisuinig safiuauidnuesiBeniegndt (Buyers Black Box) ddlsiduiu
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firrw§Anegnanisardmaromuidnduadie  uenainiinisdneilussialsmeruaflsidesnufisnm
Futussswinedateansiadingn pnanuaudiusluniagsfiauinisdy wu gafasues gsiavies
Wien Wy nsAnewes Kumbhar, V. M. (2011) lﬁﬁﬂmﬁﬁaﬁiSw%‘wam'ammﬁawa‘iwaqgﬂﬁwm%ﬁmi
e-banking nguF1eE1s Ao gnAniilduInig e-banking $1uan 190 AU Aunudn mwianinduen ddvEnasie
Anuiianelasonsusnig

Rao, V. P., & Choudhury, R. R. (2015) lﬁﬁﬂmﬂﬁaﬁiaw'ﬁwam'ammﬁqwa‘hﬁuaaqﬂﬁﬂﬁauﬁm
Weguam Tulsemadude nguiegn Ae thvisaiieadsgunn Tulsswmaduide 330 au duwudn Anu
FAnInAuAn TBvswasieAufiswelasonsuInig

dalauanu:

1. Tssgunalenvu Usms uasyaansenIsumg ddisanisasnannuidntindannnsled
Fuuinsaunmeedsuuimslsmenuaenvuiiinzan - SuduedrBeidesjsiumazliauldduedng

110 lumsshwiguammslivinisuagaianuianelaliiindusedunsuuinisiuaunm

2. measennuldiussunnisudsiulugsialsmeuiaonyy Ussinuiiddyedimils Ao n1s

°
vl

asanuidnifuadenisdhulduinisiugualulsmeuia Fnnsidellastain Yadvanmveves
awddnindue fle Aanmwein1suinig Faduusuiuilsmerviaenty §UIms waryeaInsanis
windaadlvianuldloagiaue



90 Uil 8 atiufl 2 (nsngnem - Funan 2561)
Volume 8 Number 2 (July - December 2018)

Aagja, J. P., & Garg, R. (2010). Measuring perceived service quality for public hospitals (PubHosQual)
in the Indian context. International Journal of Pharmaceutical and Healthcare Marketing,
4(1), 60-83.

Alrubaiee, L., & Alkaa’ida, F. (2011). The mediating effect of patient satisfaction in the patients’ per
ceptions of healthcare quality—patient trust relationship. International Journal of
Marketing Studies, 3(1), 103.

Arasli, H., Haktan Ekiz, E., & Turan Katircioglu, S. (2008). Gearing service quality into public and
private hospitals in small islands: empirical evidence from Cyprus. International journal of
health care quality assurance, 21(1), 8-23.

Bejou, D., Ennew, C. T., & Palmer, A. (1998). Trust, ethics and relationship satisfaction. International
Journal of Bank Marketing, 16(4), 170-175.

Boshoff, C., & Gray, B. (2004). The relationships between service quality, customer satisfaction and
buying intentions in the private hospital industry. South African journal of business man
agement, 35(4), 27-37.

Camilleri, D., & O’Callaghan, M. (1998). Comparing public and private hospital care service quality.
International Journal of Health Care Quality Assurance, 11(4), 127-133.

Chaisompol Chowprasert. (2004). Service Marketing. Bangkok: Se-Education Public Company. (In Thai)
J. Joseph Cronin, Jr. and Steven A. Taylor. (1992). Measuring Service Quality:

A Reexamination and Extension. Journal of Marketing. 56(3), 55-68.

Hair, J.F. Jr., Anderson, R.E., Tatham, R.L., & Black, W.C. (1998). Multivariate Data Analysis,
(5th Edition). Upper Saddle River, NJ: Prentice Hall.

Hart, C. W., & Johnson, M. D. (1999). Growing the trust relationship. Marketing Management, 8(1), 8.

Kotler, Philip. (2003). Marketing Management. Englewood Cliffs: Prentice Hall.

Kotler, Phillip and Armstrong. (2002). Principle of Marketing. USA: Prentice-Hall.

Kumbhar, V. M. (2011). Factors affecting the customer satisfaction in e-banking: Some evidences
form Indian banks. Management Research & Practice, 3(4).

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship marketing. The
journal of marketing, 20-38.



15E1INTUIMTUALNITIANT
Journal of Administration and Management

Mortazavi, S., Kazemi, M., Shirazi, A., & Aziz-Abadi, A. (2009). The relationships between patient
satisfaction and loyalty in the private hospital industry. Iranian Journal of Public Health,
38(3), 60-69.

Oly Ndubisi, N. (2007). Relationship marketing and customer loyalty. Marketing intelligence &
planning, 25(1), 98-106.

Padma, P., Rajendran, C., & Sai Lokachari, P. (2010). Service quality and its impact on customer
satisfaction in Indian hospitals: Perspectives of patients and their attendants.
Benchmarking: An International Journal, 17(6), 807-841.

Parasuraman, A.; Valarie A Zeithaml.; Leonard L Berry (1994), Alternative Scales for Measuring
Service Quality: A Comparative Assessment Based on Psychometric and Diagnostic Criteria.
Journal of Retailing, 70(Fal), 3, 201-230.

Rafidah, A., Nurulhuda, A., & Suhaila, Y. (2017). A Comparative Study of Service Quality on Patient
Satisfaction Between Public Hospital in Johor Bahru, Malaysia. The Social Sciences, 12(3),
524-529.

Ranaweera, C., & Prabhu, J. (2003). The influence of satisfaction, trust and switching barriers on
customer retention in a continuous purchasing setting. International journal of service in
dustry management, 14(4), 374-395.

Rao, V. P., & Choudhury, R. R. (2015) A study of the factors influencing customer satisfaction in
medical tourism in India.

Shafig, M., Naeem, M. A, Munawar, Z., & Fatima, . (2017). Service Quality Assessment of
Hospitals in Asian Context: An Empirical Evidence from Pakistan. INQUIRY: The Journal of
Health Care Organization, Provision, and Financing, 54, 0046958017714664.

Statistical Improvement Plan in Healthcare. (2014). Statistics Committee. Bangkok.

Retrieved July 5, 2018, from http://osthailand.nic.go.th. (In Thai)

Van Den Assem, B., & Dulewicz, V. (2015). Doctors’ trustworthiness, practice orientation,
performance and patient satisfaction. International journal of health care quality
assurance, 28(1), 82-95.

Wilson, A., Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2008). Services Management.

Wu, L. (2013). The antecedents of customer satisfaction and its link to complaint intentions in
online shopping: An integration of justice, technology, and trust. International Journal of
Information Management, 33(1), 166-176.

Zeithaml, V. A. Bitner, MJ and Gremler, DD (2006). “Services Marketing: Integrating Customer

Focus Across the Firm”.



92 Uil 8 atiufl 2 (nsngnew - Sunas 2561)
Volume 8 Number 2 (July - December 2018)




