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Abstract

The purpose of this researchto find out therelationship marketing strategy model for the
private medical laboratory center business with public hospitals and private hospitals in Thailand.
This research combined the bothqualitative research and quantitative research. The quantitative
research is carried out 600 samples of each the hospital executive team and related 1,200
samples. The data were collected by questionnaire, interview and focus group. The structural
equation modeling: SEM was tested the hypothesis. This results found that the impact of
factors on business performance of the private medical laboratory center with the both hospitals
group in Thailand, there were 4 factors (e.g. relationship marketing, perceived service quality,
relationship quality and customer loyalty). The results found thatthe most important components of
government hospitals influenced on customer loyalty was relationship quality in term of bonding
and influenced on business performance in term of brand equity. While, the most important
components of the private hospitals influenced on customer loyalty was perceived service quality
in term of responsiveness and influenced on business performance in term of brand equity.
The constructed model of the government hospital was good fitted with the empirical data
(Chi square/df=1.36, P-value=.002, RMSEA=.025, GFI=.97, AGFI=.95) and the constructed
model of the private hospital was goodness of fitted with the empirical data (Chi square/
df=1.06, P-value=.28, RMSEA=0.010, GFI=.98, AGFI=.96)
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fusua TR BD cM CF cs WM RP AT
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RIS IRAD BE IM SOM SOH
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