, 2537)
(
2537)
2531 ( , 2537)
25-30 ( , 2536)
(Hospitel)
(
, 2531 ; , 2536 ; , 2536 ; , 2536 ;
, 2537)
(2536)
10 15
12
i 6
5 2 1
1 .. 2536

, 118 1228



42.20 - 61.40
, (
, 2537)
(Buerhaus Arford, 1995)
(Kotler, 1994) ,
( , 2537)
(Wylie, 1971
, 2536)

( , 2536)

.. 2535
( , 2537)
(frontliner)
(Hospitel) ( , 2537)

1 1 1 1
(Aday and Anderson, 1975 ; ' ,
2525 ; , 2537 ; , 2540)






L (Marketing)

2, (Health
service delivery according to marketing mix strategy)

(Product/ health service) (Price) (Place and
distribution) (Promotion)
3, (Product)/ (Health service)
31 (Core product or generic product)
[ )
32 / (Expected  product/ service)

3.3 (Augmented product)



34

(Price)

i awnyii

(Potential product)

(Place and distribution)

(Promotion)
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