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Abstract

This article presents a study of consumer behavior in the health care market and presents a
marketing strategy to respond to behavioral changes in the consumer healthcare market. A model is
presented for applying integrated marketing communication strategies and modern healthcare service
management to hospital business operations. The marketing communication program enables healthcare
providers to communicate with consumers efficiently and effectively. Hence, it is a must for business

managers to know their customers’ behavior--demand for products and services, reference groups, media

'masdlszdmdngasuimsgsfmiadia uminededaisuede

E-mail: yaowapa@eau.ac.th

EAU Heritage Journal

9158153AMNISURIINAIG DAL NS ULaLie




exposure, as well as consumer socio-culture--so as to design an integrated marketing communication

program which adds value to achieve the desired share of the target healthcare market.

Keywords: marketing communication, consumer behavior, health care market
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