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Abstract 
     The purposes of this research were to study 1) the level of customer relationship management’s 
efficiency of private hospitals in the eastern of Thailand, 2) the level of private hospitals in the eastern of 
Thailand’s customer loyalty, 3) the level of customer satisfaction of private hospitals in the eastern of 
Thailand and 4) the influence of customer relationship management and customer satisfaction on the 
customer loyalty using the services of private hospitals in the eastern of Thailand.  The population of the 
research was service user of Thai private hospitals in the eastern of Thailand use a HA and JCI accreditation. 
The research methods were purposive sampling totaling 214 samples. The tool used in research was 
questionnaires with IOC = .93 and Cronbach’s Alpha = .958. In addition, we used the percentage, mean, 
Standard Deviation and Multiple Regression Method (forward selection techniques) to data analysis. The 
results of the research found that 1) In overall, the level of customer relationship management’s efficiency 
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was in high level, 2) In overall, the level of customer loyalty was in high level, 3) the level of customer 
satisfaction was in high level and 4) customer relationship management about customer database, marketing 
programs and customer satisfaction about comparison, overall satisfaction, eulogy, the right choice had 
statistical significance at .01. 
 
Keywords : customer relationship management, customer satisfaction, customer loyalty, private hospitals in the      
                 eastern of Thailand, the service user of Thai private hospitals  
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