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Abstract

This quasi experimenial study was designed to study the effects of social
marketing training in health insurance program, in Ang Thong, on an inbreasing
participation rate of health insurance card and to compare the difference in the
knowledge pertaining the previlege and use, an attitude toward health cards and the
practice in health insurance card utilization to obtain health care service. A tptal of 61
health insurance card holders were selected by purposive sampling. Subjects in the
study area comprised 48 individuals who bought health insurance card in area where
social marketing training had been provided to community leadersivillage health
volunteers and the control area, 13 card holders in area where such training had not
been provided. Data were collected using an interview and a check list. Descriptive and
Mann-Whithey U test were used in data analysis. |

The resuits of the study showed that the increase of health insurance card
participation in the subdistrict where social marketing '!raining had been provided to
community leaders/village health volunieers was higher than the control area (63.33%
and 7.69%). The knowledge on previlege and use of health insurance card among
subjects in the study area were higher than the control (scoring 100% and 84.6%). The
subjects in the study area agreed upon the purpose of buying the card, the price and
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the quality of service, less than the control (95.8% and 100%). On the practice of card
utilization, both groups did correctly (96% and 77.8% respectively). The knowledge on
health insurance card in both groups were statistically different (p < 0.05), while an
attitude and utilization of health insurance card were not.

The results indicated that social markefing training was important in health
insurance card participation and that public health officers are sill the key person to
persuade people to buy health insurance cards. Therefore, social marketing training
should be introduced to public health officers, community leaders, and ‘village health
volunteers, in order to promote the use of and fo increase people’s knowiedge, attitude,
and practice in health insurance card.




