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·ºπº—ß√Ÿª·∫∫®”≈Õß∏ÿ√°‘® Alexander J ¥â“π§ÿ≥§à“°“√∫√‘°“√ (value proposition)

º≈°“√«‘®—¬: æ∫ß“π«‘®—¬∑’Ëºà“π‡°≥±å 69 ©∫—∫ ß“π«‘®—¬∑’Ë “¡“√∂«‘‡§√“–Àå‡™‘ßª√‘¡“≥ 12 ©∫—∫ ·≈–º≈≈—æ∏å¢Õß
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Abstract

Objective: The aim of this systematic review was to identify patient care services provided by Thai community
pharmacists value proposition.

Method: Studies were included if they provided information with regards to patient care services in Thailand
community pharmacy and demonstrated the value of services by using value proposition techniques. Keywords
and synonyms related to patient care services in community pharmacy were identified from PubMed, Scopus,
MEDLINE, TIC and Cochrane CENTRAL from January 2005 until April 2018. Quality assessment of included
studies was performed using Risk of Bias for randomized controlled trials (RCTs) and Jadad score and Downs
and Black for non-RCTs. Analysis by Business Model Canvas in value proposition.

Results: 69 studies were included in this systematic review and 12 out of 69 were included in meta-analysis.
According to refill prescription services. In addition, the results from with the business model Canvas analysis
demonstrated that pharmacy business model in Thailand comprised of 5 components including 1) value propositions,
2) customer segments, 3) channels, 4) key resources, and 5) key activities. excluding 1) customer, 2) relationships,
3) revenue streams, and 4) key partnership cost structure

Conclusion: Patient care services provided by Thai community pharmacists could improve patients, outcomes.
The services in the community pharmacy should be promoted and delivered appropriately to the patients
throughout the country to an important aspect of Thai public healthcare. These services should be a core service
of the drug store business offered by the community Thai pharmacists.

Keywords: drug store, community pharmacy, dispensing, drug related problem, assessment, refer, counseling,
medication therapy management, MTM, refill prescription.

Received: May 13, 2019
Revised: June 27, 2019
Accepted: June 29, 2019



ë «“√ “√‚√ßæ¬“∫“≈‡®√‘≠°√ÿßª√–™“√—°…å ë82

∫∑π”
§«“¡‡ªìπ¡“¢Õßªí≠À“

‡¿ —™°√√¡™ÿ¡™π (community pharmacy) À√◊Õ

√â“π¬“ „πÕ¥’µ‡¿ —™°√™ÿ¡™π®–¡ÿàß‡πâπ∫∑∫“∑¥â“π

§«“¡√Ÿâ‡√◊ËÕßµ—«º≈‘µ¿—≥±å‡ªìπÀ≈—° ·µà„πªí®®ÿ∫—π‰¥â

¡’°“√‡ª≈’Ë¬π·ª≈ß∫∑∫“∑°“√„Àâ∫√‘°“√‚¥¬¡ÿàß‡πâπ

ºŸâªÉ«¬‡ªìπ»Ÿπ¬å°≈“ß Knowlton BJ1  Õ¥§≈âÕß°—∫

·π«§‘¥¢ÕßÕß§å°“√Õπ“¡—¬‚≈°„π°“√¥Ÿ·≈ ÿ¢¿“æ

‚¥¬¡ÿàß„ÀâºŸâªÉ«¬¡’ à«π√à«¡„π°“√µ—¥ ‘π„®„π°“√¥Ÿ·≈

µπ‡Õß ®÷ß Õ¥§≈âÕß°—∫°“√∫√‘°“√¢Õß‡¿ —™°√™ÿ¡™π

„π√â“π¬“§ÿ≥¿“æ∑’Ë¡Õß‡ÀÁπ§«“¡µâÕß°“√¢ÕßºŸâªÉ«¬

„π°“√∫√‘∫“≈∑“ß‡¿ —™°√√¡ ‡¿ —™°√™ÿ¡™π®–∑”

Àπâ“∑’Ëæ‘®“√≥“´—°ª√–«—µ‘Õ“°“√ªÉ«¬‡æ◊ËÕª√–‡¡‘π°“√

„™â¬“ «“ß·ºπ°“√√—°…“ ·≈–ªØ‘∫—µ‘µ“¡·ºπ∑’Ë«“ß‰«â

µ‘¥µ“¡º≈°“√√—°…“ ‡æ◊ËÕ„Àâ·πà„®«à“¬“∑’ËºŸâªÉ«¬‰¥â√—∫

π—Èπ‡ªìπ¬“∑’Ë‡À¡“– ¡ ¡’§«“¡ª≈Õ¥¿—¬ ·≈–ºŸâªÉ«¬¡’

°“√ªØ‘∫—µ‘µ“¡¢âÕ∫àß„™â¬“ Õ’°∑—Èß¬—ß™à«¬‡æ‘Ë¡ª√– ‘∑∏‘º≈

°“√„™â¬“ ·≈–§ÿ≥¿“æ™’«‘µ ·µàÕ¬à“ß‰√°Áµ“¡¬—ß‰¡à¡’

°“√√«∫√«¡°“√„Àâ∫√‘°“√¢Õß‡¿ —™°√√¡¥â“π°“√

√—°…“Õ¬à“ß‡ªìπ√–∫∫·≈–‡ªìπªí®®ÿ∫—π πÕ°®“°°“√

»÷°…“¢Õß‡©≈‘¡»√’2 ∑’Ë‰¥â¡’°“√∑∫∑«πß“π«‘®—¬∑’Ë‡ªìπ

√–∫∫ ¥â“π ∂“π–·≈–§ÿ≥§à“¢Õßß“π‡¿ —™°√√¡™ÿ¡™π

„πª√–‡∑»‰∑¬

πÕ°®“°¡‘µ‘∑“ß¥â“π«‘™“™’æ·≈â« §«“¡°¥¥—π

®“° ¿“«–·«¥≈âÕ¡∑“ß∏ÿ√°‘® ∑”„Àâ‡¿ —™°√™ÿ¡™π

‰¡à “¡“√∂≈–‡≈¬µàÕ§«“¡Õ¬Ÿà√Õ¥ ·≈–§«“¡ “¡“√∂

∑“ß°“√·¢àß¢—π∑“ß∏ÿ√°‘® ‰¥â·°à °“√„Àâ∫√‘°“√∑’ËµÕ∫

 πÕß§«“¡µâÕß°“√¢Õß≈Ÿ°§â“ °“√∫√‘À“√®—¥°“√

∑√—æ¬“°√Õ¬à“ßª√– ‘∑∏‘¿“æ µ≈Õ¥®π°“√¥”‡π‘π°“√

µ“¡√–‡∫’¬∫·≈–¢âÕ∫—ß§—∫µà“ß Ê ‡æ◊ËÕ„Àâ∏ÿ√°‘® “¡“√∂

¥”‡π‘πµàÕ‰ª‰¥âÕ¬à“ß¬—Ëß¬◊π §«“¡„ à„®µàÕ°“√π”‡ πÕ

∫√‘°“√∑’Ë¡’§ÿ≥§à“  “¡“√∂µÕ∫ πÕßµàÕ°“√‡ª≈’Ë¬π·ª≈ß

‰¥â®÷ß‡ªìπ‡√◊ËÕß ”§—≠

°“√µÕ∫ πÕß§«“¡æ÷ßæÕ„®„Àâ°—∫≈Ÿ°§â“

‡ªÑ“À¡“¬‰¥â¡“°°«à“ ‘π§â“ ·≈–∫√‘°“√¢Õß§Ÿà·¢àß °“√

ÕÕ°·∫∫®÷ß‡ªìπ ‘Ëß∑’Ë∏ÿ√°‘®„Àâ§«“¡„ à„® °“√ÕÕ°·∫∫

§ÿ≥§à“∫√‘°“√∑’Ëπ”‡ πÕµàÕºŸâ√—∫∫√‘°“√ (value

proposition design) ®÷ßµâÕß¡Õß≈÷°≈ß‰ª¡“°°«à“

‡æ’¬ß·§àµ—« ‘π§â“ À√◊Õ√Ÿª·∫∫∫√‘°“√ ‡æ◊ËÕ∫àß™’È

§ÿ≥§à“∑’Ë·∑â®√‘ß·≈– àß¡Õ∫§ÿ≥§à“π—Èπ„Àâ°—∫ºŸâ∫√‘‚¿§

´÷Ëß‡√“®”‡ªìπµâÕß»÷°…“·≈–∑”§«“¡‡¢â“„®≈Ÿ°§â“„Àâ

‰¥âÕ¬à“ß∂àÕß·∑â«à“ ç§«“¡µâÕß°“√≈÷° Ê „π„®¢Õß

≈Ÿ°§â“ (customer insight)é §◊ÕÕ–‰√ ≈Ÿ°§â“¡’§«“¡

µâÕß°“√‡À≈à“π’ÈÀ√◊Õ‰¡à §ÿ≥§à“∫√‘°“√∑’Ëπ”‡ πÕµàÕ

ºŸâ√—∫∫√‘°“√ (value proposition) ´÷Ëß‡ªìπÀ—«„® ”§—≠

„π°“√ √â“ß‚¡‡¥≈∏ÿ√°‘® ‚¥¬Õ“»—¬°√Õ∫·π«§‘¥

(business model canvas) °“√„Àâ∫√‘°“√µà“ß Ê „π√â“π

¬“∂◊Õ‡ªìπ°“√π”‡ πÕ§ÿ≥§à“ ª√–‚¬™πå„Àâ·°àºŸâªÉ«¬

ºŸâ¡“√—∫∫√‘°“√ ‰¡à«à“®–‡ªìπ°“√„Àâ§”ª√÷°…“¥â“π¬“

¥â“π¢âÕ¡Ÿ≈ ÿ¢¿“æ∑’Ë¡Õ∫„Àâ‡ªìπ‡©æ“–∫ÿ§§≈‡æ◊ËÕ

µÕ∫§«“¡µâÕß°“√ À√◊Õªí≠À“„π·µà≈–∫ÿ§§≈ ´÷Ëß

 Õ¥§≈âÕß°—∫°“√»÷°…“ Golboo3 ∑’Ë°≈à“«∂÷ß°“√µÕ∫

 πÕß§«“¡µâÕß°“√¥â“π ÿ¢¿“æ¢ÕßºŸâªÉ«¬‡©æ“–

‚√§‡©æ“–√“¬ ‡æ√“–ªí®®ÿ∫—πª√–™“°√‚≈°¡’Õ“¬ÿ

‡©≈’Ë¬ Ÿß¢÷Èπ ª√–™“°√ ŸßÕ“¬ÿ¡’®”π«π¡“°¢÷Èπ∑ÿ°ªï

¥—ßπ—Èπ °“√¥Ÿ·≈ ÿ¢¿“æ®÷ß‡ªìπ ‘Ëß ”§—≠ ‡æ√“–

ª√–™“°√°≈ÿà¡π’È®–¡’ªí≠À“¥â“π ÿ¢¿“æµ“¡¡“¥â«¬

¥—ßπ—Èπ °“√¥Ÿ·≈‡¡◊ËÕªÉ«¬‡©æ“–‚√§„¥‚√§Àπ÷Ëß„Àâ§√∫

«ß®√ ‡æ◊ËÕµÕ∫ πÕß§«“¡µâÕß°“√„Àâµ√ß§«“¡

µâÕß°“√¢Õß≈Ÿ°§â“ À√◊ÕºŸâ¡“√—∫∫√‘°“√®÷ß‡ªìπ ‘Ëß ”§—≠

·≈–¡“«‘‡§√“–Àå ‡æ◊ËÕπ”‡ πÕ°“√∫√‘°“√∑’Ëµ√ßµ“¡

§«“¡µâÕß°“√Õ¬à“ß·∑â®√‘ß¢Õß≈Ÿ°§â“‰¥â ¥—ßπ—Èπ value

proposition ®÷ß‡ªìπ‡§√◊ËÕß¡◊Õ ”§—≠∑’Ë∏ÿ√°‘®„π

ªí®®ÿ∫—πµâÕß„Àâ§«“¡ ”§—≠‡ªìπÕ¬à“ß¬‘Ëß

®“°ªí≠À“¢â“ßµâπ ®÷ß¡’§«“¡®”‡ªìπ„π°“√

√«∫√«¡°“√∫√‘°“√‡¿ —™°√√¡™ÿ¡™πÕ¬à“ß‡ªìπªí®®ÿ∫—π

√«¡∂÷ß«‘‡§√“–Àå§ÿ≥§à“°“√∫√‘°“√„π√â“π¬“‚¥¬„™â

·π«§‘¥ value proposition
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«—µ∂ÿª√– ß§å¢Õß°“√«‘®—¬
‡æ◊ËÕ∑∫∑«π«√√≥°√√¡Õ¬à“ß‡ªìπ√–∫∫‡°’Ë¬«

°—∫°“√∫√‘°“√¥â“π°“√√—°…“¢Õß‡¿ —™°√™ÿ¡™π‰∑¬

·≈–√Ÿª·∫∫°“√∫√‘°“√„π√â“π¬“ ‚¥¬«‘‡§√“–ÀåÕß§å

ª√–°Õ∫√Ÿª·∫∫∏ÿ√°‘®√â“π¬“

«‘∏’¥”‡π‘π°“√°“√«‘®—¬
°“√«‘®—¬§√—Èßπ’È¡’¢—ÈπµÕπ°“√¥”‡π‘πß“π«‘®—¬

ª√–°Õ∫¥â«¬ 4 ¢—ÈπµÕπÀ≈—° ‰¥â·°à

1. °“√°”Àπ¥‡°≥±å„π°“√§—¥‡≈◊Õ°«√√≥°√√¡

(study eligibility) ‡°≥±å°“√§—¥‡¢â“‡ªìπß“π°“√

∫√‘°“√¥â“π°“√√—°…“¢Õß‡¿ —™°√√¡™ÿ¡™π‰∑¬ ‡ªìπ

ß“π«‘®—¬„π√–À«à“ß æ.». 2548 ∂÷ß 2561 (µ—Èß·µà‡¥◊Õπ

¡°√“§¡ æ.».2548 ∂÷ß ‡¥◊Õπ‡¡…“¬π æ.».2561)

‡°≥±å°“√§—¥ÕÕ°®–‡ªìπß“π«√√≥°√√¡∑’Ë‰¡à‡°’Ë¬«

°—∫°“√∫√‘°“√√—°…“¢Õß‡¿ —™°√™ÿ¡™π‰∑¬

2. °“√ ◊∫§âπ«√√≥°√√¡ (searching strategy)

√«∫√«¡ß“π«‘®—¬∑’Ëµ’æ‘¡æå„π∞“π¢âÕ¡Ÿ≈ ‰¥â·°à PubMed,

Scopus, MEDLINE, Cochrane CENTRAL, TIC ÀâÕß ¡ÿ¥

¡À“«‘∑¬“≈—¬µà“ß Ê ∫∑§«“¡«“√ “√«‘™“°“√·≈–

ß“π«‘®—¬∑’Ë‰¡à‰¥âµ’æ‘¡æå√–À«à“ßæ.». 2548 ∂÷ß 2561

(µ—Èß·µà‡¥◊Õπ¡°√“§¡ æ.».2548 ∂÷ß‡¥◊Õπ‡¡…“¬π

æ.».2561) ‚¥¬°”Àπ¥§”§âπ √â“π¬“ (drug store)

‡¿ —™°√™ÿ¡™π (community pharmacy) °“√∫√‘°“√

„π√â“π¬“ (pharmacy service) ‚¥¬„™â§”‡™◊ËÕ¡ AND

‡™◊ËÕ¡√–À«à“ß°≈ÿà¡§”§âπ ·≈–„™â§”‡™◊ËÕ¡ OR ‡™◊ËÕ¡

§”§âπ¿“¬„π°≈ÿà¡‡¥’¬«°—π´÷Ëß‡ªìπ§”∑’Ë‡°’Ë¬«¢âÕß À√◊Õ

¡’§«“¡À¡“¬§≈â“¬°—π

3. °“√ °—¥¢âÕ¡Ÿ≈ (data extraction) ºŸâ«‘®—¬

 √â“ß·∫∫°“√§—¥¬àÕ¢âÕ¡Ÿ≈´÷Ëß¡’À—«¢âÕ ”§—≠∑’Ë§—¥¬àÕ

‰¥â·°à √Ÿª·∫∫ß“π«‘®—¬ º≈°“√»÷°…“ ¢âÕ¡Ÿ≈∑—Ë«‰ª ·≈–

°“√ª√–‡¡‘π§ÿ≥¿“æß“π«‘®—¬ (quality assessment)

‚¥¬ß“π«‘®—¬∑’Ëºà“π°“√§—¥‡≈◊Õ°∑—ÈßÀ¡¥ ∂Ÿ°ª√–‡¡‘π

§ÿ≥¿“æ¥â«¬‡§√◊ËÕß¡◊Õª√–‡¡‘π§ÿ≥¿“æß“π«‘®—¬

 ”À√—∫ß“π«‘®—¬√Ÿª·∫∫ randomized controlled trial

(RCTs) ®–∂Ÿ°ª√–‡¡‘π§ÿ≥¿“æ‚¥¬„™â Risk of Bias4,

JADAD score5 ·≈– ”À√—∫ß“π«‘®—¬√Ÿª·∫∫ non-

randomized controlled trial (Non-RCTs) quasi

experimental study, prospective study, retrospective

study, cross-sectional study, survey research,

comparative study ®–∂Ÿ°ª√–‡¡‘π§ÿ≥¿“æ„™â Downs

and Black6

4. °“√«‘ ‡§√“–Àå°“√∫√‘°“√¿“¬„µâ°√Õ∫

·π«§‘¥√Ÿª·∫∫®”≈Õß∏ÿ√°‘® (business model canvas)

¿“¬„µâ°√Õ∫·ºπº—ß√Ÿª·∫∫®”≈Õß∏ÿ√°‘® Alexander J7

¥â“π§ÿ≥§à“°“√∫√‘°“√ (value proposition) „π°“√„Àâ

∫√‘°“√°“√√—°…“®“°√â“π¬“∑’Ë¡’‡¿ —™°√‡ªìπºŸâ„Àâ

∫√‘°“√

º≈°“√«‘®—¬
1. º≈°“√ ◊∫§âπ
º≈°“√ ◊∫§âπ®“°∞“π¢âÕ¡Ÿ≈ æ∫ß“π«‘®—¬

∑—ÈßÀ¡¥®”π«π 1,064 ©∫—∫ ‚¥¬·¬°‡ªìπß“π«‘®—¬∑’Ë

‰¥â ◊∫§âπ®“°·À≈àßÕ◊Ëπ ∑—ÈßÀ¡¥ 29 ©∫—∫ ·≈–°“√

»÷°…“ß“π«‘®—¬∑’Ë ◊∫‰¥â®“°∞“π¢âÕ¡Ÿ≈ 1,035 ©∫—∫ ®“°

ß“π«‘®—¬®”π«π 1,064 ©∫—∫ ∂Ÿ°§—¥ÕÕ°®”π«π 929

©∫—∫ ‡π◊ËÕß¥â«¬‡Àµÿº≈ ¥—ßµàÕ‰ªπ’È 1) ‡ªìπß“π«‘®—¬‰¡à

‰¥â∑”„πª√–‡∑»‰∑¬ 2) ‡ªìπß“π∑’Ë‰¡à‡°’Ë¬«¢âÕß°—∫

°“√„Àâ∫√‘°“√„π√â“π¬“ 3) ‡ªìπß“π«‘®—¬∑’Ë´È”´âÕπ

(duplicate publication) ‡À≈◊Õß“π«‘®—¬∑’Ë‡°’Ë¬«¢âÕß

®”π«π 135 ©∫—∫ ·≈–À≈—ß®“°Õà“πß“π«‘®—¬©∫—∫

 ¡∫Ÿ√≥å æ∫ß“π«‘®—¬∑’Ë‰¡à‡¢â“‡°≥±å®”π«π 66 ©∫—∫

¥—ßπ—Èπ ¡’ß“π«‘®—¬∑’Ëºà“π‡°≥±å°“√§—¥‡¢â“ Ÿà°“√»÷°…“

π’È πÕ°®“°π’È„π®”π«πß“π«‘®—¬®”ππ 69 ©∫—∫ ¡’

ß“π«‘®—¬®”π«π 12 ©∫—∫ ∑’Ë¡’¢âÕ¡Ÿ≈‡™‘ßª√‘¡“≥

 “¡“√∂π”¡“«‘‡§√“–ÀåÕ¿‘¡“π‰¥â √“¬≈–‡Õ’¬¥µ“¡

√Ÿª¿“æ∑’Ë 1 ·ºπ¿“æ°“√§—¥‡≈◊Õ°ß“π«‘®—¬
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2. ≈—°…≥–∑—Ë«‰ª¢Õßß“π«‘®—¬ ·≈–º≈°“√

ª√–‡¡‘π§ÿ≥¿“æß“π«‘®—¬

®“°°“√∑∫∑«π«√√≥°√√¡æ∫√Ÿª·∫∫ß“π

«‘®—¬ª√–‡¿∑ non-RCTs ®”π«π 60 ©∫—∫ ·≈– RCTs

®”π«π 9 ©∫—∫ ª√–™“°√∑’Ë»÷°…“Õ¬Ÿà„π™à«ßÕ“¬ÿ

30 - 60 ªï „π®”π«πß“π«‘®—¬∑—ÈßÀ¡¥ 69 ©∫—∫ æ∫«à“

¡’¢π“¥µ—«Õ¬à“ß¡“°∑’Ë ÿ¥ §◊Õ 139 §π ·≈–πâÕ¬∑’Ë ÿ¥

§◊Õ 7 §π ‚√§∑’Ë¡’°“√»÷°…“¡“°∑’Ë ÿ¥ ‰¥â·°à ‚√§‡∫“À«“π

§‘¥‡ªìπ√âÕ¬≈– 11.76 ‚√§§«“¡¥—π‚≈À‘µ Ÿß §‘¥‡ªìπ

√âÕ¬≈– 10.26 ‚√§∑“ß‡¥‘πÕ“À“√ §‘¥‡ªìπ√âÕ¬≈–

5.88 ‚√§‡æ» —¡æ—π∏å §‘¥‡ªìπ√âÕ¬≈– 4.4 ‚√§‰¡‡°√π

§‘¥‡ªìπ√âÕ¬≈– 2.9 ‚√§Õ“À“√‰¡à¬àÕ¬ §‘¥‡ªìπ√âÕ¬≈–

2.9 ·≈–‚√§§ÕÀÕ¬Õ—°‡ ∫ §‘¥‡ªìπ√âÕ¬≈– 2.9 √â“π

¬“∑’Ë‡¢â“√à«¡ß“π«‘®—¬‡ªìπ≈—°…≥–√â“π¬“‡¥’¬« §◊Õ √â“π

¬“·ºπªí®®ÿ∫—π (¢¬.1) ·≈– √â“π¬“§ÿ≥¿“æ∑’Ë‡ªìπ

‡®â“¢Õß§π‡¥’¬« √â“π¬“¡À“«‘∑¬“≈—¬´÷Ëß‰¥â√—∫°“√

√—∫√Õß‡ªìπ√â“π¬“§ÿ≥¿“æ ∑√—æ¬“°√ °“√‡ß‘π

∑√—æ¬“°√¥â“π∫ÿ§≈“°√ §◊Õ ‡¿ —™°√ª√–®”√â“π

∫ÿ§≈“°√„π√â“π¬“ ∑√—æ¬“°√¥â“πÕ◊Ëπ §◊Õ ‡Õ° “√

§«“¡√Ÿâ ·ºàπæ—∫ ·ºàπæ≈‘°  ◊ËÕ°“√ Õπ °“√‡ß‘π ß“π

«‘®—¬‰¡à‰¥â°≈à“«∂÷ß∑ÿπ À√◊Õ·À≈àß‡ß‘π π—∫ πÿπ„π°“√

∑”«‘®—¬

º≈°“√ª√–‡¡‘π§ÿ≥¿“æß“π«‘®—¬æ∫«à“ ®”π«π

69 ©∫—∫ ·∫àß‡ªìπ°“√«‘®—¬·∫∫ ÿà¡ ·≈–¡’°≈ÿà¡§«∫§ÿ¡

(randomized controlled trial; RCT) 9 ©∫—∫ „™â°“√

ª√–‡¡‘π§ÿ≥¿“æß“π«‘®—¬ (Jadad score) <3 §–·ππ

· ¥ß«à“ß“π«‘®—¬¡’§ÿ≥¿“æµË” °“√ª√–‡¡‘π§«“¡

‡ ’Ë¬ßµàÕ°“√¡’Õ§µ‘ (risk of bias) º≈°“√ª√–‡¡‘π¡’

§«“¡‡ ’Ë¬ß„π°“√‡°‘¥Õ§µ‘¡“° ( high risk of bias) ·≈–

ß“π«‘®—¬∑’Ë‰¡à„™à°“√«‘®—¬·∫∫ ÿà¡·≈–¡’°≈ÿà¡§«∫§ÿ¡

(non- RCT) 60 ©∫—∫ „™â°“√ª√–‡¡‘π Downs and Black

æ∫«à“ º≈√«¡§«“¡‡ ’Ë¬ßµàÕ°“√‡°‘¥Õ§µ‘µ—Èß·µà

√–¥—∫ª“π°≈“ß <20 §–·ππ
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º≈°“√°“√«‘‡§√“–Àå°“√∫√‘°“√¿“¬„µâ°√Õ∫
·π«§‘¥√Ÿª·∫∫®”≈Õß∏ÿ√°‘® (business model
canvas)

æ∫«à“ ®“°∑—ÈßÀ¡¥ 9 Õß§åª√–°Õ∫ ¡’¢âÕ¡Ÿ≈

‡æ’¬ß 5 Õß§åª√–°Õ∫ ‰¥â·°à 1) §ÿ≥§à“∑’Ëπ”‡ πÕµàÕ

≈Ÿ°§â“ (value propositions : VP) §◊Õ °“√„Àâ∫√‘°“√

·≈–°“√√—°…“ 2) °≈ÿà¡≈Ÿ°§â“À≈—°¢Õß√â“π¬“

(customer segments : CS) §◊Õ ºŸâªÉ«¬ ·≈–ºŸâ∑’Ë¡“¢Õ

§”ª√÷°…“‡√◊ËÕß ÿ¢¿“æ„π√â“π¬“ 3) ™àÕß∑“ß°“√

 ◊ËÕ “√ (channels : CN) §◊Õ ºŸâ∑’Ë‡¥‘π‡¢â“¡“¢Õ√—∫

∫√‘°“√„π√â“π¬“¥â«¬µπ‡Õß 4) ∑√—æ¬“°√∑’Ë ”§—≠„π

°“√¢—∫‡§≈◊ËÕπ∏ÿ√°‘®√â“π¬“ (key resources : KR) §◊Õ

·ºàπæ—∫ ‡Õ° “√§«“¡√Ÿâ ·≈– 5) °‘®°√√¡À≈—°„π

√â“π¬“ (key activities : KA ) §◊Õ °“√∫√‘°“√‚¥¬®à“¬

¬“æ√âÕ¡∑—Èß„Àâ§”ª√÷°…“„Àâµ√ß°—∫‚√§µ“¡µ“√“ß∑’Ë 2

‚¥¬Õ’° 4 Õß§åª√–°Õ∫∑’Ë‰¡àæ∫ ‰¥â·°à 1)  “¬ —¡æ—π∏å

√–À«à“ß√â“π¬“°—∫°≈ÿà¡ºŸâ¡“√—∫∫√‘°“√ (customer

relationships) 2) ‡ß‘π ¥∑’Ë∏ÿ√°‘®®–‰¥â√—∫À≈—ßÀ—°§à“„™â

®à“¬·≈â« (revenue streams) 3) ‡§√◊Õ¢à“¬∑’Ë√à«¡„Àâ

∫√‘°“√ (key partnership) ·≈– 4) ‚§√ß √â“ßµâπ∑ÿπ (cost

structure



ë ªï∑’Ë 15 ©∫—∫∑’Ë 1 ¡°√“§¡ - ¡‘∂ÿπ“¬π 2562 ë 91



ë «“√ “√‚√ßæ¬“∫“≈‡®√‘≠°√ÿßª√–™“√—°…å ë92



ë ªï∑’Ë 15 ©∫—∫∑’Ë 1 ¡°√“§¡ - ¡‘∂ÿπ“¬π 2562 ë 93

Õ¿‘ª√“¬º≈°“√«‘®—¬
®“°°“√∑∫∑«π«√√≥°√√¡Õ¬à“ß‡ªìπ√–∫∫

¥â“π°“√√—°…“∑’Ë‡¿ —™°√™ÿ¡™π‰∑¬π”‡ πÕ§ÿ≥§à“µàÕ

ºŸâ¡“√—∫∫√‘°“√√â“π¬“ ¿“¬„µâ°√Õ∫·π«§‘¥§ÿ≥§à“

∫√‘°“√∑’Ëπ”‡ πÕµàÕºŸâ√—∫∫√‘°“√ (value proposition)

¢Õß Osterwalder A20 æ∫«à“ §ÿ≥§à“∫√‘°“√∑’Ëπ”‡ πÕ

µàÕºŸâ¡“√—∫∫√‘°“√¢Õß√â“π¬“¡’ 6 ∫√‘°“√ §◊Õ 1) °“√

∫√‘°“√°“√§—¥°√Õß·≈–°“√ àßµàÕ (screening and refer

service) 2) °“√∫√‘°“√°“√®à“¬¬“ (dispensing service)

3) °“√∑∫∑«π°“√„™â¬“ (medication therapy manage-

ment: MTM service) 4) °“√∫√‘°“√°“√®à“¬¬“µ“¡

„∫ —Ëß·æ∑¬å (refill prescription service) 5) °“√

∫√‘°“√‡≈‘°∫ÿÀ√’Ë (quit smoking service) ·≈– 6) °“√

∫√‘°“√‡¬’Ë¬¡∫â“π (home visit service) ‚¥¬√â“π¬“∑’Ë

„Àâ∫√‘°“√®–‡ªìπª√–‡¿∑√â“π¬“§ÿ≥¿“æ∑’Ë¡’‡¿ —™°√

ª√–®”√â“π º≈°“√«‘®—¬π’È·µ°µà“ß®“°ß“π«‘®—¬¢Õß

‡©≈‘¡»√’ ¿ÿ¡¡“ß°Ÿ√ ·≈–§≥–2 ∑’Ë»÷°…“‡°’Ë¬«°—∫

 ∂“π–ß“π«‘®—¬∑’Ë ‡°’Ë¬«¢âÕß°—∫ß“π∫√‘°“√¥â“π

‡¿ —™°√√¡™ÿ¡™π„πª√–‡∑»‰∑¬‚¥¬¡‘‰¥â¡ÿàß‡πâπ°“√

»÷°…“¥â“π„¥¥â“πÀπ÷Ëß ·µà°“√»÷°…“π’È®–‡πâπ°“√

∫√‘°“√¥â“π§ÿ≥§à“∫√‘°“√∑’Ëπ”‡ πÕµàÕºŸâ¡“√—∫

∫√‘°“√‡ªìπ°“√‡©æ“–¥â“π ¥—ßπ—Èπ °“√∫√‘°“√∑’Ë°≈à“«

¡“∑—Èß 6 ¥â“π ®÷ß∂◊Õ‡ªìπ°“√∫√‘°“√∑’Ë¡’§ÿ≥§à“∑’Ë®–

‡ªìπÀ≈—°„π°“√∫√‘°“√π”√àÕß¢Õß°“√„Àâ∫√‘°“√

√â“π¬“∑’Ë¡’‡¿ —™°√ª√–®”√â“π∑’Ë®–‰¥âπ”‰ªªØ‘∫—µ‘

‡æ◊ËÕ„Àâ‡°‘¥§«“¡‡¢â¡·¢Áß¢Õß°“√„Àâ∫√‘°“√„π√â“π¬“

À√◊Õ∑”„Àâ∑√“∫¢âÕ∫°æ√àÕß‡¡◊ËÕπ”‰ªªØ‘∫—µ‘®√‘ß

‡æ√“–‡π◊ËÕß®“°°“√«‘®—¬π’Èæ∫¢âÕ¡Ÿ≈ à«π„À≠à»÷°…“

∑’Ë¿“§µ–«—πÕÕ°‡©’¬ß‡Àπ◊Õ ®÷ßÕ“®¡’§«“¡·µ°µà“ß

¢Õßª√–™“°√‡¡◊ËÕπ”¡“ªØ‘∫—µ‘

 √ÿª·≈–¢âÕ‡ πÕ·π–
®“°°“√∑∫∑«π«√√≥°√√¡Õ¬à“ß‡ªìπ√–∫∫

¥â“π°“√√—°…“∑’Ë‡¿ —™°√™ÿ¡™π‰∑¬π”‡ πÕ§ÿ≥§à“µàÕ

ºŸâ¡“√—∫∫√‘°“√√â“π¬“ æ∫√â“π¬“∑’Ë„Àâ∫√‘°“√‡ªìπ

ª√–‡¿∑√â“π¬“§ÿ≥¿“æ∑’Ë¡’‡¿ —™°√ª√–®”√â“π ·≈–

°“√∫√‘°“√À≈“°À≈“¬¥â“π„π√â“π¬“ ∑”„Àâª√–™“™π

 “¡“√∂‡¢â“∂÷ß°“√∫√‘°“√¥â“π ÿ¢¿“æ‰¥âßà“¬¢÷Èπ ¢âÕ

‡ πÕ·π–®“°º≈°“√«‘®—¬‰¡àæ∫°“√‡™◊ËÕ¡‚¬ß¢âÕ¡Ÿ≈

°“√√—°…“ ·≈–°“√„™â¬“¢Õß‚√ßæ¬“∫“≈°—∫√â“π¬“

„π™ÿ¡™π

°‘µµ‘°√√¡ª√–°“»
∫∑§«“¡∑“ß«‘™“°“√π’È  ”‡√Á®≈ÿ≈à«ß‰ª¥â«¬¥’

‡π◊ËÕß¥â«¬§«“¡Õπÿ‡§√“–Àå¢Õß√Õß»“ µ√“®“√¬å

™◊Ëπ®‘µ√ °Õß·°â« Õ“®“√¬å∑’Ëª√÷°…“«‘∑¬“π‘æπ∏å  “¢“

«‘™“‡¿ —™°√√¡™ÿ¡™π ¡À“«‘∑¬“≈—¬π‡√»«√ ºŸâ™à«¬

»“ µ√“®“√¬åÕ√√∂‰°√ æ—π∏ÿå¿—°¥’ Õ“®“√¬å “¢“°“√

®—¥°“√∏ÿ√°‘® §≥–∫√‘À“√∏ÿ√°‘® ‡»√…∞»“ µ√å·≈–

°“√ ◊ËÕ “√ ¡À“«‘∑¬“≈—¬π‡√»«√ ∑’Ë°√ÿ≥“„Àâ§”

ª√÷°…“ µ√«® Õ∫·°â‰¢¢âÕ∫°æ√àÕß ·≈–™’È·π–

·π«∑“ß∑’Ë‡ªìπª√–‚¬™πå¥â«¬§«“¡‡Õ“„®„ à Àà«ß„¬

 ÿ¥∑â“¬π’È ºŸâ«‘®—¬¢Õ¢Õ∫æ√–§ÿ≥∫‘¥“¡“√¥“ ·≈–

§√Õ∫§√—«∑’Ë‡ªìπ°”≈—ß„®„Àâ‡ ¡Õ¡“
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