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Abstract:

The research aims to know the role of
customer participation strategies in
enhancing the quality of health service in
Tikrit Teaching Hospital. The study posed
the question: What is the role of customer
participation strategies in enhancing the
quality of health service? To achieve the
research  objectives, the researcher
adopted the descriptive  analytical
approach, and the research addressed the
opinions of a sample of individuals
(doctors, patients) in Tikrit Teaching
Hospital in Salah al-Din Governorate.
Data was collected using the
questionnaire as its basic tool. (286)
questionnaires were applied to the patients
lying in the hospital, while the
questionnaires were distributed to all of
them and studied by the comprehensive
inventory method. Their number reached
(286) doctors, and the research reached a
set of results, the most important of which
is that there is a correlation between
customer participation strategies and the
quality of health service, and customer
participation strategies also have a
positive effect on the quality of health
service. In addition, the research
presented many recommendations

*The research is extracted from a master's thesis of the first researcher.
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