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ABSTRACT

　This case study was undertaken as a qualitative research. From the customers’ perspectives, we explored the outpatient

customers with positive experiences on their satisfaction and negative experiences on their dissatisfaction during the process of

medicial care. The back-grounds of these Interviewees were friends, colleagues, and MBA, EMBA in Da-Yeh University. We

collected 38 positive-experienced stories and 38 negative-experienced stories. The data were analyzed with (Situation-Clue

Technique, SCT) which included situation con-cept to investigate all the full and detailed communication process and context from

the service encounter. Two-factor theory was adopted to generalize the exclusive motivators with positive experiences, the exclusive

hygiene factors with negative experiences and the common factors of customer satisfaction / dissatisfaction. A total of thirty-six

exclusive motivators with positive experience, sixteen exclusive hygiene factors with negative experience and twenty-two common

factors were presented. We hope this study could provide the practical implications for outpatient managers to keep going or

improve.
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