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ABSTRACT
The approach to become a monopolistically competitive industry has minimized the competition in the medical service industry.
Influenced by health insurance policies and the construction of large general hospitals by enterprises, small hospitals and local
hospitals have gradually been pushed out of the market. The administrative of hospitals starts to focus on marketing and
management for the hospitals. Therefore, the market of small hospitals has become perfectly competitive. Customer Relationship
Management (CRM) has become a popular and effective marketing strategy. Examples for CRM in international production are
such as CRM in accounting consultant service and dental and health insurance commission. Examples for CRM in domestic
production are such as CRM in car industries, pharmaceutical industry, electronic industries, and banks. However, CRM in medical
service industries has rarely been studied. Due to that asymmetric information is a characteristic of medical service industry,
physicians and patients tend to be the principal-agents. Thus, applying CRM in medical service does not need acquiring information
about the demands of patients through the data mining process. This thesis studies the local small hospitals and regional large
hospitals from a CRM perspective. It tests the value of customer knowledge management (CKM) and customer relationship
management (CRM) for the hospitals and evaluate hospitals’ effort in applying them. It also tests the influence on customer value
(CV) and customer delivered value (CDV) of CKM and CRM. Furthermore, the thesis discusses the different points of view on the
supply-and-demand relation in CV and CDV and the difference between the manager perspective and non-manager perspective on
the content of customer knowledge. The purposes to analyze the research result are the following: 1. To construct the theory, range
of study, application strategy, communication methods, and contents in customer knowledge management in medical service. The
factors will be constructed with KMV model. 2. To prove: a. The change in supply and demand in medical service causes the
change in the level of Customer Relation Value (CRV). b. The change in supply and demand in medical service causes the change in
level of CDV. c. The influence of changes in the value of CRM on CRV. d. The influence of changes in the value of CRM on CDV.
e. The influence of changes in the value of CKM on CRV. f. The influence of changes in the value of CKM on CDV. g. The change
in supply and demand in medical service significantly affects the value of CRM. h. The change in supply and demand in medical
service significantly affects the value of CKM. i. There is a positive relationship between customer knowledge and customer
relationship. j. The gap between the perception on the medical service value of the supplier and the perception of the demander. k.
Patients’ perception on the factors of CDV.
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