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ABSTRACT

Factors such as impact of National Health Insurance, transition of the whole society, and amplified growth of hospitals have resulted

in a health care supply greater than the demand. This causes the change in the operation types of hospitals/clinics gradually. Most

significantly, the extension of big hospitals, the springing up of basic level clinics, and the management difficulties faced by

small-medium hospitals are included in this change and have made the whole health care market turn into a customer-oriented

pattern, which caters to the patients. The domestic health market is competitive now, where the hospitals/clinics are facing

tremendous challenges and impacts. Thus the hospitals/clinics have to take various cooperation strategies to make up the competing

ability they lack. After the implementation of National Health Insurance, the development type of Taiwan health care industry has

undergone resource redistribution and ecological structure change. Therefore, enormous reforms occurred, making the health care

institutions build up strategic alliances in different forms. The health care market of Lu-kang Township is in chaos; that’s why this

area has been especially chosen for this study. Lu-kang Township has a registered population of only more than 80,000, but owns

four absolutely different types of unite clinics. This study applies analyses and individual interviews to achieve the following study

goals;Analyze and discuss the current competitive viisituation of the health care market of Lu-kang Township and Analyze and

discuss the current marketing strategies of the unite clinics of Lu-kang Township, especially those taken to deal with chaos of the

whole health care market. Conclusion: To prevent practitioners from losing patient sources, stimulate mutual consultations among

physicians, expand the scale development of economy, add more medical equipment, raise the level of medical care, deduct

management cost and reduce patients’ inconvenience, it is advised to enhance group practice.
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