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ABSTRACT
As the medical environment changed, many hospitals developed several self-paid items recently. In the competitive aesthetic plastic
market, except promote medical quality while the prices which the patients pay much attention are also the important marketing
point. However the aesthetic plastic trend did not only hot in Taiwan, but also became the fourth popular consumption for
Mainland China. Therefore, this research explored the impact of the willingness of revisiting among medical quality, perceived price
and patient satisfaction. This research took the aesthetic plastic patients who went to region hospitals as samples and used
convenience sampling to gather questionnaires with an 85.7% usable return rate. The study result shown as below: (1) To the patient
satisfaction, medical quality has the right remarkable influence relationship. (2) To the patient satisfaction, perceived price has the
partially remarkable influence relationship. (3) To the willingness of revisiting, patient satisfaction service has the right remarkable
influence relationship. (4) To medical quality, perceived price has the partially remarkable influence relationship. The outcome
proved medical quality and perceived price affected patient satisfaction in some levels both in Taiwan and Mainland China. The
results suggested that hospitals should offer the services with high quality, make a reasonable price and create the value-added for
patients who needed the aesthetic plastic surgery to promote willingness of revisiting.
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