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ABSTRACT
Research this return to through level way probe into Taiwan this island medical organization serve quality, customer satisfied,
consciousness risk and cause and effect and mutual relation, classification of experience. This research is via granting the
guestionnaire way artificially, the patient who please finish going to a doctor fills in the questionnaire. 17 medical organizations, have
granted 1000 questionnaires altogether. Retrieve 706 shares altogether, getting rid of 199 invalid questionnaires, effective
questionnaire amounts to 50.7 %. Originally discover, serving quality and customer has positive correlation satisfiedly;
Consciousness risk and service quality and customer have circle relation in the part satisfiedly; Classification experience is stood in
serving quality and customer's satisfactory interference relation.
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