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Abstract

The healthcare environment faced by the hospitals has
changed dramatically in the recent decades, especially
since the implementation of the national health
insurance. Under the system of nationa health
insurance, people have more opportunities to choose
the hospital by their will and play a more active role in
the medical decision process. Meanwhile, it will result
in a relatively positive effect on the operation for
hospitals to emphasize the application of healthcare
marketing and to recognize the attitude of patients
toward hospitals. The main purpose of this study is to
explore the key factors of patients’ hospital choosing
and their decision-making behaviors. The empirical
analysis is based on a sample of 237 pregnant women
sampled from obstetric and gynecologic hospitals or
clinics located in Kaoshung, Taiwan. The results show
that physians' ethic, physians' expertise, physians
attitude toward patients, the advancement and
completeness  of medical equipment, and
environmental cleanness and comfort are, among
others, the most important factors considered. The
attitude of pregnant women toward the hospital
choosed is more positive than toward other hospitals.
In addition, the correlation between the attitude of
pregnant women toward hospitals and satisfaction is
significantly positive. The pregnant women with a
social lifestyle bear a more positive attitude than those
with an inward or indoor-activity lifestyle.

Keywords: Hospital choosing, Consumer behavior,
Attitude toward hospitals, Heathcare marke ting,

Decision-making process
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