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ABSTRACT

In order to balance the huge medical payout of the National Health Insurance( NHI ),
the Bureau of National Health Insurance ( BNHI ) has carried out the new policy of the NHI
global budget payment since 2002; as a result and so that the operation management of all
the medical care organizations has encountered a great challenge. Integrated marketing
communications( IMC )is always the excellent tool for busine sses to promote their images.
Therefore, to obtain the advantage from the unsure medical care market in the future and
create the opportunities for continuous development become the most important key point
of the operation for all the medical organizations.The purposes of this research are as the
followings: 1.To realize the understanding of the employees in the organization and how
much they value about the public relation communications for hospital marketing. 2.To
explore the influence of hospital marketing 4P on the decisions of the employees in the
organization for seeing a doctor.3.In accordance with a certain hospital, this study
provided an effective hospital Integrated Marketing Communications ( IMC ) strategy to

provide the hospital managers with important reference materials.

The research studies a hospital that will be inaugurated in 2004 by a famous
organization in southern Taiwan. With hospital marketing, hospital public relation
communications, and population statistic variables these three structures, we conducted
research analyses on the employees of the organization. We used case analysis and
structured questionnaire investigation as our research methods and delivered 300
questionnaires. There were 289 effective questionnaires returned (return rate:96.3%)We

found that the employees most often went to the departments of internal medicine and



ear-nose-throat, and prefer large hospitals. Besides that, they haven’t acquired the habit of
long-term contact while they see a doctor. About the medical environment and services of
the hospital, the employees proposed that the hospital should supply the employees and
their families with regular medical examinations, and promote its advanced medical
equipment.On the structure of hospital public relation communications, employees
consider that the hospital should possess the ability of dealing with medical treatment
dispute, and supply the patients with the service of psychological guidance. The result has
shown that the public relation communications for hospital marketing have more influence
on the choices of female employees while they see a doctor.This leads to help this case
hospital with the future marketing planning, the improvement of public relation
communications, and the enhancement of the inside organizations. With the above, this

study aims to make the hospital more efficient.

Key words: Hospital Marketing 4P ( Product, Price, Place, and Promotion ) , Public Relation

Communications, Integrate Marketing Communications
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