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FRIGZSHRZ BT - BASS - MEFF T 22T~ —Fr T 1
YEE] EHEL TV A IR R SO
WHEZEFAL72d 0T, BEH L RTE ORI

(relational exchange) % JEd#HENY72 5] & g4 4
LT, MR~ T 4 Y TOEMERRIRL TN,
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BEREA T T 5 & & D12, FER OMASHEIRIE % 3% S
LBEEER A CE vy 2y e S¥o~v—7
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WKOWTEHABEPLOERPBET INTE
oo =074 75 HomkE s, CRM%
e~ —r 74 7 MU CHEEER (customer
orientation) R Tr<v—7r T 1 v FiGEHO S
Ot A EAZL L CHEE DR ERT LK, B
B EERY AT A5 HOW5EE S5 IECRM %
VI N T - Turs AL, HET—45 —
INEZE U CHE>ZNEL, KV E oL
-V 2T AL ICESETBENTX.

L4, CRMBEE AT ZITE A S LR T
W72 1990412k, Ei2Z7 a0 — N )VCRM VY
)a—3a YEEORMBN &3 IN A @ L THRD
FUHEAEBEL, £ OREHNCRMY Y 22— 3
YERBALZ. La»L, KPEoWE, CRMEAR
O 58 ISR 9 5 BREDSE ) 2 WIRL O H T,
CRMV ) 2 — ¥ a Y DERFEOREEZ I L 2\
FFHMAITY AT L& LTOKE L 2R %
MotzZlnt, MFERTNOBRELMMESNT,
20004 21X 12 A > TCRMIESE R & B HHE B i /)N
EWVIREREBRLZ IR ST

ZFZT, 4{DODCRMV Y 22— 3 »Rftfik
&, CRM7u7 7% a— VL, ThEh
DEEDPVEL T 5EFY 2 — V73T %80 128 A
TEL L) a2 L L0, BROREE
BAEm s, LMo S A mpEEn o
F—ERZHEANT WS, CRMEt&ZEA L7
% OEENPCRMEITY ) 22— a VAL LT
B L o580y, S F & F TR R CHEE MR
B A O A T IS E o 2, B O
BeRe LB 7 & CUIKIR & L CCRMIC X § % B
fEDSIEY 3, HIZSMSZ V72 RINOFHD L D & 72
HMLTWEIOLHIRTSH 5.

Dyche!® i&, CRMO#&% [&ToOM¥EEH*

FZEINICET T 4 7200 OREHY 7ot 2 fHk
1 - BT AR ] LHE L, BRI MRk E
R SR IE S, B % @ U 72 i H o %)
BAFEY EITHICIRE T 5 2 L 2R 5 LT
W5n, Fx YarzrryoWik, CRM% [EEE
WICWAMN 2 BER AR TOIER - Hih LK
WEAWET A2 LICX VEE L ORI 2GR
B L, REORERREZUHET L00H L vk
whHA] LEFL

A4 N7y 58 0%, CRMIZOWTORG%, 14
EREO 7ot A (business process) & 7§
HE, BEVIIT LT - TUT I AR TE
HEDITOIIK g L7z, oIz Ld, CRM%
T N7 s Tar g A EBIRY S E A,
F—4%— <A =7 (data mining) |2 X b HL5,
RV -V RAELZBE L2 ) 2EAOBE * L%
L, WS 72 2 e T L ) % < o8
R -V ZAEZWHRT AL EBMATLEDTHA.
COBIEICHEZIE, R ORI, BB
D7\, HOMFEOTE) LIFHODIZER I NS
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L - TV,

O E LTk, FFRE=FFIIT o
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VRIS, AR ERIGEEET L EEOL A
KRNI NDEBRET — A0 REEZE ST O
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ITV)a—2ary2ZlALTEET S, Lol
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WBECRMBEE OfFZE S, EICCRM Y A 7 LM
T OHEH & b 552 TH D, CRMIGE O 1 H
BT AMRIIZE AR IR TR, 29 Lk
W AFT I, FKECRM D, CRMIZITOFE A5
T7u—F L, BERAEEICHEGDRVELEL S
EF SN o o — eSO uTB A B e B A
HhH. FEE, CRM7U =7 FHBERISKDLLD
&, EHEEITE O KRR L D b, BEERIC L 25E
WL WET LR D H B0 L) blF, b
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bbb, KLEEOFEE B L 72CRM O EAR i
W% MR ICE BT ALESHH I .
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ZITWE, R T4 v IR EER) R
o FRRBEBRY =T T4 T b ok Ak
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NCTWwnb, FEIZ, B8 (trust) £33y x|
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Moorman 52 (%, EH% S - 4 - L#HL &
OB TELN L —TEOWFK LBk L, [HF
HRETLSNLEHD L VIEREEDL, HHHKE
WKL CRCAREE] £ LTw5. Bradach®?¥
& 2L, BELIGHFEIEESIRITEHTLZ
LT L EENSHE T 2HOMFETHY, 7
I A TRIERICS W THFRSE L DM
DR E RET 2ITEIOMSEH]] 127 5. Morgan
and Hunt?? ¥, LR O BRIC B 2 EEREO
EEWHICSKL, 23y bAY b4 ElETEE
IR 3 % I 13 7D | B AR AT 2 % 5558
LRGES L E L7z

ZOLHI, B, MR TSR S L
L CERENO—2THY, BHELEFEN, HiH0
T L MO RN 2 R T TER LT 20
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BRI, BHICEHZORM SN fako L N
BEwiz s, BRERICBWTEELRB X %3
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R, F—23vavyEr 7o R3BEDOR
MENTEEPE AL RXVICH L7720, FED
BEEEPMLTCA. 4 Frove 3, FE%
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L, HESHICBWTEENZITHTE 2HME
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e, ik, MOSEERENEIELTBY, HFEWE
TR DV FERZ ML L TN D REMEICHT T 5
EHZERIRE TS, FUEE, BEIOBRIC—ZE0Hk
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TREME ED 5 2 & ERT.

BLRE & 1%, REPHSOFERGEIZTEZBRT S
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U
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Abstract

This study was purposed to apply the concept and practice strategy of CRM to medical service field. In this paper,
we tried to confirm mediating variables between CRM efforts and CRM performances of medical service institutions,
and to find out implications for building and operating CRM system of Hospital.

We set up some variables that affect CRM performance. And we looked over various studies on relationship
marketing for formulating hypothesis with such variables. First of all, we reviewed the papers on relationship
marketing, and described the attributes and significances of medical marketing and hospital CRM. We suggested the
trust and commitment as components of relationship quality, and set up CRM activities that was divided into prior
activities and post activities affect trust and commitment. And set up trust and commitment as mediators between
CRM efforts and Performance.

It's expected that prior effort activities can build up trust toward the potential customers, and offering the prior
information about medical service is very important. Also, the efforts for improving patient’s knowledge through
prior CRM activities are expected to improve patients satisfaction through elevating communication level with
medical team and patients.
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