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ABSTRACT 

In the past, many studies have focused on the factors affecting patients' 
revisiting willingness. However, hospitals’ medical services are people-oriented and 
hospitals’ managers should try to satisfy customers’ need. Therefore, besides 
doctor-patient communication, if the patient and the hospital have shared values, 
they may contribute the patients' revisiting willingness. Furthermore, this study 
views switching costs as the mediator and views inertia as the moderating variable. 
This work chooses empirical samples from the patients of Kaohsiung Medical 
University Hospital coming from Sanmin District, small port District, and Datong 
District for the study.  

A total of 279 valid copies of the questionnaire were collected. Using the 
regression analysis, results were as follows: switching costs have significant 
positive impact to the patients' revisiting willingness; doctor-patient communication 
and shared values and switching costs have significant positive effect; switching 
costs partially mediated the relationships between doctor-patient communication 
and shared values with patients' revisiting willingness. Inertia does not moderate the 
relationship between switching costs and patients' revisiting willingness. Also, 
inertia does not moderate the relationship between Shared Values and doctor-patient 
communication with patients' revisiting willingness. Based on the above results, 
some suggestions are proposed in this study. 
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