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Abstract: [ Purpose | To analyze the advantages and disadvantages in the brand construction in
cancer hospitals,to provide advice on promoting the brand influence. [Methods ] Data of hospital’s
brand assets, hospital brand communication channels and hospital’s brand advantages were col-
lected and analyzed based on questionnaire investigation.[ Results | Ninety percent of respondents
knew or having heard of Hubei Cancer Hospital,79% of respondents believed that the hospital
was in good condition.Surgery quality was the most satisfied content,followed by treatment tech-
nology ,doctors’ attitude etc. Fifty—seven percent of the respondents expressed the will of recom-
mending acquaintance to the hospital for medical treatment.The main advantages of the brand in-
cluded specialty merits(85%),high quality of medical care(61%) and advanced equipment(47%).
Expert consultant constituted the most popular communication channel,and the community publicity
was the most effective way for the activity of cancer prevention and control and health education.
[ Conclusion ]There exists large space of ascension as well as specialty merits for the brand con-
struction of cancer hospital compared to the comprehensive hospital.Focus should be put on the
consolidation of special department’s advantages ,organization of expert team and accumulation of
reputation.Reputation spread and mass media promotion should be strengthened for brand.
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Table 1 Satisfaction survey on Hubei Cancer Hospital ( % )

Service content Extremely satisfied  Satisfied Moderate  Dissatisfied Extremely dissatisfied Missing
Surgical quality 7 51 30 2 0 10
Treatment technology 12 39 37 2 0 10
Doctors’ attitude 9 37 38 6 0 10
Hospital scale 8 35 45 1 1 10
Hospital environment 6 37 44 3 0 10
Institutional system 10 33 43 4 0 10
Hospital equipment 6 36 47 1 0 10
Outpatient service 6 36 44 4 0 10
Reputation of hospital’s brand 10 30 47 3 0 10
Transportation &location 0 38 41 7 4 10
Hospital wards 4 33 52 0 0 11
Process of medical treatment 9 26 53 2 0 10
Hospital cafeteria 3 31 50 6 0 10
Prices and charges 4 22 54 8 2 10

Note: Table 1 is sorted by the descending of sum of “extremely satisfied” and “satisfied”,and “moderate” is referred once the sum is equal.
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