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Abstract

Brand management is one of the important key factors for health care
organizations. Hospital with strong branding will be an index for affecting the
consumer behavior. The purpose of the study is to explore the antecedents of trust and
the impact of trust on brand advocacy. A total of 260 questionnaires were distributed
to the community health promotion activity and 224 were returned, yielding a
response rate of 86.2%. The data were analyzed with the partial least squares method.
Results indicate that brand attitude, perceived quality, brand prestige and
customer-oriented behavior are key variables in establishing brand trust in consumer
brand relationships in a health care context. Once brand trust is achieved, consumers
may come to identify with the health care provider’s brand. When such a phenomenon
takes place, consumers can serve as advocates for the brand by actively promoting it
via word-of-mouth. The findings provide insight for health care managers in
developing successful branding strategies for health care organizations.

Keywords: branding, brand trust, brand advocacy, health care
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