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ABSTRACT

Taiwan’s pharmaceutical industry has changed significantly after the implementation of
medicine classification, the liberalization of pharmaceutical importing market and the changes
of consumer behavior. In response to consumer demands and keeping competitive strength, the
traditional pharmacies started innovative business patterns. They gradually transform into the
large hypermarket chain of pharmacies, and cover more diverse medicines. Because of the high
level of informational asymmetry in the pharmaceutical market, consumers are faced with
consumption constraints, and are more hesitant when purchasing pharmaceuticals.

Therefore, in this study, we use consumption constraints, purchasing intentions, and
service innovation as key variables to examine whether the purchase intentions would increase
after the service innovation. The results show that consumption constraints do reduce
consumers’ purchase intentions. However, the inclusion of service innovative reduces

consumption constraints and improves the consumers’ willingness to purchase.
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