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摘 要 

 

在全球數位化與智能化浪潮的推動下，醫療科技行業正經歷深刻變革，

為企業帶來前所未有的挑戰與機遇。在此背景下，品牌建設與行銷戰略成為

企業競爭的關鍵。本研究深入探討了醫療科技公司價值共創對品牌忠誠度的

影響，細緻分析了創新能力、研發投入、行銷投入及高管能力等核心要素的

作用機制，旨在為醫療科技公司的發展提供理論指導與實踐參考。 

通過系統整理價值共創、品牌忠誠度、研發投入、行銷投入、高管能力

及企業創新等多領域的文獻資料，本研究精確界定了相關概念，並構建了堅

實的理論基礎。基於此，科學構建了假設體系，假設價值共創正向驅動品牌

忠誠度，創新能力作為仲介變數，研發投入、行銷投入及高管能力則發揮正

向調節作用，為實證研究指明了方向。 

本研究選取桑瑞思醫療科技有限公司、深圳邁瑞生物醫療電子股份有限

公司作為典型案例，設計問卷並調研公司一線工作者，運用李克特五級評分

法量化變數，構建結構方程模型，深度剖析變數間的複雜因果關係。經過一

系列嚴謹分析，包括共同方法偏差檢驗、信度效度分析、相關性分析及模型

檢驗，有力證實了所有假設。結果表明，價值共創通過協同合作深入嵌入顧

客需求與期望，有效傳遞品牌價值，穩固並提升品牌忠誠度；創新能力從技

術、產品服務、商業模式等多維度促進利益相關方共同實現價值需求，強化

品牌忠誠度；研發投入通過知識積累、人才培養和創新成果催生，支撐價值

共創與創新；行銷投入通過精準定位市場、高效轉化成果、優化顧客體驗，

顯著強化創新對價值共創的推動效能；高管能力則通過專業素養、決策智慧

與資源整合能力，引領創新與發展，全方位提升品牌忠誠度。 

本研究結論為醫療科技公司提供了多維度實踐啟示：企業應深度挖掘價

值共創潛力，構建多元化合作網絡，利用先進技術搭建互動橋樑，增強用戶

參與感和品牌認同感；持續加大創新投入，鼓勵跨學科協作創新，提升產品

技術含量與服務品質，以拓展市場份額；優化研發策略，平衡長短期目標與

風險收益，拓寬融資路徑，強化項目管理評估；精準制定行銷策略，倚重數

位渠道，塑造品牌專業形象；強化高管團隊建設，選拔卓越人才，加強培訓

激勵，提升協同效應與創新動力，進而提高顧客對品牌的忠誠度。 
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Abstract 

 

Driven by the global wave of digitization and intelligence, the medical 

technology industry is undergoing profound changes, bringing unprecedented 

challenges and opportunities to enterprises. In this context, brand building and 

marketing strategy have become the key to enterprise competition. This study 

delves into the impact of value co creation in medical technology companies on 

brand loyalty, and analyzes in detail the mechanisms of core elements such as 

innovation capability, R&D investment, marketing investment, and executive 

ability. The aim is to provide theoretical guidance and practical references for the 

development of medical technology companies. 

By systematically organizing literature from multiple fields such as value co 

creation, brand loyalty, R&D investment, marketing investment, executive 

capability, and corporate innovation, this study precisely defines relevant concepts 

and builds a solid theoretical foundation. Based on this, a hypothesis system was 

scientifically constructed, assuming that value co creation positively drives brand 

loyalty, innovation capability serves as an intermediary variable, and R&D 

investment, marketing investment, and executive ability play a positive moderating 

role, providing direction for empirical research. 

This study selected Sunrise Medical Technology Co., Ltd. and Shenzhen 

Mindray Biomedical Electronics Co., Ltd. as typical cases, designed questionnaires 

and surveyed frontline workers in the companies, quantified variables using the 

Likert five point scoring method, constructed a structural equation model, and 

deeply analyzed the complex causal relationships between variables. After a series 

of rigorous analyses, including common method bias testing, reliability and validity 

analysis, correlation analysis, and model testing, all hypotheses have been strongly 

confirmed. The results indicate that value co creation deeply embeds customer 

needs and expectations through collaborative cooperation, effectively conveys 

brand value, and stabilizes and enhances brand loyalty; Innovation capability 

promotes stakeholders to jointly realize value needs and strengthen brand loyalty 

from multiple dimensions such as technology, product services, and business 

models; Research and development investment supports value co creation and 

innovation through knowledge accumulation, talent cultivation, and innovation 
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achievements; Marketing investment significantly enhances the driving 

performance of innovation in value co creation through precise market positioning, 

efficient conversion of results, and optimization of customer experience; The 

executive ability leads innovation and development through professional 

competence, decision-making wisdom, and resource integration ability, and 

comprehensively enhances brand loyalty. 

The conclusion of this study provides multidimensional practical inspiration 

for medical technology companies: enterprises should deeply explore the potential 

of value co creation, build diversified cooperation networks, use advanced 

technology to build interactive bridges, enhance user participation and brand 

identity; Continuously increasing innovation investment, encouraging 

interdisciplinary collaborative innovation, improving product technology content 

and service quality, in order to expand market share; Optimize research and 

development strategies, balance long-term and short-term goals with risk return, 

broaden financing paths, and strengthen project management evaluation; 

Accurately formulate marketing strategies, rely on digital channels, and shape the 

professional image of the brand; Strengthen the construction of the executive team, 

select outstanding talents, enhance training incentives, improve synergy and 

innovation drive, and thereby increase customer loyalty to the brand. 

 

Keywords: medical technology companies; Value co creation; Brand loyalty; 

Innovation capability 
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