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Abstract

Purpose - Recent rapid environmental changes in the hospital
industry are accelerating the spread of customer satisfaction
management. Customers’ desires have become diversified and
advanced; in the past, customers tended to preferred popular-
ized and standardized care, whereas they now prefer in-
dividualized and differentiated care, based on an increase in
income. Specifically, this study tries to analyze the mediating ef-
fects of factors that affect the configuration portion of customer
value and relationship quality (customer trust and relationship
commitment) by investigating the impacts and configuration fac-
tor of customer value on relationship quality and determining
how these factors impact customer loyalty directly or indirectly.

Research design, data, and methodology - This study aims to
determine the customer value factors that impact the percep-
tions of dental hospital customers, how these factors impact re-
lationship quality and customer loyalty, and the causal relation-
ship of these factors, and to verify the research model based
on previous research. To increase the validity and reliability of
the questionnaire, the authors of this study constructed basic
questions using measurement tools already verified for reliability
and validity in existing studies. In this study, customer value is
defined as customers’ recognizing value by exchanging goods or
services and is measured using a five-point Likert scale using
19 questions about the 4-Ds, such as convenience value, quick
service, response value, and trustworthiness. For each question,
“very low” was set at 1 point and “very high” at 5 points.
Customer trust, relationship commitment, and customer loyalty
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are also measured using a five-point Likert 5-point scale (1 =
very low, 5 = very high) based on previous studies.

Results - For customer value, trustworthiness and quick serv-
ice are shown to have direct significant positive impacts on cus-
tomer loyalty. For customer value and quality of the relationship
(customer confidence and commitment), trustworthiness, re-
sponse value, confidence value, and quick service are shown to
have a significant positive impact on customer truth, in order of
impact. For the relationship between customer value and com-
mitment, quick service and response value are shown to have
significant positive impact. Customer confidence has a very high
positive influence on commitment. For the relationship between
the quality of the relationship (customer confidence and commit-
ment) and customer loyalty, customer confidence is shown to
have more of an impact than commitment, in terms of a direct
influence of customer loyalty. Commitment showed a positive
impact on customer loyalty. For the relationship between cus-
tomer confidence and customer loyalty, commitment showed a
mediating effect.

Conclusions - Many additional variables could apply; this
study focused on customer value, quality of the relationship, and
customer loyalty. In particular, there will be significant value in
identifying the relationships among customer value, relationship
quality, and customer loyalty by using impact factors for custom-
er value; ensuring external validity by expanding denotation and
applying the findings to other service industries; and undertaking
continuous research. This study has limited generalization poten-
tial because the target for this survey was located only in the
Seoul area.
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0 OAKE 4| JHX| AHIe| VN EDt AHIRPL 2S5k H
olif HIEQ| 7HX| ZHTOIM ZHHSL QUCH 55| Sweeney &
Soutar(2001)= AH|X}7} 2S5H= HDE H|EQ| 7HK| ZHO|AM
L= A2Z, Ol nZIHX|of Cist Afets Aoz
AN T/ EDt HEH FANE REE EESIRCE O|FE
2H[ZEZL dedste SH0le BREA] HOiXQl H[EO| EXHSHH,
AH[AFE S HAU HES Haf5to] BHF £ 0SS =720
FHIAUCEL S MH|A ZEO0| Ot StE2tE 0|0 Cigt HIEO|
HE 52 4% aH[Xts DHESHX| §eChs 40| Ol M=
7H40] tiet 71X 7HK|, SEO| tiet 7|5 7HK|, 4EH 7HK,
A& JHK S ZRSt7| IE0| JHXIE ZHEQ sHitez
FEM e o |1 Ayl ZHS ZEdte CHRIFER 7M7Y
EHoZ O[sisto{oF St FHSBIIAC)

FEoh ANY “AAIEXPo| gt M SXHEO| mEf Chet
oIt HM=50| HYL[OX|1 UX|P SSH2Z o] AZ0M
olgfgt H===0f Lot 7tX|9| 25& HMEO|L} AMH|A9l Z2H
TO0f FHO|H, HMEO|L} MH|AQ| 43X nztatass s of¢
Z Q8}CHHolbrook, 1994).

Carman (1990)2 X|ItHIAS CHASZE AMH|ATEK|Of ot A
TE S Fad, MEY, oY, Held $ HIES MH|A THK|
o AMQAE B2 Mittal & Lassar(1996)= A O{AHY



Soo-Wook Lee, Eun-Kwang Cha / Journal of Distribution Science 12-2 (2014) 81-93 83

Chef22 oF MB[AZEXOf 2ot Ao REd, M2lY, BE
X 2ZtdE MH|ATHRIS] Z2ERA2 HMAISHIL
THfel ojzH ATE HTEH Kim et al.((2003)2 X|1tE
ap FHO| QSRS Y22 oz MH[A ROl XS =8
o Alda 2hg, Bxel Hald, oz Qe J|leaEi HEL
Ao TEY, M=o 7Y & 5 XEH2z JiEsoiRic
Joo(2004)= Holbrook(1994)2| 9I1E EC{Z 1ZHO| 7|CHs==1}
HEEE 7HKe& 2ol offf XjO|7F U=7+E HESIH DZIHK|
20203 Mol o= Zrof Off EAZE AE=7HE 2MSUCE A7
Zat DMTHKIE 7HK| X|ggnt 2880 w2t X7, 4
HIHK|, H2|7HK|, HFUEIZEX], STHZHX], ME[7EX], THISH7EK],
28 A48 7| & 82 aelez ZFIIUL. o & BH 7t
Xleb AZ|7kK|, ST7HK= Aol ol=of AE St 0jXH, H
2|7kK[QE MEIEK], W RI=tZHR], AHRUEIZHK], 28 #d8H THA|
= M0 2=0f AE FgS OX7| ECt= M27kK(eE ST7t
Kof S&2 DXH 0|2 Sl AEH2=Z Mo 2=0 &S
OfXl& A2 LIEFKiCH

Joung(2009)2 IZTIX|9| AMHQQIoZ AlETEK|, HE|ZHK],
SH7HK, AZ7HKZ 20 0l 2150 &X 2B7|2s 0|8
Ste nZ4E0| nAMRER0| o S OjX|l= Xg 24t 2
Al

0% Mmlo

_

L co=2 [y i EJ—I—h
METHKIE MQIst HE|7HK], STHZHK], AME[ZEX|7F DBt o| &
2 O/X|= 20IS =QIsgiCt
2 GF0ME ot 22 MAAR ZANE HIEHCE 1Tt
o iz HE|7HX|, MEIHK], SCH7HK|, AE[ZHKIE MHE
SIICE HE|7HX|= MH|A, HE, &8, AL S, AIdE He
StA MESH nAMBERZ O0|F0] W= ZHK|0|L, AM&EIHK|= H
AtLp 2hS, 20t CHot A2Z MKS| MBsto] LR Z 0o|E
O We 7HX0|H, SoH7tX|= ojeHt2n XIHsHAH SCHE &2
EMN HBst= 7tX[0|n ME[7kKE oSt UE = Ues Hef,
SHEZS, 19| AHAYE MSTEM 1A0|A HSEl= 7t
X|(Kenney, 1999; Joung, 2009)2 7H9o|st1 ZHSIIX} SiCt F,
NA7IX] 4K QIE0| X1t HAE 0|8dH= =9 #AZE
If nASEE0| ofirfet Y2 O|X|=7tE 2Ast Xt sict

o
[=]
Ot

r

B

BAZSES =H-2HAL ZE A= AN 2HAS] BEE
Moz Fote 5 Us AHIARS| ARSE=Ql AON 2=t

AHSHEE 0|E0 e 3% BN el dats +Ast= 71E
OS2 LCFREX|1 QUCHMorgan & Hunt, 1994; Crosby et al.,
1990). 3t BAZES MEZ TAS UKD 22| S8 A2
o2 0RO IXH FERFEAN JESEL ol THE, A
2|, SYU2 HAESES 2T%s 1 8% AR HHM g
Ct. Crosby et al.(1990)2 =m0l MH|A MEHO|AM 024 ZHEO|
Mol EAZEE Hoj 274e FH7HE =, THOfR0| CHot Az
o D=0z [MEl= OZ BT QCh Mohr 5(1994)2 AZH
ol MEHME flot =Y, 2, AE|, JMAEEE, HO, SSE
HolZ2S #AZEe 78 aNZ FLSHH, Storbacka S(1994)
2 AZE SHAE ZEZ MOSHHM THE, =Y, QAAS,
42 WAEO| Fa W02 mopstn Uk

Dorsh et al.(1998)1} Wulf et al.(2001)2] HTLOjM= A ZE
of M4z HI|, 29 NHEE JEoz FHs

o
HBAEEE Fdoks FRAYRE Agsta A=

TOME HERS HAFSES 5t ARHOIE|Eits s
2 QA QUCh O IOl nATZO| ZEEO| YoLt
FZAFoME M2t 0| 43X BADHAHESE SHSt=
FQHE LIEILD QCHGarbarino & Johnson, 1999). £3|, A
HIAOME 2HE0IM D20t ME|AYH AO|S] BAZES 4=
ot ¢z =%s ER8E o= o2 A7E9 FHO| M7=
CHBerry & Parasuraman, 1991; Crosby et al., 1990; Gronroos,
1990; Wilson, 1995). 0| Z0|AME Wilson(1995)0f oJstH =2
A Q| DIHE FFsh=H SloiM= ¢ & 7iEoln, MEE 7=

N BAE PESH=O DM PHRAR BD Yk
Ol #o| BAZES Fdots A0 tisiM= S0
2} SIRIS 7t WA YA QRIS KR CiR o el
Mz 2ot 290| BAZES et Az nE1n UCh
2t 2 AFOME ME[AOZE dZolgts e g

x

=]

Kargolae] nA7EXof e dzlet 2¥E 2AZTEE 780t
N

=

S Fo Aoz D ARSLnR} Bt

221, DAl

ME|l= A AT CHe HeHFARIS] AMES 2N Haf FHA
X2t Hef oofekel &4t o= & mofgt 4= QU= EAHOIA LE}
CICE 2t AE2l= 7(YDF 71F 028 7o) d3E el 2HA O &l
£ {8 Z4=ol @A(Moorman et al., 1993; Morgan & Hunt,
1994)2M F7|8 2ALT S XS XS5t HAFEel A
AMEOl AXY Holoz RHUEm|m  QCHDwyer et al., 1987).
Moorman et al.(1993)2 AlZ|E M2l THARFSO0| ME2 o|ESA}
Sl 2AA OIX|2 HOStRI, Morgan & Hunt(1994), Wulf et
al.(2001)2 AZ|E A Mritol chet Madar 230 oist =
Moz Folsta ULt

Berry & Parasuraman(1991)2 4lZ|= Of=o| 7|20| |1, 7|
Aol d3HQ Aol Zast Q02 AXSIRUCL §3 M
HIAAO| B2, AH|XIEE2 MHAE AES7| O|Ho| MHAE
TOjshof St fIRRAE QIX|5H7| IE0| ZatEQl MH[A O
2E MEIE O{EA #HS=Lo 2 UASS ASOHUCE

Speckman(1988) A| ZAHX weto| ERA| El= HE0IM A
2= MEFN OtEL4Ao Mo FZ HQFT, Ganesan(1994)2 EH7|
H AT 27 E= MEM Mdz7te] BEN MRl SR%t F
7IX] 2QIUZ MeHSHRILE O|ZEA & W AMH|AOEAHE SHOo|M
NS MH[AQ| E/dnt R QEET UAE M27H0| MEIE

Xt

ol

o

oot ofm
mo 2t
e >
4 2

222 N2l

=22 F71HQ HAT=0M EHel golez QAT Q)
H(Morgan & Hunt, 1994), AZ|= E[HCZ JiUE|=

g2 #doz TzEn O XEMY S-S zert
(Geyskens et al., 1996). S{0f CHst SHAEO| ZAS|E AmEH,
Becker(1960)= AMEfS0| 7|& FAt M0 X|CHet #4S 7HX|D
Ofist WIS Xl HACZ 2YUS HOISIAD, Mowday
& McDede(1980)= St %[0 CHgt 7§Q1Q] 2H0iQt 7Helo] =
ZaE XS SYASHE HOIE ZEEM 228 FoRien,
Wilson(1995)2 THELQto| TA7} 7HK|= Z=QMS olAlsta O

o
=
=



84 Soo-Wook Lee, Eun-Kwang Cha / Journal of Distribution Science 12-2 (2014) 81-93

2ol THAIE X|&Sieie QXIE S0zt HolstRiLt.

ShH, 2Ql0f C{St = C2 Ao Dick & Basu(1994)= &AM
ot 28 ME|HoZ QAR Aoz MAlRen, 20| 54
Bzt X|&X Mol Chst M3eigo| ks Sickn AUt
9= Dol Efrot MEO| STUSEA ZHE|X|T S of
Apof CHst AHIRL EHEE HFss XY HHS n2sioz
S2A dolet= CRECE Ot #2 EEO|AM Moorman et
al.(1992)2 7Hx| U= HAE |XslHEe XE5H €742 22
Folen, Morgan & Hunt(1994)= =S OfEA WXl ZAE
A&s7| st X|&H 42 Folstqict

i B B |

23. 1HFHE

2H[XF O 8 20l 1 S8k 23UFeF 2% FH
7b £0l2 A2z, MH|A 7|0|M O Y TEke| iy nds
HEE =0 7|F 24 [XES AHOE SHAFI=
Jones & Sasser(1995)= Az A=HCE 7|=02 22|71 O
S2HO|n 12 ZHETL AR HREWTH 7|0ldnt §S U
S B0| Tk BAC

Oliver & Wayne(1988)2 =M T2t A70f WS = AYHUE A
s= sk SELEN ot 2 =golgt Fen,
Garbarino & Johnson(1999)2 A X|&& DZHGY| QUOIA AMZ|Qt
=Y0| Oj2f Foje|=of g O|XICts AFZNE YHSIRICH

Griffin(1995)0fl fetEl mTpe| B THS nNS 87X
(advocacy)2 THEM, {ME 2HdstA LMLt SHQICt Beatty
et al.(1996)2 AHIDHEZ2 SN ™ 1o Fofsictn 5t
O, Bendapudi & Berry(1997)= 2tAH 2= 00| ZAAE
&Mooz A7 |7 2o A7 EXfst= SdA™ T(g

SiCk.
AN

(dedication based relationship) @ 2 £ ZHAMSICHT S}

olet Z2 MIATOML HoE S & I, =7t &2
J/F nA2 O BE S HIHSHA FOiSH, 2 740k X|
L£Xoz MTUE g #ot ofLzl, F-HY FHrlE MER2
s¢t dHRLE LS| 2ol

=)
GSAZE £ Us Lo oist A= e &

= g7e Jdgdqel 1HS EMEZ XEel@Z 0|83=
Zf5l= nA7EK| o] L Relg mefsta, olz{st Qels
i DS EE0| oot FeS O|X=7+E mtefst,
ot 205 7ol QluEAE 285t Ry

b 20| A7RYS K|

ofa e Y

>

o [
Ch. Ol ®Is <Figure 1>1p &
2YE ENE A7tdE 4%

Ot
38
S
o
re
4o

Custam er
lovalty
Relational
Commitmen

NAUTHK|= nMokEN 20 MBS HEl FHE 0K &
st B2 & Peterson, 2004).
Bojanic(1996)2 1ABZH=E O|Zdt=0 a4DE EC a7t

o35 = JEME, A9k,
W7o & nABSO| M2 CHE 222 4Ys 4+ rkn FEY
RALE
Parasuraman & Grewal(2000)2 0Z47tK|= 0 ™ 70| M
ASwot otz fof 2 UHE, X|F0f o=, FHOE SO
b2 OjFICHD 2DSIQICE DATIKE DATEO XFYHOl o
O|Xl= SAl0] nZPt=0| oj7jet gloje nAFZH =0 &
&2 OJXICHs Q2 QLR (Lee & Lim, 2003), Cronin
2000)9| GIFO|ME DAZEX|ZF Aok IHFOf =0
FOf AAMTIX|ZF QMR RO JE0) o0 o 2 FR
= A2 Z LIEfRCE

Joo(2004)= Holbrook(1994)0| GI7LE ECHZ DZH7HK| QOIat
ol o|=7ko| ArAMOM AN ZHK|QE ME[THK|, SCHIHK|=
Hof oo 2F s DXz A= LIEHGCE Joung(2009)
£ DKt DAUSHE 7 DATZO| eHHIAE HBof B

>
N
in
1
9'1-
Ot T
Il
=
4

00*

3

@ 2 0% 0 1T
og Mo

al.

—

mo o
00k
mjo

4

1= 0Oo
o A0 DMTEK] F HE|ZEK], SCHZHA, ME[7HK= 0
orEo| 2HOTiEE S LASEE T Moo s O
X2, He|7tx|eE SU7HKls =0 dekS DXL AS
tOISHICE Olof 2t = oM e L3t #22 7tEs 273

F

for
3@ 10 kI 4

_|T|_0|'

OF |

H1 @ DT (HEE[ZFK], MH7EK], STHZHK], M27HK)= 22

5
LR
SE=0 RSt F(+el &= 0 Aot

3.1.2. NMTEX| et AFE 7hel 2

Bolton & Drew(1991)= X|Zt=l Z&0| DZIIK 2 gMElE= A
OF Mol 7|zt nMOICE Z= 549 AHO| WE0| nZTEK|
£ AHIXIO| mE YEtE 4 9n 1 0|92 NATIKE Hold
m QIZtol M| #ES Eeteiof it SHRILCY.

0|9} &2 ZHHO|M Sheth & Parvatiyar(1995), Berry(1995), 1
2|11 Gwinner et al., (1998)= 7|y} 17ZHo| UG ZUAZ QlIs}

QUCtn

of 1AS2 Horstnt 22 HEld 7HKIE ME #es & UGt



Soo-Wook Lee, Eun-Kwang Cha / Journal of Distribution Science 12-2 (2014) 81-93 85

Tt on, oo nAS2 UM, 7oA oIX|, 81t &

AR JHK|E S 4= QLD SFQUCHButtle, 1996; Czepiel,
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Lee & Kim(1999)2] ATOME BAZHS Fda20l S0
-2 A UM oozt FHINE =Y
UCts NS 2QASIRUL, eleamingd] Lot ALE Aot
Lee(2004)= TEHY =R0| MFOHo=0f Folgt Y= DlX|
ASS =QISHAULCE Bettencourt(1997)2] HTOME ST} 2HA|
0| S-H THL FHAAY Rl IS DX ASS
golsteict

Brynjolfsson et al.(2003)1f Ba & Paviou(2002)2| 510{|A
=2 AE| =F0| UYL Z Stolg =20 JtAs Ry &=
Ae S8 0B0 U= HE =QI5tY2n), Sharma &
Patterson(1999)2 7|gute| =2 #AE ddstk= 1240 AGM
MElot EUE MHAEZHQASL IHFOQ|=0| Cist Of/HSES
SICtD FESIQUCE Kim & Shin(2001)2 MH|AER, MH|ATHK|,
RS, AAEE, Mo ozetel FE HAE gel Ao
M BAZEO| O 2=o| Folgt FE OiX= A2 HEL
RACE O|23h MAATO ZAHSIH BAZELS 1AZH=0|

> rr

£ 0" Aeg 21 r3u Z2 7HEg sttt

H5 : ZAzle DAZMO R0/ FHo YL 0F A
Ji

He : 272 DAZY=O R0 POl YL 0jF A
o|ct.

= g7e dEgse BEdn Helds =07 {8 71EL
ATOA ME|=ot B0l HEE FEETE A0 7|2
2 e 7oA BEE2o| ZAE MESX[92l X[tEelrE
SHeZ XYY S 0|8st= NS Y2 HO REFEY
£ ot A7 |YAldtoz O|ROIMLE Rtzel 82 HEA|
£ 0|8310 2010 108 12LEEH 18LUNIX| 19L0| ZAXN 4005
£ HiZ3t0] 380RE 2oiRicH, O & 28 3 158

Heleh 36575 2SEA0 0oL

-

— =0

= GToME DHTIKE MBOILE Mu|Aete] netetEof o
DHE

S DZME0| QA= JFX|2 MO|stD, O|= Holbrook(1994)0)
ATE EME ¥0[F(2009)1t FIHS(2004)9] AH-T0|A ZHEE
HE|7HK|, A&7, STHIHK], AZI7HK] §9| 4 XHRQ| 192%S
0|835t0] Likert 53 Mz ZFSIRCE 2f AIFHEE "I JL
£ 1E2E, ‘I =CP'E 5E2E SIRLL

332 DZAlZ|

= GTOME XoPEo| ol Chist ol M2l =& =}
7| Rl MZIE A JoiEel 53, =o| 8 o Chgh A2y
SARRLO| AMEO 2 MO|Sk, Morgan & Hunt(1994), Kang(2003),
An(2004), Hwang & Hwang(2005) 2| MAHTIE *1510 =
HHBoZ LA, 4282 BHE 58 MR ot =
101M 02 =Lt = 55 A&t FHISHRACL

XntEol@E O|&83dts 1A4S0| 2o
il

= =
|2 Z71He HAE RAISIAAL o= X&EH

HATE Fsto ZFA=CR LU, 528S
d MOl SO = 10|M 01 =Ct = 5)8 AHESHO]

ox ox
1o
Ot
K
=
o]
«Q
Q
=}
Qo
I
C
2
©
O
>
&
=}
Q
N
o
o
@
>
2
N
o
o
2
A% U on o

= AR0ME DASHYEE el Z™at Dj2fel Z|tHE Bt
goz el MH|A MSAE O|83tLAl h= L9l oz

O|st1, Yang & Peterson(2004), Joung(2009) S9| MAAHJE
o ZEYFLE iU, T2%E ZFHE 5F HE
(1R Rt = 10|M DR =Lt = 5)5 ARSI ZHSHRACH
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K Ho oY i

of BN QQIEMZ MA|

2 243 I FHULZHEO Mgz "HILE M oA Qolg
ME HASIZen, OX|Yez Adiryel A4F & Jtd 252
25ty AMOS 5.02 0|83%l0] RxHPHAl  BH(Structural
Equation Model)2 E3| £A5IRILC}

4. HPAD}

4.1.

fl

= 54

MO SRS ALY S40f Cfo] HHEH CHS <Table 1>1t
2 BN MEZE o7 61.4%, AL 36.7%2 K|apEole
= 0|83te A2 gXiof Hlg) oXp7h Pl Rten, A8
= 20CH 24.9%, 30CH 24.7%, 400 21.9% #=O=2 LIEHGIC) SH3
22 HEO| 40.8%= 7HY R, 0|0 NEO[SH 24.4%, H
ZUE 20.5%, HSHAZE Oy 6.0%=22 LIEfLICE HYE=RE
B|AFRIO| 24.9%2 7HE QT 0|0 FE 18.6%, KHAY 12.6%,
HEH(@=, OAL AL MFAL AR 10.7%, =4 10.1% =2
2 ZAEIQICE E4QezE 1500He-2490H10] 30.1%2 7R
oitom, 0|0 2500+9l-3490+9l 18.6%, 1509+l O|RH 17.8%,
3500HR1-4497H] 12.9% w=C =2 LIEFLICE

<Table 1> General characteristics of sample

House wife 68 18.6
Unemployed 22 6.0
Others 27 7.4
Unknown 7 1.9
less than 150 65 17.8
150~249 110 30.1
Monthly 250~349 68 18.6
(i:mnC;::izn 350~449 47 129
won) 450~600 32 8.8
over 601 21 58
Unknown 22 6.0
Total 365 100.0
<Table 2> Characteristics associated with dental clinic
Variables Scale :zg“(’:f) Rate(%)
1 17 47
1-3 77 211
4-5 74 20.3
Number of 6-10 79 216
visit =11 110 30.1
Unknown 8 22
Total 365 100.0
Self 99 271
Spouse 32 8.8
Parents 52 14.2
Siblings 16 44
Children 9 25
Relatives 1" 3.0
Influencing Friends 45 123
factor
Co-worder 27 74
Neighbor 27 74
Others 40 11.0
Unknown 7 1.9
Total 365 100.0
Good medical team 131 14.2
Kind service 195 211
Secommendaton | 10 | 19
Transportation 86 9.3
Distance from home 208 22.5
Reason of Advertisement (such as 8 9
choice(a) V)
Medical cost 45 4.9
Pleasiaanr:q ;g:;:;ment 83 9.0
Equipment 39 4.2
Others 20 22
Total 925 100.0

Variables Category z:;n?I:) Rate(%)
Male 134 36.7
Sex Female 224 61.4
Unknown 7 1.9
20s 91 249
30s 90 24.7
Age 40s 80 21.9
50s 63 17.3
over 60 30 8.2
Unknown 3 3.0
nghschoc)ILé:]Sraduate or 89 244
) College graduate 75 20.5
Education University graduate 149 40.8
Graduate school 22 6.0
Unknown 30 8.2
Private business 46 12.6
Businessman 91 249
Public officer 15 4.1
Professional practice
Occupation | (professor, doctor, attorney, 39 10.7
accountant, pharmacist)
Teacher 13 3.6
Student 37 10.1

a: multiple response
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oHH, X[DtHO|R A E40|| St <Table 2> HEHEM X|
3IHA o] X|tHolof TgE E2 3= 11%] 0[&0| 30.1%
2 71 Qo 0[0f 6-10% 21.6%, 1-32] 21.1%, 4-53]
20.3%, XS 4.7% x=OF ZAIE|QICL O X|nto|fle MeHst
0 2 & ME2 2210 YotM et LIt 27.1%= 7+

oUofom, 0|0] K@ 14.2%, X7 12.3%, 7|E} 11.0%, HjSXt

8.8%, HISE, O|RO0| ZZ 74%=2 ZALE[ACt O] X|1tEe|H
= dHol 320|F 37HKIE CESH2Z 4ot 21 (YY)

b TN 22.5%, KIESH MH|A 21.1%,
== LIEHHTE

L5t o|=2 7 14.2%

42 M|z 9 EtHE 24

2 GT0INE SYHEO| EfTE HES FHM BN
QOIEMUHS BN, Q0I0| F52 1RZHeigen value)
10 0|42 7IFOR F4E 241 DN (varima) Of
gotgich 08 S¢ 29 20TZE FAYOE M 24

(reliability analysis)S A A|S510] <Table 3>0f EfEdar Alz|HE
HSSHALL

MR A2 23 LA 2 (internal consistency)S 29I
= Cronbach's v Al$=E 283t 2AI5IRAC}. 2F X9

NEIE Rl$E BE 80 OMO2 LIE} Y HE2 A
23 HoR et
HI7EX|Of CHeot BtEd 2520 ZF 4749 Q2I0| ==L
P BH=22| 00|l 2t0| BR& 10|40|H QOIMIHX|E 2
O 2 LIEIGICE £S5 KMORL Bartlette] M AN A
2 0.961, Bartlett A™E Q9|+=F2 0.000F Q02
| HEStQCt m2tM 2 oM nATIXefe=
I SOH7EX|, M7, AMZIEK], HE|74K]= B
Aoz LIEten, o] Ul 7kX| 20l Mo AL8g o
8.5%0| UL}

N

Ot mjn ok
HEpNlor
- J\IQ
o X
0z
n 4

05
. KMO
t

o4 njo
rn

ok

d
rE - =
rO

o onx 1x K 4n o
>

nx ¥o

0% rr

W]
- O

2} BiS0| Of0|A Z{0] 2&F 10|40|H QoIMIX|= &2
60|42 LIELHCEL EEDH KMOR} Bartletto] e AY 2
0.913, Bartlett ANM T |Fo|+=ZT2 0.0002Z Q01
HelotRIoh mEtM =2 7oA 2ASE fele=z
Bl 2 S YDt DAM2IE EfYE0| As A2 LiE
Mon, o & 7HX 208 A0 A8 WMo dYH2 69.6%
OIACt. A gutel NASFE0 Cheh EfEd 4320 1712 8
ol0] FEE|UCn, B0 HYH2 77.7%= LIELRC,

wx X =4 o
xo:lEF-'Z--'
<
O
N 0

ox mjo
;LI

<Table 3> Results of factor analysis for each dimension and reliability

Dl.mens Factor Fac’ltor eigenv R2 Cronbach's
ions loading | alue a
Reception
The clinic is clean
and comfortable 760
Thg clinic |s“ 793
Custom | convenient to utilize
er The reception
value process is simple 686 6.548 | 36.391 0.906
The clinic has a
convenient location .697
and accessibility
The clinic has a 71

87

good facility and
equipment.

Reliability

The staff has good
medical knowledge

735

The outcome of
treatment is reliable

.822

The dentist is
trustworthy

791

The recommendation
of the clinic aids the
treatment

.809

2.509

16.437

0.917

Promptness

The clinic provides
prompt service

.708

The clinic deals with
compliments in
prompt manner

.5564

The clinic notifies
about the
appointment time
through text message
in prompt way

.720

The waiting time is
short

713

The staff is making
efforts to provide
prompt services to
patients

.539

1.250

8.607

0.866

Convenience

The clinic is clean
and comfortable

.746

The clinic is
convenient to utilize

723

The reception
process is simple

.615

The clinic has a
convenient location
and accessibility

.687

The clinic has a
good facility and
equipment.

719

1.173

7.019

0.870

KMO: .961, Accumulation:68.5%,
Sphericity=5955.475 df=171, p=0.000

Bartlett's Test of

Relatio
nship
quality

Relational commitment

The customer has a
favorable attitude
towards the clinic

.626

The customer feels
attached to the clinic

.825

The clinic satisfies the
customer’s desire

.809

The clinic is very
important to the
customer

.861

The customer wants
to be a regular
customer

.828

4.320

59.111

0.920

Customer trust
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The customer Promptness9|« | Rarpness [1.032|.706 | .072 | 14.391***
believes that the clinic| .834 Promptness1 o
is honest 0 < | Popress | .970 | .837 | .054 | 17.836
The customer is Reception11 [« | Reaeplion  |1.000| .828
receiving a reliable | .868 Reception12|— | Reoegicn |1.100| 892 | .050 | 21.780°*
treatment 1.943 | 10.480 0.935 - " kkk
— - Reception13 |«- | Reogtion  {1.012| .866 | .049 | 20.732 970 | .838
The clinic is treating 847 - - —
patients with diligence | - Recept!on14 — Wm 1.015| .847 | .051 | 20.002
The customer can Rec.epfllon15 — Rsoemm 1.037| .881 | .049 | 21.337
continue trusting the 784 Rellablllty16 — R—Illdlllly 1.000| .832
clinic and return Reliability17 [« | Relichlity [1.081| .919 | .047 | 22.951*** o73 | 899
KMO: .913, Accumulation:69.6%, Bartlett's Test of Reliability18 | | Feliebiity |1.122] .924 | .048 | 23.189™
Sphericity=2883.994 df=36, p=0.000 Reliability19 [« | Rdicdlity |1.007| .869 | .048 | 20.837***
Customer
| C.ITlston:.er Ioialty rusta? | Qustoner trust [1.000| .844
will continue to use
this clinic 908 C::zzg;er — | Qustorer tust [1.071| .938 | .043 | 24.833+
| will return to this 972 | .897
- . Customer ek
clinic if there is a .862 <« | Qustorer trust | .962 | .827 | .049 | 19.769
trust39
chance
I will chose this Ctl:itsc:%er — | Quetamer tust 1,155 .933 | .047 | 24,596+
specific clinic if | 861 -
have to receive ' Relgt|onal4 Retirdl |, | o
another treatment commitmentdi— | oot |1 :
) - - 1
Relatio | | will recommend this 891 -
nship | dlinic to my friends | 5439 | 77.693 | 0.951 Relational Rediordl
perform | | will recommend this commgment4<— . 1.380| .845 | .087 | 15.845
ance clinic to my family .907 :
and relatives Relgtlonal Reldiordl ok
I will say positive commgment4<— . 1.367| .876 | .083 | 16.448 956 | .776
things about this clinic| .878 -
to others Rela.tlonal Radiordl »
| will keep use this commliment4<— . 1.621| .887 | .097 | 16.688
clinic even if others 863 -
recommend moving o Rela'tlonal4 Redtiord 1.448| .857 | .090 | 16.071
other dlinic commitment4 |« . . . . 071
: : 5
KMO: .911, Accumulation:77.7%, Bartlett's Test of T .
Sphericity=2552.924 df=21, p=0.000 ransaction | oyl
intention25 1.000| 890
Transaction -
ot <Table 4>0] MAIEl Hiel Z0| GREHRIETRL)SO] intentionze |~ | L@y | .969|.829|.044 21,809
Ojsh BF QOIsT2 06 OlM0|BA SHAHOZ QAL [Transaction
. . - Loyalty 996 | .827 | .046 | 21.743***
(t>2.00). intention28
Word-of-mou Logty |1.049| .881 | .042 | 24.925 | 974 | 893
<Table 4> The estimated path coefficient of measurement model th29 ’ ’ ' ’ ’ '
* Word-of-mou x
Measured Construct |U.C*|SC| SE. | tvalue |CR™| AVE 3o || lody  [1.071).897|.041 25954
variable
- Word-of-mou ex
Conve1n|ence<_ ience 11.000! 801 th31 Loydty .988 | .863 | .042 | 23.753
- Word-of-mou x
Conveznlence<_ - e | 973 | 749 | 062 | 15.721% th32 lodty [1.114].836 | .050 | 22.276
- * Unstandardized coefficient
Conve?:"e”“’(_ Gorverierce |1.038| .807 | .060 | 17.330"* | .919 | .635 ™ Standardized coefficient
c - ***Construct reliability
O”Ve4”'ence<— Converierce | 931 | 593 | .079 | 11.776"**
ConveS”'encee Converience | .982 | .838 | .054 | 18.189"*

Promptness6|« | Ronpiness (1.000| .784

Promptness7|« | Porpress |1.029| .865 | .055 | 18.604*** 907 | .601

Promptness8| < Ronpiness | .944 | .591 | .081 | 11.681***
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<Table 5> The coefficient between construct

<Table 6> Test result of validity of research model

Standa Inter-Construct Correlation
Aver| rd
Construct .
age | deviati 1 2 3 4 5 6 7
on

1
Convenie | 411 61 1
nce
2
Promptne| 406 | 6 | .56~ | 1
ss
3
Reception
4
Reliability
5
Customer| 412 | 60 | 484" | 486™ | 568~ | .58 1
trust
6
Relational
commitm
ent
7
Customer| 406 | &4 | 483 | 516™ | 58~ | 52~ | .56~ | 54~ | 1
Loyalty

4% | &0 | 53" | 55| 1

421 B | 48| 508 | Bt | 1

30 | 0 | .3/ | 4217 | 4007 | 466" | B 1

AVE 65 | 601 | 88 | 8OV | & | 76 | 8B

**. Correlation is significant at the 0.01 level (2-tailed).
a: coefficient < 1.00
b: AVE(Average Variance Extracted)

ot ZISEISME ZARSH?| Q8 Al2|&E(construct reliability) 2}
HaEAME=EI average variance extracted)ES HAHSIGCE 1 A
ot RE ZHES YUY JIFEMEE 70, BREAFSEZ 502
FZAA 2 AFER0 S RS2 NE YSEEES
Zt=Ctn g 4= QUCHBagozzi et al., 1988). LHHEIEIE2 27tX|
WY =, B 2AFEUAVE)O| JHEE 2 detAlxol S iUS
A5|8H=X|9| o5 (Fornell & Larcker, 1981)QF 2+ AbmtH|4=9|

95% T7b FEA|7E 7N E e MEA gt 12 ZESHEX| Of
H(Anderson et al., 1988)5 S3df EH7ISIQULCL <Table 5>0(A &£
=O| CHZH Olstel 2f AEtAIs= ME 240| AVE gfS 15K

Ot RF O] 7|ES SFAPIE A= LIEHL Cgez 2}
YAl 95% FEFZRIOf oftet dEASE 12 ZT
A @2 A= UEMCL M2t =old eoleME S A5
Zt AERIE HYESE 0830 =YIY BEE Ets
A2 Moot FHERECE

43. 72y 8l 7 HE

OlM H7H3H O|2X RS ASSH7| 2l AMOS 5.02
ZTEPHAI DS (SEM: Structure Equation Mode1)2 38|
ATEHo| Mote B452 FHIYUCL ARZYol X
StHS AMHED, x2=1588.063, AMRE(d.N=575, pz}=0.000,
NFI=.882 TLI=.908, CFI=9210|0, RMSEA= .0682 & 79
STRHe <Table 6>0f LIEIIZO| MEtHoz Mot &

ol

o 12
I

mjo

X2 d.f NFI TLI CFlI R'\ZSE p
referen
ce - - >90 >.90 >90 <.80* >.05
value
researc
h 15:3 0 575 .882 .908 .921 .068 .000
model

*. If RMSEA is <.05 then close fit, If RMSEA is <.08 then reasonable
fit, If RMSEA is >.10 then poor fit. (Hong, 2007).

Promptness
' %

Reception A“"—-
9(5.4122)
£
.
A\\~

Relational

Customer
loyalty

<Figure 2> Analysis result of research model

M4 AS Al <Figure 2>2f <Table 7> AmEMH XM, 10
H7LK|QE nAZH ool TA UM MEIIK|(EEZEA S
=0.234, t=5.461, p<0.001)2} AMEZ|7IX|(EZ=HZH4=0.239,
t=3.075, p<0.01)2t0| nABH =0 Foot H(+)el F&2 OX|=
Ao 2 LIEMGCE Bt HE|7X|t M7tk DASZH =0 S
Moz Rolot Fets OIX|X| Y= ARE LIEMGCH =M, 127t

Xt nzMZ|Qto|  EAJ UoME MEVIX(EEEEASF
=0.537, t=6.849, p<0.001), SCY7FX[(EZEZAEA2=0.220,
t=3.149, p<0.01), HE|IX|(EZZE2A4=0.160, t=3.471,

p<0.001), AETIK|(EEQEAH4=0.130, t=3.219, p<0.01) &=o=
nzM2l0f Folot F(+)el FEE 0K AR LIECE

MR, D2T7EX|Qb HAZS Ut 2AHO ANME MESIHK|(RE
H2H$=0.269, t=5422, p<0.001)9} <SCi7IX|(EZZZH$
=0.154, t=1.939, p=0.052)2t0| A= 0 flet H(+)ol F&
OXl= A22 LIEtReH, O 29| He|7tX|et Az[7HX] 22
SHECE Rolot 2 O|X|X| s AR LIEMECE UM,
Hrlg|et 2tAZ e A oM DAMZl= 2AZ 0
Folst H(+)el e O|Xl& Ae=E LEIRCHEEEEA
£=0.651, t=7.288, p<0.001). C}XRY, DZHAIZ|Q} NZH=EM = Qo]
A0 AoME= DAME|l= DUZEHE0 F2T H(+)e TS
OXls HSZ LIEISHCHEZEHZAH4=0.317, t=4.082, p<0.001).
OIX|9te 2, ZAZD DABHeto| A0 A0M= A=
U2 IHEZHE0| Falgt H(+)el Fg2 0Kl AR LIEHE

CHEZEZE74==0.246, t=3.991, p<0.001).

> Hir K rjo o
ro 1
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<Table 7> Summary on the result of hypothesis testing

Ao, 2AZES nAdlzel BAZYU2 DAIHX| Q0olo| Ha|rt

il Unstandar | Standardi |Stand Xt SCH7HK], nASHEeto| AN HEHE e A
-Zz[;is Path dized zed ard |t-value|Outcome O LIEfLUCE 2 A0|A|= Sobel TestE 0|235}0] DZHAIZ|Q}
coefficient |coefficient| error DA 20| DIBRIIE XASSIYPOn, 1 ZHIE <Table 8>0
Convenience RIA|SESICE
— Customer .064 .077 .036 | 1.776 | Reject
Loyalty <Table 8> Summary on the result of Sobel Test
Promptness :
5.461* Indirect Sobel
— Iijlilsatlct);ner 181 234 033 |7, | Accept Path offect Test(2)
H1 i - -
Reception Convenlegﬁztome(:ul_s(t)or;teyr trust 0.0531 2 6436+
— Customer .022 .026 .055 | .392 | Reject th
Loyalty Promptness — Customer trust — 0.0432 2 593"
- Customer Loyalty
Reliability 3.075* -
— Customer 238 239 078 |°) Accept Reception — Customer trust — Customer 0.0730 25029
Loyalty Loyalty
Convenience 3471 Reliability — Customer trust — Customer 01783 35158+
— Customer| .128 160 | .037 |77. " | Accept Loyalty
trust i i
rus Promptness— Relational commitment — 0.0662 43306
Promptness 3010° Customer Loyalty
— Customer .096 1130 .030 |, Accept Reception— Relational commitment — "
0.0379 1.8952* ¢
Ho trust Customer Loyalty
Reception " Customer trust— Relational commitment -
— Customer | 177 .220 .056 3'1*4 o Accept — Customer Loyalty 01601 51219
trust
Reliability 6.840" p<.05, ™ p<.01, ™ p<.001
 Customer| 513 537 | 075 |®%77 | Accept 1(.058)
trust
Convenience
— Relational | .019 .027 |.036 | .512 | Reject 5 4 =
commitment
Promptness - Ziqto| Qo gl =
— Relational 173 .269 .032 5'4}32 Accept 51 E:'-L EJ'r—l 25 X AlAl’
commitment
"> [ Reception o 2 giTe Kapgollg ol8ste 10| XZtste AT}
— Relational | 108 454|055 | "7 | Accept HAZEAE, 2Y) ¥ 2AFHE0| O|X|= &} 0| Qolzt
commitment of TXN PAS MWET| 0l 4 QCt
Reliability olo| BTl ANES QORI T3t 2T KA, 02
- Relgtional .099 120 .077 | 1.282 | Reject MKt DZEM ol DA A X|TFEo|0| CHsl mzZio| X|z2ts)
commitment £ ME7EXIeL ASTIKE DASHEO HEFl P+ Kol
ci“St‘t’mer 7 288" Fg= OXl= A2 LERCL 0|2lel Ha[7HX|et STH7HK=
rust — . " N =
He | oo | 865 | 851|078 | "7 Accept DASHEO| MY FHS FA|e RS BAHZHO| DY
commitment Mot DAZUAS SIHM DASE=0| S DAH, 2AFE
Customer o nAMzIe HASYS AATIX| 0l HE|7HK|t L7,
= * THEME QLo Tt AN FOIISEIIE 2= ZHoZ LIEfLCE
H5 trust 332 317 081 4.(21*32 Accept LETo to| 7:'10" y IZizaE 2 A = FEHSHC}
Customer Ol DZTHK|E FZO|L} AH|A0| 2EN [oj SEEA AH|X}
Loyalty o TooE FHQl et OjX|: Tof T Mo MeY wEw
Relational . ot ofL|2t Fof = PHE, XFof o=, FHOE S0k g2 O
He | SO 206 | 245 | 074 |*N | Accept X Ojgje] Z=Q3t AMSo|o] MO| |M(Holbrook, 1994;
Loyalty Woodruff, 1997; Parasuraman & Grewal, 2000), [f}2fA DZi=M

* p<.05, ** p<.01, ™* p<.001
$(.052)

ol 2 W AlSThxiet AZTkKE D25
Sof NPED U WHSEME 2= UOR UEHOD], Hal7px|
o STIZHAE DABHE0| HEHO FYS FAlE RoHAE B

o
AZTO| MAMZet TASYS SN NASHE0| FHS O

oldel 218 &
o 7

L
1 rr

bal

=5 O|F5t=0 2A4F B0f DAMTHX|7F O Helsiota &=
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