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<Abstract>

The objective of this study was to verify the effects of brand equity of small & medium hospitals on
trust and relationship commitment and mediation effect of trust in the relation between brand equity
and relationship commitment.

For testing reliability and validity of the measurement tool, Cronbach’s a and confirmatory factor
analysis was used, respectively. A structural equation model was applied for verifying the study model
suggested. Out of 450 questionnaires distributed, 439 was returned. On the study results, brand image
and perceived quality positively determined trust of customers for small & medium hospitals.
Customers’” trust also has a positive effect on relationship commitment. Brand awareness positively
influence the levels of relationship commitment. Moreover, a mediation effect was identified. Customers’
trust mediated the effects of brand image and perceived quality on relationship commitment of
hospitals customers.

On conclusions, relationship commitment was determined, either directly or indirectly, by brand
image and perceived quality, while trust mediated the their relationship. Thus, hospitals management

may use the concepts of brand equity and trust as a key success factor of their business purposes.
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<Table 1> Demographic characteristics of the objects

Variables Category N %
Gerder Male 144 32.8
Female 295 67.2
10-19 10 23
20-29 87 19.8
Age 30-39 122 278
(Year) 40-49 90 205
50-59 85 194
>60 45 10.3
Under Middle School Graduate 58 13.2
Educational High School Graduate 168 38.3
Level University Graduate 194 44.2
Graduate School 19 43
Married 307 69.9
g:{'&:' Unmarried 116 26.4
Divorced 16 3.6
Christian 116 26.4
Roman Catholic 28 64
Religion Buddhist 122 278
No Religion 160 36.4
Other 13 3.0
Office 69 15.7
Sales/Service 36 82
Engineering 27 6.2
Self-employment 33 75
Occupation  Professional Job 53 121
Student 51 116
No Job 16 3.6
House Keeper 136 31.0
Other 18 4.1
<2,000,000 197 482
Monthly 2,000,000 - 3,000,000 108 26.4
Income 3,000,000 - 4,000,000 50 122
(Won) 4,000,000 - 5,000,000 25 6.1
>5,000,000 29 7.1
Total 439 6.8

<Table 2> Characteristics of the small & medium
hospitals visited

Variables Category N (%)

Internal 140 319
Surgery 15 26.2
Obstetrics and 67 15.3
Gynecology

Medical Department Ophthalmology 17 39

(Multiple Choice) Otorhinolaryngology 31 741
Urology 14 3.2
Pediatrics 67 153
Dentistry 4 9
Other 24 55
Seriously Not Healthy 8 1.8
Not Healthy 53 121

Status of Health Standard 221 50.3
Healthy 124 28.2
Very Healthy 33 75
First Time 81 18.5

Number of 2-3 148 33.7

Admissions 4-5 70 15.9
>6 140 319
Recommended by 168 38.3
acquaintances

Recommended by

Decision—Making Family members 75 1741

Strategy for . Mass Media

Hospital Choice Advertisement 17 39
Hospital Brand 165 37.6
No Answer 14 3.2

Total 439 100.0
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<Table 3> Fit index of the measuring model

»? df p Gl AGFI T CHl (S&EES)
643.061 220 .000 .881 .851 .934 942 .066(.060~.072)

GFl: Goodness of Fit Index,

AGFI: Adjusted Goodness of Good Fit Index,

RMR: Root Mean Square Residual,
TLI: Tucker Lewis Index,
CFl: Comparative Fit Index,

RMSEA: Root Mean Square Error or Approximation

<Table 4> Confirmatory factor analysis of the measuring model

Variables B SE CR p Cronbach's «
- BE1 1.000
-  BE3 1.071 075 14.257 .000
-  BE4 1.079 .080 13.549 .000
Brand Image 900
-  BES 1.201 .080 15.069 .000
-  BEG 1111 .080 13.860 .000
-  BE7 1.101 077 14.296 .000
- BAT 1.000
Srond Avareness  BA2 986 .059 16.742 .000 38
—  BA3 878 .066 13.205 .000
-  BA4 956 .060 15.858 .000
- BQ1 1.000
Perceived Qually BQ 3 1.724 145 11.923 .000 966
- BQ4 1.774 146 12.112 .000
- BQ5 1.711 142 12.010 .000
- Tru 1 1.000
- T2 982 .040 24.748 .000
Trust - Tu3 993 .043 23.040 .000 933
- Tu4 970 041 23.598 .000
- Trus 1.015 043 23.519 .000
—  RC1 1.000
Relationship —  RC1 1.045 049 21.445 .000 902
Commitment - RC1 1.081 050 21.575 000
— RC1 923 050 18.289 .000
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643.061 220 .000 .881 .851 .934 .942 .066(.060~.072)
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*p<.05, ***p<0.001
<Figure 2> Verification of the research model

<Table 6> Verification of the hypothesis

Path B § SE CR o
Brand Image - Trust 301 .255 A7 2.582 .010
Brand Awareness - Trust .016 107 .088 .180 .857
Perceived Quality - Trust .920 .558 114 8.054 .000
Trust - Relationship Commitment .559 .549 .062 9.024 .000
Brand Image - Relationship Commitment .013 011 AN 118 .906
Brand Awareness - Relationship Commitment 287 302 .085 3.398 .000
Perceived Quality - Relationship Commitment 21 .072 .100 1.207 227

SMC(Squared Multiple Correlations)
Trust=.586, Relationship Commitment=.690

<Table 7> Mediation effects in the effect between brand equity and relationship commitment

Path Indirect Effect (3) Sobel test(2) p
Brand Image —  Trust —  Relationship Commitment 140 2.473 .013
Brand Awareness ~ —  Trust —  Relationship Commitment .009 182 .856
Perceived Quality —  Trust —  Relationship Commitment .306 4.439 .000
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