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<Abstract>

Objectives : This study empirically verified the effects of service provided by medical service
providers on customer satisfaction and favorable word-of-mouth intention. Moreover, it measured the
mediation effects of customer satisfaction in the relationship between medical service quality factors and
favorable word-of-mouth intention and proposed implications in terms of marketing. Methods : The
research hypothesis was verified with a structural equation, and the Sobel test was used to analyze of
customer satisfaction in the relationship between medical service quality factors and word-of-mouth
intention. Results : From the hypothesis verification results, physical and human factors among the
quality factors of medical service affected customer satisfaction. Additionally,customer satisfaction
interacted as a factor influencing favorable word-of-mouth intention. Conclusions : Medical service
providers should work to enhance the satisfaction of customers in terms of human and physical factors
by providing quality medical service that is different from other providers and by improving the

quality of medical service and the environment which could lead to effective word-of-mouth intention.
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St vHAfeR wipasE AHIs]

Baron & Kenney(1986)%] 'O E Sobel testE <Table 1> The Socio-Demographic Characteristics of
the Subjects

A AT
Categories(n=150) N %
Conder Male 63 420
Im. ﬂ——rléjq. Female 87 58.0
Elementary school " 7.3
Middle school 15 10.0
1. dFAALe gurd EA Education High school 47 31.3
College 73 48.7
Graduate school 4 2.7
225 289 Uutd EHNS AHEW <Table =19 427
>3 2] AWML Bt 420%, o174 580%E ZA o Sl
ok =3 st E 487%, 1E 313%, = Age 40-49 30 21 3
£ 100%0lN, dBUE 400 213%, 200 50-59 28 187
60< 27 180
0 0/ 2~01N] a2 032.
20.0%, 30t 193%zelith. AsALE WA Medical Medical part 84  56.0
56.0%, HA 4.0%=Z ZAHEACE 4FEYL 200 affiliation Surgical part 66 44.0
Tt 40.7%, 1009HIT) 18.0%, 300%+th 15.3% >1,000,000 9 60
N 1o, = . s . Average 1,000,000-<2,000,000 27  18.0
FoIaL, AP FH 28.0%, Awlag 193%, A monthly 2.000,000-<3,000,000 61  40.7
223} 84 113%502 ZAEYT income 3,000,000<4,000,000 23 153
(KRW) 4,000,000-<5,000,000 21 14.0
5,000,000< 9 6.0
2. ZAT T NI 2 ggr 24 Professional 17 113
Management 4 2.7
_ Administration 10 6.7
Sl QRAEANS AN Q1A A ] 059] Service 29 193
4 B AESATT]. 2 adlel oig g P xperenced 0o
Homemaker 42 28.0
A3} AEE, AVE, CR %= <Table 2>°l AAISHA Student 17 113
th 2 7} NS Bosly] 98kl Cronbach's Have no Occupation 13 8.7
Other 8 53
aE AREsIRen BAA3 B (701442 ghol y
et AlE] o] e AeE AdstATHIg).
<Table 2> Reliability and Validity Result
Variable M+SD skew  kerato - Cronbach's - p A B C D E
—NESS —SIS a
A Treatment 4451076  -335 510 838 632 (.762)
process
B. Physical 3.4840.74  -.221 740 845 550 715 (.736)
C. Human 3.7440.72  -428 719 945 884 724 678 (.937)
resources
D.Overall 5 eoi074  —282 040 1900 883 572 640 706 (.880)
satisfaction
E. WON
N 3.5040.77  -259  -.027 925 867 467 517 847 798 (.904)
intention
(): AVE2
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<Figure 1> Structural Equation Model
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<Table 3> Model of Path. Analysis

Path. vle SE CR p

H1

H1-1 Treatment process - Overall satisfaction -.018 141 -.129 .897
H1-2 Physical - Overall satisfaction .388 155 2.497 .013
H1-3 Human resources - Overall satisfaction 517 113 4.579 <.000
H2

H2-1 Treatment process d WON intention -.081 116 -.699 484
H2-2 Physical - WON intention -.037 129 -.289 172
H2-3 Human resources - WON intention .218 103 2.118 .034
H3 Overall satisfaction - WON intention .648 .099 6.536 <.000

<Table 4> Mediation Effect analysis

Path. B SE z o}
Physical —  Overall satisfaction .388 1565
2.338 <.019
Overall satisfaction —  WON intention .648 .099
Human resources —  Overall satisfaction 518 113
3.755 <.001
Overall satisfaction —  WON intention .648 .099
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