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{Abstract)

Structural Causal Relationships among Service Image, Service
Satisfaction, Emotional Commitment and Customer Loyalty in
Hospitals: Moderating Effects of Relationship Proneness

ok T

Hyoungrae Cho*, Chul-Jae Choi

*Bagae Hospital, **Faculty of Business Administration, Dankook University

The purpose of this study is to examine the structural causal relationships between service image, service
satisfaction, affective commitment, and customer loyalty to customers who have experienced hospital medical
services, and to identifies the mediating effect of relationship proneness in explaining the effects of service image,
service satisfaction, and affectivel commitment on customer loyalty. For this study, 250 respondents were surveyed
and data were analyzed using SPSS 21.0 and AMOS 20.0 statistical package. Statistical analysis tools, such as
SPSS 21.0 and AMOS 20.0 were utilized for ensuring the validity and the reliability, whereas the SEM method was
used for testing the research hypothesis. The results of study are as follows. Service image had significant
influence on service satisfaction and emotional commitment. First, Service satisfaction was significant for emotional
commitment and customer loyalty, and emotional commitment had a significant effect on customer loyalty.
Therefore, the path relations between variables were all statistically significant. Second, there was differences the
moderating effect of the relationship proneness in the effects of service satisfaction, service image and affective
commitment on customer loyalty. In other words, the moderating effect of the relationship tendency was consistent
with the research hypothesis and the adjustment effect was significant in the relationship between service
satisfaction and customer loyalty. However, there was no control effect in relation to service image and customer
loyalty and affective commitment and customer loyalty. Therefore, In order to secure long—term and stable profits
by establishing a relationship with their customers, the medical service marketing strategies of hospitals should be
promoted to enhance customer loyalty by raising the level of service satisfaction to high relationship proneness
group and by raising the the level of affective commitment to low relationship proneness group.

Keyword: | Service Image, Service Satisfaction, Affective Commitment, Customer Loyalty, Relationship Proneness
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(Analysis of Data Characteristics and
Demographics)

24 U ATSAHSY 2N 21}

2l 120(48.0)

- b 1(32.4)

BB 200160)
S 7|E} 9(3.6)
-Te 170 ojot 118(47.2)
NS 170 g-14 ojat 82(32.8)

193 Ojgt 46(18.4)

3 ol 4(1.6)

s ERS 107(42.8)

= oM 143(57.2)
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= R Lea! 52(20.8)

5t 15( 6.0)
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20A 0|2t 2(0.8)
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ARSAEE gy 30-39 37(14.8)
40-49KM| 67(26.8)
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BOA| Of At 35(14.0)

InEl 48(19.2)

EESE = 155(62.0)

CHEHel oAt 47(18.8)
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Sl 0.404
SI2 0.207
MH|A0|O|X| SI3 0.301
Sl4 0.316
3l5 0.423
SS1 0.789
582 0.803
MH|ADHE SS3 0.791
S84 0.756
S35 0.753
AC1 0.261
AC2 0.224
I X 201 "
memEs AC3 0.273
AC4 0.246
CL1 0.249
CL2 0.343
IHEME CL3 0.353
CL4 0.179
CL5 0.319
Y| 4298
B HMSE
Q'WHEF %At 22.621
e LS 22.621
2. 2420] I E 9 Al2|E BA
2.1, BMXN QOIEM 9l MEE BN

0.299
0.239
0.247
0.239
0.354

0.318
0.299
0.248
0.345
0.260

0.329
0.241
0.255
0.191
0.828
0.825
0.784
0.675
0.685
4,001
21.055
43.676
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A1} (Results of Exploratory Factor Analysis, Reliability Analysis)

0.714 0.170
0.833 0.273
0.769 0.293 0.940
0.799 0.237
0.630 0.223
0.285 0.243
0.299 0.265
0.337 0.255 0.959
0317 0.274
0.296 0.284
0.223 0.780
0.249 0.840
0.178 0.828 0.940
0.290 0.806
0.243 0.208
0.230 0.203
0.236 0.264 0.943
0317 0.397
0333 0.328
3.908 3.716
20.566 19,560
64.243 83.802

q grola QolRAL %}: /df GFI, NFI,
CFI, RMR, RMSEA 59 A4& EH Ao A3t
w5 BrReRT EAEE, x*(182.786)/df(84)=
2.176, p=0.0002.= et A aclo] gk Ageo
< A7 §le A= SRIEIh E3F A7t A|47}
GFI1(0.912), NFI(0.955), CFI(0.975)2A ZAX] 0.9
£ doj4la, RMSEA(0.069), RMR(0.050)=A] Z+2+9]
2|22] 0.07 9 0,05 olst= yeht 2AAE S A=
2 AU 5 ol #2333 QQlFekE 0,783004
0.9500.% yeht 7)o FAI7F $iie
A0 el = (construct validity) 2 Bk £
SHAVE)2 2+ 7124] 0,73} 0,55 Z1sto] XE4
o7 HAFedEols A stk e 1 A
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23, A72HO HYE £4 L ALY AH SN2 AuZola Al AHIATE 8 Z9E 29

SOl RS FUIL, AHIATES 4 B9 9 1A
231 A7EFAYE 24 L 2a% 44 FAme| fostaon, B A BYUS nAFHE
B AgolN AV Arnge) Ageg vesl] 9 ol S8 S FUT Wb we 9] ARuAs

sto] ?%k df. p%k GFI, NFI, CFI, RMR, RMSEA i SAHCRE [olsto] A7gt A47kd 1, A5k
_]

= Aoty A4E golsint, ZAA3 p=0.000, df 2, 957K 3, A7 4, AF7HAE 5, A7 6 5
=84, \*=182.786, y2/df=2.176°.8 Qz}o] 7|23 3 %= A= Qo d-AY= (R 6y Pt

CFA  CFA yrem
0| H 0|2 Q018512 ME|T
S 1.000 0.858
kk
w5 Bm S8 e
S5 0993 0.862 17819 0,000%
st 1.000 0.922
ss2 1017 0.950 28392 0.000%*
M|~ ° 4 ss3 0986 0.909 20615  0000%* Ligse Dt
ss4 0964 0.895 23494 0.000%
ACT 1000 0916
23w 29 4 3 AC2 0995 0.902 20057 0000% 0905 0818
AC3 0949 0.896 21943 0.000%
oLt 1.000 0.894
= ?2 2 *k
S B I .
ol4 0938 0.783 16254  0,000%

X2:182.786, df =84, Xz/df =2.176, p =0.000, GFI=0.912, NFI =0.955, LFI=0.975, CFI=0.975, RMR=0.050, RMSEA = 0.069

<E 5> WHEYEEN U |25 2 2

(Results of Discriminant Validity Analysis and Basic Statistical Analysis)

AVE 1 2 3 4 5
1. MH|A0|O| x| 0.750
0.768***
MH|AREE ' :
2. At (0.583) 0.814
0.619%** 0.636***
ZI XX 20| . .
3. UEN 2¢ (0.383) (0.404) 0.818
- 0.694%* 0.709*** 0.651%+*
THEN : y :
4 AASSE (0.481) (0.502) (0.423) s
5. T A 0.624%* 0.597** 0.453** 0.521%
(0.389) (0.356) (0.205) (0.271)
¥ o 45150 4.4140 3.9347 4.3310 45440
EZHR} 1.12565 1.15583 1.12085 1.14474 1.13917

Note: *** p” 01, ( )=r?
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<HE 6> 21t ZXM
AT 4= Estimate
1 AH[AO|O|X|—AH|ATHE 0.827
2 MH|AO|O|X| - ZHENE 0.260
3 MH|AO|O|X|—-2ZEX 2¢ 0.356
4 MHADIE-ZEE S 0.368
5 MHADIE D HENE 0.338
6 2N 2T HIHE 0.254

x*/df(182.786/84)=

v

2.176,

Z1t (Results of Hypothesis Analysis)

S.E. t p i
0.055 15.079 0.000*** RHE
0.085 3.075 0.002*** N
0.095 3.736 0.000*** HeEd
0.091 4,024 0.000*** ZHE
0.081 4.168 0.000*** ZHE
0.064 3.957 0.000*** HeEd

FI=0.912, NFI=0.955, IFI=0.975, TLI=0.969, CFI=0.975, RMR=0.050, RMSEA=0.069

Note: *** p< .01

<E7> 2 Y H Xjo|dS A2
(Results of Moderating Effects Directionality and difference verification)

oA M

Estimate ¢ P

MEALE

Estimate

t

7 MHlABIE-D2EY

ik 0.632  3.437 0.000***
8  MH|A0[O|X|—-1AZY

-0.037 -0.02 0.840

2223 2.306 0.021**
0.421

284.641 3.924
168 280.717 169 285.093 4.376

et

3815 0.000 717t

9 UMM SU-THMEMHT 0198 1427 0.154 0.182 2409 0.016 280.727 0.010 7|Z
Note: *** p< 01, ™ p< .05

2.3.2, 24axn 34 ZF319i7] ol o] WA Y= BAIGlo] TS

UAZ el g AH|ATES, Aju]soln|z] 9 7Y 7H 4= Q7] wzoltt,
2 EYo o wANA BAGe 2daTE AEst AP Ao A e 1] o 5852 thidol thgh ofu]
7] el AT A AN FES TR Haghe 4o Ao DEigirhal shef[3] olF ol A FFEol 9
= %%%Ml 3Fdh= 4(n= 3005 AQlgt 164 3.5744] a2 2T Atk =4, A3 2dY 1A #
A-Hn= 102), 5914 7714 n-eHn= 118)e& & A4 BAGF] 2HaT7}F FoshA] o2 A AY
otof %*46}2'14. ZAANEALS Ak FAZAL7E oA E HHAH A o] YeAuAFHOR <l
A7} Bieko] AAehertE E0Ist & Free® @yl 3 Aol FEEY] wiEo] o] Fasithar sheia
AR 7+ 2230l AZsIet, 2HFTe wekde  [43], FEE A4S WAFS A A Y
slolsly] el AT AZA ST ATAA 7HA9F 1749 YFAFA T Pk & 4 AUkl 516l
gRtko] AZALRL Aok sh=y|, EAZAT} An|2o] 7] wi2o[25] TAE 2Aaatel BAgle] A4

= ARAS7F A veRd v
AujavEs 1AZEE 9 A EY3 uAZAE
AN ARAGR =A YERY o5 W 2t A
A A7bdat o] dA)skeltt, Freel g at Aoy
o tigt 2’ 2po] A5 AT, A ATkED NAZAHE 1A
oM Ax’gro] 3.9242 71FA] 3,845 dol 2HaI}
fFojataict, At7bdol 717 A ot 2t A
A, Aujzolu|z]e} uAZHE BA A BALFY 2
et folstA] ok e QRAH|IAE AES
o] AH|AE AFHhs TN FAHH R AHAE A

[ =

kL
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