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Abstract

Purpose - This study attempted to construct and validate a structural model of the relationship between the quality of
medical services, perceived risk, reputation and customer satisfaction, which is the main concept of the relationship between
large hospitals as well as small and medium hospitals and medical consumers. Through this verification, the small and
medium hospitals are to find the way for wise coping in competitive situation with large hospitals.

Research design, data, and methodology - This research developed a hypothesis by constructing a structural equation that
reaches the satisfaction and the relationship between reputation of perceived risk and perceived risk of service quality
perceptions of customers of small and medium hospitals. Research data were collected through a questionnaire survey of
respondents who had medical service experience from small and medium hospital. A total data of 252 respondents were
used as the sample for the final analysis and analyzed using SPSS 23.0 and AMOS 23.

Results - As a result, the relationship of quality of medical service, reputation, and customer satisfaction among small and
medium hospitals was consistent with the results of precedent studies, and the perceived risk has a significant impact on
reputation, so the greater the perceived risk, the higher the preference for reputable medical institutions as large hospitals.
In addition, it was found that the direct route from perceived risk to customer satisfaction was not significant, and reputation
was found to have a full mediating effect on perceived risk and customer satisfaction. Customers who use small and
medium hospitals prefer to use reputable medical institutions if their perceived risk is high, which is different from risk
perception when specific targets are specified.

Conclusions - In terms of the effect from customer satisfaction, not only the path of perceived risk — reputation —
customer satisfaction, but also the quality of service quality — reputation — customer satisfaction. These findings suggest
that small and medium hospitals are appropriately responding to competition with large hospitals, rather than focusing on
the perceived risks and reputation of customers in establishing and utilizing competitive strategies to create new customers
and preserve existing customers
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Aot SIX|T 7| EDHE |FX[S= HEE SHH, A}
Tl YOl et Hek2 nzint=o| Chstol FEEQ
0|X|= ZHSZ LIEMSCHKang, Rhee, & Kang, 2013).
b, Ck=9] AHRXS(Cronin & Taylor, 1992; Kim & Kim,
2012; Seo, 2015)0f o6 mZHDtEO| MIMQoloZ X|X|E gt
1 Qe olEMH|A ZHO| Cfs MHEM, o|EMH|A EEHE2
O|F AMH|AO| CHEt nAHTE=TL S o8 2= AU EfQlo|
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O|ZAH|XEL| X[ZE @o| FMeto|=of s OX|A K
= 7= L 3| QACHLee, Kim, Lee, & Kim, 2011;
Campbell & Goodstein, 2001). S}X|0t O|Z AH|X}IS9| X|ZtE
fiar E, 0A0Ro| JHAHE et ¢t O|Z5ICh
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2.1. o|Z MH|A EZ(SERVPERF)

S|ZMH|IA EF g0l 2Z¥oz =&l 1980HLC] 0|,
MH|A 20| CHsl Cronin and Taylor(1992)= SERVQUALO]|A{
7|01t Mg FM5t= ¥ (Tangibles), 42|/ d(reliability), Ht
2/d(Responsiveness), 2t4+lMd(Assurance), &2 (Empathy)9|
S0 AH@ 2270 SF0M duRE ez Fge xS
SERVPERF X L9} Parasuraman, Zeithaml, and Berry (1985)
o SERVQUALH S H|wst7| 9[5t0] 4702 AMAT(2E, Tf
2ERLE, SISEX, MEM)S Oigez st 1 Zuh
SERVQUAL2 A0 & 471 Lt SOoM 2742] A2
o, I|AELC)0| Moot A2 LIEFHOL), HHH, SERVPERF
= Q] LY TR0 Mot Aoz LIERHCE W2t Cronin
and Taylor(1992)= SERVQUALS| CHOtSZ A SERVPERF T H!
= HABIeH, 45AUTE Sl SERVPERF 222 d&5 £
IE FESIRACL L2|Ltzte] Z< 2000E0f 20| S0f 2
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=30| Az QUCE Han, Son, Gu, and Lee(2007) H0j|
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Etston, Kim and Kim(2012)2 2|2 A{H|AZZE(SERVPERF)
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2.2. X|Zt=l 2| (Perceived risk)

AH|X AS0F 2HEs AR =o|Z AN HHE
EXSte =28 S Eoh HEtE RO OfL|2f AH|Xt
of FH X2, T X2E 9IHeS olo|3it.

Laroche, McDougall, Bergeron, and Yang(2004)°| ™10
OfgtH X|ZtEl S AlRlE, AZHE, daHE, d2[A, A
X, ZHH ez fE5t0 nAdFZue| HAE Yot ¢
T7F TIME|QED, MHE, AME ot ofL|2t AH|AQ|
FYd0| X|ZE gol 2 0K AR EnE|QCt £
ol MH|A JHA40| 248, MHA BOE7 22 4EYs
£ Mol X|ZtE [sFES =00, BHEL HHE 28
o X|Zt=l QBo| ZLAE F=FoiCt HYULCE Yoo and Suh
(2009)2f Yom and Lee(2011)= X|Zt= Q& nzior=of &
Al FdEeelo|l, 0 ZME0ole ZHEA IEEATL
fe Aoz BML|QC Kim(2015)2 X7taEA AHIXHES
RIZHEl QIB(AAE, H2I%, 715N 9i#)0| DHRHS0| OjX|
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2.3. HIKReputation)

@agtolzt 7ol o|OjX|et A0l CHot 7HES AH|AtO| ¢
HOM XHE 9kE Z{0|CHZeithaml, 2000). EEHReputation)
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S0 AFRED ACHGrunig & Hung, 2002). Hoeffler and
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Figure 1: Conceptual framework
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3.2.1. O|EMH|A EZut Wuto| abA|

Cronin and Taylor(1992)= 9|EA{H|A ZZI0| =0E4E
g 3EMeR A5, ESE Ot W2 MH|AFH
of EIto| H(-)el FyS OjXICt FYSIQUCE Kang et al.
(2015)7} =5t o= AH|A FEIF HEo| AHatd GI0)A,
QIEMH|A Bl MH|A AFHO|Z ERE2 AMH|A 7IX|QF HIts
Sot0f nABR0| HEEQl FEE O|X|= A2E LIEHS
o, IEMHA SEO MHA A0 FHE2 AMH|ATHK[QF
HEo| 7elpt e 0K A= HSALCL oo & A+
£ "ol 0/X|l= 2MH|A EF Aol YA E metst
IXp oot 22 7HdE dH-SIRICH

H1: 2|2 AMH|A SRS HEO| F(+el g2 0j& Ao|ct.

3.22. O|FMH|A ZEZF 0} DZHDIEO| T

>

DHOLZO| ME[AZHIL OfEE BHZS WA YTt
O3t ARES ATLTE AHABHO| DABHSO| M#R0l0)
2f0 BT QUOD|, Lo HTES MHIAZET Dot
0| FHN BAE ASIIRCHJIeon, Yi, & Lee, 2014; Lee
et al, 2015; Seo, 2015). O[0] & ATOME ZAHO| o
BMHA ENI} DADE 7ho| AYBAS mokElnRt CHS
o 22 7142 4HESIRInk

H2: O|ZAfHIA BES NATIE0| (ol Y2 DA ZHolck
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2H[AHSO| ™S XS E|T Cher 2E 0|830]
RZE Qe ZAA|7|8{1 siC) Kim and Son
ToMe= XZE dsF0| Re+E Ty, ojnlx|, 1z
T DADEE $ES FORNCHE JHHS M9 AZEMS 21,
Jung(2015), Ghotbabadi, Feiz, and Baharun(2016) S°|
ZAfet Zo| X|ZtE o] MehetH, o|n|X|, nzHBkE, THoj
OO FE DXz ARE LIEtHTE X2 fi@at i 2t
o FHAIE mASHY| QoM CHEat 22 7HES 2SIt
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Yoz AR £()o F&= DO|X|A E tHGhotbabadi
et al., 2016). Yoo and Suh(2009)°| H{0AM= AH|XISO|
Xt /Haels0] nA=R0| 2PN FgS O[XA
L ZotHez DAO[HOR0 FeS OX= A= LiE
Lt 2H[RESS| AAFola HE|HQl f/eaol Qo= FNH
XA 2 SO s offet RolsS HAAZ|= e
o= og7|S0| =S ofof & AO[2tL FIYSHAUC). et
M XZtE fignt aARE 7io] FJTRtAIE =Helsts| ok
ChEah 22 7HdS 2785t

=2 =2 o

Ha: X|ZtE flg2 AR F(-)2 S 0jE Ao|ch

g2 IA L=Ct 3|, 27t X H5=
OIEMH|AS| /I =0H TR FL[9 oW XD
of HAYS ZEHA EICh matM 2ZEAMH|A 0| 8XH= AMH[A
MSAte| o] =2 HAS MEFo=N X|ZE fds &
AAZ AEQL PHEE Qo dYE HO|H, Ol BEEet
ifolg& ol=& Z3A7|l= Mat £XE "y 4+ Ut 0]
2ot 2E0M olE MH|A HSAte| HEHS SEXIDHES[ M
B2 73T £ Q8 Z{0|CHKang et al., 2015; Kim et al.,
2008). E{tar OA0kE Zto| FEHEAHE RISt aX; ChE4f
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33, ATCHY U EAuH

2 d7s Zelz C it AR0MRES S2|MARH
3|(IRB: Institutional Review Board)E& 7{%l = 20184 12&
2742H 20193 1& 227X 7€ =S¢ 22t 2[MX| HE
2IAtel IfE0| SEE|0 AU SAEY 2EAMH|A 0|8 HH
0| A= SHAEE HYLE HEXAE 0] XAtz F=Hdt
AOM, & 25259 £Zl= XIEE SPSS 23.01F AMOS 232
28510f 2SSt

34. EZ/H

34.1. o|ZMH|A EZ(SERVPERF)

2 A0 A= Cronin and Taylor(1992, 1994)°| SERVPERF
Ddo| ZFAYRES 2leMH|A0| A =30 ARESIAL
SERVPERFQ| ZAE = Q3 M(Tangibles), AlZ|d(Reliability),
Ht-2 M(Responsiveness), 2t Md(Assurnace), &2t (Empathy)
So| 571x| Q¥o| ZYNBoR A0, 2 FFYR
g2 MIARE XIS 46719 ZSHETS TH(Kim,
2012; Kim & Kim, 2012)st o0, Likert 58 MEZ2 =HSIGICE

3.4.2. X|Zt=l 2| (Perceived Risk)

AR WEATON S0l AH|xte] FEEel X|2tg)

o
d, & X4z flde ofetct. XZtE /g2 Fojela 2

OlM 3EH Es 2-EC A Ao Ciet AH|XSO
2= 234 0|CHBlackwell, Miniard, & Engel, 2006). &
TOM= MAATOAM Sigst 00| QX|5H= ™S Lot
H7| 2|8§M Ghotbabadi et al.(2016), Lee, Kim, and Chae
(2007)2] A0 ZH3IO 4740 HEEELE ZFHETHEH
A, dE[E, AAE, ARE )2 FHotflen, Likert 5H
HE2 2L

3.4.3. HIH(Reputation)

0!

T2 SEEXR 22 ROl Aoz FUtEY| M2

Table 1: General characteristics of the users(N=252)

Of|(Fombrun, Gardberg, & Barnett, 2000), X|&X o=z ZHAM
HE HEY = Ase 2R HorE0E Ao|CL Y|, X
of MOt =2 MEMO| &t QEMH|AE T|2HQl £
ol Z¥mol| 7t HES 7tX0 7| IZo| =Hits o=
THE Z2Ests AAMAEE A Fo| HE(EE)O|LE
TH™o| oA FOiE Z2-e =E0| 0¥ =CHRyu, 2006). &
AR Me= Kim et al.(2008), Kim(2012)9] AHALE HIEICZ
ool CHst -2 HYo| ofeh MetNel Ha MF olsa;
Z[A FH|of CHot HE X[ZA|= 0| CHot B, =o4H

of Choh EEh 22y TI=H|of chet HE, FRo tish =2/
T2 AFCE TSR CH, Likert 5 HEZ ZFSIACL

=

3.4.4. 740+ (Customer Satisfaction)

O|E MH|A0] CHet DHDtRO| CisiM= CHot ITE &
o ZHEEO gen, RS AF0M= Q&7|2oM HS
2h2 AMH|A0| Ci5I0 20| QIX|SH= TEMEQl HFoz 7
Olst1 QUCKHKIM, 2012; Kang et al., 2015; Park et al., 2015;
Shin, Rhee, & Kim, 2016). & A10|A= Kim(2012), Shin et
al.(2016)e| AT E HIECZE AOLZ0| Cist HFS THHA
2l o|ZMH|A0| CHH THE, o|ZTLF WHZIRI0 CHot DHE,
o|Z7|7|et Aol Ciet TR, HY 0|8 ZHOo| Cigt o,
TI2H-A0| CHot THE, SHXpo|A 3 o=, B2 F=
20| BHE, SXPES KMo 2 MZtshe 20| tfst fEEe

=
B PASIRIom, Likert 58 M2 =HsIQICt

r
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4. A2 21t
4.1. ZAHCHAF EN

Aol ATSALY S4S JmEH, 80| 9%
(39.3%), Og2 153F(60.7%)22 LIEHHOH, AYCl= 20
CH7} 502(19.8%), 30CH7} 52(20.6%), 40CH7} 48%H(19.0%),
50Ci&= 523(20.6%), 60CH O|AlT 50%(19.8%)2 L2H 2%
T Ao=2 UERRCE O|=7|2 O|S™E) d52=2 97|t
of §og22& 30 O|U 2™t 27t 1318(52.0%) 0|1
o, 302 0|4 1A[ZF 0|2t H2|= 102H(40.5%) 22 LIEIL}
oH80| AR OJEAMHIA O|8X SEo= MAE(QIC)
AUz M= O|ROME 2T80| 738(29.0%) 22 7td =%
o, =0 ZHo| 2oJst Tht= 58F(23.0%) 2= LtERGT
(<Table 1> &x).

Category Frequency % Category Frequency %
20's 50 19.8 near 73 29.0
30's 52 20.6 personal experience 58 23.0
Age 40's 48 19.0 family recomm. 37 14.7
50's 52 20.6 Reason for friend recomm 27 10.7

: selection . :

over 60's 50 19.8 superior doctors 20 7.9

in 30 min. 131 52.0 superior facilities 11 4.4
Accessibility to | 30min.-1hr. 102 40.5 others 26 10.3
hospital 1hr.=2 hr. 18 7.1 Men 99 39.3

Gender

over 2 hr. 1 0.4 Women 153 60.7
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ATOIME M o@MH|A EHO| i3t FAHY E
M 9Bl EHME RolEMS MASISIC. 2

ST} Hla|HAVerimax) SHWAIS X

2 H7H71ES MY ROt 045 0|2

=

£ UHe= MASIHAM, 8 St YAKIEL 60%E
oy M7HK| BteXoz 3SRt

olEMH|~ FHQ FYY, dElY, B8Y, =hld, 38
S 5 22oME MAHE &= 8lo] 25 1F/E0| 1 0]¢e
2 2o, FHEMUE 70.88%= HWX A Lt
CH<Table 2> &Z).

ok oz MH|IA FE K010 HIEEY HEE A
o oM A =EE 57 29 A 2 =0 tistof
2oIY QleMes HASIAILE 2420 28 =
= X|EZCR FIO|N|E(x2)=445.178(df=220), GFI=0.861,
AGFI=0.826, TLI=0.934, CFI=0.942, NFI=0.893, RMSEA=
0027 § THIHOZ =& 7|E2 UES= A2 LIEFRLL

C

3L |

USEEYY TH7|EY BoRUFSIUAVE)LL HEMEE
(CCR)9| Zt= ZE Q9l0jAf AVEO| 0.5 0|4}, CCRO| 0.7 0]

goz MEE0 UIEEE0 o

(<Table 3> AX).

H A O
T'__—-||:

Et =EE 200 CHe WA ABMES
Cronbach's a2 O|&3I%CM, O]

oIzt

[l

fo

=
=

Ct

0

A
m

olojgt= dlzld
0|

dtxo2

0.6-0.7 O[& Z4Y W} M2 =70 Cet AZ|Eot B=El 2o
2 [ 2MZFD 9EMS 0860, Al2de 0852, B

42 0869, =il 0.883,

) VS E=)
[S)= (=)=

09112 25 HME|d

TEV|EEL 52 A2 LIEfRCH<Table 2> Fx).

Cheletgon, ol A
Z2 Fyos ZUHRI FOINY RoIRMS F)iHoz A

AL

Jor%
55529l

=20

olEAHIA BT 2019 ¥2, GTRHO| T g
S17] QIotol sLto] SHEREA o|RAH|A
R

EZZ3 Qoloz
Hotap ziot

THIFYON 2 HYEES XMfsts FEaelo|

Rpt59} Rpt6 sH2,
Sat30| MAHE|UCE %F ZHo| Mg TCHSH=

Jg2(n DAk

2010 A
XEZS

2 710|H| S (x?)=470.044(df=203, p<0.001), GFI=0.849, AGFI=
0.812, TLI=0.924, CFI=0.933, NFI=0.889, RMSEA=0.033 52

2 MHt™oz J|1F

e

AL"TE HA

o OrxEs
S oixs

te A2 LIEFRLTE Eot Ede
(AVE)1t hg7ig L2 =(CCRIOA 25 THEY|

(L

0.52 0.7gf Old22 LMEL|0] USEFE0| =HEE Aoz

Table 2: Results of exploratory factor analysis and trust evaluation

LtE}GHCH<Table 4> (=),

322%3: guestions construct communality Cront()lachs
1 2 3 4 5
Tngl up-to-date equipment 0.482 610
Tng2 visually appealing facilities 0.697 .715
Tng3 well dressed and appear neat 0.703 707 0.860
Tng4 capacity 0.567 .608
Tng5 sufficient service scape 0.724 .698
Tng6 convenient to use 0.724 697
RIbl promises to do what to be done 0.570 687
RIb2 should be dependable 0.504 789 0.852
RIb3 provides service in time 0.648 649 ’
RIb4 records accurately 0.671 688
Rsps1 advance notification 0.599 704
Rsps2 prompt service delivery 0.672 734 0.869
Rsps3 service on willingness 0.613 .700 ’
Rsps4 prompt response in spite of peak time 0.680 738
Asrnsl employee trust 0.657 791
ASms2 customers feel safe in the transactions with 0.659 778
employees 0.883
Asrns3 politeness 0.524 694
Asrns4 adequate support for the job well done 0.476 633
Emphy1l gives customers individual attention 0.786 761
Emphy2 | has opeating hours convenient to all customers | 0.694 .680
Emphy3 personal attention 0.791 762 0.911
Emphy4 customers’ best interests at heart 0.807 .786
Emphy5 sensing customers needs 0.674 694
eigen-value 4.71 3.43 3.04 2.62 2.51
% of Variance 2048 | 1490 | 13.20 | 11.38 | 10.92
Cumulative % of Variance 20.48 | 35.38 | 48.58 | 59.96 | 70.88
KMO and Bartlett's Test KM(?;ZCLE%%OE%r’tIEtf’:sztS%S’t ;):foéggg)nmty
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Table 3: Results of confirmatory factor analysis of Quality of Medical Service

Factor Questions | Unstandardized standardized SE. CR. P AVE CCR
estimate estimate
Tngl 1 0.572
Tng2 1.153 0.729 0.133 8.691 il
. Tng3 1.253 0.785 0.138 9.082 il
Tangibles Tng4 1.259 0.694 0.15 8.421 okk 0.508 0.914
Tng5 1.477 0.721 0.171 8.632 il
Tng6 1.408 0.756 0.159 8.881 bl
Rlbl 1 0.727
N RIb2 1.196 0.849 0.09 13.24 Fxx
Reliability RIb3 0.956 0.645 0.096 9.979 0.532 0.878
RIb4 1.019 0.679 0.097 10.528 bl
Rsps1 1 0.771
. Rsps2 0.967 0.763 0.076 12.793 okk
Responsiveness Rsps3 1014 0.792 0,076 13.379 -~ 0.615 0.908
Rsps4 1.07 0.809 0.078 13.712 okk
Asrnsl 1 0.823
Asrns2 1.036 0.827 0.066 15.792 Fxx
Assurance Asms3 1.169 0.791 0.079 14.766 0.652 0.922
Asrns4 1.071 0.788 0.073 14.689 okk
Emphy1l 1 0.835
Emphy2 0.882 0.784 0.06 14.622 okok
Empathy Emphy3 1.073 0.811 0.07 15.383 Fxk 0.648 0.760
Emphy4 0.952 0.8 0.063 15.07 bl
Emphy5 0.951 0.795 0.064 14.936 bl
Model Fit x2=445.178(df=220), GFI=0.861, AGFI=0.826, RMSEA=0.027,
TLI=0.934, CFI=0.942, NFI=0.893
Table 4: Results of the confirmatory factor analysis
construct factors unStd. estimate Std. estimate S.E. C.R. p-value AVE CCR
Empathy 1 0.857 rkk
Tangibles 0.706 0.721 0.052 13.664
. N ™ *kk
R IE ar TR
s . . . .
Assurance 1.017 0.926 0.048 21.088 rhk
Risk1 1 0.839 rxx
. ) Risk2 1.079 0.883 0.069 15.678 rxx
Perceived Risk ™ picka 0.988 0.815 0.067 14.687 ok 0.563 0.848
Risk4 0.397 0.323 0.08 4,986
Rptl 1 0.837
. Rpt2 0.839 0.649 0.075 11.134 Fohk
Reputation Rpt3 1.043 0.753 0.077 13573 0.592 0.913
Rpt4 1.167 0.824 0.076 15.424 okk
Satl 1 0.789
Sat2 1.064 0.764 0.079 13.433 rxx
Customer Sat4 1.109 0.812 0.076 14.565 el
. . Satb 1.052 0.739 0.082 12.886 rohk 0.609 0.948
Satisfaction Sat6 1.113 0.786 0.08 13.949
Sat7 1.168 0.82 0.079 14.754 okk
Sat8 1.075 0.747 0.082 13.074 rohk
. X2=47O.O44(df:203), GFI=0.849, AGFI=0.812, RMSEA=0.033,
Model Fit

TLI=0.924, CFI=0.933, NFI=0.889
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CEezs /Mg HEEEY 432 <o, ===
T8 205 7o dAAE it 2ol Bo ZGH(AVE)
= 0|83t 2M3tULt. &, 2t ¢l s EGHAVE)
o MaEditat H8eIzte| YA E B0, AVES X
5(V) U0l YBATEL =
CHE QoI Tkl EHEEIdYE 22
g, 2 gTE"Es 785t A= A4 2
HMad2 2t eolo] d2ls 20 =24 LELLD Ao, +
g0l 7t HEEgdos 2MYt Sl A2 ETESHRAC
(<Table 5> &=X).
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jeld
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43 REWHY 2 24ET

2 AAMe ExRYHA ZH(SEM: Structural Equation
Modeling)Z 0|8510] 7HE8 ATSIAUCL ZHo| F He:
£ MEHEH, 710|HF(x)=470.044(p<.001)2 LIEtGOH, H
CHABHX|4=01 GFl= 0.849, AGFl= 0.8122 LIE(L} HEE Ol
+&7|1F(0.9 O|¢)0| Lt X OXl= A2= LIEHRLLt K|
3, RMSEA=0.033, TLI=0.924, CFI=0.933, NFI=0.889 S°o=&
THEo 2 RN J|EE UESte AR LEIRHCH,
Etezadi-Amoli and Farhoomand(1996) ¢10jjA|= GFI 0.8 O]

Table 5: Analysis of the validity

rlr oo = njo
ot
[ I
4]

£Q I O 0

Oy Ct29o| <Table 6>1f <Figure 2>0 H|A|SIZCE M o|=
MHIA FEHZ2 ET0| {olgt H(+)el g2 OXls AR
LIEtSICE HEZESHEl A2 427} 0.806(C.R.Zf=11.001, p-value
<.001)22 L{EtL} 7HE 12 X[X|E|QUCE DZBE=1Eo| 2HA|of
Me 2EMH|A F&nt EEo| {olot F(+)e dys O/X|=
Ao R mE|QICt o|EAMH|A FENf DD O 2HAH|Of A
HZE9El AZ2A == 0.575(C.R.4t=7.519, p-value=.000)Z L}
EfRton, Eitat nA0t=nto| A o= EERE d2A
7t 0.424(C.R.4f=6.022, p-value=.000)=2 L}EtL}, 7t 22 7t
M52 BT X|X[Sl= HSZ LIERGC HHH, X|ZtEl QiEat
BHZE3lEl AE2A 4= 0.120(C.R.2}=2.233, p-value=
026)22 LIEILE SHEQ FoldojA= X7t §laLt, 7t
YO FEA ol wigko| SEX| OfOF 7| ZE|RACE K|ZHE 2
f nZk=Eael A oA BEESME ZE2A £ -0.019(C.R.
24=-0.57, p-value=.569)Z LIEL} EAXMo=Z QO|st ZtA 7t
LIEILER| UQUCH<Table 6> £HZx).

el

Construct AVE CCR Quality of Med. Service | Perceived Risk Reputation | Customer Satisfaction
Quality of Med. Service 0.727 0.969 0.853
Perceived Risk 0.563 0.848 0.027 0.750
Reputation 0.592 0.913 0.723** 0.131* 0.769
Customer Satisfaction 0.609 0.948 0.760** 0.056** 0.758** 0.782
* p<0.05, ** p<0.01
Table 6: Results of influence analysis
Hypotheses routes Std. Estimate S.E. C.R. P remark
H1 | Quality of Med. Service - Reputation 0.806 0.094 11.001 ok Supported
H2 | Quality of Med. Service - Customer Satisfaction 0.575 0.098 7.519 el Supported
H3 Perceived Risk - Reputation 0.120 0.1 2.233 .026 Rejected
H4 Perceived Risk - Customer Satisfaction -0.019 0.062 -0.57 .569 Rejected
H5 Reputation - Customer Satisfaction 0.424 0.07 6.022 Fkk Supported
Quality of
Medical 0.575%+=

Service

0.806%**

Perceived
Risk

Reputation

0.424%**

Customer
Satisfaction

Figure 2: Results of the conceptual framework
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Table 7 : Direct and Indirect Effects (H6)

H6 Effects Customer Satisfaction Reputation

Effects Quality of Med. Service 0.925(.004) 0.806"(.002)

Perceived Risk 0.032(0.064) 0.120°(.014)

. Quality of Med. Service 0.575'(.003) 0.8067(.002)

Direct Effects Perceived Risk 20.019(.534) 0.120°(.014)
. Quality of Med. Service 0.350(.003)
Indirect Effecs Perceived Risk 0.051°(.009)

SMC 0.638 0.886

* p<0.05, ** p<0.01, ** p<0.001

TZERHEZMN 2 HZ2o| RolHE =olst o 0|0l H
Etol mf7H=utof| CHSH Bootstraps O| &%t 2utwsd Zxf, 1
ABE0| oz MH|A EFHO| O/X|= E74t 0.925= 2|2 A{H|
2ZHO0| OX|l= Z™Ri 24(0.575)2 2| MH|AZHO| Bt
2 8o uAPE0| 0jXl= 7tHH=71H0.350)2 & 0.925
(p=004)2 LIEFRICE BB X|ZHE -0l olsf Ok|l= & =
IH= 0.032(p=.064)2 X|Zt=l 2Fo| ZF™Zat 9l -0.019
(p=.534)9t IS E3} O|X|= ZHEH IOl 0.051(p=0.009)2)
2ol 0.032(p=.064)2 LIEFGCE HE2 o2 A{H|A FEut X|
22 el AFRNED PHEIRCH, SRAMHAEH
0.806(p=.002)1} X|ZtEl Q0| Okl&= ZFZT 0.120
(p=.014)2 L}E}StCH<Table 7> AX).

5. T =0] U A
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O|8n7H0| 7j= NATF0| O|2= Z2ROAM MHIAFH,
BE X ZE flee HAS 240Xt SFRACE o= AfH|A
g 12 o=AMH|A XA Chet X[ZtE fE +ES 7l
=82z 20 U, X2 fled+z0l S0 st 2
EMHA FEI e Sof U0 0|2 Z=o Jod
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= 2o 273tof Ciaat 22 28 S AMESE W
2 2 o}
= T M .

AW, o2 MH|A EE2 HEo| Fol3t Z1E EIICH F,
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d, 40| =25 FUE =O0E A2 & = QUCtk 0
= Cronin and Taylor(1992)2| O|ZAH|A EX0| =S+E 4
o2 ZOHE|0 ESH ZOFE HIR2 o2 AMH|A EEO| HIto
S¥N dg2 0|FCt= &1} Kang et al.(2015)2| S0 Af
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dekZ O|XICH= Zoto)| faista S22 olg = AL

=M, QEAMH|A EHo| Cist QlAlo] nATE=0| [Fosh
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InkE 7io| HMAHE MBSt Cheo| At Zuket XSt

(Parasurman et al., 1994; Sevenson, 2003; Shin et al,

2016; Kim & Shim, 2017) US2 =olgt &= QQUCL 2 AP
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Sy, X|ZE Y2 nA40= HEHoz [olot dES
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al.(2016), Yoo and Suh(2009) S9| ATGAM HA|=l X|Zt=
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HOZHENE 2= A2 LIEHRCE Ol 22AHA FE,
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