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<Abstract>

Objectives: The purpose of this study was to investigate the relationship between medical service
quality, emotional attachment, customer satisfaction, and customer behavioral intention of small and
medium hospitals. Methods: 228 patients who have used small and medium hospitals’ medical services
were selected. The analysis methods used were confirmatory factor analysis, validation of discrimination,
path analysis, and bootstrapping using SPSS 23 and AMOS 23. Results: As a result of the hypothesis
test, reliability, responsiveness, and assurance were found to have a positive (+) influence on emotional
attachment and customer satisfaction, while empathy had a positive (+) influence on emotional
attachment only. Emotional attachment had a positive (+) influence on customer satisfaction and
behavioral intention, and customer satisfaction had a positive (+) influence on behavioral intention.
Conclusions: Medical service providers in small and medium hospitals should recognize that increasing
customer satisfaction based on emotional attachment is a pathway to customer acquisition and,

ultimately, a way to promote effective management.
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<Table 1> General Characteristics of the Users

Categories Frequency (%)
Men 115 50.4
Gender Women 113 49.6
20-29 42 18.4
30-39 47 20.6
Age(years) 40-49 45 19.7
50-59 44 19.3
60 £ 50 21.9
Student 16 7.0
Employee 114 50.0
Self-employed 20 8.8
Occupation Professional 15 6.6
Housewife 40 17.5
Officials 6 2.6
Others 17 7.5
Personal
experience 4 19.3
Family recomm. 56 24.6
Medical center
Realso? for reCOMmM. 7 3.1
seiection Accessibility 94 43
Superior QQ;tors 29 9.6
and facilities
Others 5 2.2
Sum 228 100.0
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<Table 2> Results of a Confirmatory Factor Analysis of Quality of Medical Service

. Uns.tandar Std.
Factor Questions dized . SIEN C.R. P AVE CCR
Estimate Esilirzic

Tng. 6 1.000 0.709 0.000

Tng. 5 1012 0.658 0087 11616  0.000

, Tng. 4 0.93 0.677 0004 9872 0.000
Tangibles Tng. 3 0.044 0787 ooss 13z Toooo 088 0914

Tng. 2 0.955 0.78 0085  11.289  0.000

Tng. 1 0.839 0623 0092 9106  0.000

Reliability 4 1.000 0.656 0.000

o Reliability 3 1011 0.647 0411 9124 0.000
Reliabilty Reliabilty 2 1214 osa2od07 11as oooo  O8OT 0882

Reliability 1 1,009 0.755 0106  10.397  0.000

Responsiveness 4 1.000 0.8 0.000

) Responsiveness 3 0.953 0.783 0.07 13.561 0.000
Responsiveness ¢ cronsiveness 20,810 0758 007 i2gss o0 OB 0907

Responsiveness 1 0.925 0.758 0.071 12.993 0.000

Assurance 4 1.000 0.77 0.000

Assurance 3 1100 0771 o084 13005 0.000
Assurance Assurance 2 0.94 o787 007 134z oo 080 09N

Assurance 1 0.911 0779 0069 13267  0.000

Empathy 5 1.000 0.782 0.000

Empathy 4 0.098 0.787 0075 13291  0.000
Ermpathy Empathy 3 17134 0.807 0083 13.714 0000 0890  0.927

Ermpathy 2 0.024 0.776 0071 13.067  0.000

Empathy 1 1,065 083 0075 14267 0000

Customer Sat. 8 1.000 0.76 0.000

Customer Sat. 7 1018 0799 0076 1339  0.000

Custorer Sat. 6 1,014 078 oors 13019 0,000
sgﬁiﬁiﬂﬁe[én Customer Sat. 5 0.944 0.727 0079 11.989 0000 0914  0.852

Customer Sat. 4 1,000 079 0075 13351 0.000

Customer Sat. 2 0.933 0734 0077 12125  0.000

Customer Sat. 1 0.948 0799 0071 13395 0.000

PhD. Att. 1 1.000 0.789 0.000

PhD. Att. 3 1145 0.789 0084 13695  0.000

Emotional MT. Att. 1 0.914 0.825 0063 14518  0.000
0906  0.93

Attachment MT. Att. 3 0.978 0.763 0075 13122 0.000

MT. Att. 4 0.963 0842 0065 14912 0000

MT. Att. 5 1.089 0861 0071 15375  0.000

, Reuse 1.000 0.828 0.000
Efﬁ?::t'l%f' Recommendation 1,067 0883 0062 17188 0000 0925  0.944

Loyalty 0.976 086 0050 16503 0.000

. X=1088.580(d1=672), GFI=0.830, AGFI=0.803, RMSEA=0.045,

TLI=0.948, CFI=0.953, NFI=0.872
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3 we AREge} ZAH o] S mifE 0313(p<01), F8L  029(p<01), f=FHe
FFS MAE HHEARE FAH itk FAA 0.607(p<.01), LATEL 0670, p<0l) T2 1}
o2E  F¥Aol  -0116(p=162), AFHAHL Bt
0515(p<.01), &4 0220(p<.05), AL
<Table 3> Analysis of Validity
Tangi  Reliab  Responsi  Assur  Empat  Customer Emotional  Behaviora
Fae —bles =ility -Veness  —ance —hy Satifaction  Attachment | Intention Al G
Tangibles ~ 1.000 0.740 0570  0.626 0.461 0.438 0.287 0.424  0.843 0914
Reliabiity ~ 0.860 1.000  0.731 0702  0.627 0.780 0.557 0.575 0.801  0.882
Res‘i‘;zz've” 0.755 0.855  1.000 0752 0728  0.714 0.569 0677 0854  0.907
Assurance  0.791 0.838  0.867  1.000  0.808 0.835 0.569 0.677 0.86  0.911
Empathy ~ 0.679 0.792  0.853  0.899  1.000 0.681 0.531 0.543 0.89  0.927
Emotional * 5 55> 0883 0845 0914 0825  1.000 0.789 0828 0914 0852
Attachment
Customer oo 0745 07068 0.754  0.729 0.888 1.000 0.760 0.906 0.936
Satisfaction
Behavioral 651 0816 0758  0.823 0737 0910 0.872 1.000 0925 0.944
Intention
<Table 4> Results of Influence Analysis
Hypothesis and Path Std. Estimate S.E. C.R. P Remark
H1 Tangibles - -0.162 0.064 -1.718 0.097 Rejected
H2 Reliability - 0.486%** 0.085 6.562 0.000 Supported
H3  Responsiveness Emotional 0.180%* 0.055 3.02 0.003  Supported
P Attachment : : : : PP
H4 Assurance - 0.155%* 0.057 2.581 0.009 Supported
H5 Empathy - 0.384% %% 0.062 5.943 0.000 Supported
He Tangibles - -0.026 0.034 -0.594 0.552 Rejected
H7 Reliability - 0.327%%% 0.054 4,984 0.000 Supported
H8  Responsiveness — Customer 0.166%x% 0.031 3.491 0.000  Supported
P Satisfaction : : : : PO
H9 Assurance - 0.327#** 0.038 5.979 0.000 Supported
H10 Empathy - 0.098 0.035 1.942 0.052 Rejected
Emotional Customer
H11 Attachment Satisfaction 0.535% %% 0.059 6.45 0.000 Supported
Emotional Behavioral
H12 Attachment - Intention 0.248+ 0.078 2.483 0.013 Supported
Wiz Customer Behavioral 0.670%%+ 0124 5723 0000  Supported
Satisfaction Intention
* p<0.05, ** p<0.01, *** p<0.001



Structural Relationship Between Quality of Medical Service, Patients’Emotional Attachment, Customer Satisfaction,

and the Customer Behavioral Intention of Small and Medium hospitals

- Mediating Effect of Emotional Attachment and Customer Satisfaction -

<Table 5> Analysis of Direct and Indirect Effect

Effects Direct Effect Indirect Effect
Emotional ~ Customer . Emotional Customer . Emotional ~ Customer '
ey Attachme  Satisfacti Behavw‘ora\ Attachme  Satisfactio Behavp el Attachme  Satisfacti Behav[oral
Intention Intention Intention
nt on nt n nt on
Tangibles  -0.162 -0.113 -0.116 -0.162 -0.026 - - -0.087 -0.116
Reliability ~ 0.486%*  0.588%*  0.515%x  (0.486+*  (0.327** - - 0.260**  0.515%«
Responsiv
e 0.18 0.262* 0.22+ 0.18 0.166 - - 0.096 0.220*
ness
Assurance  0.155 0.410+ 0.313*x  0.155 0.327+* - - 0.083 0.313*x
Empatny ~ 0.384%*  0.304xx  0.299x+x  0.384xx  (0.098 - - 0.206%*  0.299*
Emotional
Attachme - 0.535+x  0.607** - 0.535%* 0.248 - - 0.359+**
nt
Customer
Satisfacti - - 0.670%* - - 0.670%+ - - -
on
* P<0.05, ** P<0.01
Jeauls FAF 5=t BAA F A o nEol| sl 2t YEFIAE AHTH T 7
do) EdS F4) ool A A=A U 2l HH o, IAREL vAE P xd v
e VIR osiget, HEMT(Phantom variables) RS AZsATh
g ol Wslel 2 A28 Ene Blsth £ A7Ae) wEm, AL, §eH, FAYe
BE AT WA Anihle LT A agm opam wanza 309l 9397 9
1 A 2} Nupz 5 =
= ARH O = AR = FTAREec=1D, L oo gepgom zaae A oz
- _ = - . — — T = =1 gl
p<0l) A2 34 = 237 o2 = 149% = 3 ] i
e WA} e Ao dehtn 434
SO E(Fffect=104, p<01) ZAR9] FojAo] eItk e o
JEl3 AP = 2 ofF — B (Effect=107, & AAA o uAE s JFAATE f
p<'05), AP = ANE = z‘sg%g]l,:_(Effed 195, 9]“8]%] %L_% 7;19_§ ‘4’5}%\":} O]‘fo‘ %-/J\—tg%gl 73
p<5), I = AT - BEAT(leh, pecs), B FIEY AU SBAA B A 2, A
4 = 9A R = TS (Efect=072, p<.0), 7 I Rk trERE, ALEY 2AEH 85 T
A oz = TAUNE = PEO|%(Effect=279, P<01)°] YA RO RN~ FH A=Y, &
o2t Ao foldo] IAIAAT, BE ARE folst A4, WA Aol £ A% A 3 3
2 R A o= et AkEo] ol = Zog IRIHUY 53], 45
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27 B Ao FR4E AN o8 &
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Structural Relationship Between Quality of Medical Service, Patients’Emotional Attachment, Customer Satisfaction,
and the Customer Behavioral Intention of Small and Medium hospitals

- Mediating Effect of Emotional Attachment and Customer Satisfaction -
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