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A Study on the Determinants of Medical Institution’s Customer
Satisfaction and Loyalty: Focused on the Effects of Service
Quality Factors
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Objective: The objective of this study is to provide medical institutions with theoretical basis by analyzing the effect of service
quality-related factors. It will be helpful for hospitals to enhance service quality which will be of use to attain customer satisfaction
and ultimately competitive advantage.

Design: An empirical study.

Methods: To verify the model, I conducted a questionnaire survey analysis. Items for measurement have been extracted from
several related studies on medical industry. The survey target has been set by convenience sampling method and consists of
citizens reside in Seoul and Gyeonggi-do Province, and total number of 161 samples have been analyzed. To verify validity and
reliability, I conducted factor analysis and reliability analysis, and for hypotheses verification, multiple regression analyses have
been performed.

Results: This study aims to investigate the relation between service quality factors and customer satisfaction, and also those
factors and customer loyalty. Service quality factors consist of Tangibles(X1), Reliability(X2), Assurance(X3),
Responsiveness(X4), and Empathy(X5). According to the results of regression analyses, X1, X2, X3, and X5 have been proved to
have positive relations with customer satisfaction and loyalty, whereas hypothesis related X4 has not been supported. Finally,
customer satisfaction has been founded to affects positively to customer loyalty.

Conclusions: Service quality factors are significantly related to customer satisfaction and loyalty. So medical institutions should
aware of this and try to enhance service quality for attaining competitive advantage.

Key Words: Medical Institution, Customer Satisfaction, Customer Loyalty, Service Quality

MNE ARH3] Al o2 ol Qls) ARrlEIEY B9
Fitol $EG olFH WAo] Urhiv|E gtk

oAuls Bohe TEw AESlEL welst 8 4 olgh g olelrhd 24 gdaclel Bl ¢

HAg Algehs Auls AlglolcHl] Mol meel &) WASe nF olmalge] AR 4w, Hile) )

T E7) WAEE 27 A5 e mRew 4 of o|wAlM, L] kgt aTe] Reals Aula A
sk, ICT7)2, Agalstiol Al 5 328 ol AL 95 =eisin o], owAus E43} 8
AAe] sizduisiol Awela glom2] B8] A8ld o]  AukEREs Zgsla Al $I9t cheket BEo] A
7 B Qe ouAETt Sow Qld owslwE  AE rhs).

o Aua A 48 B A7l o ® olo] what B QoA AulAAloA He] Be
31 ojEAH|A Alo] wigkg ols) Zaalo)aAte] U} w1 9l SERVQUAL# SERVPERFZ 7jHtoz &}
BbEA BER Aol obd oA Aol FAEG o olmAleld MAE ghitow § AHAEES A

Received: Aug 19, 2023 Revised: Sep 12, 2023 Accepted: Sep 26, 2023

Corresponding author: Seung-nyun Choi (ORCID https://orcid.org/0009000007441085)

Department of Business Administration, College of Humanities and Social Science, Sahmyook University, Seoul, Republic of Korea

Tel: +82-2-3399-1554 Fax: +82-2-3399-1567 E-mail: snchoi@syu.ac.kr

This is an Open-Access article distributed under the terms of the Creative Commons Attribution Non-Commercial License (http://creativecommons.org/licenses/
by-nc/4.0) which permits unrestricted non-commercial use, distribution, and reproduction in any medium, provided the original work is properly cited.
Copyright © 2023 Korean Academy of Physical Therapy Rehabilitation Science


mailto:snchoi@syu.ac.kr

The Determinants of Medical Institution’s Customer Satisfaction and Loyally 347

ATE YT OEZN FaqtE RETEe] AH|
g gtuof Ego] Hi= o]E4 IAE AFsta

<

O|=X uligat 7124y
MHIAZE

1990dT) o] TheFRl T/ AH|A ARQloflA] AfH]
2 FAEA0] NS} ST v|X|= FFFe| AF
E]a1 @It} Parasuraman 5 [6]2 AH]A ERE ‘EF
AB|A0] g3t TR o] glom O] HRkA Q] A
H|2of gt dt B g2 FostaL, 7d-Adat Af
He& B2 ko] SERVQUALS AABHAT: o= Al
HA FAE ST 5= S e 783 SAH=TEA]
S LR Au|2 Fofol] =5 AgEar QIeH1,7,8].

3+# Cronin I} Tayler [9], Van-Dyke £} Kappelman
[10]52 SERVQUAL®] AJute} 7|th7t zjojof thsf &
A 4 QANE AR FYUgE o] Zhal Q= Ay
1 7Iohel Adatol] thgh S o] A 7] wizell Adxt
7o 2 Aujs FHE Frlshs Aol Ko AHs)
= Y7dollA SERVPERFE A|A|StaL o] Zio] Hif -
gk AR e S 7L Utk AS YSSHATH3]. sHA
= o o] Al SERVQUALLE 17t

Aurael thE w2 Fofehs
e a5 B4 Holeta
CERE PNENPE ENEEE
ojui[4] TS AE 1 A B ohlet Az
oA AFE] BE 34 Hol A HAVEHY, 1
A

B
s
=
2
o
)
l-'lj

ot ofN i

oo
o

T A FHY SmAH|AE fsal
| w2ell[8], BAFF QIAIE= AH|A FH| gt
TR A AR QUok. ol whet w3}
HAEA 0] Alg-S Fet 1SS S45h] {lt
AZ 124 SERVQUALE SERVPERFQ| /@&
A2 Hgshe A2 HAsittal & 4
[8,11]. Chou 5 [12]2 HUSAES tjito s
oA A, oAk, F3A, e T 11K
o] aitE FA5IGIt Han 5 [4]2 QEAH|AE
A7V eet FHARE st FAAZ HYHEA
4, 784, ¥4, 584, MRaIYS AskaL
ol 57ie] FH Al BmETF AujATrSe] FA A T

2 ulAthe 2 Sk 0|9l thre] AelA

N;\Eloﬁ_léﬁmemgﬂmﬂ

o

o
= M o 2 30

ol md A 4 T lo i

03 4(Tangibles)& AH|AZ Hr57] 95t

s

B, A, A, e o™, A¢ &1 5
et 4123 (Reliability)> AH| =39} 317w
o d¥ Ee AU e Quidth &
(Assurance) AZ4oA A Ao disf A=E &

oty o] digt ZEst © Fout HaY, =S

(Empathy)& 79| o]FolLt A¥| 58
2 7)olsle] Ajele] Aol 715 WEA)]
T olE B LASY 5T BAS TESE 5L

[16] LAYES uAEe] FHE, 5 97
%7 o golu} FHRTH FOZ o]0 ALH17].

DI
DAREE Aol wet crakst B A HolE
o Qubdoz o A 7|dig B st At

%l 50
qlgslo] Azhel Eo] digt 4H] o] WA Aol
S AoHIs). RANEL ekt oA AV Faw
4 = 19l ol mARH
=

s anlx WES djEsown 7o) A

|

[19].
o Aulze] B3t DAV FA7E GEAH|A
S AL F ol e T 430 Y= WPs
LogmR geld 4 o) A ejaaus E
AL FASHE THFEE AEES B0 17
2 QgL njH 3 glov], ojg AN YUY YRA
Bl BT DANE 719 FHA AL S )
t13, 21]



348

Phys Ther Rehabil Sci 12(3)

ojye| =olg EYj2 thet 2
I 1. SfRAIA EEIS T

& 7HS AR

120l SEH+) See 0/E

Zojct
A 1-1, RENS TP S ) SEIS I 20K
I 1-2, MEIS THPIEO) SR+ SIS I 20K
A 1-3, BRINS TPl SEA+) SIS 01 20K
I 14 HSKe 74*5/50// L) SIS O/ 20Kt

T8 1-5 SREL 0| SEN+) S 0/E Z0[CH

ubAg BolellAl FAEL wAL A7) Ao
% sffolsi[22] o

& A9l 3
A3 1) B A%
% dadas ZH%LUH E1 Aol ok

o FRAREIA FHHe TABES shA HeH13]
oz Mulz Boolx] FAe] FHEL
shi sh elwz R 4 9lon)
HAS Thi YRS R4, Eelel 1T Al

o W2 et

g4
7]uto

H ELOIE]IL 21%[13, 25]. ©
ZJWOE S84 T, & eI
Aolg = AE =9 FeH= yehA Hohs,

X

ol ol Bl ket L e ARt

I8 2. SjAHIA FEE SN0 SEX+) Sel= 0/E
Zo|rct
2-1. RS 1SN0 SE+) SeE 0/E Z0o/Ck
2-2 MEs2 SN0 SER+) S 0/E Zo/Ck
2-3 YL TS0l SEA) 8“"5‘5 O/& zlo[ct
2—4, BIS&2 SN0 SEX+) Se'S 0/E Zo/Ck
2-5, FHHE XS H-0) SE+) SeiE 0/E Zo/Ck

7HE 3 a2 SN0 SEE Fefs 0/E 2o/t

E__rl. HHH
oL

B AT mUGS AL} Frlel AxsEA ol
L3 AL ol §7 Aol U FUE HO|ERS

3?— 01 i‘:‘% EHi %“%H =

gt & 1655 FollA
Alefstal 16155
AL <Table 1>3}

AE| A FEagdor FPAAXDS BHY AH|et
719, g o] AT B 5o &g Sl
= A(X2)> gAY w9 A,
bR, At X*‘—r”ﬂ of thaf
IF561=4], %O] AaslA] kAo tis S 5H3
oh FA(X3)2 YA YEAAS S8l Hfekal
A=A, TP A 9 Fofof| A= gleA|, )
=9 MR Ho sl WEo=A] 5=
I HRSA(X4)e oAl Wl HYEo] upmEats 3x}o

87 USTA FEIHEA, o1 Bolefe o
Abe] o] IESHEA), Bate] fol that uhgo]
z5H=] ‘g; sk, FHAX)E S 9
T Ro2E B85l Y PRI BUE Tig
WA, BApe] oA W S ofsfateln sHeA,
i‘rXMlﬂl oz B4 nold ol el B
$9leh

EE TANEYDS ZH] 9ste] Ao
st W, AE omA|A gk gk, ko] A
o R Anwde] g wE 5 A N FEL, F4%
(Y22 24e17] Sletel FeSeA 2ag Ae
A, o] BYS HAl ol&stalAt sh=Al, ERRloA 78
Aoz olol7|& AR 5 A 7 FEL 0|83t



The Determinants of Medical Institution’s Customer Satisfaction and Loyally

349

Table 1. General Characteristics of Sample

%

Male 77 47.8
Gender
Female 84 52.2
20~30 38 23.6
30~40 51 31.7
Age
40~50 42 26.1
50~ 30 18.6
High school diploma 57 354
Academic Undergraduate 31 19.2
Background College graduate 56 34.8
Graduate 17 10.6
Student 36 22.4
) Employer/Employee 70 43.5
Occupation .
Housewife 43 26.7
Others 12 7.4
~2m 44 27.3
200~300m 42 26.1
Income(KW) 300~400m 35 21.8
400~500m 25 15.5
500m~ 15 9.3
Total 161 100
Table 2. Descriptive Statistics and Correlation Matrix
mean s.d. X1 X2 X3 X4 X5 Y1 Y2
X1 4.54 1.31
0.60
X2 4.71 1.27
0.000
0.56 0.51
X3 4.81 1.32
0.000 0.000
0.27 0.24 0.36
X4 445 1.20
0.001 0.002 0.000
0.35 0.38 0.45 0.21
X5 4.72 1.37
0.000 0.000 0.000 0.009
0.64 0.71 0.59 0.24 0.53
Y1 4.81 1.35
0.000 0.000 0.000 0.002 0.000
0.58 0.61 0.59 0.21 0.50 0.82
Y2 4.72 1.21
0.000 0.000 0.000 0.007 0.000 0.000
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Table 3. Results of Factor Analysis and Reliability Analysis
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Factors Items Factor loadings Eigen value %) Cronbach’s alpha
TG 1 0.79
Tangibles(X1) TG 2 0.71 2.29 15.28 0.91
TG 3 0.83
RL1 0.79
Reliability(X2) RL2 0.82 2.41 16.05 0.92
RL3 0.80
ASS 1 0.79
Assurance(X3) ASS 2 0.82 2.34 15.60 0.93
ASS 3 0.78
RS 1 0.89
Responsiveness(X4) RS2 0.87 2.34 15.60 0.93
RS 3 0.80
EM 1 0.92
Empathy(X5) EM 2 0.86 2.66 17.73 0.95
EM 3 0.89
Accumulated Variance Explan : 80.523%, KMO measurement : 0.856, Bartlett sphericity test x* : 2063.114, df : 105, p=0.000
c CS1 0.93 2.45 81.56 0.93
CS3 0.87
Accumulated Variance Explan : 81.561%, KMO measurement : 0.760 , Bartlett sphericity test x* : 385.541, df : 3, p=0.000
CL1 0.98
f‘ol;zger CL2 0.84 2.39 79.57 0.92
CL3 0.85

Accumulated Variance Explan : 79.573%, KMO measurement : 0.720, Bartlett sphericity test x*

:366.496, df : 3, p=0.000




The Determinants of Medical Institution’s Customer Satisfaction and Loyally

351

Table 4. Results of Multi Regression Analysis(Service Quality — Customer Satisfaction)

Dependent V. Independent V. Std error B t p TL VIF
Constant 0.337 —0.196  0.845
TG(X1) 0.066 0.238 3.849 0.000 0.551 1.814
RL(X2) 0.066 0.385 6.615 0.000 0.584 1.712

s ASS(X3) 0.066 0.140 2.254 0.026 0.551 1.813
RS(X4) 0.058 —0.020 —0.440  0.661 0.860 1.163
EM(X5) 0.054 0.228 4.145 0.000 0.762 1.312

R*=0.650, modified R*=0.639, F =57.680, p=0.000, Durbin-Watson =2.034

Table 5. Results of Multi Regression Analysis (Service Quality — Customer Loyalty)

Dependent V. Independent V. Std error S t p TL VIF
Constant 0.349 2.236 0.027
TG (X1) 0.068 0.227 2.849 0.005 0.551 1.814

oL RL (X2) 0.068 0.298 3.989 0.000 0.584 1.712
ASS (X3) 0.068 0.269 3.355 0.001 0.551 1.813
RS (X4) 0.060 —0.046 —-0.793  0.429 0.860 1.163
EM (X5) 0.056 0.238 3.376 0.001 0.762 1.312

R?=0.536, modified R>=0.521, F=35.834, p=0.000, Durbin-Watson =2.088

Table 6. Results of Regression Analysis (Customer Satisfaction — Customer Loyalty)

Dependent V. Independent V. Std eror t p TL VIF

oL Constant 0.203 5.819 0.000
CS 0.041 0916 18.150 0.000 1.000 1.000

R?=0.674 , modified R>=0.672 , F =329.417, p=0.000, Durbin-Watson =1.934

AB[AEAN IS 7Re] Ao tigk 729 Table 7. Hypotheses Test Results

R 1%, Syia if&i e e Juppored
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of FAA GO PFS F Ao et wEepy 1 AS TS Supported

2-1, 2-2, 2-3, 2-5 A|A]), HESA L Qol5t AFES =X RS —CS Rejected
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o MARET DAFHELLS] WA et 7 TG —CL Supported
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