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< 94 Al Q913 1 MujA QQloF Fisto] % A ey AkglF, AElF denc "4 o FgF oA,
WA Fostar gloj(Jang, 2005), A1BIAY A o] AAA A EL w9 FRAoln] TP Aol AR SJnjE X

=0
gﬂ
fle
> 9
k=)
fr
>

o7 o3abd uAo] W= Rolglu 3ol Z3ko] Qltha &Fgith w3t Pizamel <J&bd, TFA &
Wb & 5= 9lvhPizam & Calantone 1996). A7t ol JEFS vAThe SN Aushd, o7, A
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<Figure 1> Research Model
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ArE A7hds ASe] 4 AFA o 8A
v A o] 8akE 1208 o= ko 20124 5YHE 2702
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<Table 1> Correlation Table
Division Service Service Relationship Customer's
Quality Value Quality Behaviour
Service 1
Quality
Servics 0784 1
Value
Relationship
Quality 0827 0.713 1
Customers 0783 0.780 0.754 1
Behaviour
Mean 5.894 5.424 6.871 6.978
STD Deviation 872 1.201 1.504 0.975

93 A AFE BAHY

Ltl, Agk el skl Hla The e H3E
SAETE *}%6}0% %Xé% HESgE W Fd = fA
& 54 N =

oltfe A EAlE BASA kol AgAbEe] A

&8s Holth & Al WA Aol did 4%
ox AE¥F YTKcronbach alpha) #h= AFATE AHES
ek o] e 5% «1 dAs} ofEt 4 Oﬂ w2t 1 7]
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<Table 2> Reliability Analysis

Division items cronbach value

Service physical 7 0.854
Quality human 9 0.884
Service monetary 3 0.962
Value time 3 0.942
Relationship cs 3 0.989
Quality Belief 5 0.987
Customer's reuse 3 0.884
Behaviour PR 2 0.954

<Table 3> Service Quality Eigenvalues

sensible factor KMO B
items human | physical commonality me:sur value
accessibility 124 784 454
parking space 114 .689 742
: : .889 .001
D. kindness .854 .074 587
D. interest 652 101 452
sum of
square(%) 39.1 222 61.3 -
eigenvalue 5.28 345 - -
<Table 4> Service Value Eigenvalues
sensible factor KMO
. commonal B
items . . measu
time monetary ity e value
D. of CS(m) 124 784 984
D. service(m) 311 .894 .948
D. effect(m) 114 .689 742
874 .001
D. of CS(t) 847 104 .954
D. service(t) .854 074 784
D. effect(t) 752 101 841
sum of
square(%) 481 432 91.3 - -
eigenvalue 2.78 268 - - -
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<Table 5> Relationship Quality Eigenvalues

sensible factor KMO B
items cs Belief commonality merzsu value
CS. 342 884 .998

almost CS 498 912 .862
D. of satisfy .237 874 684
- .801 .001
reputation .891 314 842
human technic 755 214 687
experience .648 412 .843
cost 894 541 748
rumor .862 341 .984
sum of
square(%) 482 374 85.6 -
eigenvalue 4.12 3.82 - -
<Table 6> Customer Behavior Eigenvalues
sensible factor KMO B
items commonality | meas
PR reuse we | Vaue
use 541 841 812
sometimes use 514 .901 .899
uncon. use 414 .876 .984 984 .001
recomandation .991 .238 912
sometimes rec. .894 447 .949
sum of
square(%) 471 39.8 86.9
eigenvalue 2.89 3.96

AvtA o bl oA Aol SRl A%t
st BERIVME ok sk, ol $3lA KMO(Kaise-
Meyer-Olkin) A 59} Bartett®] 734 HAXE o]&3l3ich
= 79 AHEATE O wgese g8 2

AiEs AEE Uehls ghelw, o gro] #od 294
A W5 Aol FA4 X Zow dMuo] A

&

o AdwEow KMogel 0selgeld 3 FEstriy @
o

Gtk B Barert®) FEA AHE 28N 2P Ay
22 Uehis 296 eARdRgon AgEA ohiA
d HelEEe slefshAl Bk §o8kE0] 00010ld &
4 Abge] Agsa $Eale] EABL B 5 ot
E Sguss FARENS Agagon 284
#3E 9stel AnAAPAS g, 29 BAA
@ 5 a0
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<Table 7> Result Table of Service Quality & Reuse’s
Research Model
coefficient non-STD value STD value
t value
model B STD error beta
(constant) 3.448 440 - 7.65
Service quality 461 .091 .386 5.88
R R square modified estimated STD error
R square
324 105 113 .945
sum of degree od
ANOVA square freedom mean square F value
regression 22.62 1 22.62 23.08
residuals 115.12 118 0.98
total 137.74 119 -

<Table 8> Result Table of Service Quality & PR’s Research

Model
coefficient non-STD value STD value
t value
model B STD error beta
(constant) 1.926 449 - 558
Service quality 655 074 591 9.85
R R square FTZ‘;] ijz:; estimated STD error
307 .095 099 .998
ANOVA z::]ar(: dferge:jeo:]d mean square F value
regression 19.22 1 19.22 22.35
residuals 101.38 118 0.86
total 110.60 119 -
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Fol uAE Ao] sk AL UERTHp=001). 3 A

A4, =)ol uAREFE sl Ao A
M FFe A=A dF Aseds AAE Ay
<Table 8>3} o] tgto] 9.85% e} FAH R frofd
ol e A Ao veht 7He AR
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2 Fldgict

BORNIE®
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<Table 9> Result Table of Service Value & Reuse’s
Research Model

coefficient non-STD value STD value
t value
model B STD error beta
(constant) 3.859 451 - 10.65
service value 341 21 486 11.38
R R square modified estimated STD error
R square
424 .180 187 911
ANOVA sum of degree od mean square F value
square freedom
regression 21.12 1 21.12 22.96
residuals 109.11 118 0.92
total 130.23 119 -

£ A ZER(E A, AL 28T E sl
Aol FHe] FFE vA=A dF TS AA
A3} <Table 10>} o] - glo] 9.89% e} 7
2 Fst FFEA TS uE FAoE YEhEth & A
& 7 TR SAHCE foAHl 9FE VR
LR I3

10@44

=
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N

<Table 10>Result Table of Service Value & PR’s Research
Model

coefficient non-STD value STD value t value
model B STD error beta
(constant) 1.886 487 - 5.68
service value .675 .074 578 9.89
R R square Rm?; ilfj:i estimated STD error
.338 114 118 .962
ANOVA Z:Taroef dzge:jimod mean square F value
regression 26.21 1 26.21 30.13
residuals 103.21 118 0.87 -
total 129.42 119 - -
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<Table 11> Parameters Effect Analysis of
Service Quality vs Relationship Quality & Customer Behavior

mediate/ mediating
dependent effect step beta t value R square
1 452 6.85 .185
R
reuse (indep) . . 514
3(medi) 692 10.22 ’
1 424 5.66 .355
2 A1 4.21 .255
cs/ -
PR 3(indep) .355 3.54 -
3(medi) .684 9.58 ’
1 652 5.62 455
belief/ . 2 524 4.98 322
reuse 3(indep) .284 412
3(indep) .501 9.42 544
1 .348 6.54 .386
belief/ - 2 315 5.23 312
PR 3(indep) 247 452 556
3(indep) 532 10.66 ’

A 7S 1A S Hes v paee fojrd 9
18

A, 2A-SHATE FEAR) Fonet 3|, 3945
HiArs}l w7 FAlel ARl £35S o A
7Ht§$7} &S ﬁﬂdéoﬂ Froust B, 49A4- 21419 3954
éﬂr == o FAAF G 3l £E2Y &

w42l ﬁ%ﬂﬁlT gruct Aof k= Aojtt.,
—“& AT E 19419} 22 Al M = D3] 724 S ARS8t
oL, 3N sl AR S AMERelth 713 L A
FALS AuAFAY uAgEe] AEst e Aoy
oﬂ \‘41%& O3 Ay, 3 AR MR agd-aAEd
) AN FAo| $)E AR 1AM 452= 4
A3, 2 AN 382% A (+), 3HAlClA = %
el AT sl el FRlE S w H
7b &5 Fo3 JEFE HA I ITHB=.692, p<001)4
ST Gt 2d Al 9] =
e antnct o ofstE 210 N Zrh(B=382>.298).
AeAow vi/an A5E FFAIIA Hol uAwFo] A
AIAFAY Ao]gof pxs GFoA v EE s Ao
2 vehgeh =3 AES bl RAES 1 2, 3849
A 27 18.5%, 144%, 514%% UERY} AMu|A F4o]

=
AN
-
o

HIAZAAT M8A M32 (53292)

E
o,
oo
>
=
[
o
N
L
X
e
w
>
K
£
)
o2
offt
-
L
1o
i

k9] AH EAA lolElE <Table 11>¢] 2 YERY gt}
St 7pd3y) e o R JPd4R] < BAFA (AR, AlF)
& OJEA MA@ A, AR S 1A B (Alo] &,
TALE)e] HAE v Aotk s AT A% Avne

<Table 12>} Zt}.

<Table 12> Parameters Effect Analysis of
Service Value vs Relationship Quality & Customer Behavior

mediate/ mediating
dependent effect step beta t value R square
1 412 7.85 .185
cs/ . 2 .262 5.93 174
reuse 3(indep) .288 3.82 520
3(medi) .688 9.22 ’
1 A4 5.66 .389
cs/ . 2 401 441 .250
PR 3(indep) 314 3.58 -
3(medi) .698 9.99 '
1 752 5.62 .551
belief/ 9 i ZZ: g:g 422
reuse (indep) . - 644
3(indep) 551 10.42 ’
1 .358 6.84 .396
) 2 .305 5.29 .362
belieff -
PR 3(indep) .287 4.62 1
3(indep) 582 9.66 '
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An empirical study on the relationship between medical service
quality and value and customer behaviour
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Abstract

It is the recent trend that the valuation criteria on product quality depends on the customer satisfaction instead of conformance to
specifications. It also applies to the service quality. This study deals with an empirical study on the relationship between service quality
and value and customer behaviour in the medical service industry. This study also investigates the effect of service-related quality on the
service quality/value and customer behaviour. A statistical research reveals that 1)the service quality and value each has a positive

relationship with customer behaviour, 2)the service-related quality strongly influence the service quality/value and customer behaviour.
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