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<Abstract>

Objectives : This research used an exploratory approach to identify factors affecting business
strategies due to changes in the healthcare market and customer loyalty factors. Methods : The research
model was formulated using antecedents divided into diagnosis quality, employee attitudes, and
servicescape. Moreover, differences in the structured model were analyzed according to hospital size.
The data were gathered through surveys on clients, who has received care at participating hospitals.
From the 200 that were distributed, 150 questionnaires were analyzed, to facilitate analysis of the
research model. Results : The effects of diagnosis quality, employee attitudes, and servicescape, on
customer loyalty were mediated by trust. We also found the differences between small and large
hospitals. Conclusions : Customer loyalty in small hospitals was affected by servicescape, whereas that
in large hospitals was affected by diagnosis quality and employee attitudes. The research results could

be used to develop strategies to improve customer loyalty.
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<Table 1> Variables

Variables ltems No Sources
Social items Hospital type, Age, Gender, Education level 4 -
Attitudes Words, Understanding, Accuracy, Consistency, Expression, Response, Manners 7 [14], [15]
Servicescape ~ Additional facilities, Light, Temperature, Lounge, Toilets, Architecture 7 [16], [17]
Quality Propriety, Fairness, Value, Result 4 [11]

Trust Precision, Promptitude, Truthfulness, Trust, Fulfilment of expectations, 6 [18]
Comfortable

Loyalty Reuse, Concern, Cost increase, Recommendation 4 [19], [20]
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<Table 2> Socio-Demographic Characteristics

ltems Frequency Percentage(%)
<30 39 26.0
30-39 23 15.3
Age 40-49 33 22.0
50-59 42 28.0
>60 13 8.7
Male 37 24.7
Gender
Female 13 75.3
High school 45 30.0
College 31 20.7
Education Level
Undergraduate 49 32.7
Graduate school 25 16.7
Clinic 27 18.0
Hospital 55 36.7
Types -
General hospital 53 35.3
Large general hospital 15 10.0

<Table 3> Results of factor analysis

Consirucis Measurements Factor analysis Reliability
Factor loading Communality Eigen value Cronbach a
Words 0.635 0.615
Understanding 0.646 0.544
Attitudes Expression 0.779 0.726 3.472 0.858
Response 0.784 0.683
Manners 0.847 0.786
Lounge 0.760 0.679
Toilets 0.722 0.642
Servicescape  Architecture 0.599 0.719 3.205 0.863
Light 0.798 0.742
Temperature 0.761 0.777
Propriety 0.848 0.808
, Fairness 0.841 0.811
Qulty Resul 0.581 0.648 2.178 0845
Value 0.574 0.559
Trust 0.796 0.818
Precision 0.768 0.803
Trust Truthfulness 0.698 0.734 3.220 0.886
Fulfillment of expectations 0.588 0.651
Reuse 0.835 0.816
Cost increase 0.740 0.727
Loyalty Concern 0.616 0.629 2.9%0 0859
Recommendation 0.788 0.747
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<Figure 3> Difference Analysis
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