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<Abstract>

Objectives: The purpose of this study was to explore how service quality in specialized hospitals
influences customer loyalty under the mediating effects of customer trust and customer value. Methods:
A statistical review was done based on the survey results of patients who had used a specialized
hospital in Gyeonggi Province, South Korea. A total of 209 questionnaires were collected. After data
collection, an empirical analysis was performed using SPSS 21.0 and AMOS 21.0 software. Results:
Interaction quality (B = 0.254, p < 0.05) and result quality (B = 0.179, p < 0.05) significantly influenced
customer trust, while physical environmental quality (8 = 0.121, p > 0.05) did not. Customer trust (B =
0571, p < 0.01) influenced customer value (B = 0136, p < 0.05) and customer value influenced
customer loyalty. In addition, customer confidence (B = 0.668, p < 0.05) was shown to have directly
impacted customer loyalty without the mediating effect of customer value (0.078). Conclusions: The
findings showed that interaction quality and resulting quality had important implications for customer
loyalty. We therefore suggest compliance with appointment times, training to improve work-related

skills for employees, improving customer satisfaction, and enhancing communication skills.
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<Table 1> General Characteristics of the subjects (n = 209
Variable Category n %
purpose  of visit health checkup 1 0.5
Inpatient care 84 40.2
outpatient care 124 59.3
Frequency of hospital use a year 1 Time 38 18.2
2~3 Times 81 38.7
4~5 Times 43 20.6
6~7 Times 23 1.0
>8 Times 24 11.5
Gender Male 84 40.2
Female 125 59.8
Age 20 - 29 15 7.2
30 -39 30 14.3
40 - 49 38 18.2
50 - 59 62 29.7
60 - 69 42 20.1
>70 22 10.5
Occupation company employee 74 354
self-employed 30 14.3
Student 10 4.8
public officer 8 3.8
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<Table 2> Reliability and feasibility analysis of measuring tools

Construct Variable Variable

Factor loading

Cronbach’scx Eigen value % Variance

0.774
0.834
0.756
0.563

Interaction quality

0.829 2.606 10.858

0.836
0.787
0.602

Physical environment quality

0.784 2.663 11.096

0.773
0.820
0.863
0.806

QOutcome quality

0.912 3.291 13.714

0.823
0.826
0.767
0.748

Customer trust

0.892 3.242 13.507

0.569
0.896
0.869
0.557

Customer value

0.835 2.563 10.679

0.582
0.755

N =B WO = BN =W =N =N —

Customer loyalty

0.905 3.546 14.777
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28 H$EFEY(Maximum  Likelihood OS2 AA SAUTE 7 Aol iy GLEAt
Estimation [MLE])oll &3t FAWo] o] &=t} A AEEE Bkt HaEsE g
AFHYE BARAA APk ARNES B AP 0576-07092 71 EH 05014 olglon, 7
Z31A] B3t SRS} 2o Mula ZA 9] 37 ANFGANEEE 0.802~0.9028 712481 0.70]/42.
ik % ]7'16}1 Z 20 SHATE A S Z yAdagol slgol it
ok 91% 2Rd S ANF glo} shtel a9l
<Table 3> Structural model test results for the study
Construct variable ov SR SE ME CR AVE
Al 0.740 0.452
Interaction quality A2 0.809 0.111 0.346 0.819 0.601
A3 0.775 0.098 0.399
, , B1 0.776 0.398
Prysical environment B2 0.635 0.077 0.303 0.802 0.576
ey B3 0.655 0.076 0.571
C1 0.809 0.346
Outcome quality C2 0.820 0.085 0.328 0.880 0.709
C3 0.89 0.083 0.199
D1 0.688 0.527
D2 0.742 0.073 0.449
Customer trust 03 0.863 0119 0.255 0.875 0.639
D4 0.888 0.120 0.211
E1 0.740 0.452
E2 0.831 0.130 0.309
Customer value = 0.932 0159 0131 0.866 0.622
E4 0.617 0.118 0.619
F1 0.677 0.542
F2 0.786 0.086 0.382
Customer loyalty F3 0.849 0.110 0.279 0.902 0.651
F4 0.852 0.116 0.274
F5 0.855 0.112 0.269

X?=381.992(P=0.000), DF=
RMSEA=0.069

191, CMIN/DF=2.000, GFI=0.862, NFI=0.877, CFI=0.933, RMR=0.049,
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2 g2 0.668(P=0.000), 1AL} 1AF
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Research path PC SE CR P Hypothesis
H1-1 IQ —> CT 0.254 0.089 2.849%x 0.004 Accept
H H1-2 PQ —> CT 0.121 0.068 1.796 0.073 Reject
H1-3 0oQ —> CT 0.179 0.079 2.278* 0.023 Accept
H2 CT —> cv 0.571 0.092 6.201#*x 0.000 Accept
H3 cv —> CL 0.136 0.064 2.137* 0.033 Accept
H4 CT —> CL 0.668 0.105 6.358%*x 0.000 Accept

%2

340.943, df: 177, p: 0.000, GFI: 0.871, RMSEA: 0.067, NFI: 0.883
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