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Abstract

Purpose: The purpose of this study was to examine the causal relationships of
perceived risk, satisfaction, switching cost and loyalty in outpatient health services,
Method: A survey using a structured questionnaire was conducted with 393 hospital
outpatients, The analysis of data was done with both SPSS Win 17.0 for descriptive
statistics and AMOS 180 for structural equation model, Results: The causal model
yielded Chi-square=3144 (p=(001), df=4, GFI=98, AGFI=87, CH=97, RMSR=04,
NFI=96, IFI=97 and showed relatively good fit indices, Perceived risk had a significant
direct effect on customer satisfaction, Customer satisfaction, financial switching cost and
relational switching cost had significant direct effects on customer loyalty, Perceived risk
and customer satisfaction had significant indirect effects on customer loyalty,
Conclusion: These results suggest that we should decrease the perceived risk and
improve the customer satisfaction and switching cost to retain loyal customers, Further
study with both a larger sample from various hospitals and a longitudinal design is
necessary,
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Ao|th(Lee, Kim, Kim, & Ha, 2008), $A% (loyalty)ﬂ =2 7]
SRS £ JHe B7dtal A&HoR o)gg & vl
ohje 29 TAEM} Eol AffnAL Fusio wg
o] F}(Reichheld & Sasser, 1990). Reichheld®} Sasser= A]H]
2 ZARJellA AeIGES 5% FolH o] 25%AX 85%7HA]
TR wushEd FAE} 2o EnAS $43 AL
Aots Ik (Kim & Oh, 2002; Lee et, al., 2008),

IAZFE #HE HES v dAHes =4 AF
oM *M*E A&HoE Aol A, EoHel 14 0
b o] g3lAl = AZH(Gremler, 1995)& &|n|3k
P D

FoU(Jacoby & Kyner, 1973) o]o]

o

A A2 HEdke Hed #ds F
A =HAcHLlee, lee, & Jung, 2005; Oliver, 1997). <
Gremler(1993) IAZATE EX AMu|AE Ao &s= d%
Al SHWR opzt 54 AMuAE A5she HEHR SHE
25 aee BEAR AES Alwste] aAZAdxe gk Jid
< 7FF # Adgte W7kE 2l dtk(lee at al,, 2005

Pritchard & Howard, 1997). L&t 7|20 FAHALE 9]
= et B AUt FES] o|FoA fhoH & k;
o] 714 Z93MA thFolATHCronin & Tayler, 1992; Oliver,
1997). o] AFolA nATFo] E&FE AAFAHET}
=03 B3 FEJAHByun, Cho, & Shin, 2007; Kim & Im, 2008;
Lee, Lee, & Jung, 2005; Yom & Lee, 2010), &y AT A
wzol WIS BPHL 6585%2] Aol ofeaielche
Reichheld®} Sasser(1990)8] B¢} 37 nAZFALd] g
AE ge 895 gt FaAel FAE7] AFst
(Jones & Sasser, 1995; Byun et al., 2007), &< AZd 93
(Stone & Gronhaug, 1993; Yoo & Seo, 2009)3} Z3Hd]&
(Burnham, Frels, & Mahajan, 2003; Jones, Mothersbaugh &
Beatty, 2000; Kim & Lim, 2008) 50| aAZAwel westol
a3 g9log AAHm g},

AZE J¥(perceived risk)2 AHATF AH|zo] E3HAgH
Azl FARHl At s FHHLR e RS v
tH(Dowling & Staelin, 1994, as cited in Yoo & Seo, 2009).
=, 2 S M|z diE] BEHaAn Beks wW
2[R} 0] A5 Y¥o] wolrtta Erh(lee et al., 2008).
T Y Lee T(2008)9] AFoME ARG AATHE
o JFE vizou AZtd AP aAFAE TS wAA
. AAFAHEE S5HA got FA Hluarle ol #At
Yoo} Seo(2009)9] AT-ollA o|TAfH|Ael thek A|zkd Aol
EE5E ojg oyt A YElith

5 AANE

r

A3\] & (switching costs)S 7]&ol| ARR-EH AFo|Y AMu)x
2 Oe Zes A8% o rack s 44T ule 2 e
] H]g-& on|dth(Jones, Mothershaugh & Beatty, 2000).
Burnham $(2003)0] &J3tH #A3n|go] =842 IAZAHTI}
otk a2y dF dFede e AAFH = JF
< 1A EPcHByun et al., 2007).

289t B RokdME nAFAAE Bk AFEo] Wol 3
oA B gRollE e 2] FREIG. e 27
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(2003)9] 32k mElel ARF
costs), HAIZ
A3)-&(procedural switching costs) .2 A= AFZ
ABULEe W Al AR ARAe o) g oluls

%] E-(financial  switching

Ag)-&(relational switching costs) % 2214

Aes ARA £ue TRA WAH Asvlge Ad A
AARS) AT §o7 HER AP A Fe 2AA B
AIHE oulshel Aol BAe) £un v B £9
Tk A AW AB A BAGE A o

o)

gk v 8-S oulate AAAL 97, Bl sE 2 Au 8-
¥skelch(Burnham et al., 2003). 7= that A2l A
(e}
AR, AzZte P2 DN G

T

iﬂﬂw}. T oﬁf}tﬁ%, He g oY o]gxE Udoz §
Yoog} Suh(2008)e] Aol = W TRl FAglel AZtH
9O

o] s AANRSo] HgES I + QI
A, 2SS AeH|Go JFE vE Aol HZ AT
oA LATEE MGl JFS HAE APaglor Il
FAHKim, 2008), ¥ Y2EF o]g 1AL UgoR 3
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BT didAE A2 vl Ystn EHY HE o
3= 3939olglor i WS 50084 olake] 33k g s|H
oltt. AT UAE FEL 5T £ J3 YrAEe] I
o Ao dmEsieh. A7 U v s SAEY
< & A5 FEe e HolE 2008400 HEIE vhgkHstth
3 B33k Kim(2001)o] A3tk
3. 80{ Mo ¥ APz

1) XZ= 2

A4E HP2 AHATE Mul2e] B Aol BAHl
Ao s FHHo2 e AL Yr)dthH(Dowling &
Staelin, 1994, as cited in Yoo & Seo, 2009). AZ¥ ¢J¥d&
Yoo9} Seo(2009)7} /et =FE Al B = &
B9 5% Hwz PALdor 74 2ge W 194 g

N

Aol ol 2PFGRE, A5 B2FE Az 939
2 AL oujgit}, B oA Chronbach's alpha 2 .84
o]k

\%

Perceived risk % Customer satisfaction

Switching cost
¢ Financial cost

e Relational cost ] Customer loyalty

e Procedural cost

(Figure 1) Conceptual framework,
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aARELS A} Q87BN AT e Au|2d] g
Akl wkEo]th(Woodside, Frey, & Daly, 1989). £ I7to]
A mAwEL Oliver(1997)7F 78k Kim(2006)0] W elsh 1
S5 ARt Skt £ T E w3y 53 F
T2 FAEden 7 B2 e 2¥A db(R)olAM wlS-
IEF AR, 47t 2455 1ARSo] & AL uE

t} B 7oA Chronbach's alpha g+ .900]$ith.

=

ARH AL A A B AR Ao A2
oJu|gcH(Burnham et al.,, 2003), A%¥-Z 3-8 Burnham
So] el Jung(2007)9] ATFolA AMRE AT HgH|g
ETE £ A7 2 5k SAs £ =7 & 2R
74 HERE FAEENeH ZT 3 As 2384 b3
Al wie 2FF (TR, A7 2EFE ATA A8l
=& AL 9njdlity, B AFo)A Chronbach's alpha & .78
oAt

Te gAHel BAS oIv|gehBumbam e al,
2003), #AZA AzM)-&-L Burnham Fo] 7IE3kal Jung (2007)
o AN AMEE BAA AW EETE B od:rLoﬂ ‘3%71] T
Reel YA, B £PE F 3T 74

W Zb #Ee W 2R GF ()l “H a2FF TR
Bk BaE A ARG Fe AL slan, & o

T4 Chronbach's alpha Z+& 820]31t},

5) AT HE|S

A AEh)E-e M3 Al sk AIRME = digh )
4L udth(Burnham et al., 2003), HaAHAHH|LL
Burnham 59] 7§38t Jung(2007)e] ATtelld ARg-3sE HxFZ
A =TE B AT 2 FH3t &
© % o5% 74 A= PAHder &+ BEE HE 33X
A eIM WS IEF TR, Hgt 225 A A
gHjgo] & AS 9ulgt}y. £ 79lA Chronbach's alpha
e 92019t
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(CFD), Y2 7+ H=o](RMSR or RMR), EFZEA4(NFI) 2
IFI(Incremental Fit Index)E o|&3}e] X3}t

A7 Zdat

0x

1. 97 tjadxe £

AT dldAES] EAL Table 19 AAEJTL. F 39399
QA oA G 2009(53.2%), 1AL 184'8(46.8%) 0]
o 1§ Aee dgkEde] 199%8(50.6%=2 7 Bk, 1
1537 (38.9%). = 309(7.6%), == 8%(2.0%), F3+ 39
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(Table 1) Demographic Characteristics (N=393)
Category Classification n(%) M=+SD
Age (yr) 40.41+13.55
Male 209(53.2)
Gender — pormale 184(46.8)
Literacy 3(0.8)
Elementary 8(2.0)
Education Middle school 30(7.6)
High school 153(38.9)
College 199(50.6)
. Unmarried 123(31.3)
gz;'i' Married 064(67.2)
Others 6(1.5)
Officer 65(16.5)
Profession 83(21.1)
Public officer 36(9.2)
Sauaiton Private business 46(11.7)
Housewife 60(15.3)
Student 56(14.2)
Unemployed 19(4.8)
Others 28(7 1)
(1,000,000 7719.6)
1,000,000~ (2,000,000 63(16.0)
Income 2,000,000-¢3,000,000  128(32.6)
(won) 3,000,000-¢4,000,000 56(14.2)
4,000,000-¢5,000,000 34(8.7)
5,000,000-¢10,000,000 27(6.9)
=10,000,000 8(2.0)
Seoul 268(68.2)
Living area  Kyunggi province 115(29.3)
Others 10(2.6)
(1 month 123(31.9)
1month-¢6 month 64(16.3)
Period of 6 month-{(12 month 34(8.7)
Use 1 year-(3 year 38(9.7)
3 year-{ 5 year 38(9.7)
5 year-(10 year 43(10.9)
=10 year 53(13.5)
Medical 154(39.2)
Surgical 50(12.7)
Pediatrics 12(3.1)
Obstetric/Gynecology 11(2.8)
Medical Ophthalmology 16(4.1)
department ENT 56(14.2)
Dental 5(1.3)
Dermatology 4(1.0)
Neuropsychology 11(2.8)
Others 74(18.8)
T o Medical insurance 384(97.7)
insUrance Medicade 7(1.8)
Others 2(0.6)

AsHH

st
XSl

(0.8%) o3t} 7]&0] 2649 (73.1%) 22 Bkl e te
3tglon Y9l 2,000,0009 o4 3,000,000 mRke] 128
(32.6%)2 7P wokth oA T AL AF7F 26878(69.2%)
2 7P Bsta Helo] 7= AF7E 115%(29.3%) 0100k &
Hg o]g3d 77t AurEd 3 & wglo] 1237(31.3%) =
714 wekor FHolo] 19 o 67lE mlvke] 6478(16.3%) I
o UgE dHEE il 154%39.200 02 7 Bgto
1875 o833 Yo 384W(97.7%)0] 8 RHFS

o, O

237, BAA AEn84.527) Zé‘}ﬂ Agh]8(4.55%), &
AFAE(4.927) olAth. IAZ(=.66, p(.001), AFH A
i) R(1=34, p(.001). BAH ADH|L&(1=63, p(.001) D Hx}
HEHE(r=40, pC001)2 IAFAES} Fo] FddAE B
ou A7E H8=-37, p 00T o] FABAS Bk

R
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AAEF] AZE= Figure 20 AAEHRAT AT o)A
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(Table 2) Means and Correlations among Variables

[s]
=

s
, B, ©E

HIE S8k 29| olnpaA 521

1 2 3 4 5 6
Variable M+SD
10 10 (o) (o) 10 1o
1. Perceived risk 1.98+0.63 1
' ' -36
" g
2. Customer satisfaction 3.67+0.65 (¢.001) 1
3 Financial switching cost 4 23+1 33 =0 11 1
d S (188) (031)
: o -35 4 39
4 Relational switching cost 4 52+1 17 (.001) ((001) ((001) 1
o =11 21 62 54
n . . . 4
5 Procedural switching cost 455+1 19 (082) ((001) ((001) (001) 1
-37 66 34 63 40
" g . d i .
6 Customer loyalty 492+1.08 ({001) ((001) ((001) (C001) ({001) 1
(Table 3) Standardized Direct Effect Indirect Effect and Total Effect in the Modified Model
. . Direct Indirect Total
Endogenous variable Endogenous variable (o) s () effect (o) effect (g) SMC
Perceived risk Customer satisfaction -36 (.008) -.36 (.008) 13
Perceived risk Financial switching cost -04 (074) -04 (074) 01
Customer satisfaction 11 (101) 11 (101)
Perceived risk Relational switching cost -.15 (.009) -.15 (,009) 16
Customer satisfaction 41 (011) 41 (011)
Perceived risk Procedural switching cost -.08 (.006) -.08 (,006) 04
Customer satisfaction 21 (.007) 21 (.007)
Perceived risk Customer loyalty -24 (015) -24 (015) 60
Customer satisfaction 49 (009 17 (014) 66 (014)
Financial switching cost .13 (,006) .13 (,006)
Relational switching cost 37 (.004) .37 (.004)
Procedural switching cost 02 (.823) .02 (.823)
SMC =squared multiple correlations,
FHE(B=49, p=.009)0 frofgh FFE mHoY AF-A A B AT A7 B o osSAnze #-ste] ofgf o]gxt

7§1
HE (=11, p=10DollE A fFold JFe mAA Zch
wE ARH ASML(B=13, p~.0060F BAZH Agm|L
(8=.37, p=.005)2 AAFAHT F3t dFS vizlov dx
2 AguE(f=.02, p=.823) AH {3 4L n|X]A| £

Song, 2003; Yoo & Seo, 2009)2} U3k
SSSE IANELS =298 gt dEMu|aE B3
3l

sto] EAAH W

(intangibility) $1
FE flojA 1

2E gl 4
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