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The Analysis of Brand Value and Market Share at the Largest Hospitals
the Metropolitan Area

Han Seom Kang*, So Youn Park*, Hyo Jeong Kim**, Young Hoon Kim*"
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*Dept of Healthcare Management Graduate School of Eulii University

The purpose of this research is to evaluate Brand Value by using the K—BPI(Korea Brand Power Index) of Korea
Management Association which is based on consumer awareness, as well as to identify how Brand Value which is
composed of top of awareness, unaided awareness, aided awareness, image, possibility of purchasing,
preference, affects on the Market Share perceived by consumers.

This research subjects were 10 hospitals with more than 1,000 beds in Seoul and Gyeonggi—do, and survey
subjects were 20 or older adults living in the metropolitan area of Korea. Using K—BPI for measuring Brand Value
and used calculation of Market Share according to consumer preference model for measuring Market Share.

The major results of this research are as follows: First, this research identified that the top 5 hospitals of largest
hospitals in metropolitan area measured by using K—BPI and Market Share were same hospitals as Big 4 hospitals
of previous research evaluating the comprehensive competitiveness of hospitals and also same as hospitals that
appeared recently. Second, Big 5 hospitals ranked first to fifth in both Brand Value and Market Share. To identify the
relationship between K—BPI items(top of awareness, unaided awareness, aided awareness, image, availability,
preference) and Market Share, multiple linear regression was used by dividing 5 upper and 5 lower group of
hospitals per each. The group of 5 upper hospitals had a significant effect on Market Share, with top of awareness’,
‘unaided awareness’, ‘aided awareness’. The group of 5 lower hospitals had a significant effect on Market Share
with ‘unaided awareness’, ‘aided awareness’.

The results of this study and hospitals of the first to third hospitals published in the K—BPI press release reported
by KMAC in 2017, and the previous studies evaluating the comprehensive competitiveness hospitals, all had one
thing in common that Big 4 hospitals ranked high position. This suggests that evaluation of Brand Value also can
be a evaluation measure of hospital.

A new competitiveness of hospital is expected by managing brand awareness to have a brand competitiveness
and by securing intrinsic Market Share of consumer to reach hospital use ultimately.

Key Words: Brand Value of Hospital, Market Share, K—BPI Index
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3. K-BPI(Korea Brand Power Index)
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<E 2> ARAMAt MEETHo| L4 (Questionnaire configuration)
H

1 1
o7 1 ; IETEEE
. HZOIX| 1 3 —hoEHE
SHE I s EH:E 0|0 4 4~7 (2017)
== - [11]
e =L 1= -'r“él/olﬁ_f%ﬂ%’g 3 8~10
gt Mse 2 11~12
Mg =8¢ 1tz 1 13 SR A
AE Eee Toi7tsd NE=e 1= 1 14 (1994)
Z|2 ot BHE 1 15 [22]
g4 1 16
A 1 17
=
IENEEEIN Nous ] b -
e 1 20
e 1 21
& 21 - -
<HE 3> HALHAIRIe| HtA™ EM(Characteristics of respondents)
= Hiz HE 2 (%)
=1 167 389
g4 oM 262 61.1
A 429 100.0
20~ 29| 191 44.4
30~ 39A| 65 15.2
o1y 40~ 49M| 102 23.8
50~ 59A| 66 15.4
B0l 0|4 & 1.2
A 429 100.0
M2 232 54.1
HFEX] 47| 197 459
Rl 429 100.0
N2 193 45.0
ESPSEINA| 47| 236 55.0
A 429 100.0
1Z 0|5t 110 25.6
HEUEY 48 1.2
B tHetEdy 215 50.1
LHeEEY o1y 56 13.1
A 429 100.0
iy 139 32.4
374 20 47
SIAH 135 318
o] A 21 49
HMEA! 61 14.2
23 68 12.4
A 429 100.0
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7B Hee(ad DI o] ASH
SU o] 434,327, BSHo] 419.29
A, SSHo] 405, 74501 1 9 thE WHsol

S OUr. AR &9 Sl A FkARE A9 et

= Big 5 W4lo] 1~59]= pehgiet,

2) BEHE 71X M4 SEY MFE UHE
1. Qg Are] Yuty EX
ZF o B 7hR] A4 HE AR JeE A
At AR QIFALEEHA EAJS B, WA 38.9%, B ASHY, SUHY, BSHY, SSHYe ‘Hzdx)
oA 61.1%%93, AFANE AL 54.1%, A71% 45.9%  F=ab BIEZJA) o] B HY tir] 453 =3t
Qon ALY A7 55.0%, A& 450%ct, i 4.
.2 &7 AR 50, 1% 7 WATHE 3,
(&) 1000 ~
800
600
46287 43432 41929 405 7
400 - 309.20
29493 264.92 25847 24958 33 47
200
AS SU BS SS MS SB JA KA GK KG
<O 1> ZAHHA W HAHE J1X| M4 AtE Z1t (Brand value score of hospitals)
<E 4> HME J1X| &8 3= 4|5 M4 (Detailed score of brand value measurement items)
25 LAER SA SuU BS SS MS SB JA KA GK KG
by ESESSIN 9.64 7.98 6.81 6.42 1.46 0.88 0.64 0.19 0.19 0.1
0‘,;& HIEZQIX| 5.26 414 35 3.11 0.88 0.39 0.34 0.05 0.1 0.05
= EZXOIX| 9.34 9.39 9.59 9.34 8.54 7.71 6.98 7.06 71 5.26
= olo| x| 6.59 6.47 6.55 6.54 6.01 6.06 5.66 5.5 5.42 536
;;E TS 8.81 8.65 8.63 8.62 7.98 8.08 7.52 7.42 7.16 7.13
°e M 6.82 6.69 6.69 6.71 6.09 6.15 5.69 5.61 5.39 5.39
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Wel MSWRO &M Eorowl Uux Wele] 1 ¥ H
2 oloth(ay 2. HAE Fx] A 4E Awel wbE &
A2 A 9] BN SR QAR 49 wels

Big 5 ®€o] 1~59= LERt, 2) HHE 7] M otflE(6~109) HH oY
4. BRHE 712 4 B0l A& DRl HHE 7 A 59l 571 e AR e At g
g5Fol] et BAZA} Arge dgeo] 16.5%2 fojstact. 44 TS
AAIRE A3} BE W] VIFgo] 104 v|ihe 2] o
1) M 7% M4 AQA(1~52]) € TfA soAdel digt Al gl Aoz SlE Ik AR
SR H2AAG HlHEAATE A& FAH L

HHE J1X) A4 A9 57 B sl da g R el g 99 FAUANEE6).
(%) 100

80 -

60 -

40

25.99
1917 1863 1721
20 - 1057 909

546 5270 247 200

o

AS BS SS SuU MS SB JA GK KA KG
KO3 2> RAHHA B ARS8 ME AT} (Market share of hospitals)

<E 5> HEME J1X| M4 49| 57 Y CHEMYYHEN Hat
(Result of Multiple linear regression analysis of the top five hospitals in the Brand Value Score)

EE3} A Bofl CHgt 95.0% 2|7zt
| E} 4

(&) 1.940 1.477 1.314 190 -.963 4842
ESESIDN 617 144 237 4,284 .000* 334 901 1.669
FEESSIN 1277 288 245 4.429 .000* 711 1.844 1671
HZQIX| 261 082 A4 3.197 .001* 101 421 1.062
ololx| -793 413 -142 -1.920 056 -1.605 019 2.969
TUISH 189 287 048 661 509 -.374 753 2.922
MEE 442 394 083 1.121 263 -332 1216 2,972

R=.475, R?= 226, X% R’= 215, P= .000* Durbin-Watson= 2.061
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== 3+

(Result of Multiple linear regression analysis of the bottom five hospitals in the Brand Value Score)

HIEZ3 A 2E3 A+ Boll tHgt 95.0% Alz| 2t
B =it H| E
(=) -.761 2.371 -.321 748 —5.422 3.900
ESESINN 332 114 152 2915 .004* .108 556 1.398
FEESSIN 1.097 241 238 4563 .000* 625 1.570 1.398
HEQIX| -.103 197 -.024 -525 .600 -.491 284 1.095
ololx| 150 501 023 .300 764 -.834 1.134 3.023
FAUISY 415 398 082 1.041 298 -.368 1.197 3.172
MeE 692 482 111 1.435 152 -.256 1.639 3.044
R=.420, R’= 176, &= R’= 165, P= .000*, Durbin-Watson= 2,061
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