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Abstract This study investigated the influence relationship of information service using QR
code on customer’s service quality perception and loyalty behavior for medical service in the
physical environment. As a result of the study, when medical institutions provide location
information services about the physical environment by utilizing the usefulness and reliability of
QR codes, the perceived quality of customers’ QR information will be strengthened, and
furthermore, loyalty behavior toward medical services will increase in the future. Considering the
spread of smartphones as a popular digital medium today, marketers use QR codes to connect
and provide four-dimensional information services without time and place restrictions, thereby
strengthening the interactive experience with customers. And these efforts suggest that it can
contribute to improving service image and strengthening loyalty beyond simply providing service
information to companies.

Keywords: QR Information Service, Physical Environment, Perceived Quality, Medical
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Table 1 Measurement

Construct Variables items

- Recommend

QR_Loy Loyalty - Intention to use continuously

- Overall satisfied

Perceived quality before and after
expectation of QR information

Service service

QR_SP .
Performance | - Increased convenience
- Less time

- Improved overall image
- Feel trust

Reliability Information is honest

- Information is true
- Reduce the search process

Convenience | - Shorten the time
- Simple to use
- Get a lot of information

QR_Image ~ Achieve the desired goal
Usefulness

- Useful value is high
- Overall useful
- Gives pleasure

- Interesting
Playfulness .
- Good to spend time

- Fun to use
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Table 3 Discriminant Validity

Construct HS_LOY QR_SP QR_Image
HS_LOY 0.969"
QR_SP 0.738 0.956
QR_Image 0.689 0.868 0.869

Note) Fornell-Larcker Criterion
* Bold numbers on the diagonal are the squared AVE
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Table 4 Total and Indirect Effect

Construct HS_LOY QR_SP QR_Image
HS_LOY
QR_SP 0.564
QR_I 0659 0.868
mage .
—mae (0.489)"

* The indirect effect is in parentheses.
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