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A study on the Effect of Brand Assets on Word of Mouth
Intention according to Digital Customer Experience:
-Focusing on Network Specialized Hospitals-
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Abstract The purpose of this study is to emphasize the need for brand equity management to
survive in a rapidly changing medical environment by identifying the impact of digital customer
experience on brand equity and analyzing the influence of hospital brand equity on
word-of-mouth (WOM) intention. The main findings are as follows. As a result of analyzing the
effect of digital customer experience on brand equity, the relationship between aesthetic value
and brand equity, functional value and brand equity, customer service value and brand equity all
showed significant results. In addition, the relationship between brand equity and WOM intention
also showed significant results. These findings have practical implications for revealing the
importance of the digital service environment in building hospital brand equity, in strengthening
relationships with customers and WOM activities, and suggesting the provision of customer
services and benefits using digital technology.
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Fig. 1. Research Model
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Table 1. Key Variables and Questionnaires

21892 5 BHo) A48T,

e 25
Struct
ructurally good 4.9 7I_AE-|7E.I|E|
- Refined look of design
isual
Overall the design is excellent 421 2*.’!519.’! —E‘&! E—:l A|_|§|E ‘E‘&!
Meajor information good =
g X iemeion go0] £ A72 93 gAE 1A P 127 2 e
Medical information provided accurate o, _ o 2 oF
[ = A =T o] AX
aso Function | Reliable medical information provided Z]-/}l-’ ?’ﬁ"]E 00]"—! q] EHOHH __'Xéool- 711'—’] 1= oq O}\(_)]
mer . - =] = 5 =]
oqei al Medical information easy to understand 2 AASH] Y3 FlF Q1R ALS AA] st
Medical information provided useful
ence
Immediate response to patient discomfort . i
Custome | Immediate response to patient inquiries Table 2. Results of conflrmatory factor anaIYSIS
r service | Constant communication with the patient.
’ : ; Var. B SE CR. BS AVE CR
Convenient document issuance service
Hospital logo easily recognizable 1.000 0.882
Good feelings about this hospital brand Visual 188% 88% 18;;‘81 88(1)? 0.784 0.987
. Good evaluation of this hospital brand 0963 0.058 16.689 0837
Brand equity -
Have their own brand 1.000 0.941
istincti i Functi | 1.017 0.032 32.264 0972
Branches have a distinctive symbolism ons 0,969 0017 50561 0856 0.846 0.992
Message conveyed by this hospital brand 0.955 0.039 24371 0.905
Willing to recommend to close quaintances
— 1.000 0.968
Word of mouth Talk positively to people around them Servic | 0.953 0.035 27.327 0.938 0,669 0,960
. . es 0.825 0.079 10.484 0.599 : :
intention Recommend that people around you use 0770 0.0% 13.689 0706
recommend this hospital
Demographic Gender, age, type of treatment and care, type of 1.000 0.827
characteristics service used 0929 | 0067 | 13774 0.787

Notes: 1. Prior studies and sources of factors are as follows. 1)
Visual factor- Jung Byeong-gyu, Jeong Sang-hee (2019) Ahn
Jun-mo, Han Sang-rok (1999), 2) Functional factor- Jeon
Byeong-gyu, Jeong Sang-hee (2019), Lee Moon-gyu (2002), 3
Customer  service factor- Jeong Byeong-gyu, Jeong Sang-hee
(2019), Seo Moon-sik , Kim Sang-hee (2002), 4) Brand equity -
Aaker (1991) 5) Word-of-mouth intention — Kim Hye-sook, (2018),
A 7-point Likert scale was used for the scale, and a nominal scale
was used for demographic characteristics.
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Table 3. Square root of correlation coefficient

between constructs and average
variance extraction index

Cartegory | Visual Functions | Service SqLiat‘yn d Reco.

Visd 0784

Functions | 0.379 0.846

Senvice 0232 0.3% 0.669

Brand

iy 0415 0.567 0.339 0687

Wodngs | 0.171 0.301 0.231 0327 0847

Note: polyline matrices represent average variance extraction
(AVE) exponents ** p{0.01 (two-sided) * p¢0.05 (two-sided)
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Table 4. Path analysis result

Hyp. Path analysis B.S t p-value

1 Visual—Brand equity 0.216 3.886 0.000%**
Function—Brand -

2 equity 0.405 6.618 0.000
8] Service—Brand equity 0.173 4.254 0.000%**
4 Brand equity—\brdings 0.907 8.692 0.000%**
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