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Objective: The objective of the study is to provide tertiary medical centers or general hospitals in Korea with theoretical basis by
analyzing the effect of servicescape factors, which will be helpful for medical institutions to enhance brand image and brand
loyalty by consumers.

Design: An empirical study

Methods: To prove the model, T conducted a questionnaire survey analysis. Items for measurement have been extracted from
several related studies on medical industry and some of other service industries. The survey target has been set by convenience
sampling method and consists of citizens reside in Seoul and Gyeonggi-do Province, and total number of 165 samples have been
analyzed. Factor analysis and reliability analysis have been conducted to verify validity and reliability, and for hypotheses
verification, multiple regression analyses have been performed.

Results: Servicescape factors consist of Pleasance(X1), Cleanliness(X2), Aesthetics(X3), and Equipment Recency(X4). To
summarize the results of analyses, X1, X2, and X4 have been proved to have positive relations with brand image and all factors
have been proved to have positive relations with brand loyalty. Also, brand image has been founded to affects positively to brand
loyalty.

Conclusions: Servicescape factors are significantly related to brand image and brand loyalty. So general hospitals should be
aware of this and try to enhance servicescapefactors for attaining competitive advantage.
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Figure 1. Research model
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Table 1. General Characteristics of Sample
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n %
Male 75 45.5
Gender
Female 90 54.5
20~30 21 12.7
30~40 51 30.9
Age
40~50 53 32.1
50~ 40 24.3
High school diploma 56 33.9
Academic Undergraduate 30 18.2
Background College graduate 54 32.7
Graduate 25 15.2
Student 26 15.8
) Employer/Employee 68 41.2
Occupation )
Housewife 36 21.8
Others 35 21.2
~2m 28 17.0
200-300m 42 25.4
Income
300-400 43 26.1
(KW) m
400-500m 30 18.2
500m~ 22 13.3
Total 165 100
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mean s.d. X1 X2 X3 X4 Y1 Y2
X1 4.62 1.29
0.618
X2 4.65 1.27
0.000
0.477 0.530
X3 4.71 1.34
0.000 0.000
0.562 0.635 0.512
X4 4.76 1.29
0.000 0.000 0.000
0.602 0.620 0.439 0.637
Y1 4.58 1.25
0.000 0.000 0.000 0.000
0.728 0.819 0.574 0.657 0.709
Y2 4.75 1.33
0.000 0.000 0.000 0.000 0.000
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Table 3. Results of Factor Analysis and Reliability Analysis

Factors Items Factor loadings Eigen value VEP(%) Cronbach's alpha

PI'1 0.848

Pleé:?;lce P12 0.799 2.556 21.297 0.937
P13 0.817
Clean Cll 0.828

R Cl2 0.791 2.488 20.734 0.951
Cl3 0.794
] Ael 0.869

Ae(S;?;)tlcs Ae?2 0.844 2.718 22.65 0.955
Ae 3 0.899
Equipment ER 1 0.795

Recency ER 2 0.815 2.545 21.205 0.942
(X4) ER 3 0.834

Accumulated Variance Explain : 85.886%, KMO measurement : 0.897, Bartlett sphericity test x> : 2128.283, df : 66, p=0.000

BI1 0.938

Bralzilll)nage BI2 0.927 2.530 84.342 0.941
BI3 0.889

Accumulated Variance Explain : 84.342%, KMO measurement : 0.767, Bartlett sphericity test x? : 445.094, df : 3, p=0.000

BL 1 0.936

Branzl Ychiyalty BL 2 0.946 2.682 89.394 0.962
BL3 0.954

Accumulated Variance Explain : 89.394%, KMO measurement : 0.780, Bartlett sphericity test x2 : 562.674, df : 30, p=0.000

Table 4. Results of Multiple Regression Analysis (Servicescape — Brand Image)

Dep. V. Indep. V. Std. error B t p TL VIF
Constant 0.308 2.380 0.018
PL (X1) 0.071 0269  3.539 0.001"" 0.555 1.800
Brand Image CL (X2) 0.078 0247  3.042 0.003™ 0.471 2.121
AE (X3) 0.063 0.020  0.271 0.787 0.650 1.539
ER (X4) 0.073 0.341  4.365 0.000"" 0.524 1.909

R?=0.524, modified R>=0.512, F=43.995, p=0.000""", Durbin-Watson=2.045

"p<.05, “p<.01, "p<.001

Table S. Results of Multiple Regression Analysis (Servicescape — Brand Loyalty)

Dep. V. Indep. V. Std. error B t p TL VIF
Constant 0.229 -0.733 0.465
PL (X1) 0.052 0.296 5.952 0.000™" 0.555 1.800
L]irya;fy CL (X2) 0.058 0.485 9.115 o.ooo*i* 0.471 2.121
AE (X3) 0.047 0.104 2.188 0.030 0.650 1.539
ER (X4) 0.054 0.109 2.132 0.035" 0.524 1.909

R2=0.768, modified R>=0.762, F=132.567, p=0.000""", Durbin-Watson=2.144
p<.05, “p<.01, "p<.001
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Table 6. Results of Regression Analysis (Brand Image — Brand Loyalty)

Dep. V. Indep. V. Std error B t p TL VIF
Brand Constant 0.279 4.650 0.000
Loyalty BI 0.059 0.666 12.827 0.000"" 1.000 1.000

R?=0.502, modified R?>=0.499, F=164.524, p=0.000, Durbin-Watson=1.903

p<.05, “p<.01, "p<.001
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