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Abstract

Purpose — Given globalization, the new niche market of medi-
cal tourism is likely to experience sustainable growth for various
reasons, such as aging populations and a shift in the medical
consumerism paradigm toward prevention. Importantly, under-
standing medical customers’ behavior is necessary to benefit
from a competitive advantage in this industry. The existing re-
search primarily accessed the key factors of medical quality and
costs to explain health customers’ behavior but is limited in
terms of enabling an understanding of the decision process.
This limitation exists because, given the intangibility and greater
associated risks in the highly professional industry of interna-
tional medical tourism, most customers lack the knowledge and
experience needed to evaluate the central factors—such as the
medical competence of health care countries—before purchases.
Therefore, they actively search for useful information through
various distributions to reduce uncertainty and to make better
choices. Interestingly, most of these information channels are
associated with word-of-mouth (WOM). However, no evidence is
found in the literature to estimate the effect of WOM in the
medical tourism field. Thus, this study focuses on WOM to ex-
plore its interaction with key medical characteristic factors and
the attractiveness of destinations referred to by sources. This
study also affects customers’ evaluations and, in turn, influences
their intention to seek health care services abroad.

Research design, data, and methodology — The literature re-
view addressed an interesting research model for estimating the
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relations among WOM, medical characteristics, attractiveness,
and customers’ choice intention regarding international health
care. In the key economic regions in China, such as Beijing,
Shanghai, Jiangsu, Shandong, and Guangdong, 2,500 survey
questionnaires were distributed to potential customers of different
ages, education, and income levels. A resulting 1,717 (68.68
percent of the original 2,500) usable surveys were obtained for
analysis. Moderated regression analysis was used to determine
the effects of WOM in the decision process regarding interna-
tional health care destinations.

Results — The results indicate that WOM is a good moderator
of the relationships between the factors evaluated by sources
and customers. More importantly, the WOM effects reflect the
factors of tie strength, credibility, and vividness. The results also
reveal that, given the moderating role of WOM, the intention of
potential Chinese customers to seek the referred health care
country varies according to the medical characteristics of medi-
cal competency and reputation as evaluated by customers. In
contrast, the travel attractiveness of the attractions, facilities, ac-
cessibility, and social environment are critical determinants of
destination choice intention.

Conclusions — The moderating role of WOM has been con-
firmed through the international healthcare destination selection
process. Medical tourism managers should user WOM as an ef-
fective marketing tool for industry development. Specially, mar-
keters should consider the effects of WOM determinants, such
as tie strength, credibility, and vividness, to develop an effective
strategy. Furthermore, this study estimates the factors that affect
customers’ selection of medical tourism destinations. Health care
managers or policy makers should consider a broad variety of
variables that may attract more Chinese customers to interna-
tional health care.

Keywords: Word-of-Mouth, Medical Characteristics, Travel
Attractiveness, Choice Intention.
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21M17] =29 FEEAS A0 S0t MA ZX7F 1=
LMEol et Q72 shAnr A0 CHot 20| =OK|AH| [
Hzae| 222 INAZ HX|HAM oZ#E0l2te MER If
2{Crol MAHo| ZA| HZESHAH E|QUCHBies & Zacharia, 2007).
ZZ SAFKX0| 25to] MACIZEAAYS| HEE 6009 Y
| GG, o|ZoAMo| £ QIEA 20%% FIt6tn
QICHMacReady, 2007; Zhang, Seo, & Lee, 2013).

ojz Z&Ato| oot 22 HEN mEElte ACHAIRIS| ZH|
TEE HA|Z|0 AT SHAYoE QASHA e 7 A
Ol o] QlIZh a9 HO| 2 AL, MA o Lizte|
dot X7t 249 S716t, 27|l =0UAS Sojof et
o|FNME0| KFIb CHYSHX| D, HMEMEQl o|g2=Q7t FIISHA
Q7| mjZolct stHe R MTT oz nME2 FEHO| 1 H|
80| MES MWL Ee= HU=HZIIIE FHA ZA20(Herrick,
2007), s=04=52 ZHdEeo| mat olz7|&e0| =2 IItE
MEHSI= A30| 2 =OrX| QUCHHunter, 2007). Zhang et
al.(2013)= 3= OIRHIRE A|EZ2 MAC|zataited LEgof
01 At X2lE T UCtD SHRCE Chow(2011)2 2010
LR s{elof Lzt Z=042 57390 Fo| S/}, 201132
2% SI7K5t¥ 0, 70308 HO|RUCID X|XSIHLCHHe & Yang,
2012; Lai, Li, & Harrill, 2013). M|A|2t&7|7(UNWTO, 2006)= &
9| SHQBEAIRE 20200 1S P AZtn FHSIJAX|T
20140 o|d] & O|FXE HOX|, 117922 THO| Hlsh
19.16% 43ZtSHRUCHTravelChinaGuide, 2014). £3%| OfA|Of-Eff T QF
X90jM &=2 0/=, A7IZE, QEUAlof, FRME, O2|10
ot & Liztel & 10A|E0| 2017t U0 583 AHERES
KHX|5ta  QUCHKorea Tourism Organization, 2009; Office of
Travel & Tourism Industries, 2012; Singapore Tourism Board,
2014; Statistics Indonesia, 2011; Statistics New Zealand, 2014).
J8E2 F3 nMSo| BT ST mOlst= 20| £2 of
IHIZE ORI TEd = U= HE30|H, MAC =2
UGS LTANZE = U= A=0| 2 AO|CHLai et al., 2013).

SHAOM = %2 o230 MER HTNE HREMHA 1
o] 81 AOZ o o|gptdg THto| 2T SEX Ao
BIXIE 7bstl QUCHGartner & Ruzzier, 2013). d2{Lt CHEE9|
ATE0| olzge|Lt o= &=Z|0f| Cigt 7HEA O|sHo]| HIEE T
QUSUCE CIA| TBHM FE A ojm7|d A2|n ozihd HE|RE
of oSt 2XE X 28 M2 J[EeE MEFHl 3 o2F
BAARIEM T2[n N 3XE Soto] OAE 2dst getg
MAISIAXE S ATOIM BIO{LEX] Rt ULt ZZ Adams &
Wright(1991) GIT0[ME QEEEE SH2E I oz n4E9|
AH|THEHO| CHSHY ==3tRCt sfelelzatd FHo|M Bies &
Zacharia(2007)= |22ty Z7I50| ozatdng QX|5tz{H
XN HECeE 22FH0| &2 MH|AE XNSdof It FE
SIQCE &0 Zhang et al.(2013)= QEZHME oz 1ZHE0| AN
2 Y = U= T3 20002tn X|HSIFCt £t ol A2
oz & ol = ZHX| HO|AR FE[0] RUCH= Connell(2013)2]
FZ0| M2t Vengesayi(2008)2 2R A, Ald, 22H|E, T2,
X AlRletdar 22 HAHEEIF oA NMEo| OAMATY Py
Ol HEZSQ S22 oiCtn SHRICE 2Lt ot &2 AFEE
Sielo|zatE NS0 AH[HMRIE O|siSH=0 U0 THA Ol ol
Ch &, oZBIYIHELS HUHOZ Q|2 Li77| MIHX| o=
X|AlO|Lt siQlelz A¥Oo| £XtE 2 o= Ligte| o|=7|$0| o

| EERSEZ|7F OJELCE O|2 QIS ol A nHE2 Ittt
Ciot Xid2 S Y2 YHE 831 oz MHAE
St AESHA| ECKSingh, 2014). Of7] =3td U= OF Ag,
OlE =0, X|QotH SO0{E7L} QIHY AM S22 2T X
(Word-of-Mouth: WOM)O|2t= 7{Enp ZI2st BAHE 74X|0 Qlct
(Argan, 2012). X{0|Q/UE A2 0| s{o|EotaA{H|A MEG
of Zd=Ql melE XL QUcts Zo| CHSIY Feldman &
Spencer(1965) S 023 QIFAS0| Z=X35}Q1, Bansal &
Voyer(2000)2 {H™O0| [QLCiZL(tie strength), AIZ|M(credibility),
2|10 AMAiSHvividness)Of| 2|8t Xl ZIE HEOICtn F
ottt 20| 2155tn, Qe A nAEE FHol2te HEH
S50 R 2RH FEHE &50t0 A= Lol uHEHoA
HS0| FHSMo| w2t FERC| EIto| CHSHo] of A 2ot
F1, ofifgt 0lo| elgtol des 2 AX|E 85| 0Xt S
7|& 9= 0|33 30|

olet &2 GTHZS EOE 2 dAF0M= dH 4=l Mt
Do Qe INHQEREAMHA FAHOA AT} o2 REAHIA
Wit d(Qar|MEsd 3 BEoiEE)nt sfeosatd=ot
MEdo|=o| MAHE [HSIIA BHCL O|F Ity Xl AFER
Ql2 RUZE, MElY, ddgto2 2FStn, o|2{st 22150 F
™ S4XR HERO| o2 o3| AL o TSt Bot7L 1HE
o EIto| O|X[= Feko| AN =HEz 7L OfEA &l=X|, 0|0{M
ol ojz A=l MEiS-HO| CHot Eoh= 2tH olzatdA|
A MEHO|EOf OX|z FeE Am{EIOX SiCt MatM olzatd
AMH|AQF 2t Aol O E g3t Biots MA[StAt BiCt.

ot

k1 nijo

o|zZ&&0| o|f2t7t El Z0| ZZO|X|T O AAE AHEH
OF 2 Mo=2 &3 S2t710f it olzatde =7(0 HY
STl 20| U= Allspa) F2 OAFX|(massage) S2| HEHZ
LIEILID SHAFE2 O|E LAzt (wellness tourism)O|2tl &
CHTurner, 2007). 1980ECH0| SO0{QtN, HAZRE| A{H|AQF Ut
HOl HAA|L0| Aoletez HAXE o2Etd IHX|E [t
A Ak health-tourism) Q2 BHMSHH & }CHGoodrich,
1993). A2 Connell(2006; 2013)2 E3HX0l T™O|A o|Z o+
(medical tourism)0| YL|AZE 9 AP} CH2AH 2Y X2
of FHE XL Ues HEHENRtD X|HSIACE MEpA A
Z(health tourism)2 HL|AZtZDt ojgotao| J|EE xSt
A= Ll 7HFo|2tn ot o[t Xo|EES F&23H7| 25t
0§, Carrera & Bridges(2006)2 G2 GIFE 2|Hsto Az
= FY-HM-E2t 22 A H MHo A MHAS o|FAMH|
A0t Aot A2z FolE UWRY, oEatd2 Hdo 2ot =
BHXg 7|8 7HX1 QEMH|A A|dS YESIOf 2 MEZ=2
oLt MH[AE MSEeHN HAEESE T ARE
o)1 QUCL

0|9t Z2 o|Z ot WMoz M7 Zt=2 oz it
2 T/HHERge R |45, AYRYUE MESY| fld) XS
A4S Yol QUCKHeung et al., 2011). £3|, o|ZALEZHX|Z
o] e Ei=, Y7IEE, 0=, 3=, d2ln g2 1 el
ol o|ZUASMXZ LHSIFCE Ei=2 ozarditiol MELE
2f2XA 1970EC0] OIAOIZ&8R7IE A2 & EF = =7I X%
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712 32317 5t Bumrungrad International Hospital 5!
Bangkok Hospitali} Z+2 O|27|22 X3t 7tAd4o=2 =z
A dFgt 2 dyes 5 QETIT Wotg 510 oz atd=t
Z YZSERUCHConnell, 2006; Herrick, 2007; Turner, 2007). Efj=
o H|msHH MIIEE = JtALL(ECH B 0T QBAME Ht
Efo 2 O|F3{E(medical hub)E F1=35l0{ T1FoIZMH|AE HE
Sl SlQo|Z Y =25 ZZA|ZICHConnell, 2006). A7tEZZ9|
Flojtt oEMH|AE 2FYSO0| == A tooth-ineye 7|22 =2
QIX|EE =St QUCE D, 0|2 QZMH|AZIIRL Zlste
ZHE o|27|=0| HEES 7|S/UCKTumer, 2007). ot &
42 2000 o2 JWHO| 2}t StRIZS otHolE, A
o, D208 1 AASIH(Yu & Ko, 2012), 2|z nMo| =
= 20094 6T+ HojA 2011 110F Fo2 &= HYTIEF SII5HRL
CHKorea Tourism Organization, 2012). =22 ZAjAQl oz 2t
SHXEM T2oAL 22 o727|8E YK g, WAEsE & &
OFE &510] Q= ZIAIFOIM Xt2|& H RUCKYeoh, Othman,
& Ahmad, 2013).

Mo k
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22. 7™

o|z &4t = 2E0)| mat e SAE0| ozt
=2 QAFZEY FeE DXz ojzatE=7t MEQols fAdHs
= Q0| 2FE F1 o= JHMSILL 0|2 HESI St
CHZhang et al., 2013). 1 7}20| Bansal & Voyer(2000)2 7
o Z2-d0| sty EHS| ZX5IAUCt

O 2ot JiE2 ARXOICE =M CHEA Eolst UCt
2 AF0ME AN 2/Z20l SF0M AYH oQg S
2 SFX| 0 o &A Fote| R Es 0 Bl THojRlat 2
Of & & o|&ol AIRtS0| S8 HMEBO|Lt MHA =2 7|0
Chet HIZAIXNQI fA& AE(eg., Amndt, 1967; Henning-Thruau,
Gwinner, Walsh, & Gremler, 2004; Katz & Lazarsfeld, 1955;
Sweeney, Soutar, & Mazzarol, 2012) 5l 7|2i9| O|aE HET7|
2I3t viral marketingl} Z2 ZAIEOl Z{EL|A 0| M(Buttle, 1998;
Haywood, 1989)2 2 HO|E LHZ{Ct. O|= Haywood(1989)7} °|&
BY MHAQ S AEO| B8 5 SHO2 AHA DASO)
A4Bg Fofsp| Mol X9l & DA AHOL OAY SEXE
(e.g, Al A TV &1 S)E S5t B2 YEE 45t QA
A& = 0| =7| W=Oolct

metA 72 AH[AF QAREEaPE| St 0| XL
UCHBrown & Reingen, 1987; Buttle, 1998; Whyte, 1954). £39|
S|z MH|ARb 22 FEZH0| dot Ao FEFENIF O EO|
CEgLja ACHBrown & Reingen, 1987). O|& &0{, Feldman &
Spencer(1965)2| HTO|M= 322| 29| MFHFAEO| TS 2
=811 OJAIE MEHSID X|EE "2h=C}1 &IQUC} Yeoh et al.(2013)
= 7188 SAE 8510 ez MH|AE el e 3-H Z
YHirEts AMME UBSIRACE 7T 5290l Cisto] HE3t A
3]0 E0{tM HCt O 20| =0|5tH E|QICt Caballero-Danell &
Mugomba(2007)= AH|Xt HEE O|&3}= *{Edt oz 2tA{H|A
SHX| MEfo|z=zto| HAE wHSIAXF & mf, FH0| S
AL QAUCkD SEALCE Ye, Yuen, Qiu, & Zhang(2008)2 Apzf|¢++
£ S50 T2 AH|XE0| 30| HOZtM dESH &= #s
H0|2te A28 LYRICL Bone(1995)2 AfH|A ZHo| OAMZAN Dt
oM FH2 ZEs ZERITE U0t X|HSIRICE 2ot o XY
OAs A2 2AZ2EME|A0M FH2| O]t 242 FSJ0| st
0f Bansal & Voyer(2000), Brown & Reingen(1987), 12|11
Sweeney et al.(2012)= ZXE SIHA FHBI= QOIZE, Al
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BHAISICID K|S} 9IC

coo= -
PR xEI n

2, O MAMSLS E3} o
2 = i =2 DS Ato|e] OfH A|ZO|Lt AMH[A

ok J1Q0] Chet MEE netsiAL MEst= aPdo|2tn oot
(Litvin, Goldsmith, & Pan, 2008). M}ZtA HEQF QI BHAAM &
== #Ho| 583t Qolo=z 70| AH[MEFH FeeS O/X|
= Ao =2 ofAHX|1 QUCKBansal & Voyer, 2000; Gilly, Graham,
Wolfinbarger, & Yale, 1998; Godes & Mayzlin, 2004). QUIZ T
2 THRIE AOIOIM SREl= AlZtel ZOo|, Z-e| 2k, dUH
L, Jd2|n HiEe| Heof m2tM ARl CHeIZtel Aol
(Frenzen & Davis, 1990; Ryu & Han, 2007). & A10|A SQLCHZ
LE CHQIAO|L} HICHRIA ZHAOfNM, HE ZAIXIel HEY X
MXEe| ZAEIEHEZ HOIE LYRICKBrown & Reingen, 1987;
Duhan, Johnson, Wilcox, & Harrell, 1997). Brown & Reingen
(1987)2 ROUZEE Holy 4ot FOe ofst |FlE FL&235t,
23t QUi oSt QUIECE O wIfMOoR HE MU &
RUCL Ye et al.(2008)= AHHTE S5t L HZaE &
SOEAGM HES| =87l 1 oz nME0| s{elo|zatd
OIAtAE DIt SIRCE [ME2tM |RUHZEs Qe 3ol 4
HIZLo ot =270t S A0|Ch

oHH, # zuto| 523 FE2 0|X|= 7{Ctet 22l &o| =
SILZF ™| AZ|A0|0|CHBrown & Reingen, 1987; Price,
Feick, & Higie, 1989). AMZ|MHE MEHE $£AStes OIS0 HE
oA =4l HK| 1, o|ESHH, metstE{= QX2 Folg = U
CHCheung, Luo, Sia, & Chen, 2009; Wang, Walther, Pingree, &
Hawkins, 2008). HtM o=z O|Hst AlZ|ME CiAXte] MEM
(expertise) 5! ZFIAM(trustworthy)S HAHZE dSt(Wang et al.,
2008; Wilson & Sherrell, 1993), AH|X} FOjOIAtANO]| F&S
O|XICHAronson, Turner, & Carlsmith, 1963). £35| M& &AXI0|
Oist AM2ldo] 228 T $£AXE0| O HAXIE =8 7t
s40| =1, FOQ|AtLE MEHO[ O HHHBHA EICE oo & A+
OlM= ME|Go| s{ele|zatdnzol olAtAIIFEo| O|et Z2
gakof CHSHO! [ HSHOX} SHCE

2| M SISISHH BHSHAHL ddstn das20| A
AR £= QUCL Q| ol Z2 LHA, A|ZHH, &l 22
St Z40| MAisto|gtn stCHMangold, Miller, & Brockway, 1999;
Sweeney et al., 2012). MMst M= JHX| £t YEHLCH A
HIXFOIAFA™O| 2 ZtMOo|2tn SFQUCHKisielius & Sternthal,
1986; Nisbett & Ross, 1980). Herr, Kardes, & Kim(1991)2 A&
2 So10] Wdlst HRLAO|MO| At FHEE BEIANZE =
U, AH|XE MEio|zof 2 FYE O/X[= AS SHRUCE M2k
2 d7s gl 2FE 50 1 EY0| sfelo|ZoEAH|A
MERIPEO| Atol| CHSHO] LOHE IA} BhCE.
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2.3. O|F 7|2 EREN

O|FZ7|2HMESHE2 o|Z A SIAMATHIPION %t Qele=E
O{AXN QIC}. Lane & Lindquist(1988)= Z2HALE E3510] O|F7|
ol d52 Z28ste /00| oz EF (medical quality)t o|=H|E
(medical cost)0| QICt1 X|XSIRICE O]l= Smith & Forgione(2007)
3 Turner(2007)2| FZ1t LWALEQ|CE Z|Z Connell(2006)2 2=
HAl(medical reputation)0| S|FZHIAH|A A= Hlof 1 =248
ZZ5ISCE

Jambul & Dzhulayeva(2014) S! Potluri, Yigezu, Ansari, &
Khan(2015)= AMH[AZG0IM JFEOl ZeME L=X3IRLCL
Gronroos(1984)= C|E2EZES 7|&X™ EZ(technical quality)1t 7|
X EZ(functional quality)Z T8I 7t QUCt 7|&H
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= OS2 9N
HlA HSAto| Qs MaEe ditEs o o1sd 822
O 0| QEMH|A NSAERH MHAE =SSt 1IP0I
L= EXo|ztn stCl o33t 7 E-E Parasuraman, Zeithaml, &
Berry(1985, 1988)7f =9|s|SE 1tE 2l (outcome quality)df 1
E X (process quality)Q| ZHE It LX|S}RUCE Choi, Cho, Lee, Lee,
& Kim(2004)2 HSAEE 910 Q2EE0| oZAH|A o|8%t
o] =QMe UASBIAUCE Gooding(2000) Choi et al.(2004)0] ™
TENE HASIHAM o|ZH|E2| SRHE ZXSIYUCL 1 o=
H82 20| E|X] 2 nMS0| 2EHo} 3t w3t TIEH|
20|21 HOlBISILt. McAlexander, Kaldenberg, & Koenig(1994)
2 Yip, Wang, & Liu(1998)2 O|FH|&9| datg =0|5lHA, E3|
LESQ Li2te| no|A AHX| Zat7h UCEL SHRACE Connell
(2006)1710| MEM O|ZH|E 29| E LCIE s{o|ZatEAH|A
£ Jg¥2 OXle 222 ozlddol2tn 3ich Herbig &
Milewez(1995)= 2|2YHMEZ AlZt SE0| w2t d= 2E=EQ
Ei=2tn FHo|SHRILE ol2fst Ej=s =l Hatoz LUHSIA
C|H ol nZMo| 81 E XTSI WE522 SH0|H St dsH
0|2t SICL Ye, Qiu, & Yuen(2011)2 QUEEHE EslH Ol &

2 dgs dEsIAth

272 20| J2MH|AZRE NINOZ ot A
o 7|

ol MEOM XS HEMHEE BH Q42 oA
K| QUCHBurkett, 2007). Vengesayi(2008, 2010)= |22t =
HX|2| OH{O| o of740] BHEE|0f AW E0| B2 FFA
7 RSS2 F7| Rl #EX|Q| sHo2tl HolE WRCL Mayo
& Javis(1981)= BBONHEE 12 74Qlo] HOTt M2 AlA
1 HOS UFAIY 4+ Uk 50| FFOR HOSAIC) Uy
o2, AH[XE BHXJ} A 875 UFZALFE 1 2N
L ojNol o= QIXStL CH2 27hEct AMAS 2 o
3, DMS0| 1 272 MENE o|£7t &ORK|=h| 2218 Ql(pul
factor)0|2}11 $ICHHu & Ritchie, 1993; Vengesayi, 2010).

ZHEHEE 5k R4S H4EHEH 7|2 B2 7|2, o
Bietd, 22et MEHE0| A1, & HH =22 &[0 A= H
£ 29 24, D5 21 BAIM0| YUCHlaws, 1995)
Mayo(1973)= 7tEFet ZAE S5t Agidd, 7|2, a2 7t4
2 SHX|Q i¥eE "Witst=0H 23t aloj2tn FHSIRICL
Ritchie & Zins(1978)= A&, CIE3sIEY, 7|12 52 523t 29l
=0 UX|T, Jdg|n AxX, QEIAME, WsAld, &8 S &2
2, A2l2etd £4d, HIE, XS0l Bz Xl Relolzf

T HAISICE Hu & Ritchie(1993)= ZHX| Of2{ =0 ks M
ATE EOZ XAH, JMH, ABY, 2319 Qolit K4, 34,
2, o, Y244, ussH 59 Hold o MHA 9 S5
Zeots 16742 245 IR HHSY2Z XM HE AUCH

O|zfst MIMARLE HIEICZ Middleton(1998a, 1998b)2 =X X|
=g 2EEA, AlY, 24, O|0X|, 22|21 7t4 5749 +
deAZ, Kim(1998)2 A& XM HE X 22t 0f, 8Z
2 Halo| otd, 2OjAldel S, d2|1 ARH otNd, BT
2 Y, EEZ &7\ 7|22 FESIRICE

Ol HIECE =2 QF0MEe HANHZE= Fi(attractions),
A|M(facilities), OjliH|-&(travel cost), &=4d(accessibility), 12|11
Als|2tA(social environment) 574X XFRIO|A ZHEOfSIC0f CHst
FQ°4E Yot O}t oL FHaAE XA, 23 dAL 85
S0& S2 =&ot JHE0|n FFAEES 2 BOAYE, 5 E2,

SHEAIM, &Hb AT 53 2L HOjA|ME o|o0|StCKGearing,

B

Swart, & Var, 1974; Jin, Weber, & Bauer, 2012; Middleton,
1998a, 1998b; Vengesayi, 2008). O{&H|E82 O|FH|E 2|0 24l
Ste EH[E, 24 X =EH|8 52 ZRTICHJin et al., 2012).
HIME A7t HIE0o| 25ty o EX|ZE ROp7tALE 2Ed
H ZHMo| ojf{2 MEE 9|0|stCHKozak & Rimmington, 1998).
Ar2|etd2 |2 Z0| CHot= Ef=, 2H&X|Q| o, Hat 52
o|o|stCHVengesayi, 2008, 2010).

2.5. MEfo|

sielo|zatd N WES Ofsist=0l AU 2=It Za%t At
Qolez LIEtLtD QUCE A== $WS0|E(Theory of Planned
Behavior)of|A| ol XKLL S0t XSt A2 OFLX|TH A
S= dH=E HESIK| Y CHE X|7E AHES0] o|Fst{n &
o 7t& £2 0|=H4Z2 2 %= QLCKFishbein & Ajzen, 2010;
Kim, Kireyeva, & Youn, 2014). O|2{3t o|= &= LC}USH HES &
get 4+ QUL ojdl, olRrEA|EO CHst =olXel HIt
(Boulding, Kalra, Staelin, & Zeithaml, 1993), 2™%0l LAHMFHN
(Parasuraman, Zeithaml, & Berry, 1994), O =2 7|49 &% X|&
SIHLE =8 EE HO|FLCHLaBarbera & Mazursky, 1983). [[t2}A]
Zeithaml, Berry, & Parasuraman (1996)2 1M Eo|z = JAHMF
M, FOielk, O2|1 EftldseE -5 CHRHAE el JfEol2tn
FHIRACE 2 gFoM e Qe ol M Fije|=et olF
HHALE FHESHE ok0| XFOE F1 QUCE O Olfe= O
£ 7H] QE7t QR HA|Hl O|8HIE F=HY = s H
0|7| j-ZO|LC}
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g A SO0 Ciet Y2 AR R Eo o=
o FMnol oo ojXls ol A= 7HESl Ao st
TSR} ook olg{sh fHe| =EBME T(gez oz
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ZEASIACE

T2t £ olarl NMo|Lt 7|¥T M Zto| RNl B

2 HILEHQl SJALSE 7|E22 O|RO0X|A &
ol & RACL olet Z2 FH2 |FULE, M2/,

2
£ gsoz 3

4

o
2 A3 37}

X Xelez AMHE|0 QUL Frenzen & Davis(1990) H1E HiEd
o2 RZEE= MY FE, & EUes AlZh AR XX, 22|
1 ™0l sizoz =HSIAULCE AZ|HL2 Price et al.(1989) &

Wilson & Sherrell(1993) ¢10]| |5t AN,

M2A Jg|m

it o

e & I 2SS SO0 ZARSIQICE. dde2 Sweeney et
al.(2012) % Herr et al.(1991) 10| e}, 452, 20|28, 7

Mg, 22|18 Hulds Soto] SEoHRACE

ojzy|EMHENS TS0 ORMHAS ME U mefs

-

= R2S0 ot ErplEs otk BREE2

=
Parasuraman

et al.(1985, 1988)7} 7jtst SERVQUAL ZHETE Higoz Ct
=it 242 5/ YR IRt &, XUFH|, 2B AMH[A9)

Holyd, MEHQI Q= MH[A 7, QJAle] TR,

2|1 o2

=2 g2ty A 284 +F0I0}h. 2/ZH|82 Gooding(2000)
oA AMESIRAE B, & BwozHIELZ FYoIL: 223 Y

ML= Loy T

2 Wang, Kandampully, Lo, & Shi(2006) A& HIEICZ XIFLL}
7tE0IM e HH0| LT Y=, WXL W50 o|z YO
2 Y=, O2|1 ozAIEe Yoz FHSIAC
YT YN oZUO| sjeloZBYRINES Meys)
= Z2ER0CZEA ozt it 875 RS FA|

N

Gigtof| m=
RN ETS
T2 =XMSIQCE BIAIML Jin et al(2012)

o

=
1E & Us BEAMH|LO| 5HOZ ol0|TiLt. Vengesayi(2008)
, HEOBES A Bl QQoz2 HAHUAE XX
=2t 3L, o|=F=3te| oty d2|1 RE O
% Gearing et

al.(1974) GT0| W2t & 47o BY, REAIM(eg., FB X 1%

£2 AIM 5), AlCHAIY, S51A|N(eg., SHO|L}

2[ZE §), 1

2|1 £287|e|2 AL OAH82 o|BH|E 2o ZE H|

82 olOjsirt. Jin et al.(2012)0f M2t MZHe
ZEHZ9| 8old

)

o|2 Y2
=ggoly, 1213 X2lH 9X Hol 2g

o= ZWBINt AN BES KYF0I0| EfE, OfHHY, H

Word-of-Mouth

« Tie strength
* Credibility
« Vividness

HFEOl ABIEX] obFd, d2ln oM S gEe= HFSIC
(Vengesayi, 2008, 2010).

E2OE oiQolZRtAMH|A MElo|E = TS OIEMH|AE O
823 A2 [AHsln, EHEZ 2 Fishbein & Ajzen(2010) Sl
Zeithaml et al.(1996) HT0|A| AtRSIQE EToZ =HSIULCE
Z, AN oEAMH|A MEHO|E, MEHO| =AM, 2|1 CHE
oA F=H2|xolCt.

33 RESY U Mgy

HYeTE EMZ USOT 2=2XE o= M0
CHetRY 30F0)|A Bzt OfH|=AE HAISIACE OffH|=AF &
aof o5t HY=SE +FoIACt YHOIER 2
4Z flet HOIHE &ALt HolH =82 3= 538, ¢,
g2y, ME8, 35 S ML X990 U= = 28I 2,500
YoA BHZESHAL, o|==BHR| RSP SEAZE
U2 MEX|E MLt & 1,7175(68.68%) %X
2 = QACE

sHE dEA=z2 pHe =ERME LOtEY| 9oto] Ch3ut
Z0| 4EHAIE AN EMoHUCE AWM, 22 SEA=S A7SA
o Eds LOotE7| flstol, SPSS 18.05 &dl0| Hl=zMS
HAISHILE =W, BHPLo| RE RS Y22 Q22 FE
5t7| fleh RoEMES HAIBIRCH, o|FA FEE 202 ME
EEME SO0 ME[YgS HBOIULL AW, FEE 2z =7t
MEIQOI0f CHSt S22 S 17o| FIb Afol2] oMol Fgat
Ao A= FHO =ERME LOHET| ?I5t0] =E3|HEAE &
AlSIULt. DHX|Ee 2 oz 2tg=7t ML Qlof CHet Jnzio| EIt
7t Q2 2tE=7t MEo|=0f OjX|= Sds mefotr| 2ot Lt
oMoz TIASHRACE

ob

[¢]

Source Evaluations

CustomerEvaluations

Medical Characteristics Medical Characteristics
« Medical quality LVt - Medical quality
« Cost of care « Cost of care
« Medical reputation « Medical reputation
. . Choice Intention of the Referred
Travel Attractiveness Travel Attractiveness Intemational Health Care Service Country
» Travel attractions + Travel attractions
« Facilities « Facilities
« Travel cost Nt Travel cost
« Accessibility « Accessibility
« Social environment « Social environment

<Figure 1> Research Model
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4. R}

<Table 1> Demographic characteristics of respondents

Variable Frequency |Percentage(%)
4.1. ZAICHARKLO| QI EAEHR EM Gender Female 1033 60.2
Male 684 39.8
= 9T ZAIide| QREAEE 40 gt Bl=FAM Zat Total 1717 100
L <Table 1>I} 20| OIE|QUCE 4 SFOME 1,717F| S 20.29 952 o
B = 00| 60.2%EAN 0| 39.8%E KAHX|St Q/JURUCE A 30.39 528 308
Yol FROM= 20TH7} 55.4%= 7HY B2 A2z LERS :
O, £ WAE Bo| XX3tn e XSS 30H(30.8%)0| ALt Age 40-49 165 06
WESL=F0|M CfEO| 57.9%2 7}%F B2 Zio=z LIEtton, Cf 50-59 55 3.2
S = OfSHR 0|d(32.8%)2 LIEFNC =9t AP 2500|M 60 or older 17 1.0
US$317~US$793.999A0|(31.5%), US$794~US$1,269.999 AtO| Total 1717 100
(27.0%), US$1,270~US$1,586.999 A}0[(10.1%), US$1587(7.4%) -
£03 LIELCH Less than high school 159 9.3
Education Undergraduate 994 57.9
42 BN QOI2M Ol MZ|EEAM Graduate 564 328
Total 1717 100
ATLZHOIM AMEE 2t 2012 otk FYYFS0 et & Under US$316.999 411 23.9
o A = .
2 KAgE %.;fog | I %}I;POE A Rxgr%ﬁ(gmm IEXFI)lc;ra’tSE Average Monthly | US$317-US$793.999 541 315
Factor Analysis)S MA|SIQICt Varimax 22t MEtAlof ofst =M Income
2 2 XM (Principal Component Analysis)S £3l0] Q018 F==5I% (exchange rate: US§794-US$1,269.999 464 210
Ct. <Table 2>0f|A HMA|SH 2AMZDpo| 2@, KMOZL 1:6.3) US$1,270-US$1,586.999 174 10.1
0.936(Bartlett’s test of sphericity=39259.893, p<0.001)Z 7|=X| More than US$1,587 127 74
055LCt 382 FH|E Atz27t RQlZM0| Helstotn T Tt Total 1717 100
(Hair, Black, Babin, Anderson, & Tatham, 2006). ==&l Q90I=9|
QOIMRZFO| 0.50|M0|22 EfHM0| =ZEL|QUCHHarr et al,
2006). EESt Cronbach's alpha Als=5 £Hst1, FEE HLE9|
LA L2bdol of5to] MzldS HABSIALE 1 Zat=s FEE 2
Ol=2| Cronbach's alpha H|4= Zt0| 0.60|M4Qoz AEME st
St Zdo 2 Wt |ACHNunnally, 1967).
<Table 2> Exploratory Factor Analysis and Reliability Analysis
. - Cronbach's Extr_acted Factor
Variable Iltems variance .
Alpha ey loading
(%)
Source Evaluations of Medical Characteristics about the Referred Country*
The level of up-to-data equipment in general 0.688
The level of convenience facility in general 0.607
Medical Quality The level of service (e.g., the hospital affiliated facilities) in general 0.795 0.537 0.609
The level of physician diagnosis skill in general 0.719
The level of procedure accuracy and effectiveness in general 0.718
The medical reputation of the country among the provider's colleagues and friends 0.614
Rgﬂ;li;il)n The medical reputation of the country comparing with its competing countries 0.771 0.574 0.607
The medical reputation of the country in the market 0.609
Source Evaluations of Attractiveness about the Referred Country*
The variety of the cultural attractions 0.659
) The variety of the cultural heritage 0.723
Attractions The variety of the ethnic groups and cultures 0.759 0.537 0.723
The variety of the recreational attractions 0.593
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The transportation (e.g., airport and high way etc.) 0.538
The attractiveness of the local food and beverage 0.614
Facilties The accommodations (e.g., hotels and resorts etc.) 0.714 0.500 0.626
The shopping opportunities 0.510
The accessibility to get the information about the country 0.693
Accessibility The accessibility to get to the country 0.630 0.509 0.683
The geographical location of the country 0.501
The local people 0.621
S_omal The travellng .safety . 0.766 0.580 0.689
Environment The level of socially and politically stable in general 0.682
The level of openness and passion 0.565
Customer Evaluations of WOM Characteristics
Your relationship with the recommendation source 0.774
) Your likelihood of sharing a personal confidence with the recommendation source 0.789
Tie Strength Your likelihood of extending an everyday assistance with the recommendation source 0.855 0.699 0.790
Your likelihood of spending free time with the recommendation source 0.800
The honesty 0.673
Credibility The expertise 0.754 0.613 0.600
The trustworthiness 0.689
The vividness 0.721
- The interest 0.762
Vividness The affirmation 0.798 0.633 0564
The novelty 0.745
Customer Evaluations of Medical Characteristics about the Referred Country*
The level of up-to-data equipment in general 0.672
The level of convenience facility in general 0.515
Medical Quality The level of service (e.g., the hospital affiliated facilities) in general 0.782 0.549 0.553
The level of physician diagnosis skill in general 0.709
The level of procedure accuracy and effectiveness in general 0.712
) The medical reputation of the country among the provider's colleagues and friends 0.593
Rgﬂpijjtlactil)n The medical reputation of the country comparing with its competing countries 0.699 0.536 0.606
The medical reputation of the country in the market 0.597
Customer Evaluations of Attractiveness about the Referred Country*
The variety of the cultural attractions 0.595
. The variety of the cultural heritage 0.628
Attractions The variety of the ethnic groups and cultures 0.774 0.551 0.675
The variety of the recreational attractions 0.523
The transportation (e.g., airport and high way etc.) 0.500
The attractiveness of the local food and beverage 0.632
Facilties The accommodations (e.g., hotels and resorts etc.) 0.702 0-500 0.579
The shopping opportunities 0.510
The accessibility to get the information about the country 0.650
Accessibility The accessibility to get to the country 0.671 0.533 0.693
The geographical location of the country 0.529
The local people 0.509
Spmal The travehng .safety . 0.762 0575 0.633
Environment The level of socially and politically stable in general 0.625
The level of openness and passion 0.509
Customer Intention to select the referred country
How much are you likely to really visit the country for your
medical tourism in the future? 0.520
Choice Intention How much do you confident on your _choice of the country 0635 0512 0.597
for your medical tourism?
How strongly are you likely to recommend the country to
others positively for their medical tourism? 0.541
* Medical tourism countries: the referred country such as the US, Korea, Singapore, Thailand, Japan, or others.
** KMO: 0.936, Bartlett's Test of Sphericity: 39,259.893 (p < 0.001); total variance extracted: 55.769%.
*** Extraction Method: Principle Component Analysis.
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ST 0 sfelo|EAH[A MEHO|E0 OjX|= KQls Yot:7|
fI5ty CHate|dEMe HAISIQICE O Z1k= <Table 4> 20|
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<Table 3> The Moderating Role of WOM Characteristics

Variable R® sF AF
Variable Source | Step |Step |Step| Step 1 | Step 2
LTI Evaluation| 1 2 3 vs 2 vs 3
Credibity | M98l |4 53310 269|0.274| 85,960+ 11.808**
Quality
Credibility Téi‘éf' 0.152|0.166(0.168|27.420**| 4.123*
Pure -
Moderator| o Social
Credibility |Environme|0.367|0.384|0.388|46.896***| 11.457**
-nt
- Medical ok .
Vividness ) 0.233]0.268|0.270|81.471 5.761
Quality
Tie Medical "
| strength Cost 0.136(0.137|0.139| 1.638 | 4.289
Quasi -
Moderator| Social
Vividness |Environme|0.367|0.405|0.412|109.079***|18.418***
-nt
‘o< 005 “p <001 "p < 0.001.
<Table 4> Results of Factors Influencing Choice Intention
Variable B | Std. error| Beta t P
Constant 1.007 | 0.168 5.992 0.000
Medical Quality 0.180 | 0.026 0.174 | 6.833 | 0.000***
Medical Cost 0.008 | 0.015 0.012 | 0.539 0.590
Medical Reputation | 0.080 | 0.023 0.087 | 3.462 0.001**
Attractions 0.102 | 0.019 0.121 | 5.336 | 0.000***
Facilities 0.062| 0.025 | 0.063 | 2450 | 0.014*
Travel Cost -0.013| 0.017 |-0.019 (-0.778| 0.437
Accessibility 0.112| 0.019 0.137 | 5.956 | 0.000***
Social Environment | 0.204 | 0.022 0.224 | 9.284 | 0.000***
R2=0.327, Adjusted R2=0.322, F=63.692,
p=0.000***

*p < 0.05; *p < 0.01;

“**p < 0.001.
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Am, 2 Aol chtst At oM B B 8o =E=
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