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Antecedents of Patients' Revisiting Willingness —
The role of Relationship Inertia

Student : Ya-Li Wang Advisors : Dr. Chung-Yu Wang

Department of Business Administration
National Kaohsiung University of Applied Sciences

ABSTRACT

In the past, many studies have focused on the factors affecting patients'
revisiting willingness. However, hospitals’ medical services are people-oriented and
hospitals’ managers should try to satisfy customers’ need. Therefore, besides
doctor-patient communication, if the patient and the hospital have shared values,
they may contribute the patients' revisiting willingness. Furthermore, this study
views switching costs as the mediator and views inertia as the moderating variable.
This work chooses empirical samples from the patients of Kaohsiung Medical
University Hospital coming from Sanmin District, small port District, and Datong
District for the study.

A total of 279 valid copies of the questionnaire were collected. Using the
regression analysis, results were as follows: switching costs have significant
positive impact to the patients' revisiting willingness; doctor-patient communication
and shared values and switching costs have significant positive effect; switching
costs partially mediated the relationships between doctor-patient communication
and shared values with patients' revisiting willingness. Inertia does not moderate the
relationship between switching costs and patients' revisiting willingness. Also,
inertia does not moderate the relationship between Shared Values and doctor-patient
communication with patients' revisiting willingness. Based on the above results,
some suggestions are proposed in this study.

Keywords : Shared Values, Doctor-Patient Communication, Switching Costs,
Relationship Inertia, Revisiting Willingness



$—& P73

frmq\&-lmﬂ\,‘!:.’k 7*"\/\4"7”“% $+\'IFB }?5}%’—?]. m)}}q’\
Fho PRAANALE L A B A v R h i ALE 4 RRRTR
PRAY o @ A MEAL G B BT e S EATIE S 0 B FRRAEE & A A g

Riheho oo pw ﬁ’%H#*Wi‘mﬁhﬁﬁoa%¥

g

S A

/4

LA B BT/ R A b 2 GBI T B s ke A
&@f%mﬁﬁgﬁwﬁ’&Pmﬁiﬁé“mﬁkmkﬁmﬁaéﬁd % e
FREpERF AL eSO > R PFRRDFRM G

Iy Fam st et 102 £ B 29 f}‘m?ﬁ:p 2,869 7o A =t £ 3 18,888,867

A5 103 &%F%m’ﬁ 2,906 7o FZ A= &3 19,176,681 4 > d ptg %F%

I

FHE P LR E &mﬁmaﬁ’££{J%53£%%%?ﬁ@i2m3ﬁﬁ
IR REED s f{jm+/ Mgt o A K EEE e L€ &
FURAE R/ eI S UR T el B %\FE}%‘ e B A (4w gF > R
FRAFFOESHNFRPHE AT LF TR AHDEFHFRLS -

HILE 2 P s (Drucken)y i T & F i AP A A pl@fradFia il
PHE L R f‘iff‘ el g ot Bl oS LR o 4 AL
WA I A e B Pl B AR e T R R R
%ﬁmﬁméﬂﬂ’iﬁx’*%%%ﬁﬂ’ﬁi&%%§?1%%&ﬁﬁg
o E P Fle FEH o ML FRRATRL DRI T FrRR SR

(FRETBLRLFDFRRBEFT R ERLOY L LM 1 i
# %2@% e ek 2222 4 7 (Kim, Cho, Ahn, Goh, and Kim, 2008) - X @ T B ié’q‘%
T PRAR ch & K3 A F%mwm’%*ﬂww%ﬁﬁﬁﬁﬁ4$g%§%%
X RIIAVED o blde FRITARERAE ~ FROOPE - Fo 4 R IR
iﬁ~%ﬁﬁ%ﬁ~§%%ﬁiﬁ~%@Eﬁ¢HVWiﬁﬁmﬁﬁ§%a,@



By )*I/-%?Bi‘m:%’a‘& © S P EF R REE 2R B AL ESHHG T o B
W2 PRI F Rt Rang g4 52552 4p3 &4 BRT Oy @k
BooMEFFPHFRRADINE > B2 L FolfenrF R+ 2EPrenp F 5k o
8 ?H* SEBRGNE A Yreree E (FEF R A A R EF UL 4 o

S K R LA e ] LR T RT 0 B RF - A
1%,%1&¢:ﬂ%f%&ﬁmﬁ%/“ B f?ﬁﬂ%mz;’&ﬁﬁﬁ
ST AIECE o 1 LR S X BEER L xw @ E & F1% L = ?Reichheld (1993)
& Kotler ~ Keller (2009) 4p H > #F 2IRTH 7 F ch= A L5 G

-

Cra\

e

iR

A2 DB oM RIFRG Y —‘]54 CAFEOL P ;g&;ﬁ'?;ﬂkaLf%ﬁq?:?ggﬁoE;tua
oo FEHEREY & L E g Jiﬁﬁorﬂﬁl*’-&mv@’ujj‘&f—gm

Fp TR L e E &R o

Y-85 FEpeis

B2 HEALELLAHOFE RS e BIRBET  BLBAA £ E(de
TEAE52012) ~ FRA 4 b G (i 5020060 FopET (LR E
2013)2 off B (4r AR % 0 2005)% 0 R TR HAESBEL R B3I HE
B 2 RS ALY AR FIERAEFRLIG LI HER B
WRALE L AR 0 WS A TG A L - B OER D 0 F
FIRIFEE A P I A L AT E > T AREE 2 B LY o T
AP BREA AL RFEH P RS L L AR ﬂq”“'ff}?ﬁ,ﬁ_zﬁ Y-

i
TR RN ERE g A PN T g BTG TR .

cm\d.

B HER S A S AR EZ 7 P £ A ki
o R it 445\%5 Fred & KA 3 o 4o Farrell and Shapiro (1988) ; Klemperer
(1995) F & W+ A LA ERPIT TR L AHE T RS BRY - P05
FELhd d o Ra g AL & F ] (Beggs and Klemperer, 1992) ~ #



HreniE ~ s 3 M a0 vk iR 4t (Schmalensee, 1982 ; Karakaya and Stahl,
1989 ; Kerin, Varadarajan and Peterson, 1992)4p i o #7102 f ¥ 0 jpaiz > g3 T 2
R R BB gk S A o e RO R L] e SR
Lo A s BAEET 4 & 9 7 M %P (Jones et al., 2000 ; Burnham, Frels and
Mahajan, 2003) = F]}* > Ranaweera and Prabhu (2003) #§ > wip M= 7 ° %

X kgL e BEEEE G Aol A -

Z $H ¥ p A 3t 0 4o Homans (1958) # 8} - 30 § @ 7 23k g
B G R OEA) S AR o 3 EH R A HFF DR LRp AR
PR A LT 00 iR F OB P RBIsRARA IR R 20 7 RenF ok
o SRS TEG o AL DFRYEVIA N B(FDE > 3 KFE
BIAEMEE CHRPESZ 08 N 0 2004) 0 Fak o~ 2% (1998) 4
RN APRFELLEp N BfERA - BELTHR S AR B AR
BenI o3& 5 AFRRAEY  FRAREBR LT bo fA R TR
@ﬁn@ﬂﬁmﬁo;wéﬂ%ﬁ;§%$%,g%ﬁﬁ%@zﬁww§%wﬁ’

ALRESFRELSER(FER 1999) - Flt - FHET (2013) EF 0 R
JREL ¥ AL P HIMIREFOL » RFM G-

LR LR N LI R T S P
Fukuyama (1995) 35 > = F @B & Zhi# > @R ApE> 57 40 F fz
FgiEs paliit, 2 @2 PflE R PR AT i b rFpM kA T o X

THERMEA R F R FRARELT A E 0 LF 6T 5T G ER
PERORA R FIRAR B L L RS FRALS BRET L
FEUEA RS RO TR I ALTEE I AT I HEDLAL

TEAZHE? Z AL HIFE AT Tl - o

LESENGE R R R E-NE PSS 4 38 i Ul

{ it
ETHRPEL LAWY L 2 (007) T o M AEEEES Az B e g4

Sl BRAARIREET IR FRITY PR R R R AT

e

=



R ARGk o DR MR R R RS o A ik o

RO AT R LI FER FRAELE R BRI AHL T L

%@?ﬁ%{@gﬂqwﬂlwm%ﬂ%angﬁ 3 ga;@iﬁ
% DA

“o§
1+
= »
[<ali's
N
=S
4

£ &
ffﬁaiiii FRVERSERH S AFE LA REA R RIS Y BEEF G
FF AR st endk v FlE =
AETTFEAL LG EREFRAELLT EHLILAR T I RAVF?
EEd BESIAPELLZAH? 0 L Rk

TR RBES SR L RS B R RELTF R EF 75 2T

AELREH PR S 3 GRS F RS BRI S
FHREOPE S A S AL B AR e B AR T IR
RHFHHREN LT A SRR LAF LD e AL F LGB
Perd  FHERSE RRTRELEL LA S22 RPELAMLBS -

TR L P f e
- CHFHFRELHE G ERLPPE

COFHFREA R GG R S AR LA P

N

CFHFRALZLFFERAFEERF S AHNLLAMALRT

e FHM A RA TR FRELE LI R EREER I AR DLW

f;;yﬁ:ri o



}ij_;lflg‘ Fifis k-2 ﬁ;
oo Bfs B-n B anf &

3 AR

SRR Z R CREE S r e

TR 7 B A 4T S o

REBEH o AT 2Z0ARR o AeBl1-1577

TR e

!

%2 B

R 5

W 1-1 7 % A2

TH RS FEE -

o Ap R e

NI RN S F A

-—hlg;g 2 3E



Al

l.

10.

11.

12.

13.

W
e

@%k

EHE AL P

PR L £ F(2007)c FIRE 2 K GE RPAPEEIES BT
AP BERDFIILFFR ST 4K
SEA & R E(R 8 E R A EEE P EPHT
- X (% z4)> 355374 -
H R AT(2013) o TALMEY B FOLIREE 2 B R IRIAHE AL B —
TR S TR XA FEEF AT AREFIA LG -
P ER2003) 0 ABEE o SHAF 1T B o

FAMZT a2t 29 %
EHmE LT L e o

£ = 5(2007) o B 4 5
Rl PN
X Z235(2012) - EiP = ‘]fhf}%ﬁﬁj}w%‘rﬁ_ CERTN SR -T -
ERPRASRBESY ERF L THLH o
THEQO0S) s fEFEFEQ R EF oo

2P H(1998) BN ETWGHEET c FH A EIT (W2 5
FFER) -

FREQIB) - FRELGHRZFL —NRLEH M2 HT A F
WHRHE LA L R o

FOF I KIFES BB MEE PR F 8 - 2% 5(2004) 0 P
LFRMGAFE a2 L FEEA Rl PSR EY - FEKT
2> 159-166 -

TRARAR(2012) » i BIEAR £ B 5% 2o L R AFZ MBI — 18 &
GRS RN S FE L F-E B h ERar ER R
TRELFE(2004) © 3 * AP R HHEGCF IR ST B EBR
VREE LR MM - DAL B B2 A
SRLABE LG -

FE(1985) c FH L FR o L3 I HEE A A RHEA LG -

74



4. 4777 ] ~ 3835 7 (2007) » £ HFRELA RS L FIF S A - LHF
B 2 5009) » 37-39 -

w.#%@am%o$&%ﬁéﬁﬁiggﬁm 2 S I N B LR e O
i%\.‘#b«"gﬁ 5‘3 “FEL T o

16. ‘& % %(2010) - meﬁw;ﬁzmﬁaﬂ% Tt e M2 Fa FRA
FERFRGY P ML ABEFR LG -

17. % B 2(2010) o i 3 4ot R p VIR 1L 7 Repepdbdr L0 7 F 20§ wﬁﬁ
BT AEHIMIRZPEE e s L il 2R 8k c B2 B
AEFAERE SRS LG o

18. B *43(2002) - 1 1% @R 1 (e AR PN 74 B 3 (P40~ 22 3m
Mgt e Bz ? X B A4 FREEST LG

19. FH5(2002) - FFRGRLLPFRFF LT L7 A F EXFRAH
SRR

20, SARE(R99) A A KT RILIFHE I IFH N 1 IFRLE BRKE
Bz g c WP RAE XA BYRTE ELGY o

21. 6% 2(1989) 0 I B PEE o S A H LK EL A o

22, SRUA SRR R(1999)  FHGTHFRE o ot FEL HF AN o

23. #F P HE(2012) - m#%&@7ﬂ%%fﬁﬁﬁﬁiﬁﬁﬁ-uiﬁﬁﬁ%
FRES O M2 g 2B PHAFEFFRIALH -

m.g%@@%@a%Hﬁﬁ&ﬁﬁ%&%ﬁﬂiﬁﬁﬁbﬁa % Py
FEEMGEY 27 otk o o PR AR EF R L °

25. FRAIR(2012) » B G L FRMHRHCALB L R LA PHEA
§;"§?«— Jx;:tv-rm_r,{ﬁ.l 2 oo

26. ML #Q011) - BB E M AT THELLBRZPE— S~
BGREBREM G 5 e n SPHEAFFH AN F T TR
Lk o

27. M % £(2007) c X ERFHGET2FT Midas xR 7T 55

FEFAT TR LG o

75



28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

Wﬂ\@mﬂ°mﬁ§ hE RS ABGER R RN B LA
2R oW Ea ﬁ%ﬁ%ﬁpfﬁﬁi%¢°

Pt & (2006) - % B kY R AFACHE O BT S AR PSR
BREFETEZ P4k c W2 AN A B EEAEFTTHLA Y o
W% £(2004) 2 GRTHFER A EEVHAEREHRN | FELET S
PR AT AEAE AN GBI oW B R R KT E )
Rl e
FUAT S (1994) o SR @ A e F %8 EA_J&‘ AR : = N € o
p  Kleinman,A--The illness narrative : suffering,healing , and the human
condition.)
P E(2000) o B Trer A RER R E L A BT £ R hY Aok B Thag A
A ark o W o B FOREF TG o
FUE 77(2004) » R% & F 3 ~ B - MRB L~ KFEE T8 LRBE
2T U BB GIR N AR WA F R L m o
& 5E(Q008) c AWBE LRSS FH AEFH 2T - F ﬁi;}ii‘q‘é—‘ﬁ
Rl LA BEGE A EEEFAL AREITNL G o
BAEZQOI) - M GRma - @3S~  RBETHRLRLRELPFRL
PR 0B PEAMELI G - R g2 il Fouf 4 mey
TR L e
+ & 1(2009) - i B SHEBRELPRDPE -
SHH G B ERE L EEE L L -
% ePQR014) c X Z G EESREZIM B2 AY B EFEFEFE
FIE CALHT oo

*1*
%

=%
5
g;
=i
A
)

-

F £ 4 (1999) o * B — Pﬁjﬁsr’ggxﬁo;ﬁbz%—rgﬁiﬂgg}:&
3 P o
T HALQOI) » F Frad) g2 473 — 0 TR E-H i RE EHhEE -

PAEATRELES AL AREFIR LR o
1= %(2006) « FFeA) % ~ FRHATELR GE /L L PBR LM REH — b

AFLble s cPRHAFRAFLEE IALGS o
76



41.

42.

43.

44,

45.

46.

47.

48.

49.

50.

51.

17 B1R(1994) - i@ &
é%?ﬁ%oé%
& 5 7(2002)

Lip BRI B E A 0 ¢ R A i R A
PHRERE 2P
EAPE L 7 4
* oo B ;qliﬂgﬂ%? BE KLY o
E K 4(2004) - G+ P AL
A

¥ LR % (R i’r—‘g : D. Carnegie) ° o #* 7

TEEQ013) « BIREH ~ AR
B LB AT EE AT AL

£~ 42(2009) -

BB B FTAR

;%ﬁ_ﬁ%n%r@g;%a—@ﬁ%ﬁJ@ﬁi%§
pAiL

— RS ERGR L TR LGP RE RGFA L TE Y S B
L2 o
Bz H % o ire £ EH Q%Do@ﬂ'ﬁﬁﬁﬁ@ﬁ%rﬁié—@
LE G MAZ B ERRBEL O FREE T 24 £55 6
671-687 -
Q01T e B A LR R FRF AL BER L] — 13 IR RS
%%%Eﬁ“* ARl FEREE PR AFTTAFE AL ARES
L= o

FIPp 2(Q2012) c MG HHRRIRGEEZLBIELP R P 25 ¢ ¥
FIE KL LHT o

FARE(2005) c FHEFTEOEFREBLABLAHELLHEY
A RENEFRE A A EAIREEE RS
A AR A% R e (103 E B 2 FRY R o
http://www.mohw.gov.tw/cht/DOS/Statistic.aspx?f list no=312&fod list no=
5529 -

B
http://www.mohw.gov.tw/cht/DOS/Statistic.aspx?f list no=312&fod list no=
5029 -

w2 Am f1 30 (102 & § 23 FRPEL R

77



ARl s Ak (FEF R BT RE) -
http://www.mohw.gov.tw/cht/DOS/Statistic.aspx?f list no=312&fod list no=

5533 -
L WEE (2010) c £RIRIFEME B LE LALLM B AT A KT

[S—

8% » % 24 > 325372

A BRI B E-BERLAEEE R AL BT
Wﬁﬁﬁé%éwoﬁW*?@%%ﬂ%&ﬁi&ﬂéﬁﬁ E R

. Fﬁ'*t\”&f};{ﬂ(zooo)of%‘q_,%? S U S-SR

L B2 (2006) s FIREFRAL o4 S#F et ko

Bk~ (2014) c FHARFH BAGGEEEL AR - o2 FrRE AL
bl o Kid < B EXFRE MLm= o

CRRE S ZPR(1998) 0 R A EERFEHIT FHEAET 5o 0
AT TR

H40(2009) o 1 T EREHBHEF S P T - AT RERL 56 -
RN S i? D3 AR L o

BT 2009 X ECEBRERPRABIBEDBFEZTETL M oFR

4%%M°Wiﬁ#*§ﬁiﬁﬂpiﬁﬁi%¢°

WSk o ¢ L H BT B

78



%4

10.

11.

12.

13.

33

8 BYIWL

Aaker, D. A. (1991). Managing brand equity: Capitalizing on the value of a
brand name. New York: The Free Press.

Anderson, J. C. & Narus, J. A. (1990, January). A Model of Distributor Firm
and Manufacturer Firm Working Partnerships, Journal of Marketing, 54,
42-58.

Anderson, R. E. & Srinivasan, S. S. (2003). E-satisfaction and e-loyalty: A
contingency framework. Psychology and Marketing, 20(2), 123-138.

Assael, H. (1998). Consumer Behavior and Marketing Action, Cincinnati OH:
Southwestern College Publishing, 282-310.

Barnard, Chester 1. (1968). The Functions of the Executive Cambridge, MA:
Harvard Univ. Press, Reprint.

Baron, R. M. & Kenny, D. A. (1986). The Moderator-Mediator variable
distinction in social psychological research: Conceptual, strategic, and
statistical considerations. Journal of Personality and Social Psychology, 51,
1173-1182.

Beales, H., Mazis, M. B., Salop, S. C., & Staelin, R. (1981). Information
Remedies for Consumer Protection. American Economic Review, 71, 410-413.
Beatty, S. E., & Smith, S. M. (1987). External search effort: an investigation
across several product categories. Journal of Consumer Research, 14(1), 83-95.
Beggs, A., & Klemperer, P. (1992). Multi-period Competition With Switching
Costs, Econometrica, 60(3), 651-666.

Bloemer, J. M., & Kasper, H. (1995). The complex relationship between
consumer satisfaction and brand loyalty. Journal of Economic Psychology,
16(2), 311-329.

Bognar, A., Barach, P., Johnson, J. K., et al. (2008). Errors and the burden of
errors: Attitudes, perceptions, and the culture of safety in pediatric cardiac
surgical teams. Ann. Thorac. Surg., 85, 1374-1381.

Brown, L. (1961). Communicating Facts and Ideas in Business, N.J. :

Prentice-Hall.
Buller, M. K., & Buller, D. B. (1987). Physicians' communication style and

79



14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

patient satisfaction, Journal of Health and Social Behavior, 28, 375-388.
Burnham, T. A., Frels, J. K., & Mahajan, V. (2003). Consumer Switching
Costs: A Typology, Antecedents, and Consequences, Journal of the Academy
of Marketing Science, 31(2), 109-126.

Castejon, J., S. Lopez-Roig, et al. (1993). Cancer Patients. :Health Information
and Quality of Life. The 7th Conference of the European Health Psychology
Society, (Abstract).

Chen, P. Y., & Hitt, L. M. (2002). Measuring switching cost and the
determinants of customer retention in internet-enabled business: a study of the
online brokerage industry. Information Systems Research, 13(3), 255-274.
Chowdhury, S. (2005). The role of affect-and cognition-based trust in complex
knowledge sharing. Journal of Managerial Issues, 17(3), 310.

Christian, A. K., Matthies, E., & Hunecke, M. (2003). Problems of
Operationalizing Habits and Integrating Habits in Normative Decision-Making
Models, Journal of Applied social Psychology, 33(2), 396-417.

Colgate, M., & Lang, B. (2001). Switching Barriers in Consumer Markets: an
Investigation of the Financial Services Industry, Journal of Consumer
Marketing, 18(4), 332-347.

Colgate, M. R., & Danaher, P. J. (2000). Implementing a Customer
Relationship Strategy: The Asymmetric Impact of Poor Versus Excellent
Execution, Journal of the Academy of Marketing Science, Academy of
Marketing Science, 28, 375.

Comstock, L. M., Hooper, E. M., et al. (1982). Physician Behaviors that Correl
ate with Patient Satisfaction, Journal of Medical Education, 57(2), 105-112.
Cronin, J. J., & Taylor, J. r. (1992). Measuring Service Quality: A
Reexamination and Extension, Journal of marketing, 56, 55-68.

Cuieford, J. P. (1965). Fundamental Statistics in Psychology and Education.
4th Edition, New York, McGraw Hill.

Daft, R. L. (1999). Organization theory and design ,% £ % ¥, *i»i]*x vV EE

N = ]
o AR,

80



25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

Daugherty, P. J., Stank, T. P., & Ellinger, A. E. (1998). Leveraging Logistics
Distribution. Capabilities: The Effect of Logistics Service on Market Share.
Journal of Business Logistics, 19(2), 35-51.

Dick, A., & Basu, K. (1994). Customer loyalty: toward an integrated
conceptual framework. Journal of Academy of Marketing Science, 22(2),
99-113.

Dodds, W. B., & Monroe, K. B. (1985). The Effect of Brand and Price
Information on Subjective Product Evaluation, Quoted in Advances in
Consumer Research,ed. E. Hirschman and M.Holbrook (Provo, UT:Association
for Consumer Research), 85-90.

Duane, B., & Kelly, R. C. (1996). Values Is Life Role Choices and Outcomes:
a Conceptual Model, The Career Development Quarterly, 44, 211-223.

Dwyer, F. R., Schurr, P. H., & Oh, S. (1987, April). Developing Buyer-Seller
Relationships, Journal of Marketing, 51, 11-27.

Dyer, J. H., & Kentaro, N. (2000). Creating and managing a high-performance
knowledge-sharing network: The toyota case, Strategic Management Journal,
21(3), 345-367.

Farrell, J., & Shapiro, C. R. (1988). Innovation, rent extraction,and integration
in systems market. Journal of Industrial Economics, 48, 413-432.

Feather, N. T. (1992). Values, Valences, Expectations, and Actions, Journal of
Social Issues, 48, 109-124.

Fishbein, M., & Ajzen, 1. B. (1975). Attitude, intention and behavior: an
Introduction to theory and research, Addison-Wesley.

Fornell, Claes. (1992). A National Customer Satisfaction Barometer : The

Swedish Experience, Journal of Marketing, 56(1), 6-22.

Francken, D. A. (1983). Post-purchase consumer evaluations, complaint
actions, and repurchase behavior, Journal of Economic Psychology, 4, 273-290.
Fukuyama. (1995). Trust: The Social Virtues and the Creation of Prosperity.
NY: Free Press.

Ganesh, Jaishankar, Mark J.Arnold & Kiristy E.Reynolds. (2000, July).
Understanding the Customer Base of Service Providers: An Examination of

the Differences Between Switchers and Stayers. Journal of Marketing, 65-87.

81



38.

39.

40.

41.

42.

43.

44,

45.

46.

47.

48.

49.

Gefen, D. (2003). TAM or just plain habit: A look at experienced online
hoppers. Journal of End User Computing, 15, 1-13.

Gounaris, S., & Stathakopoulos, V. (2004). Antecedents and Consequences of
Brand Loyalty: An Empirical Study, The Journal of Brand Management, 11(4),
283-306.

Gourville, J., & Dilip, S. (2002, Sep). Pricing and the Psychology of
Consumption. Harvard Business Review, 91-96.

Graham, J.W. (1995). Leadership, moral development, and citizenship behavior,
Business Ethics Quarterly, 5(1), 43-54.

Gremler., & Brown. (1996). Service loyalty: Its nature, importance and
implications.in Edvardsson, B., Brown. S. W. Johnston, R. and Scheuing, E.E.
(Eds), Proceedings AMA, 171-180.

Gremler, Dwayne D. (1995). The Effect of Satisfaction, Switching Costs, and
Interpersonal Bonds on Service Loyalty, Unpublished Doctoral Dissertation,
Arizona State University, Tucson, Arizona.

Guiltinan, J. P. (1989). A Classification of Switching Costs with Implications
for Relationship Marketing, Childers. T. L., Bagozzi, R. P., and Peter, P. J.
1989 AMA Winter Educator’s Conference : Marketing Theory and Practice,

Chicago : American Marketing Association, 216-220.

Hall, J. A., Roter, D. L., et al. (1987). Task Versus Socio-emotional Behaviors
in Physicians,Medicine Care, 25-399.

Hellier, P. K., Geursen, G. M., Carr, R. A., & Rickard, J. A. (2003). Customer
repurchase intention: A general structural equation model. European Journal of
Marketing, 37, 1762-1800.

Heskett, J. L., Jones, T. O., Loveman, G. W., Sasser, W. E., & Schlesinger, L.
A. (1994). Putting the service-Profit chain to works. Harvard Business Review,
164-174.

Holland, J. C., Geary, N., et al. (1987). An international survey of physician
Attitudes and practice in regard to revealing the diagnosis of cancer, Cancer
Investigation, 5(2), 151-154.

Homans, G. C. (1958). Social Behavior as Exchange, The American Journal of
Sociology, 597-606.

82



50.

51.

52.

53.

54.

55.

56.

57.

58.

59.

Hu, Anne. Wan-Ling., & Hwang, Ing-San. (2006). Measuring the Effects of
Consumer Switching Costs on Switching Intention in Taiwan Mobile
Telecommunication Services, Journal of American Academy of Business, 9(1)
75-85.

Huang, M. H., & Yu, S. (1999). Are Consumers Inherently or Situationally
Brand-Loyal? A Set Intercorrelation Account for Conscious Brand Loyalty and
74 Non-Conscious Inertia, Psychology and Marketing, 16(6), 523-544.

Hunt, K. A., Keaveney, S. M. & M. Lee. (1995). Involvement, Attributions and
Consumer Responses to Rebates, Journal of Business and Psychology, 9(3),
273-297.

Hutchinson, J., Lai, F., & Wang, Y. (2009). Understanding the relationships of
quality, value, equity, satisfaction, and behavioral intentions among golf
travelers. Tourism Management, 30(2), 298-308.

Jackson, B. B. (1985). Winning and Keeping Industrial Customers : The

Dynamic of Customer Relationships, Lexington, KY : Lexington Books, MA :

D.C. Heath.

James. (1999). Why is bad Parenting Criminogenic A Test of Rival Theories.
James D. Unnever, Department of Sociology, Radford University, Radford, VA
24142.

Jones, M. A., Reynolds, K. E., Mothersbaugh, D. L., & Beatty, S. E. (2007).
The positive and negative effects of switching costs on relational outcomes,
Journal of Service Research, 9(4), 335-355.

Jones, Michael., David, A., Mothersbaugh, L., & Sharon, E. Beatty. (2000).
Switching Barrier and Repurchase Intention in Service, Journal of Retailing,
76(2), 259-274.

Jones, T. O., & Jr. Sasser, W. E. (1995). Why Satisfied Customers Defect,
Harvard Business Review, 73(6), 88-99.

Kaplan, S. H., Greenfield, S., et al. (1989). Impact of the doctor-patient
relationship on the outcomes of chronic disease. In Communicating with
Medical Patients (Edited by M. Stewart and D. Roter, 228-245), Sage
Publications, Newbury Park, CA.

83



60.

61.

62.

63.

64.

65.

66.

67.

68.

69.
70.

71.

Karakaya, Fahri., & Stahl, M. J. (1989, April). Barriers to Entry and Market
Decisions in Consumer and Industrial Goods Markets, Journal of Marketing,
53, 80-91.

Kerin, Roger A., Varadarajan, P. R., & Peterson, R. A. (1992, October).
First-Mover Advantage: A Synthesis, Conceptual Framework and Research
Propositions, Journal of marketing, 56, 33-52.

Kim, M. K., Park, M. C., & Jeong, D. H. (2004). The effects of customer
satisfaction and switching barrier on customer loyalty in Korean mobile
telecommunication services. Telecommunications Policy, 28, 145-149.

Kim, M., Kliger, D., & Vale, B. (2003). Estimating switching costs: the case of
banking, Journal of Financial Intermediation, 12(1), 25-56.

Kim, Y. K., Cho, C. H., Ahn, S. K., Goh, I. H., & Kim, H. J. (2008). A study
on medical service quality and its influence upon value of care and patient
satisfaction-focusing upon outpatients in a large-size Hospital. Total Quality
Management, 19(11), 1155-1171.

Klemperer, P. D. (1995). Competition when consumer have switching cost: An
overview with applications to industrial organization, macroeconomics, and
international trade. Review of Economic Studies, 62(4), 515-539.

Klemperer, P. (1987). The Competitiveness of Markets with Switching Costs,
The Rand Journal of Economics, 18(1), 137-150.

Kluckhohn. (1951). Values and Value Orientations in The Theory of Action:
An Exploration in Definition and Classification. In Talcoll Parsons and Edward
A. Shiles(ed.), Toward a General Theory of Action, 395.

Knoop, R. (1994). Work Values and Job Satisfaction, Journal of Psychology
Interdisciplinary and Applies, 128(6), 683-689.

Kotler, P. (2000). Marketing Management, 10th ed, Prentice-Hall Inc.

Kotler, P. J., & Keller, K. L. (2009). Marketing management (13th ed.).Upper
Saddle River: N.J : Pearson Prentice Hall.

Lam, S. Y., Shankar, V., Erramilli, M. K., & Murthy, B. (2004). Customer
value, satisfaction, loyalty and switching costs: An illustration from a business

to business service context, Journal of the Academy of Marketing Science,

32(3), 293-311.

84



72.

73.

74.

75.

76.

77.

78.

79.

80.

81.

82.

83.

84.

85.

Lasswell, H. D. (1948). The Structure and Function of Communication in
Society, The communication of Ideas, N.Y.: Harper and Bros.

Lee, J., Lee, J., & Feick, L. (2001). The Impact of Switching Cost on the
Customer Satisfaction-Loyalty Link: Mobile Phone Service in France, Journal
of Service Marketing, 15(1), 35-48.

Ley, P.(1988). Communicating With Patients:Improving Communication,
Satisfaction and Compliance. London, Chapman Hall.

Liao, C., Palvia, P., & Lin, H. N. (2006). The Roles of Habit and Web Site
Quality in E-commerce, International Journal of Information Management,
26(6), 469-483.

Limayem, M., & Hirt, S. G. (2003). Force of Habit and Information Systems
Usage:Theory and Initial Validation, Journal of the Association for Information
Systems, 4, 65-97.

Mishler, E. G. (1984). The discourse of medicine: dialectics of medical
interviews. Norwood NY: Ablex Publishing Corporation.

Morgan, R. M., & Hunt, S. D. (1994). The Commitment-Trust Theory of
Relationship Marketing. Journal of Marketing, 58(3), 20-38.

Morwitz, V. G., & Schmittlein, D. (1992). Using Segmentation to Improve
Sales Forecasts Based on Purchase Intent: Which Intenders Actually Buy?
Journal of Marketing Research, 29(4), 391-405.

Mukherjee, A., & Nath, P. (2003). A model of trust in online relationship
banking,International Journal of Bank Marketing, 21(1), 5-15.

Nicholson, C. Y., Compeau, L. D., & Sethi, R. (2001). The role of
interpersonal liking in building trust in long-term channel relationships.
Journal of Academy of Marketing Science, 29(1), 3-15.

Nilssen, T. (1992). Two Kinds of Consumer Switching Costs, Rand Journal of
Economics, 23(4), 579-589.

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing,
63(Special issue), 33-44.

Oliver, R. L., Rust, R. T., & Varki, S. (1997). Customer delight: Foundations,
findings, and managerial insight. Journal of Retailing, 73(3), 311-336.

Ong, L. M. L., de Haes, J. C. J. M., et al.(1995). Doctor-patient communication

85



86.

87.

88.

89.

90.

91.

92.

93.

94.

95.

96.

97.

98.

: A review of the literature, Social Science and Medicine, 40(7), 903-918.
Ouchi, W. G. (1981). Theory Z: How American business can meet the Japanese
challenge. Reading, MA: Addison-Wesley.

Ouellette, J. A., & Wood, W. (1998). Habit and intention in everyday life: the
multiple processes by which past behavior predicts future behavior.
Psychological Bulletin, 124(1), 54-74.

Parrott, R., Burgoon, J. K., et al. (1989). Privacy between physicians and
patients : more than a matter of confidentiality, Social Science and Medicine,
29(12), 1381-1385.

Patterson, PG., & Smith, T. (2003). A cross-cultural study of switching barriers
and propensity to stay with service providers. Journal of Retailing, 79,107-120.
Peppers, D., Rogers, M. (1993). The one to one future: Building relationships
one customer at a time (Ist ed.).New York, NY:Dubleday/Currency.

Perrini, F. (2005). Building a European portrait of corporate social
responsibility reporting. European Management Journal, 23(6), 611-627.

Ping, R. A. (1993). The Effects of Satisfaction and Structural Constraints on
Retailer Exiting, Voice, Loyalty, Opportunism, and Neglect, Journal of
Retailing, 69(3), 320-352.

Platt, F. W., & McMath, J. C. (1979). Clinical hypo- competence : the interview,

Annals of Internal Medicine, 91, 898-902.

Pollak, R. A. (1970). Habit Formation and Dynamic Demand Functions,
Journal of Political Economy, 78, 745-763.

Porter, M. E. (1980). Competitive Strategy: Techniques for analyzing industries
and competitors, Macmillan, New York.

Purtilo, R. B., & Haddad, A. M. (1996). Health Professional and Patient
Interaction, Philadelphia: W. B. Saunders Company.

Ranaweera, C., & Prabhu, J. (2003). On the relative importance of customer
satisfaction and trust as determinants of customer retention and positive word
of mouth. Journal of Targeting, Measurement and Analysis for Marketing,
12(1), 82-90.

Rapport, Z. (2007). Defining the 14 Habits, International Journal of Reality
Therapy, 26(2), 26-217.

86



99. Reichheld. (1993). Loyalty-based management. Harvard Business Review,
71(2), 64-73.

100.Robbins, S. P.(1993). Organizational Behavior, 9ed, New Jersey: Prentice Hall.

101.Rokeach. (1973). The Nature of Human Values. New York: The Free Press.

102.Roter, D. L., Hall, J. A., & Katz, N. R. (1987). Relations between Physicians’
Behaviors and Analogue Patients’ Satisfaction, Recall, and Impression,
Medicine Care, 25, 437.

103.Roter, D. L., & Hall,J. A. (1992). Doctors Talking with Patients, Patients
Talking with Doctors., Auburn House, Westport, CT.

104.Roy, R., Chintagunta, P. K., & Haldar S. (1996). A framework for investigating
habits, the hand of the past, and heterogeneity in dynamic brand choice.
Marketing Science, 15(3), 280-299.

105.Schein, Edgar H. (1990). Organizational Culture, American Psychologist,
45(2),109-119.

106.Schmalensee, Richard. (1982). Production Differentiation Advantages of
Pioneering Brands, American Economic Review, 27, 349-365.

107.Schmitt, J., & Renken, U. (2012). How to earn money by doing good: Shared
value in the apparel industry. Journal of Corporate Citizenship, 45, 79-103.

108.Seybold, P. B. (1998). Customers Com: How to Create A Profitable Business
Strategy for the Interned and Beyond, Times Business, New York .

109.Selnes. (1993). An Examination of The Effect of Product Performance on
Brand Reputation Satisfaction and Loyalty. European Journal of Marketing, 27,
19-35.

110.Shannon, C. E., Weaver, W. (1949). The Mathematical Theory of
Communication, Urbana: Univ Illinois Press, 117.

111.8Sitkin, S. B., & Roth, N. L. (1993). Explaining the limited effectiveness of
legalistic remedies for trust/ distrust. Organization Science, 4(3), 367-392.

112.Smith, C. K., Polis, E., et al. (1981). Characteristics of the initial medical
interview associated with patient satisfaction and understanding. Journal of
Family Practice, 12, 283-288.

113.Solomon, M. R. (1994). Consumer Behavior: Buying, Having, and Being,
Paramount Publishing, Boston, MA.

87



114.Solomon, M. R., Surprenant, C. F., Czepiel, J., & Gutman, E. G. (1985). A role
theory perspective on dyadic interactions: The service encounter. Journal of
Marketing, 49, 99-111.

115.Srinivasan, S. S., Andersona, R., & Ponnavolub, K. (2002). Customer Loyalty
in E-commerce: An Exploration of Its Antecedents and Consequences. Journal
of Retailing, 78, 41-50.

116.Stewart, M. A.(1984). What is a successful doctor-patient interviews? A study
of interactions and outcomes. Social Science and Medicine, 19(2), 167-175.

117.Stewart, M. A., & Roter, D. L. (1989). In Communicating with Medical
Patients Publications, Newbury Park, CA.

118.Thom, D. H. (2001). Physician behaviors that predict patient trust. Journal of
Family Practice, 50(4), 323-328.

119.Tsai and Ghoshal. (1998). Social capital and value creation: The role of
intra-firm networks. Academy of Management Journal, 41, 464-476.

120.Tsai, H. T., & Huang, H. C. (2007). Determinants of e-repurchase intentions:
An integrative model of quadruple retention drivers. Information and
Management, 44(3), 231-239.

121.Tsiros, M., & Mittal, V. (2000). Regret: A Model of Its Antecedents and
Consequences in Consumer Decision Making, Journal of Consumer Research,
26,401-417.

122. Tushman, M. L., & O'Reilly, C. A. (1998). § **£|AT e seicig 1 & 4 % 1@
3, T 20 dRAE

123. Vaidyanathan, L., & Scott, M. (2012). Creating shared value in India: The
future for inclusive growth. The Journal for Decision Makers, 37(2), 108-113.

124.Von Weizsacker, C. C. (1984). The Cost of Substitution, Econometrica,52(5),
1085-1116.

125. White, L., & Yanamandram, V. (2006). Switching barriers in business-to-
business services: a qualitative study, International Journal of Service Industry
Management, 17(2), 158-192.

126. White, L., & Yanamandram, V. (2004). Why customers stay: Reasons and
consequences of inertia in financial services. Managing Service Quality,

14(2/3), 183-194.

88



127.Wilson, D., Soni, P., & Keeffe, M. ( 1995). Modeling customer retention as a
relationship problem, Report No.13-1995, Institute for the Study of Business
Markets, The Pennsylvania State University, University Park, PA.

128.Wood, J. T. (2002). Interpersonal communication: Everyday encounters.
Belmont, CA: Whom son learning.

129.Yang, Z., & Peterson, R. T. (2004). Customer perceived value, satisfaction and
loyalty: The role of switching costs, Psychology and Marketing, 21(10),
799-822.

130.Zaner, R. M. (2001). %5 fAg endr 8 ‘5‘»\(?‘;313’»\551 ) xR FAY (R
F AR 1994) o

89



