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<Abstract>

Analysis of Relating Factors with Customer Loyalties in Medical Services

Sunhee Lee*, Hye Jean Lee, Sang Hyuk Jung
Department of Preventive Medicine, College of Medicine, Ewha Womans University

This study was performed to explore multidimensional customer royalties and relating
factors. 900 households, 1% sample were randomly selected from K city located in
Kangwon province. Interview survey was performed with structured questionnaire for the
entire people, 923 persons who experienced medical service utilization during one year
before survey on time, september, 2004.

In comparison of customer royalties by. sociodemographic characteristics, the older
group showed the higher level of cognitive and attitudinal royalties significantly.
Education and income level also, showed negative relationship with cognitive, attitudinal
and behavioral loyalties significantly. The more being a female and a visitor at oriental
medicine clinic, the higher level of attitudinal loyalties. Customer satisfaction was a
critical explaining variable for cognitive, attitudinal and behavioral loyalties.

In multiple regression analysis, some sociodemographic characteristics showed
significant relation with customer loyalties and customer satisfaction was the strongest
relating variable to customer loyalties. In conclusion, multidimensional approach for

customer loyalty is useful for understanding customer behaviors comprehensively. Future
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studies should focus on developing the more specific and valid measurement tools for
customer loyalty in medical service.

Key Words - Customer Loyalty, Customer Satisfaction, Marketing
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<Table 1> Sociodemographic characteristics of respondents
unit * person(%)
Characteristics Mean/Frequency
Mean age (year) 4631 + 1744
Age (vears)
< 40 378 ( 44.7)

41 - 60 212 ( 32.2)

6l < 1% ( 232)
Gender

Male 289 ( 359)

Female 515 ( 64.1)
Income (10,000 won)

< 9 193 ( 235)

100 - 299 506 ( 61.5)

300 < 124 ( 15.1)
Education

Middle school graduates (or under) 203 ( 30.1)

High school graduates 24 (317

University graduates (over) 217 ( 322)

_Job

Experts 52 ( 69

Office workers 35 ( 46)

Service, manufacturing workers 71 ( 94)

Owner 91 ( 12.0)

House wife, student, non 509 ( 67.2)
Total &46 (100.0)

* note : Sample size in each-variable category is different due to missing cases
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High
385 + 081
384 £ 071
38 + 081
385 + 072

Moderate
326 £ 080
320 £ 066
321 + 075
322 + 068

- o] 9 :aMuAd gt BAFHE BHPAY BA -
Satisfaction degree

Low
211 £ 1.01
210 + 087
1.80 + 090
203 + 088

Comparison of loyalty levels by customer satisfaction degree
* p <005 ** p <001

of questionnaire items

Loyalty
Cognitive
Attitude
Behavioral

note * Each score was computed by substraction total sum score of each loyalty category by number
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<Table 5> Relating factors to customer loyalty

cognitive attitudinal behavioral total
coefficient SE coefficient SE coefficient S.E coefficient S.E

Satisfaction 0667 004 067" 003 074" 004 069" 003

Age(reference; under 40)

variables

age 41-60 - - 013" 006 - - - -
age 60 < - - 020" 007 - - - -
Gender(reference; male)

fermnale - - 011" 005 - - - -
Education level (reference; high school)

under middle -0.22" 007 - - - - -011° 0.06

over college -0.16" 0.08 - - - - - -

Income level (reference; under 1000 thousand won)

1000-3000 - - - - 015" 006 - -
over 3000 - - - - ) - - -
partial B of safisfaction 028 038 034 0.37
adjusted R’ 0.29 0.39 034 0.38
F value MU 7343" 9155™ 13947"

* p <005 *» p <001
note : 1) Multiple regression was analyzed by stepwise method and following independent variables
were included: age, gender, education level, income level, job status
2) This table listed only independent variables which had significant relationship with
dependent variables statistically.
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