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<Abstract>

This study classifies the marketing mix of LASIK eye surgery clinics into 7Ps, examines the influence
of each factor of 7Ps(product, place, price, promotion, process, people and physical evidence) on
customer satisfaction, and investigates the effect of customer satisfaction on trust and relationship
commitment.

Survey of 500 patients who received surgeries in 3 eye clinics in Busan area was conducted through
self-administered questionnaires, and, with this data, path analysis was performed to estimate the study
model.

Main result showed that, among 7Ps, product, price, promotion, people and physical evidence had
significant positive effect on customer satisfaction which, in turn, had significant positive effect on trust
and relationship commitment. Also, it was found that trust positively affected relationship commitment.

This result would be considered helpful in medical institution’s efforts to establish trust on customer
satisfacion and maintain relationship commitment. It also implies that, in order to enhance
competitiveness in increasingly competitive medical market, establishment of proper marketing strategy
is urgently required where the determinants of customer satisfaction are effectively administered and
ultimate relationship commitment of customers based on trust can be maintained and enhanced.
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<Table 1> General characteristics of study subjects

Variables Category N %

Male 202 40.4

Gender Ferale 298 59.6
<24 151 30.2
25-29 176 35.2

Age 30-34 95 19.0
35-39 46 9.2
>40 32 6.4
Student 131 26.2
Office worker 159 31.8
Professional 80 16.0

Occupation Self-employer 32 6.4
Homemaker 32 6.4
Public officers 23 4.6
Others 43 8.6
Under high school graduation 24 4.8

. College student or College graduation 175 35.0

Education level University student or University graduation 284 56.8
Qver graduate school 17 3.4
<1 134 26.8
1< and <2 156 31.2

Average monthly income 2< and <3 122 24.4

(Million KRW) 3< and <4 60 12.0
4< and <5 16 3.2
5< 12 2.4
Busan 341 68.2

Residence Gyeongsang-do 145 29.0
Others 14 2.8

. . <1 11 2.2

Operation price 1< and <1.5 158 31.6

(Million KRW) 1.56< and <2 249 49.8
2< 82 16.

Total 500 100.0

<Table 2> Correlation among major factors

Variables Place Promotion Process Product ~ People Physwa\ Price Cgstomer Trust
Evidence satisfaction

promotion 357 %%

Process 37 1%% .333*

Product 331%x 192+ 544

People .336%* 237** .588** 691 xx

Physical B15ex  A36%s 506%x 517w 568k

Evidence

Price 275%* .206%* 510% 552+ x .569** .505%*

Customer 350+ 303+ 536%x  B26xx  632¢x  567xx  704xx

satisfaction

Trust .335%* .239%* .499** B4 xx 6415 .569%* 601 #* 124%

Relationship 46, 2B4%x 506+x  Bl1xx  B33xx  545ex  578xx  B9xx T4l

commitment

*x p<.01, » p<.05
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<Figure 2> Path analysis
<Table 3> Causal relationships between a set of factors
Variables Estimate S.E. C.R. P
Customer satisfaction <~ Place 0.036 0.024 1.165 0.244
Customer satisfaction < Promotion 0.111 0.022 3.682 0.000
Customer satisfaction < Process 0.022 0.035 0.581 0.561
Customer satisfaction < Product 0.184 0.034 4.584 0.000
Customer satisfaction < People 0.138 0.037 3.244 0.001
Customer satisfaction < Physical Evidence 0.153 0.032 4.298 0.000
Customer satisfaction <« Price 0.403 0.032 11.249 0.000
Trust < Customer satisfaction 0.724 0.032 23.458 0.000
Relationship commitment <= Customer satisfaction 0.336 0.045 8.208 0.000
Relationship_commitment <~ trust 0.498 0.044 12.169 0.000
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<Table 4> Direct effect, indirect effects, total effects
Variables Effects Price Physmal People  Product Process Promotion Place Cgstomgr Trust
Evidence satisfaction
Total 0.403 0.153 0.138 0.184 0.022 0.111 0.036 0 0
Customer )
) . Direct 0.403 0.153 0.138 0.184 0.022 0.111 0.036 0 0
satisfaction i
Indirect 0 0 0 0 0 0 0 0 0
Total 0.292 0.111 0.1 0.133 0.016 0.08 0.026 0.724 0
Trust Direct 0 0 0 0 0 0 0 0.724 0
Indirect ~ 0.292 0.111 0.1 0.133 0.016 0.08 0.026 0 0
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elationship Drect 0 0 0 0 0 0 0 0.336 0.498
commitment )
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