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The Association between Medical Service Quality, Consumer Satisfaction,
Service Value and Customer Loyalty of Dental Patients

Byung-Ho Lee# , Yu-Jin Choi
Department of Dental Hygiene Youngsan University

<Abstract>

The purpose of this study was to reveal association between medical service quality, consumer
satisfaction, service value and customer loyalty. Medical service quality was composed of physical
quality, personal quality, technical quality, procedural quality. We thought these factors affect to the
consumer satisfaction, service value and customer loyalty. For this study, 221 dental patients in Busan
and Ulsan are participated in this study. The data were analyzed with descriptive statistics, t-test,
ANOVA, pearson’s correlation coefficients, and stepwise multiple regression analysis with SPSS 18.0
program. In conclusion, we obtained the next results. First, the influencing factor in consumer
satisfaction were physical quality(3=.519), personal quality(3=.262), procedural quality(3=.110), adjusted
R*=537. Second, the influencing factor in service value were physical quality(8=.253), personal quality(B3
=251), technical quality(8=210), procedural quality(8=.136), adjusted R*=401. Third, the influencing
factor in customer loyalty were personal quality(8=.343), physical quality(3=.302), procedural quality(B3
=148), adjusted R®=398. As dental patients’ desire to medical service quality becomes diversified, the

analysis result is considered to help the future dental service management.
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Customer Loyalty of Dental Patients

2 ATET 2 U

o

2 A7E A A8A) A S5 e
Hulzs B4, Au27lA, DARE, AZHE
el vle) AR HEAE olgdt] ATrin
7 A4 AEAd AY SRt A )

&2 AEAHAFEE 168, Au2THA 48

rlr
it

2) Az B
AF571HY YsARAFAE S5 A
EAE Chang[16]¢] ATFeA MdE AEAE A
FHo| g7l A A, Helsto] Adsigith B
ATollME frgkol 1.0014, SJAAAAE 04
e 71 E st 16xFe] o HigHx
(Varimax) & o] 8¢ 290&4S AAZ A
0] aglow FRESITH o] AT HIEE
Hshe Kaiser-Meyer-Olkingko] 86724 7]5<
05014S FZA1710H, Bartlett?] T84 AA o
Al p=00002A QR Agatrlel A3
AoE Ueyth 4719 8L Ved FEAGRE
g, 94 FHUEEY), A4 FHGEY), 94
FAdTHoE FAHNT EAHI~FHY A
F4& =57 259 Cronbach’s oS Akt
ZA3} Cronbach’s a=8902.% UETE 72209
2e 74 74 811, 14 F4 82, HAH F
A 844, 218 F4 8512 YEPT<Table 1>.

N4

_91_



The Korean Journal of Health Service Management Vol.8 No.2 (June 2014)

<Table 1> Factor analysis and reliability analysis

Variables Measured Constructs Factor 1 Factor 2 Factor 3 Factor 4
Do not wait long to receive treatment. .833 .032 .071 -.006

2. Medical procedure is fast and convenient. 827 156 124 135

Zﬁ?ﬁural . Dentists and dental hygienists ensure a good appointment. .698 .188 314 .008

. Convenient appointment.

.667 .254 187 78

. The hospital is a time—consuming to get a prescription .651 283 .203 142

. Medical facilities are perfect.

) ) . Facilities are convenient.
Physical quality

. Have the perfect equipment for medical.

47 .829 .030 234
A27 .826 .201 .048
.261 745 .275 .026
.206 .740 .089 182

. Allows for a full description of the disease.

. . Actively trying to help the patient.
Personal quality . Listen to the words of the patient.

123 162 .801 105
.258 .090 .801 141
184 .165 744 .230
.162 139 .641 .253

3
4
5
6
7
8. Facility is clean.
9
1
1
1
1
1
1
1

0
1
2
3. For the patient to be friendly.
4
5
6

) . After receiving treatment, the disease is improved. 160 150 125 .822
;ﬁ;ﬁt"ym' It is helpful in treating the disease was receiving advice. -026 155 240 812
. For the accurate diagnosis of the disease. 160 .100 .235 786

Eigenvalue 3.076 2.812 2.697 2.259
% Variance 19.226  17.573 16.855 14.121
Cronbach's « .844 .851 .822 .81
Total Cronbach's a .890
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m. a+2a3
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<Table 2>,

<Table 2> The General characteristics of the
subjects

Variables Categories N %
Male 78 353
Gender Female 143 64.7
20-29 81 36.6
30-39 29 131
Age 40-49 62 28.1
50-59 46 208
60— 3 1.4
) Married 130 58.8
Married status Single 91 412
< Middle school 6 2.7
) High school 109 49.3
Education University 89 403
Graduate school 17 7.7
Dental caries 67 30.3
Periodontal disease 78 353
3:{? ose of the Dntal prosthesis 45 204
Oral examination 22 10.0
Orthodontic 9 4.1
Total 221

Customer Loyalty of Dental Patients
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<Table 3> Difference of Medical Service Quality, Consumer Satisfaction, Service Value and Customer Loyalty
according to general characteristics

Medical Service Quality

Variables Categories Technical quality Personal quality Procedural quality Physical quality
Mean£SD t/O’PF Mean+SD t/orPF Mean+SD t/orPF Mean+SD t/O’PF
Gender Male 3.71£0.60 0.112 3.79£0.58 1.199 3.53£0.69 0.174 3.60+0.58 0.329
Female 3.70£0.62 (0.911) 3.68+0.59 (0.232) 3.524+0.62 (0.862) 3.58+0.60 (0.743)

Age 20-29 3.77£0.65 3.65+0.63 3.5140.65 3.56+0.69

30-39 3.74£0.52 3.77£0.56 3.43£0.54 3.44£0.43
40-49 3.60+0.60 (gjggg) 3.71£0.58 (8:2*;% 3.42+0.69 (8:882) 3.66+0.53 (gjigi)

50-59 3.731£0.50 3.80£0.55 3.67£0.56 3.5910.56

60~ 3.67£0.58 3.75£0.00 4.67£0.58 3.831£0.72

Education < Middle school 3.89£0.62 4.00£0.57 3.77£1.14 3.921£0.92
High school 3.6310.63 1.226 3.64+0.55 1.607 3.54+0.64 0.429 3.60+0.53 0.837
University 3.7840.58 (0.301) 3.78+0.59 (0.189) 3.504+0.57 (0.733) 3.54+0.61 (0.475)

Graduate school 3.75%0.66 3.76£0.73 3.45%0.87 3.60£0.75

Purpose of Dental caries 3.69+0.54 3.69+0.58 3.49+0.59 3.59+0.57

the visit  Periodontal disease 3.7510.64 3.81£0.62 3.5640.63 3.64£0.56
. 0.176 1.963 0.490 0.451
dental prosthesis 3.66£0.69 (0.950) 3.67£0.55 (0.101) 3.4840.73 (0.743) 3.50£0.65 (0.771)

Oral examination 3.7310.61 3.7310.51 3.65+0.57 3.58+0.58

Orthodontic 3.70+0.61 3.2840.55 3.3640.99 3.50£0.81

Total 3.7140.61 3.71£0.59 3.5240.65 3.58+0.59
Medical Service Quality ansurqer Service Value Customer Loyalty

) ) Total Satisfaction
Variables Categories

Mean£SD t/orPF Mean£SD t/orPF Mean+SD t/orPF Mean£SD t/orPF
Gender Male 3.65+0.48 0.588 3.70+0.67 1.341 3.61+£0.61 1.709 3.47+£0.75 1.151
Female 3.61+0.45 (0.557) 3.5840.62 (0.181) 3.4740.57 (0.089) 3.36+0.68 (0.251)

Age 20-29 3.61+0.53 3.57+0.71 3.45+0.58 3.34+0.68

30-39 3.57+0.35 3.6840.50 3.6540.44 3.5140.59
40-49 3.5840.43 (é;ig 3.5740.49 (ég?i 3.414£0.59 (SS% 3.3740.71 (éﬁg)

50-59 3.70£0.44 3.714£0.71 3.6540.58 3.4240.75

60— 4.04£0.32 4.331+1.16 4.3311.16 4.33+1.16

Education < Middle school 3.8910.74 4.1740.98 4.0840.81 3.8710.86
High school 3.60£0.42 0776  3.58%£0.59 1.719 3.471£0.58 2409 3.35£0.72 1.664
University 3.63+0.46 (0.509) 3.65+0.64 (0.164) 3.5640.55 (0.068) 3.47+0.65 (0.176)

Graduate school 3.62+0.64 3.5540.78 3.4340.63 3.2440.77

Purpose of Dental caries 3.60+0.44 3.60£0.60 3.47£0.59 3.33+0.66

the visit  Periodontal disease  3.68+0.48 3.7740.61 3.6310.54 3.5340.71
dental prosthesis 3.57£0.46 (8222) 3.5240.69 (Sgg;) 3.4040.68 (2)288) 3.3640.76 (ézg&

Oral examination 3.66£0.43 3.6140.51 3.5240.54 3.4540.58

Orthodontic 3.44+0.61 3.1140.88 3.5040.47 2.9840.79

Total 3.62£0.45 3.6240.64 3.5240.59 3.4040.70
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<Table 4> Correlation between Medical Service Quality, Consumer Satisfaction, Service Value and Customer
Loyalty
Variables 1 2 3 4 5 6 7 8
1. Technical quality 1.000
2. Personal quality AT % 1.000
3. Procedural quality .302%* A79%* 1.000
4. Physical quality .358%* WARER AT4%x 1.000
5. Medical service quality B44%* T44%* 815%* 146%* 1.000
6. Consumer satisfaction RARES 528 481%% 679 697+ 1.000
7. Service value .460%* 518#+ 439%* .495%% .629%* .598x* 1.000
8. Customer loyalty .400%* .538#* 455%* 513%+ .633%* 654 %% 708+ * 1.000
*x 1 p<0.01, * 1 p<0.05
<Table 5> The effect of Medical Service Quality on Consumer Satisfaction
Variables Model 1 Model 2 Model 3
SE B t(p) SE B t(p) SE B t(p) Tolerance  VIF
Physica 13.671 10.969 9.677
quality 054 679 (.000) .055 556 (.000) .058 519 (.000) 732 1.366
Personal 5.917 4.870
quality .055 .300 (.000) .059 .262 (.000) 127 1.375
Procedural 1.974
quality .055 110 (.050) 678 1.474
Re=.460 Re=535 '
- : ’ . ’ Re=543, Adj Re=.537
Statistic Adj Re=.458, Adj Re=.531, g & L _
F=186.889, p=0.000 F=125.464, p=0.000 F=86.053, p=0.000, Durbin-Watson=1.685
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<Table 6> The effect of Medical Service Quality on Service Value

Variables Model 1 Model 2 Model 3 Model 4
SE B t(p) SE B tp) SE B t(p) SE § t(p) Tolerance VIF
Personal 8.973 6.401 4.736 3.834
quality .058 518 (.000) 059 .379 (.000) 062 .29 (.000) 065 .251 (.000) .638 1.568
Physica 5.742 5.044 4.076
quality .059 .340 (.000) .059 297 (.000) .062 .253 (.000) 707 1.414
Technical 3.519 3.482
quality .058 214 (.001) .058 .210 (.001) 745 1.342
Procedural 2.142
quality .057 0.136 (033) .678 1.476
Re=.269, Re=_365, Re=399, Re=.412, Adj Re=.401,
Statistic Adj Re=.265, Adj Re=.359, Adj Re=.391, F=37.785,
F=80.522, p=0.000 F=62.624, p=0.000 F=48.057, p=0.000  p=0.000, Durbin-Watson=1.650
<Table 7> The effect of Medical Service Quality on Customer Loyalty
Variables Model 1 Model 2 Model 3
SE B t(p) SE B t(p) SE B t(p) Tolerance VIF
Personal 9.436 6.790 5.590
.038 538 .069 .393 .073 .343 727 1.375
quality (.000) (.000) (.000)
Physical 6.069 4,948
.069 .352 .073 .302 732 1.366
quality (.000) (.000)
Procedural
) .069 148 2.323 678 1.474
quality (.021)
R'=.289, R=.392, ! ]
Statist s s R=.407, Adj R=.398, F=49.561, p=0.000,
atistic i R= = i R= =
Adj R=.286, F=89.044, Adj R=.386, F=70.226, Durbin-Watson=1 697
p=0.000 p=0.000
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