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<Abstract>

The purpose of this study was to examine customer relationship management service provided for
customers of dental clinics and their relationship commitment in an effort to offer some information on
customer relationship management by dental clinics. The subjects in this study were 206 adult residents
in North Jeolla Province, on whom a self-administered survey was conducted. Customer relationship
management service, satisfaction with customer relationship management service and relationship
commitment were linked to one another, and the variables that affected relationship commitment were
differentiated management and satisfaction with relationship management. Given the findings of the
study, more research efforts should be directed into the customer relationship management of dental

clinics to improve the effectiveness of it.
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<Table 1> The general characteristics of the subjects

Variable Classification Frequency(%)
Gender Male 55(26.7)
Female 151(73.3)
Age 20~29 116(56.3)
30~39 35(17.0)
40~49 35(17.0)
>50 20( 9.7)
gzg'f;' Single 124(60.2)
Married 82(39.8)
Education  <High school 32(15.5)
College 109(52.9)
University 58(28.2)
Graduate school 7( 3.4)
Income <One million won 106(51.5)
One and two million won 59(28.6)
Two and three million won ~ 30(14.6)
>Four million won 11( 5.3)
Job Office worker 13( 6.3)
Service 32(15.5)
Professions 46(22.3)
Self-employed 24(11.7)
Homemaker 17( 8.3)
Student 74(35.9)
Dental —ihin 3 Morths 61(29.6)
visit
within 6 Months 70(34.0)
within 12 Months 75(36.4)
Total 206(100.0)
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<Table 2> According to general characteristics of customer relationship management

Classification
Variable Continuous Differentiated Physical
contact management compensation P

Gender

Male 2.1510.66 0.150 2.30+0.56 0.118 1.83£0.70 0.582
Female 2.00+0.62 2.16+0.57 1.77£0.67
Age

20~29 2.06+0.60 0.436 2.1810.52 0.905 1.73£0.65 0.323
30~39 1.9540.62 2.2610.54 1.76+0.72

40~49 1.97£0.66 2.20£0.65 1.84£0.71

>50 2.22+0.77 2.17£0.75 2.03£0.70

Marital status

Single 2.05£0.62 0.71 2.19+0.52 0.985 1.74£0.66 0.276
Married 2.02+0.66 2.20£0.64 1.85%0.71

Education

<High school 1.87£0.66 0.251 2.01£0.68 0.251 1.70£0.62 0.800
College 2.03+0.63 2.2310.54 1.79£0.70

University 2.131£0.62 2.2310.56 1.83%0.68

Graduate school 2.19+0.63 2.14£0.50 1.64£0.80

Income

<One million won 2.00£0.59 0.236 2.14£0.55 0.549 1.68£0.62 0.040*
One and two million won 1.98+0.68 2.2310.62 1.99£0.74

Two and three million won 2.201£0.70 2.2910.58 1.73£0.69

>Four million won 2.2710.53 2.27%0.49 1.82+0.68
Job

Office worker 2.3310.72 0.461 2.331£0.56 0.244 2.04+0.63 0.475
Service 1.91£0.58 2.351£0.53 1.9240.77

Professions 2.09+0.65 2.17£0.54 1.79£0.65
Self-employed 1.99£0.71 2.28+0.69 1.73£0.77

Homemaker 2.04£0.62 2.00+0.66 1.77£0.66

Student 2.04£0.60 2.14£0.54 1.70£0.64

Dental visit

within 3 Months 2.19£0.62  0.002* 2.2810.54 0.098 1.844£0.64 0.001**
within 6 Months 2.12+0.69 2.2310.63 2.24+0.56

within 12 Months 1.84£0.54 2.08+0.52 1.98+0.52

*

p<0.05, **p<0.01
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<Table 3> According to general characteristics of satisfaction with customer relationship management and

relationship commitment

Classification
Variable Satisfaction with customer Relationship
relationship management commitment P

Gender Male 2.25£0.50 0.184 2.3510.44 0.017+
Female 2.14£0.55 2.15£0.54

Age 20~29 2.17£0.51 0.551 2.1520.53 0.255
30~39 2.10£0.53 2.2310.47
40~49 2.15£0.55 2.24£0.53
>50 2.32£0.70 2.40£0.51

Marital status ~ Single 2.17£0.52 0.880 2.17+0.53 0.217
Married 2.16£0.58 2.2610.50

Education <High school 2.11£0.60 0.856 2.2940.52 0.419
College 2.16£0.57 2.21£0.52
University 2.21£0.46 2.1210.54
Graduate school 2.17£0.51 2.34%0.48

Income <One million won 2.11£0.54 0.235 2.12+0.57 0.101
One and two million won 2.26£0.56 2.2910.45
Two and three million won 2.156£0.51 2.25%0.49
=>Four million won 2.35%0.45 2.4210.42

Job Office worker 2.35£0.44 0.265 2.2310.47 0.860
Service 2.22£0.60 2.23£0.49
Professions 2.08£0.46 2.1810.47
Self-employed 2.3510.61 2.23%£0.59
Homemaker 2.2310.61 2.211£0.58
Student 2.12£0.53 2.16£0.55

Dental visit within 3 Months 2.3210.48 0.000%* 2.39£0.50 0.002+
within 6 Months 2.24£0.56 2.16£0.50
within 12 Months 1.9840.52 2.09£0.53

* p<0.05, **p<0.01
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<Table 4> Correlation between customer relationship management satisfaction with customer relationship

management, relationship commitment

Satisfaction with

Continuous Differentiated Physical customer Relationship
contact management compensation relationship commitment
management
Continuous contact 1 - - - -
Differentiated management 0.441%x 1 - - -
Physical compensation 0.530%* 0.395%* 1 - -
Satlsfacthn with customer 0,577 0,518+ 0,638+ 1 _
relationship management
Relationship commitment 0.399%* 0.474 0.339%* 0.539+* 1
* p<0.05, **p<0.01
<Table 5> Influence of relation commitment
B SE B t p
Continuous contact 0.077 0.061 0.094 1.274 0.204
Differentiated management 0.233 0.062 0.254 3.733 0.000%**
Physical compensation -0.046 0.059 —-0.061 -0.791 0.430
Satisfaction with customer relationship management 0.378 0.080 0.392 4,793 0.000%*

Re=0.348

Adjusted R#=0.335

F=26.865

* p<0.05, **p<0.01
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