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A Study on Customer Loyalty and Word-of-Mouth Effect
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Abstract Recently in the dental world, competition in the medical industry has been intensified due to the
prolonged economic stagnation, the quantitative expansion of medical institutions, the enhancement of medical
consumers’awareness of rights, and the diversity of medical consumer needs. Dental institution management of
the difficulties is the requirement for dental institution to ensure competitiveness. So Word-of-Mouth marketing,
which creates high marketing effectiveness with low cost, needs to be actively utilized as a new alternative to
mass communication marketing. This research is to accurately grasp the target group of dental medical
marketing activities through research on the degree of customer loyalty and Word-of-Mouth effects according to
character trait of the patients visiting dental clinics, and to present the basic data for Word-of-Mouth marketing
strategies from a viewpoint of practical business through presenting Word-of-Mouth promotion factors. To
achieve this, questionnaire survey was conducted on 10 dental clinics located in Daegu for 4 weeks from April
11, 2011 to May 6, 2011 and 612 copies of responses to the questionnaires for final data for analysis were
obtained. The results of the analysis are as follows. There were no significant differences in the degree of
customer loyalty according to character trait of the subjects between the introverts and the extroverts, and the
subjects with high market mavens propensity were found to show high degree of customer loyalty (F=5.243,
p=.006). In the differences in Word-of-Mouth effectiveness according to character trait, there were greater
differences in Word-of-Mouth experiences in the extrovert subjects (x’=6.738, p=.006) and the subjects with high
market mavens propensity (x’=17.251, p=.000). The results of this research clarifies the degree of customer
loyalty according to character trait of the patients visiting dental clinics and the differentiated influences of
Word-of-Mouth effectiveness, and through this, they will become basic data for presenting ways to establish
strategies from the viewpoint of practical business that should be considered in establishing dental medical
marketing strategies.
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[Table 1] General characteristics of subjects N=612

4 = N %

P e 200 327
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[Table 2] Personality characteristics of subjects
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[Table 3] Customer loyalty and word of mouth
effect of subjects
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[Table 4] General characteristics of subjects N=612
according to the customer loyalty

£4 =5 Mean SD tor F  p*
a4 569 101 2.129 .034
o 549 130
A" 204 vt 588 1.05 8250  .000
20-294] 522 1.19
30-394] 549 131
40-494) 585 1.06
504 o] 599 111
=Rl 556 151 362 780
HEHEAIS 23 553 1.10
HEA ' 23 552 115
gk &4 571 125
A FEYAER 537 150 4707  .000
JUIALEZ] 566 0.94
Thufl/ A 1] A2 509 1.05
ABArH7152] 496 125
1Ay 547 1.03
FH 583 101
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A7 149 ojwt 561 114 6319 000
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28 3~49 572 098
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[Table 5] General characteristics of subjects N=612 [Table 6] Customer loyalty based on personality N=612
according to the word of mouth effect characteristics
W + 3A54 2% Mean SD torF p*
£4 Bng _(N=406) (N=206) >  p* SIE oJ3Fs 2258 467 1445 149
N(%) N(%) ygs 2197 499
A g 139(69.5) 61(30.5) 7.012 .030
o 267(65.3) 145(34.7) bzl mlold Ak 1 2267 481 5243 006
= 2134 5.04
oy 204 mjut 19(59.4) 13(40.6) 9.716 .045 P 20,65  4.69
20-294) 126(60.6) 82(39.4) -7k A AT ANOVAO] & AAME %2
30-394] 128(66.3) 65(33.7)
40-494 94(72.3) 36(27.7)
504] o] 39(79.6) 10(20.4) 3.7 SA4EHo E ™St
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A7) =2 19(73.1)  7(26.9) 7ol o geton, upAl wol& Ak upl o]
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5009+ o]4f 37(66.1) 20(33.9) [Table 7] Word-of-mouth effect based on personality
ERER 182(63.0) 107(37.0) 7.590 .055 characteristics — S
olg 1~24 91(74.6) 31(25.4) » -] A ] ]f 3%
Ae 3~44 ™ mas dFgd U A il
A 49 56(72.7) 21(27.3) A} = N% o N% o N%Ha N®Ba N%a
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- 55267) 151372 3, 00 4
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N . . XE*  6.738(006) 17251(000)
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L g zolrt EAHoZ Cost AL B A 9ol A3n=55)  1509) 40(157) 19148) 21162 15102
Aok EAA el AE & 5 Al cfodm=19  640) 136D 1078 538 427
(F=5.243, p=.006). X 3.121(210) 6953(133)
R} 290(1.69) 3.15(1.68) 320175 308(L61) 292165
) P+ -1409(160) 9B81(376)
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