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Abstract

The aim of this study is to reveal the factorsmpioving patient satisfaction at health instituoin line with

this aim, the effect of service quality perceptiaared corporate image on patient satisfaction wadyaad
through the data acquired from 307 patients at Dpmbar University Kutahya Evliya Celebi Education &
Research Hospital using multiple regression moRlielreover, the patients’ perceptions about servigality
dimensions were also evaluated through the sans data result of the analyses, it was determihedl the
highest perceptions of the patients about serviidity dimensions turned out to be in tangibles egldbility
dimensions. On the other hand, it was also detexnthat perceived service quality and corporategémare
effective on patient satisfaction. The resultshi§ study are a guide for public hospitals to iaseetheir service
presentation quality and to develop their corpormtege. These improvements will increase customer
satisfaction and thus enable public hospitals tpriegéerred more.
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1.Introduction

Quality of health services, adequacy of physicallifees and their layout, attitudes and behavioof $iospital
employees and the image of the hospital play aroitapt role in customers’ decisions upon which litaspo
choose (Tengilimglu 2001; Berkawitz and Flexner 1981). Service duat the difference between customer
expectations and perceptions after presentatioith@mal et al. 1990) and service quality in heakdgtsr is an
important element in achieving customer satisfactioci and Saydan 2013). Corporate image is the irsjpes

of customers about the institution (Barich & Kotl#991). Corporate image is explained by the folfayvi
criteria: good management of the institution, itefcial power, innovative capabilities, employiggalified
staff and being conscious of social responsibdliffeci and Saydan 2013). In this sense, impressiopsiignts
about a hospital determine that hospital’s imagerp@rate image has a positive correlation with @osr
satisfaction and customer preferences (Heung é086; Mazanec 1995).

The aim of this study is to determine the effecipafients’ perceived service quality and corporatage of
Dumlupinar University Kutahya Evliya Celebi Educati & Research Hospital on patients’ satisfactiohisT
hospital started service in Kutahya in 1968 as KyaaSSI (Social Insurance Institution) Hospital ,aimdorder
to provide a more efficient service, was turned iDmlupinar University Kutahya Evliya Celebi Edtioa &
Research Hospital in 201The study is comprised of five parts. In the fipart, the problem about the factors
effective on achieving patient satisfaction is expéd. In the second part, perceived service gualdrporate
image and patient satisfaction are explained. Tirel part presents the research methodology. énfolrth
part, the analysis applications and findings far dffect of perceived service quality and corpoiatage on
patient satisfaction are presented. The fifth pertlves the research conclusion.

2. Literature Review
2.1. Perceived Service Quality

Previously, quality used to be evaluated by tedin&ssessment of a business and interpreted acgotali
manufacturing and technical standards. In this ggsccustomer thoughts and expectations wererdiied.
However, today, rather than meeting the needs ebtisiness or customers, quality puts the respditsibf
understanding customer thoughts and expectatiotiseoexecutives. Executives who do not base sequiaéity

on customers exploit the business resources ordgheve profit, sales and market share and therefannot
grasp the correlation between service quality ametteb business performance. Depending on customer
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expectations, employees’ evaluations and executiie®n, the dimensions of service quality aredi as
tangibles, reliability, responsiveness, assuramzeempathy (Zeithaml et al. 1990). Tangibles agamed as
physical facilities, equipment and appearance asqgmel; reliability is considered as the abiliyperform the
promised service dependably and accurately; resporess denotes willingness to help customers aodde
prompt service; assurance is thought as knowleddecaurtesy of employees and their ability to insgrust
and confidence; empathy is thought to include agcesmmunication and understanding the customeriand
considered as caring and individualized attentibtine employees to customef@ahaman et al. 2011; lwaarden
2003).

When it comes to public corporations and servicad@®mns in these institutions, customer needs and
expectations vary. Enhancement applications farieeimuality in public corporations are slow, whishdue to
public restrictions, lack of free action in actiei and need for deciding upon laws and regulaijBasnseook et
al. 2010; Teicher 2002). In a study in Malaysiagweeal the service quality levels in public corgmnas and the
most important dimension of service quality, iuisderstood that depending on external customercéiiens
and perceptions, the most important dimension afitjuis tangibles (Ilhaamie 2010). In public secttustomer
oriented service development system should be fasefficiency in designing and managing servicalgy. In
this process, satisfaction is guaranteed by deténgithe customer demands accurately through ictierawith
customers. Moreover, public corporations shoulad @dopt successful applications of private seddublic
corporations should get rid of their traditionaétairchic structure, focus on customers and actiwastomer
oriented developments in accordance with the coithgetenvironment (Hsiao & Lin 2008). Therefore,
enhancement of service quality in public hospiisisecessary and crucial.

Quality in health services is defined as deterngjrand satisfying patients’ expectations and achgilong-term
satisfaction in patients with service presentatfoccurate diagnosis and treatment, presenting pramg genial
service, a sanitary hospital and affordable praesthe determiners of quality in health servicEsl(yan &
Akyliz 2010; Asunokutlu 2004).

Wu emphasizes that quality of health servicesvsra efficient tool in developing patient satisfactand adds
that patient loyalty can be assured in this waythis process, it is stated that hospital admiaistis should
develop customer-based service processes anddkenped health service quality should be enhanged the
service elements of tangibles, reliability, respegisess, assurance and empathy. Hospital stafidipmssess
professionalism and technical expertise as weibaring empathy with such sensitive behaviourseiadkind

to patients, understanding their needs and shoimbegest to them in order to earn their trust. Reinnore, the
employees should also satisfy the information neddbe patients about the health service presentarocess
and make accurate, sincere and reliable effortnduservice presentation process. On the other hand,
environmental hygiene, hospital layout order, ramymfort and staff appearance should be paid adtendi (Wu
2011).

2.2. Corporate Image

Due to the difficulties in perceptibility of serécquality and concurrency of production and condionp
especially hospitals and similar service corporatighould focus on enhancing corporate image tititéae
their perceptibility (Derin & Demirel 2010). Foohpitals, having a good and strong image is ortheinost
important factors in being preferable. While asisggsospital image, institutional communicationfvéee
quality, staff appearance, attitudes, behavioudsapinions, physical competence and professiotdbates are
crucial (Ozata & Seving 2006; Ayhan & Candz 2006).Aksoy and Bayramgu's study to determine the
elements of corporate image in health instituti¢®2808), it is revealed that those who make use eaflith
services consider the following five elements intgot in forming corporate image: employees’ clothes
institutional communication, employees’ behavioansd consistency, reducing the perceived cost, crvi
versatility and convenience in shifting service.

Also, Karbalaei advocates that brand value hagmifeantly positive effect on hospital image ardrefore
hospital administrators should meticulously focus lrand value management to achieve a positive émag
(Karbalaei 2013). Wu emphasizes that hospital athtnitiors should pay attention to achieving a pasitmage

for their hospitals to secure patient loyalty. Owe tother hand, hospital administrators can alsoramg
hospital’s brand image and patient loyalty by iasiag perceived service quality and patient satifa. Also,

by using such marketing activities as advertisemnaulblic relations, efficient interaction with patits, service
training for employees and internet marketing @ffitly, positive brand image formation efforts shibbbe
reinforced and sustained. Positive brand imagehafspital provides it with competitive advantagési(2011).
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Corporate image safeguards sensitivity of thetimntsbin to its long-term targets, clarifies the math be followed

to achieve these targets, provides it with comipetiadvantage, boosts internal and external comration of
the institution, has positive effects on custonaisfaction and preferences, increases customaftyognd trust

in the institution and provides coordination betweastitutional shareholders (Bolat 2006). Eido et al.
(2006); Andreassen & Lindestad (1998) advocated twmporate image is crucial in forming customer
satisfaction and customers’ perceived quality alibetinstitution and its presentations. On theepthand, to
achieve a powerful corporate image, institutiongion and mission are required to be formed andooosr
satisfaction and product quality should be enhanBesides, media relations should also be reinfbreith
advertisements, sponsorship and social respomngibadtivities (Bolat 2006).

2.3. Patient Satisfaction

For institutions, determination of the needs anchaleds of consumers, to what extent the productsnuet
these needs and demands and after-sales custamacsi@mn are crucial in managing customer suggestand
complaints (Yikselen 2006). Customers assess ptodazording to whether they meet their expectation
Therefore, institutions should orient customer expiions (Blattberg, et al. 2001). To achieve coso
satisfaction, customer needs and demands and shitufional presentations to meet them should HeeeEnt
(Hunter & Michl 2000). Hence, institutional presations should be in line with customer needs, ttoelycts
should avail customers and customers’ relationsh whte institution should be facilitated. This prsse
depending on the enhancement of service level,ingtease customer satisfaction (Mcintyre and P&98). If
the institution can come up with and sustain corbpmistrategies to customer needs and expectationsl|
achieve competitive advantage (Ravald & Gronro€6)1.9

Because satisfaction is the perception arising foustomer experience about an institution’s progjusales
process and after-sales services (Homburg & Gierk@1), customers’ behaviours should be monitored
(Mcintyre & Peck 1998). Since customers do evatumtof quality performance and satisfaction among
alternatives (Olsen 2002), institutions should eémediation in their products and product presemtat{Torlak

et al. 2007). In particular, developing relatidoetween employees and customers upon trust ensustsmer
satisfaction (Mercedes et al. 2004). Because custosatisfaction is effective on customers’ purchgsi
behaviours (Bolton et al. 2004), customer prefassitutional presentations again (Chen & Quest@72. On

the other hand, the level of customer satisfact@malso affect the attitudes of those who arecastomers yet,
which enables gaining new customers and thus bapptiofit development (Yeung & Ennew 2000).

Besides being one of the most important aims sobghhospitals, patient satisfaction is also an atife
marketing tool in accessing to new customers. Raiatisfaction is the contentment in patients ddjpsy on
their expectations from the hospital and their pptions after using the health service presentsitiminthe
hospital. If the hospital presents a performandevibéhese expectations, this will cause patiensatisfaction
(Bhaskar 2012).

Patient satisfaction depends on the patient, thécseproviders and the characteristics of theitmmson (Ozer &
Cakil 2007). Among the factors affecting patierttsfaction are the age, education level, genderiaonime of
the patient, whether s/he is under the cover ofabaecurity, residence, diagnosis and treatmeontqss,
duration of hospital stay and her/his experiencethé hospital (Kavuncuba2000). In a study of Kirilmaz to
determine the effect of education level, income agd of patients on patient satisfaction at sixphaks of
Ministry of Health (2013), it is determined thattipat satisfaction level differentiates accordingeducation
level, income and age of patients. The results shitat as education level and income increase, rgatie
satisfaction decreases, while as the age of therpancreases, so does the satisfaction leveh®fpatient. In
Sarp and Tiikel's study #n-i Sina Hospital (1999), the reason for the iaseein dissatisfaction of the patients
with the health services according to the patieatiication level is attached to the increase inlékel of
expectation from these services and this showsliegpatients expect more attention from the habptaff. On
the other hand, in a study of Kidak and Aksara@®08), in a study on patients belonging to SSI i@&ecurity
Institution), to the other social security institut and those without any social security comparihgir
satisfaction levels, it is revealed that the pasidrelonging to the other social security institathave a higher
satisfaction level than those belonging to SSI.

Characteristics, courtesy, attention, empathy déped, professionalism of those who provide hieaervice

and their ability to form a relation with their paits upon trust are all effective of the satistattof patients
(Yilmaz 2001; Avis 1995)Sise (2013) reveals that providing clear and adequdt@mation to patients is
crucial and that such training programs at hospitiat will facilitate providing clear and adequat®rmation

to patients are required.
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In Turkey, while satisfaction with health servicgas 39,5% in 2003, it rose to 74,8% in 2012. Duthng same
period, the rate of dissatisfaction of the patiemitth health service decreased; while the rateisgadisfaction
was 21,2% in 2003, this rate decreased to 12% ir2 ZDIE- State Statistics Institute, 2012). This can, in a
general sense, be regarded as an increase in Higyqof health services. In this context, instibmal
characteristics effective on formation of patiemtisfaction are also important. In a study of Onstial. (2008),

to determine the satisfaction levels of the pasientita Medical Faculty Hospital fetanbul, it is determined that
physical conditions of the hospital are effective the satisfaction of the patients. The scope ofsighal
conditions of the hospital involves hygiene of tealding and the rooms, ventilation of the rooniensk level

of the rooms, savour of the hospital food, hygiefighe food plates and food service. It is underdtthat
enhancement of these conditions will increase pasatisfaction.

3. Resear ch M ethodology

Achieving satisfaction in customers using an initin’s presentations is crucial in activating thestomer as a
shareholder of that institution and for developmefnthat institution. The aim of this study is tetdrmine the
effect of patients’ perceived service quality aratporate image of Dumlupinar University Kutahya ial

Celebi Education & Research Hospital on patienggisaction and to put forth suggestions to raiatept

satisfaction.

Raising service quality enables customers to asgmesmstitution more positively and improving custr
satisfaction (Bolton et al. 2004; Durvasula et2004; Hess et al. 2003; Chiou et al. 2002). Irtualys of
Kamdampully and Suhartanto (2000) to determine éffect of business image of service businesses on
customer satisfaction and loyalty, it is found tlwmirporate image has an important effect on custome
satisfaction and loyalty. Upon this informatione ttesearch model is structured as in Fig. 1.

Quality

[ Perceived Service

Patient Satisfaction ]

[ Corporate Image

Fig.Research Model

The hypotheses developed for this research modelsafollows:
H,: Service quality perceived for hospital is effeetbn patient satisfaction.
H,: Corporate image for hospital is effective on @atisatisfaction.

The main population of the study was comprised.@bD@ patients staying at Dumlupinar University Kuta
Evliya Celebi Education & Research Hospital at tfity centre of Kutahya between 2May and 2 June
2013. In terms of time and cost, random sampling agplied and simple random sampling method wad. use
Since the number of the patients making up the fabipn was 2.206, taking p=0.5, q=0.5, d=0,10 ani,26,
using equation (1), the sampling size was detemin@®patients §ik 2006).

Survey method was used for gathering the reseaath a@nd the questionnaire was applied to the gatien
through face to face interview. After gatheringat®07 questionnaire forms in a month, the suffitampling
size was achieved. The questionnaire is comprisézlio parts. In the first part, there are quesiiém determine
the service quality provided by the hospital. Theestions in this part are adapted from the expwassi
composing the SERVQUAL scale developed by Parasamaet al.(1988). In the second part, there are
questions about the image of the hospital in thepa These questions are taken from the image steRust

et al. (2000) for brand value in an airline bustmeBhe third part consists of questions to meapatéent
satisfaction which are adapted from the originalesof Oliver (1980). In the last part of the qimsbaire, there
are questions to reveal the demographic charatitsrisf the patients. The questionnaire has a ®rtikype
scale with the following expressions: (1) StronBligagree, (2) Disagree (3) Undecided (4) AgreeStspngly
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Agree. The replies of the patients were analysélguSPSS 15.0 for Windows package program. Firstig,
questionnaire was applied to a sampling of 30 uniteeveal the reliability of the scale and CrortbadAlpha
was found 98.4%, which shows that the scale islpigtliable. As a result of reliability analysis @igd to
Customer Satisfaction Scale, Cronbach Alpha wasndo®7.3%, which also shows that the scale is highly
reliable. The research findings first touch on digswe statistics for the demographic characterssof the
participant patients. After evaluating the percami of the patients about service quality dimersidme effect

of perceived service quality and corporate imageatient satisfaction was analysed and interpriyeioluilding

a multiple regression model.

4. Resear ch Findings
4.1. Demographic Characteristics of Participants

Table 1 shows the demographic characteristics efptrticipant patient19.2% of the participant patients are
female while 50.8% are male. The age distributibrthe participant patients is as follows: 28.3% aBe34
years old; 25.7% are 35-44 years old; 20% are 18e2ds old; 14.3% are 45-54 years old; 10.7% ararib
above.

Table 1. Demographic Characteristics of Participants

Frequency (F) Percentage (%)
Gender
Female 151 49.2
Male 156 50.8
Total 307 100.0
Age
18-24 64 20.8
25-34 87 28.3
35-44 79 25.7
45-54 44 14.3
55 and above 33 10.7
Total 307 100.0
Education Level
Primary School 75 24.4
Secondary School 48 15.6
High School 80 26.1
University 85 27.7
Master’'s Degree 19 6.2
Total 307 100.0
Marital Status
Married 213 69.4
Single 94 30.6
Total 307 100.0
Occupation
Public sector 46 15.0
Private sector 96 31.3
Retired 36 11.7
Housewife 86 28.0
Student 43 14.0
Total 307 100.0
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In terms of the education level of the patientssiseen that 27.7% are university graduates; 2@ff2duated
from high school; 24.4% are primary school gradsiafis.6% graduated from secondary school; 6.2% have
master’s degree. On the other hand, 69.4% of tlierpia are married while 30.6% are single. Whe&h8%
work in private sector and 28.0% are housewive$p Hse employed in public sector, 14% are students a
11.7% are retired.

4.2. Mean for Service Quality Dimensions

Table 2 shows the averages for service quality dgioes of Kutahya education and research hospital.
According to the Table, although there aren’t digant differences among the mean for service tyali
dimensions, it is determined that the highest gaiors for service quality of the hospital are amgibles and
reliability dimensions.

Table 2. Mean for Service Quality Dimensions

Service Quality Dimensions Per ception
Mean
Tangibles 3.51
1 The hospital has modern equipment (medical tools) 3.47
2 The physical facilities of the hospital (exter&d interior appearance, design 3.41
places of use) are attractive.
3 The hospital staff are neat and clean dressed. 3.58
4 The hospital equipment (medical tools) are apgatgfor its use. 3.60
Reliability 3.51
5 The hospital keeps its promises promptly. 3.31
6. When patients have problems, the hospital atafSympathetic and helpful. 3.35
7. The operations for patients at the hospitabamirate at the first time. 3.70
8. Health services are provided within the spedifiene as promised (treatme 3.54
process and duration).
9. Hospital records are kept accurately and meticly. 3.67
Responsiveness 3.36
10. Patients are provided with complete informatigrthe hospital about when 3.68
service will be provided (appointment system).
11. The hospital staff provide a quick service atignts. 3.28
12. The hospital staff are willing to help patients 3.22
13. The hospital staff are prompt in meeting thedseand demands when 3.27
requested by patients.
Assurance 3,53
14. The hospital staff are reliable. 3.59
15.1 feel secure during service applications offibepital staff. 3.62
16. The hospital staff are kind. 3.35
17. The hospital staff have adequate knowledgel leveneeting the patientg 3.56
expectations.
Empathy 3,41
18. The hospital staff show individual attentiord anterest to patients. 3.32
19. The hospital staff know the needs and demahgati@nts. 3.41
20. The hospital provides convenient working hdarsll patients and visitors. 3.65
21. The hospital staff should value the intere§fsatients above. 3.16
22. The hospital does whatever it can for its pdsie 3.08

4.3. Correlation Analysis

Table 3 shows the correlation analysis conductedetermine the relation between perceived servigsity,
corporate image and patient satisfaction.

Analysis of the relation between perceived sergigality, corporate image and patient satisfaciiofable 3, it
is seen that there is a positive significant retatbetween the variables “perceived service quaditg “patient
satisfaction” at the highest level (r=0.878; p<0,0 positive significant relation is also seenvoetn “corporate
image” and “patient satisfaction” (r=0.835; p<0,dnd between “perceived service quality” and “coge®
image” (r=0.855; p<0,01) at a high level.

177



www.iiste.org
J NN

ST

European Journal of Business and Management
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online)
Vol.6, No.30, 2014

Table 3. Correlation Analysis for Patient Satisfact

N=307

Perceived Service
Quality
Corporate Image
Patient
Satisfaction

Perceived Service Quality 1 855** 878**

Corporate Image 1 835**

Patient Satisfaction 1

** (p<0,01)

4.4. Regression Analysis

Table 4 shows the regression model constructedtai@ the effect of perceived service quality aadporate
image on patient satisfaction.

Table 4. Table of Regression Analysis of Patient Satisfarcti

M odel R R? SH. F P
1 0.893 | 0.797| 0.465| 595.69] 0,000
B SH. Beta t P
Constant -0.445 0,119 -3.741 0,000
Perceived Service Quality 0,785 0,064| 0,610 12.210 0,000
Corporate Image 0,354 | 0,056| 0,314 6.281 0,000

Patient Satisfaction=-0.445 + 0,785Rerceived Service Quality) + 0,354¥Corporate image)

According to Table 4, there is a statistically $iigant relation between patient satisfaction aretcpived

service quality and corporate image (p<0.05). Thera strong relation between the variables (R-9%).8
Coefficient of Determination is found*R0.797 and it is seen that 79.7% of the patiensfsation depends on
perceived service quality and corporate image.

The model developed upon this result is shown ¢n Ei

PERCEIVED
SERVICE B=0,785
QUALITY
PATIENT
SATISFACTION
CORPORATE
IMAGE B=0,354

Fig. 2. The Model Developed for Patient Satisfaction

In this regression analysis, the effect value atpiwed service quality on patient satisfactiof.ig85; the effect
value of corporate image is 0.354. Upon this reswyipotheses Hand H are accepted.
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5. Conclusion & Suggestions

In health sector, the effect of increasing the guatbriented service presentations on developingema
satisfaction is getting more and more importanttHis sense, increasing the service presentatiatityat
hospitals will enable improving patients’ perceptoand thus raising patient satisfaction. On therohand,
corporate image is a very important factor foritoibns to gain competitive advantage. A positieage in
patients about a hospital will enable patient fation and cause them to prefer that hospitalradai this
study, it is determined that the perceived sergigality and corporate image have a positive effecpatient
satisfaction of the patients at the education @sgarch hospital in Kutahya. These results arménvith the
literature. In future studies, also considering m@keting communication elements that could bectffe on
patient satisfaction, a more extensive evaluatam lse made. Also, the effect of perceived servigaity and
corporate image on patient satisfaction can be epetbin terms of public and private hospitals.
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