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Abstract

Aim: In this meta-analytic study, the relationship between satisfaction and brand image variables was
investigated from the perspectives of patients and hospitals.

Methods: After our review of the literature which covered 2010 and 2021, 19 studies that met the inclusion
criteria were analyzed with the meta-analysis method. The Comprehensive Meta-Analysis package program
was used in the analysis of the data.

Results: The sample consisted of 6,038 studies on the subject. It was determined that 100% of the studies
were published as articles, 68.4% were in English, 31.6% were published between 2010 and 2015, and
68.4% were published between 2016 and 2021. According to the random effect model, a statistically
significant, positive, and strong relationship (r: ~0.50) was determined between patient satisfaction and

hospital brand image variables.
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Conclusion: According to the results of the research, a positive and strong relationship was found between
patient satisfaction and hospital brand image. In this context, it can be recommended that hospital
administrators who want their hospitals' brand image to be perceived by health service recipients as high
should attach more importance to patient satisfaction.
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INTRODUCTION

Today, the way for a business to survive in the long term is to achieve a competitive advantage
(Porter, 1985). This issue is of critical importance in ensuring the existence, and financial
sustainability of healthcare organizations in a sector such as healthcare services where a chaotic,
destructive and intensely competitive environment prevails.

One of the most important ways to achieve a competitive advantage in health services is to
ensure patient satisfaction, an important quality indicator (Ng and Luk, 2019). On the other hand,
for a healthcare business to acquire a more competitive advantage, it is very important that has a
positive corporate brand image (Hawrysz et al., 2021).

It has been shown that there is a relationship between patient satisfaction and hospital brand
image concepts, and brand image affects satisfaction (Gronholdt et al., 2000). In some studies, it
has been shown that patient satisfaction has positive effects on the corporate image (Bankaoglu,
2013), while in some studies, hospital brand image has positive effects on patient satisfaction
(Sukawati, 2021; Diputri and Yusuf, 2019). In the study, studies examining the relationship
between patient satisfaction and brand image were subjected to meta-analysis and the relationship
between them was tried to be examined.

1. BACKGROUND

The fact that the quality of health service, which is one of the elements of patient satisfaction in
the health sector, cannot be fully perceived even after the service is received (Gill and White, 2009)
increases the significance of the variables such as patient satisfaction and hospital brand image
even more (Altaf et al., 2018). From this point of view, in the next section, the definitions of the
related variables, the relationships between them, and why they are important for health care

organizations were discussed.
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1.1. Patient Satisfaction
The concept of satisfaction can be defined as a satisfactory situation or the degree of fulfillment of
needs and it is determined by the relationship between expectations and perceived performance
(Oliver, 1999). Similarly, the concept of patient satisfaction is expressed as a psychological
satisfaction level between expectations and perceptions (Erdem et al., 2008). The situation where
the perception exceeds the expectation level defines as satisfaction (Ng and Luk, 2019).

Although the terms "health services" and "marketing" were regarded as concepts away
from each other until the 1970s, the importance of marketing health services was realized in the
following periods and these concepts started to use together (Macstravic, 1990). As a result of
which the patient-centered provision of services and therefore the concept of patient satisfaction
have come to the fore (Afrashtehfar et al., 2020).

Patients’ being satisfied with the services they receive from hospitals plays a critical role
in patients' recommending the hospital to others, maintaining relations with the same health
institution, continuing to use hospital services, being willing to pay more to the health institution,

and complying with treatment (Hosgor and Cengiz, 2020).

1.2. Hospital Brand Image

Brand image is the set of perceptions that emerge from the connotations in the minds of consumers
about the brand (Keller, 1993). According to Zhang (2015), consumers make decisions when they
purchase something mostly by considering the brand image rather than the product. Similarly,
Aaker (1991) emphasized that having a good and well-established brand image could provide
competitive advantage for businesses within the scope of strategic management.

Brand image, a relatively new concept for the healthcare industry, is important for
healthcare organizations to gain competitive advantage (Hawrysz et al., 2021). Owing to the nature
of health services, it is unlikely to evaluate the quality fully even after the services are received
(Gill and White, 2009), which is made the brand image even more important for hospitals (Altaf
etal., 2018).

It can be thought that the recipients of health services who perceive the brand image of a
hospital as high quality and highly prestigious, will have a positive perspective on the health
institution and its services. In this context, it can be stated that the patient or their relatives will

have a high level of satisfaction, quality perception and positive behavioral intentions. According
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to Wu (2011), patients' having an appropriate hospital brand image strengthens their intentions to
choose that hospital. Similarly, in a study conducted in Turkey (Zor and Biger, 2020), it was
reported that the hospital brand image had a significant effect on their re-preferring the hospital
from which they previously received service and perceiving that the hospital is a high quality
hospital.

Brand image, an important concept in the marketing literature, has a vital role, especially
in the medical tourism industry (Fong and Goh, 2021). In a study on medical tourists (Cham et al.,
2014), it was revealed that hospital brand image had a positive and significant effect on the
variables such as perceived service quality and re-preference intention. On the other hand, in a
study in which the effects of corporate image on internal customers were investigated (Huang and
Lai, 2021), it was reported that training and orientation studies on brand image affected the brand
value of the institution positively. It can be stated that the brand image perceived positively by
internal customers will also reflect positively on external customers, which will generally improve
patient satisfaction.

Literature review demonstrated that studies conducted the relationship between patient
satisfaction and hospital brand image and their effects on each other are available. The effect of
brand image on satisfaction has been shown in many studies, and in some studies, it has been
concluded that brand image has a mediating effect on company loyalty (Zhang, 2015). As was
stated by Gronholdt et al. (2000), brand image has an effect on satisfaction in many different areas
such as education and health sectors.

Variables such as perceived service quality, loyalty and brand image play a crucial role in
determining patient satisfaction (Vimla and Taneja, 2020). In a study (Bankaoglu, 2013), patient
satisfaction was determined to affect the corporate image positively whereas in some studies,
hospital brand image was reported to affect patient satisfaction positively (Sukawati, 2021; Diputri
and Yusuf, 2019). In their study, Hosgor and Cengiz (2020) reported that brand image positively
affected patient satisfaction in private hospitals, but such an effect was not significant in public

and university hospitals.
2. RESEARCH METHODOLOGY

2.1. Study Pattern and Process Followed
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In this meta-analytic study, the significance and direction of the relationship between patient
satisfaction and hospital brand image variables were investigated. Ethics committee approval is
not required for the study. In a meta-analysis, a particular subject is discussed in the axis of
quantitative research on the studies that were conducted on different samples in different
geographical areas (Siyonr, 2018). According to Paul and Barari (2022), meta-analysis is a
collection of statistical methods that integrates the results of multiple studies to provide an
aggregated summary of information in a particular research area. According to Paul and Barari the

meta-analysis process consists of five stages.
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Figure 1: Meta-Analysis Process

(Created by the authors of the present study by browsing “biorender.com”)
Meta-analysis studies, which enable researchers to produce information with a high level of
evidence and to process scattered data (Benligiil et al., 2022), significantly contribute to the health
management literature and help managers of health institutions understand the perceptions and
expectations levels of the patients about services.

In the meta-analysis method, relationship-, effect- and difference-seeking studies are
frequently used. In particular, the main purpose of relationship-based correlational studies is to

determine the average effect size and homogeneity by combining the relevant data. As in the
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present study, the calculated correlation coefficient (r) is also an effect size parameter (Gedik and
Ustiiner, 2017). The hypothesis of the present study is as follows:
Hi: “There is a positive and significant relationship between patient satisfaction and hospital brand

image”.

2.2 Literature Scanning Strategy and Inclusion Criteria

Google Scholar, Ulakbim, National Thesis Center, Science Direct, Web of Science, Researchgate,
Social Science Research Network (SSRN) and PubMed databases were used to search for
publications suitable for the scope of the subject. The aforementioned databases were first scanned
on March 28, 2022, and necessary controls were performed on May 6, 2022. During the systematic
compilation phase, the PRISMA (Preferred items for Systematic Reviews and Meta-Analyses)
directive was followed (Moher et al., 2009).

While the Turkish databases were scanned, Turkish words “hasta memnuniyeti” (patient
satisfaction) and “hastane marka imaj1” (hospital brand image) or “hastane imaj1” (hospital image)
keywords were used. For articles in English, the keywords “patient satisfaction” and “hospital
brand image”, or “hospital image” were used. The inclusion criteria of the study are as follows:

= Studies carried out between 2010 and 2021

= Studies addressing the relationships between patient satisfaction and hospital brand
image

= Studies written in Turkish or English

= Studies in the types of articles, thesis or full-text papers

= Values that should be reported to carry out meta-analysis (Pearson correlation
coefficient or sample size with standardized regression coefficient)

The titles, abstracts and full texts of the publications on the subject were scanned by the
authors of the study independent of each other. Cohen Kappa coefficient of agreement between
raters was 0.87. According to Landis and Koch (1977), a coefficient above 0.80 is interpreted as a
perfect fit. From the 1877 studies; 1848 studies were excluded from the evaluation due to the fact

that they are outside the health sector, there are deficiencies in statistical reporting, and they are in
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the form of a summary conference statement. After the scanning process, 19 publications that met

the inclusion criteria were subjected to the meta-analysis process.
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Figure 2: Preferred items for Systematic Reviews and Meta-Analyses (PRISMA) Flow Diagram

2.3. Analysis of Data

In the analysis of the data, the CMA (Comprehensive Meta-Analysis) V.3.0 package program was
used. The author(s), publication years, correlation coefficients and sample numbers of each study
were entered into the program. For each study, the data entered is automatically calculated by the
program for the lower and upper correlation values, z values and p values. Especially in studies in
which regression analysis or structural equation modeling is used, standardized regression
coefficients were used as an alternative to correlation coefficients.

3. FINDINGS
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The total number of the participants in the samples within the scope of the studies was 6,038, and
all of the studies consisted of article type publications. Of the studies, 100% were published as
articles, 68.4% were in English, and while 31.6% were published between 2010 and 2015, 68.4%
were published between 2016 and 2021. According to Palamutgu et al. (2016), the p value of the
Q statistic being less than 0.05 and the 12 value being at least 70% which are an indicator of
heterogeneity and require the random effect should be taken as a reference. Therefore, Q (630.934)
and 12 (96.208) values, which include homogeneity results, indicate that all the variables have a
high level of heterogeneity. Therefore, the random effect model was taken as the basis for the
assessment of the mean effect size and confidence interval levels (Table 1).

Table 1. Descriptive Analysis of the Studies Analyzed and the Results of the Homogeneity Test

Total
. Number of Type of Languages Used Year Range of
Variables (n) o . o o
the Publication in Publications the Publications

Participants

Patient Satisfaction . . ) 2016-
6.038 Acrticle Other | Turkish | English | 2010-2015
* 2021
Hospital Brand Image 0 6 13 6 13
n (%) 19 (100%)
(n: 19) (0%) | (31.6%) | (68.4%) (31.6%) (68.4%)
Q Q(df) p 12

Homogeneity Test

630.934 18 0.000 96.208

The effect sizes calculated according to the Fixed and Random Effect Models and the
statistics related to the studies are given in Table 2. According to the random effect model, there
is an effect of ~0.50 between patient satisfaction and hospital brand image variables. According to
Cohen (1992), if a coefficient is at least 0.50, it indicates a high level of effect size. At the 95%
confidence interval, the effect size was between 0.477 and 0.515 in the fixed-effect model. In the
random effect model, the effect size varied between 0.377 and 0.604. Therefore, H1 was confirmed.

It is possible to summarize some of the study results used in the confirmation of the H1
hypothesis as follows: Sukawati (2021) showed in his study that patient satisfaction has a positive

effect on hospital brand image, and that service quality has a mediating role on patient satisfaction
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in relation to hospital brand image. Hosgo6r and Cengiz (2020) showed that brand image positively
affects patient satisfaction in private hospitals. However, they reported that there was no such
significant effect in public and university hospitals. Biger (2020) showed that hospital brand image
has a positive effect on perceived service quality, patient satisfaction and loyalty. Haque (2020)
study showed that there is a strong and direct relationship between service quality and hospital
image. It has been shown that service quality has a partial effect of 21.7% on patient satisfaction
and the partial effect of hospital image on patient satisfaction is 49.5%. Hosseini and Behboudi
(2017) conducted a study to examine the effects of brand trust and brand image on health care
users, and it has been shown that the most effective items with the greatest impact on customer
satisfaction and utilization of health services are brand image, staff's sincerity towards their
patients, interactions with physicians, and closeness.
Table 2. Average Effect Size of the Relationship between Patient Satisfaction and Hospital

Brand Image

hodel Study name Statistics for each study Sample size Carelation and 35% CI
Conelation Lﬁ;"f’ ”lfnﬂf' ZVae pVae  Told 1,00 050 0,00 050 1,00

Sukawat__2021 0me0 0414 0709 RERT o000 @1 —_+
Bicer__ 2020 0570 0RO07 0E27 14290 0000 490 -
Yimla & Taneja__2020 0340 0214 0454 HO%9 0000 210 ——
Hosgor & Cengiz_ 2020 0150 006 0251 2815 0005 340 —
Haque et al__2020 0830 0791 0862 20476 0000 300 -+
Zor  Bicer__2020 0350 0264 0430 7H2 0000 430 —+
Azmaryadi et al 2020 0340 0163 043 3663 000D 110 —
Tosyali et al __2019 0260 0185 0332 RE7 0000 624 —+
Driputri & Yusuf__2019 0E0D DRZ3 ORRS 13611 0000 400 -+
Emid & Naldaken__2019 0740 0BT 0782 18504 0000 382 -+
Movela et al__2018 0330 0182 0464 4227 0000 1%A —
Hosgor et al__2017 0340 0205 0463 4737 0000 182 —
Hasseini & Behboud__2017 0540 0444 0E24 9301 0000 240 -
Juhana et al__2015 0230 0120 033" 403 0000 300 —
Senar_ 2014 0830 0792 0862 20716 0000 307 -+
Chamet al __2014 0380 0293 0481 757 0000 400 —+
|zci & Sapdan_ 2013 0420 037 ORI 70 0000 2 —
Wiy 2011 0200 0108 0288 4223 0000 47 ——
Solayappan & Jayakrishnan__ 2010 0760 0713 0800 18954 0000 3EA -+

Fived 0497 0477 0R15 42136 0000 1

R andorn 0439 0377 0604 7095 0000 ——

After this stage, the issue to which attention should be paid is whether there is publication bias.
Here, the methods used in the literature most are as follows: Funnel Plots, Rosenthal's Fail-Safe-
Number (FSN), Begg and Mazumdar Rank Correlation Test, Egger Regression Test, Duval and
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Tweedie Trim and Fill Test. As is seen in Figure 3, most of the studies are at the top of the figure
and close to the combined effect size symmetrically. Within this context, although limited, it can

be stated that there is no publication bias in the studies.

Funnel Plot of Standard Error by Fisher's Z
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Figure 3: Funnel Plot of the Relationship Between Patient Satisfaction and Hospital Brand
Image

Rosenthal's Fail-Safe-Number is the other piece of evidence for publication bias in studies.
According to Rosenthal (1979), if N/5k+10>1, the results of the meta-analysis are strong and there
is no publication bias. The “k” in the formula represents the number of studies included in the
meta-analysis (k: 19), and “N” represents the total number of the participants in the samples of all
the publications included in the study (N: 6.038). In this case, the result of the formula in the
present study is 57.5, which is greater than 1, and this can be interpreted as the absence of
publication bias in the studies.

In the rank correlation test, which is another test method for the absence of bias (Begg and
Mazumdar, 1994), the two-tailed p value of the Kendall test is calculated. If the p value is greater
than 0.05, there is no publication bias. Considering that the Tau value was 0.169 and the p value

was 0.31 in the present study, it can be said that there is no publication bias in the studies.
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The results of Egger's Regression Test are the other parameter about whether the funnel plot is
asymmetrical or not. If this test yields the p value as >0.05, this confirms that there is no publication
bias. Considering that the p value in the present study was 0.83, it can be said that there was no
publication bias in the studies.

Another test used to assess publication bias is Duval and Tweedie's trim and fill parameters.
According to these test results, if publication bias is to be avoided, there should be no difference
between observed and corrected values. The fact that the difference between the observed and
corrected values was zero in the present study indicates that there was no publication bias. In brief,
the results of the five different methods clearly indicated that there was no publication bias in the

present study.

4. CONCLUSIONS AND RECOMMENDATIONS

In this study, the significance and direction of the relationships between patient satisfaction and
hospital brand image variables were tested. After the review process carried out to cover 2010 and
2021, 19 studies that met the inclusion criteria were analyzed with the meta-analysis method. The
sample consisted of 6,038 studies on the subject. It was determined that 100% of the studies were
published as articles, 68.4% were in English, while 31.6% were published between 2010 and 2015,
68.4% were published between 2016 and 2021. According to the random effect model, a
statistically significant, positive and strong relationship (r: ~0.50) was determined between patient
satisfaction and hospital brand image variables, which confirmed the H;. Of the patients who were
satisfied with the results of the health service they received, those whose satisfaction level was
high perceived the brand image of the hospital more successfully. In other words, it is possible to
state that the recipients of health service who perceived the brand image of the hospital from which
they received service as superior and successful had a significantly higher level of satisfaction.

In general, it is seen that hospital image increases patient satisfaction (Sukawati, 2021,
Diputri and Yusuf, 2019). In addition, Hosgor and Cengiz (2020) reported that brand image had a
positive effect on patient satisfaction in private hospitals, but not such a significant effect in public
and university hospitals. Besides Biger (2020) showed that hospital brand image has a positive
effect on perceived service quality, patient satisfaction and loyalty.

The results of the study can be evaluated in terms of hospitals and patients. When evaluated
in terms of hospitals; it can be considered as strong evidence that hospital managers who want to
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position the hospital's brand image levels at a high point should attach more importance to patient
satisfaction. In addition, hospitals with a high brand image can use this situation as a preference
criterion.

When evaluated in terms of patients; in today's competitive environment, there are many
alternatives for individuals who demand service in the sector where there are many service
providers. When individuals perceive the brand image of the institution, they receive service to be
high, their satisfaction levels will also increase. This will make it easier for individuals to make
decisions on financially and morally exhausting issues such as minimizing uncertain situations in
choosing a healthcare provider and seeking a hospital or physician.

Research results show that there is a positive and strong relationship between patient
satisfaction and hospital brand image. It has been concluded that individuals who are satisfied with
the service they receive have higher hospital images. In addition, it is possible to say that the
satisfaction levels of individuals who perceive the brand image as superior and successful are
significantly higher than the others. Based on the analysis of the results obtained within the scope
of the present study, it can be recommended that hospital administrators who want their hospitals'
brand image to be perceived by health service recipients as high should attach more importance to
patient satisfaction. Thus, it is very important to measure the satisfaction and brand image
perception levels of healthcare service recipients systematically and periodically with valid and
reliable measurement tools and to report the results of the measurements to the hospital senior
management objectively. In addition, hospital administrations can establish online or physical
systems within the institution and/or at the hospital website, where health service recipients can

freely state their opinions, suggestions and complaints.
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