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SAGLIK KURUMLARINDA PAZARLAMA BiLESENLERININ
KULLANICILARIN TEKRAR SATIN ALMA NiYETINE ETKIiSi

Rojan GUMUS

Saglik sektoriinde hergiin artan rekabet ve daha egitimli hale gelen saglik
hizmeti kullanicilarinin, beklentilerini karsilayan saglik kurumlarina yonelmesi saglik
yoneticilerinin bu hareketli sektdrde degisen stratejiler uygulamalarini zorunlu
kilmaktadir. Saglik kurumlarinin da sunduklari kaliteli hizmetlerin yaninda, reklam ve
tamitim faaliyetlerinden yararlanmalar1 ve tedavi siireglerinde hasta katilimciligini
saglamalar1 hasta sayilarini arttirmada 6nemli bir faktor haline gelmektedir.

Bu calismanin amaci pazarlama bilesenlerinin saglik hizmeti kullanicilarinin
tekrar satin alma niyetine etkisini ortaya koymaktir. Bu amagla, saglik hizmeti
kullanicilarinin pazarlama bilesenlerinden {iriin, fiyat, tutundurma ve yer algisinin
marka sadakati ve marka giivenine etkisi bunun da tekrar satin alma niyetine etkisi
incelenmistir. Bunun yaninda tedavi siireglerinde hasta katilimeciliginin da saglik
hizmeti kullanicilarinin tekrar satin alma niyetine katkisi aragtirilmistir. Arastirmada
Diyarbakir ilinde farkli sosyo-ekonomik diizeyden 681 saglik hizmeti kullanicisina
sorular yoneltilerek anketler Yapisal Esitlik Modeli ile test edilmistir.

Calismanin sonuglaria gore, katilimcilik ve tutundurma degiskenleri marka
giiveni olusturmada en 6nemli etken olarak bulunmustur. Kullanicilar 6zellikle 6zel
hastanelerin i¢inde katki payi diislik olanlar1 tercih etmekte ve fiyat dnemli bir etken
olarak ortaya ¢cikmaktadir. Marka giiveni ve marka sadakati tekrar satin almaya etki
etmektedir. Yer degiskeni ile marka sadakati ve marka giliveni arasinda anlamli bir
iliski yoktur. Hastanelerde sunulan hizmetler de marka giivenine olumlu etki eden bir
husustur. Saglik hizmeti kullanicilar i¢in marka sadakati ve marka giiveni tekrar satin
alma egilimine katkida bulunmaktadir.
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ABSTRACT

EFFECT OF MARKETING MIX ELEMENTS ON REPURCHASE
INTENTION OF CONSUMERS IN HEALTH INSTITUTIONS

Rojan GUMUS

Due to increasing competition in health care market day by day, administrators
must be prepared to shift their strategies in order to meet this dynamic market.
Additionally, more educated health consumers are beginning to choose the best
institution fulfilling their demands. Besides quality of care provided by health
institutions, promotion activities and making patients a part of treatment process
becomes more significant for hospitals in order to raise their patient number.

The aim of this study is to examine the effect of marketing mix elements on
repurchase intention of health service consumers. Therefore the effect of marketing
mix elements such as product, price, promotion and place perception of health service
consumers on brand trust, brand loyalty and repurchase intention has been
investigated. Also another variable called participation has been added in order to
investigate the factors affecting repurchase intention of consumers. A survey was
conducted with 681 samples from different socio-economic groups in the city of
Diyarbakir, Turkey. Structural equation modeling was used to test the research
hypothesis and the research model.

According to the results of the study, it is found that participation and
promotion are the most important factors for brand trust. Price is also an important
factor for health service consumers especially for private hospital users. Brand trust
and brand loyalty affect repurchase intention. There isn’t a meaningful relationship
between place and brand trust or brand loyalty. Quality of goods and services affect
brand trust and brand loyalty. Brand trust and brand loyalty lead to repurchase
intention.
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