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Kamu ve Ozel Hastanelerin Biitiinlesik Pazarlama iletisimi A¢isindan
Karsilastiriimasi: Kayseri ili Ornegi

The Comparison of Public and Private Hospital in Terms of Integrated Marketing
Communication: The Sample of Kayseri City Center
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OZET

Tim sektorlerde oldugu gibi saglik sektériinde de pazar sartlari hizh bir degisim igindedir. Bu degisimlere daha hizli
uyum saglayabilmek ve hizmetlerin daha etkin, verimli, hizli, glivenilir ve kaliteli bir sekilde verebilmesi igin saglik
kurumlari bitinlesik pazarlama iletisimi cabalarina gereken énemi gostermek zorundadirlar. Bu gergevede saghk
kurumlari kendilerini hedef kitleye tanitmak ve onlardan destek alarak varliklarini strdirmek igin buttinlegik
pazarlama iletisimi faaliyetlerine yeterli destegi saglamaldirlar. Bu g¢alismada, Kayseri il merkezinde faaliyet
gosteren kamu ve 0Ozel hastanelerden hizmet almis olan toplam 997 hasta Uzerinde bir anket uygulamasi
gerceklestirilmis ve elde edilen veriler istatistiksel degerlendirmelere tabi tutulmustur. Calismada, kamu ve 6zel
hastanelerde uygulanan butiinlesik pazarlama iletisimi faaliyetlerini karsilagstirmali bir bicimde incelemek amaciyla
frekans dagilimlar, yuzde dagilimlari, faktor analizi ve t testi yapilmistir. Ayrica hastalarin sosyo-demografik
ozellikleri ile hastanelerin uyguladiklar bitiinlesik pazarlama iletisimi faaliyetlerini algilama arasinda farklilik olup
olmadigini tespit etmek amaciyla da varyans analizi uygulanmistir. Elde edilen bulgular, saglik hizmeti sunan
kuruluglarin daha etkin stratejiler gelistirmesine katki saglayacaktir.
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ABSTRACT

Marketing conditions are in a fast change in health sector like in other sectors. Health foundations have to give
required importance to integrated marketing communication efforts so that they can adapt to this changes faster
and services can be given in more effective, productive, confidential, qualified way. In this frame, health
foundations should provide enough support to integrated marketing communication activities in order to
introduce themselves to target mass and continue to exist by getting support from them. In this study; a survey is
conducted on 997 patients, who received service from public and private hospitals operating in Kayseri city center.
Then the data is subjected to statistical evaluations. In order to examine the integrated marketing communication
activities applied at public and private hospitals comparetively; frequency distributions, percentage distributions,
factor analysis and t-test are made. Besides variance analysis is applied to determine whether there is a difference
or not between the patients’ socio-demographic characteristics and the perception of hospitals’ integrated
marketing communication activities. The obtained findings will make a contribution to health service supplying
foundations for improving more effective strategies.
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