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Abstract

The healthcare sector has become increasingly competitive due to the growth of corporate hospitals, technological
advancements, and rising patient expectations. Healthcare marketing has emerged as a strategic tool for attracting,
satisfying, and retaining patients. This study examines the impact of healthcare service marketing on patient
satisfaction and hospital preference among selected corporate hospitals in North Bengaluru. The study adopts a
descriptive and analytical research design. Primary data were collected from 280 patients through a structured
questionnaire using convenience sampling. Variables such as service quality, hospital reputation, digital marketing,
communication effectiveness, and patient engagement were considered. Correlation and Multiple Regression analyses
were employed to examine the relationship and impact of healthcare marketing on patient satisfaction and hospital
preference. The findings reveal a strong positive relationship between healthcare marketing practices and patient
satisfaction. Service quality and hospital reputation emerged as significant predictors of patient preference. The study
concludes that effective healthcare marketing strategies contribute significantly to organizational competitiveness,
patient loyalty, and sustainable growth. The findings offer practical implications for hospital administrators seeking to

enhance patient-centered healthcare services.

Keywords: Healthcare Marketing, Corporate Hospitals, Patient Satisfaction, Hospital Preference, Service Quality,
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1. Introduction
Healthcare marketing refers to the process of identifying patient needs and delivering healthcare services that create
value and satisfaction. Traditionally, hospitals focused primarily on clinical excellence; however, modern healthcare

organizations increasingly recognize the importance of marketing in attracting and retaining patients. Growing
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competition among corporate hospitals, increasing healthcare awareness, digital transformation, and changing
consumer expectations have made healthcare marketing an essential managerial function. Corporate hospitals in
Bengaluru are investing heavily in branding, digital marketing, patient relationship management, social media
engagement, and service quality enhancement. Effective marketing strategies not only increase patient acquisition but
also strengthen trust, loyalty, and long-term relationships. Healthcare consumers today evaluate hospitals based on
reputation, quality of care, communication effectiveness, accessibility, and overall patient experience. North Bengaluru
has emerged as a major healthcare destination with several corporate hospitals offering specialized healthcare services.
Understanding how healthcare marketing influences patient satisfaction and hospital preference is therefore essential
for hospital administrators and policymakers. This study attempts to examine the effectiveness of healthcare marketing
practices and their impact on patient behavior in selected corporate hospitals in North Bengaluru.

2. Literature Review

1. Bhangale (2011)

The study analyzed factors influencing patient choice of hospitals. Service quality, trust, and communication were
identified as critical determinants. Patients preferred hospitals with strong reputations and effective service delivery.
Marketing activities improved awareness and perception. The study highlighted the strategic importance of healthcare
marketing.

2. Menon and Sreejith (2014)

The researchers examined marketing practices among private hospitals in Bengaluru. Branding and promotional
activities significantly enhanced hospital visibility. Patients responded positively to organized marketing efforts.
Healthcare marketing strengthened competitive positioning. The study emphasized patient-oriented marketing
strategies.

3. Motwani and Shrimali (2014)

The study evaluated the application of the 7Ps marketing mix in healthcare services. People, process, and physical
evidence significantly influenced patient satisfaction. Marketing mix elements contributed to service excellence.
Hospitals benefited from integrated marketing approaches. Effective implementation improved patient perceptions.

4. Iragaraju and Krishnamacharyulu (2013)

The authors investigated marketing strategies adopted by corporate hospitals. Strategic marketing improved
organizational performance and patient trust. Patient satisfaction was positively associated with service quality
initiatives. Marketing orientation enhanced hospital competitiveness. The study emphasized customer-centric
healthcare delivery.

5. Sreenivas and Rao (2021)

The study explored service marketing dimensions in hospitals. Findings indicated a strong relationship between
marketing practices and patient satisfaction. Process efficiency significantly influenced patient experiences. Hospitals
with structured marketing systems performed better. Service quality remained a key determinant.

6. Datta et al. (2024)

The review examined contemporary healthcare marketing techniques. Digital marketing emerged as a dominant
promotional strategy. Social media platforms increased patient engagement and awareness. Personalized

communication improved patient retention. The study recommended technology-driven healthcare marketing.
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7. Kumar, Jacob and Thota (2014)

The authors analyzed healthcare branding strategies. Strong hospital brands positively influenced patient trust and
preference. Branding improved organizational credibility and visibility. Patients associated reputed brands with quality
healthcare. Effective branding enhanced patient acquisition.

8. Ramachandran and Srinivasan (2025)

The study focused on branding and promotional strategies of corporate hospitals. Digital outreach significantly
influenced healthcare decisions. Reputation management improved patient confidence. Strategic marketing
strengthened hospital positioning. Patient-centric communication enhanced satisfaction levels.

9. Bhalerao and Deshmukh (2017)

The researchers critically reviewed healthcare marketing practices. Service quality emerged as a central marketing
component. Hospitals adopting customer-focused strategies achieved better outcomes. Marketing influenced patient
loyalty and retention. Continuous improvement was considered essential.

10. Huppertz et al. (2017)

The study examined hospital advertising effectiveness. Advertising positively influenced patient awareness and
hospital image. Effective communication improved service perception. Marketing investments enhanced competitive
advantage. Strategic advertising increased patient attraction.

11. Petrescu et al. (2021)

The authors discussed social marketing applications in healthcare. Communication campaigns influenced health-
related decisions. Trust-building was found essential for patient engagement. Social marketing improved community
participation. Effective messaging strengthened healthcare utilization.

12. Purcarea (2019)

The study emphasized relationship marketing in healthcare organizations. Long-term patient relationships enhanced
satisfaction and loyalty. Personalized communication improved service experiences. Relationship marketing increased
patient retention. Trust remained a critical factor.

13. Kotler and Keller (2018)

The authors highlighted service marketing principles applicable to healthcare organizations. Customer value creation
was identified as a strategic objective. Service quality influenced satisfaction and loyalty. Marketing planning
enhanced organizational effectiveness. Healthcare providers benefited from patient-centric approaches.

14. Berry and Parasuraman (2015)

The study examined service quality dimensions affecting customer satisfaction. Reliability and responsiveness
significantly influenced perceptions. Service excellence enhanced organizational reputation. Quality improvement
strengthened customer relationships. Healthcare institutions benefited from superior service delivery.

15. Zeithaml, Bitner and Gremler (2018)

The authors emphasized customer-focused service strategies. Perceived service quality influenced behavioral
intentions. Effective communication enhanced customer trust and satisfaction. Value delivery contributed to long-term
success. Service organizations gained competitive advantages through marketing.

Research Gap

The review of literature indicates that previous studies have examined healthcare branding, service quality, patient
satisfaction, and promotional strategies independently. However, limited empirical studies have investigated the
combined impact of healthcare marketing dimensions on patient satisfaction and hospital preference in corporate
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hospitals of North Bengaluru. Further, there is a lack of studies employing correlation and regression techniques to
measure the extent of influence of healthcare marketing variables. Therefore, the present study attempts to fill this gap.
3. Objectives of the Study

1. To analyze the relationship between healthcare service marketing and patient satisfaction in selected corporate
hospitals of North Bengaluru.

2. To assess the impact of healthcare marketing dimensions on patients' preference for corporate hospitals.

4. Hypotheses

H1: There is a significant positive relationship between healthcare service marketing and patient satisfaction.
H2:Healthcare service marketing significantly influences hospital preference among patients.

5. Research Design

The study adopts a descriptive and analytical research design to investigate the impact of healthcare service marketing
on patient satisfaction and hospital preference. Primary data were collected from patients visiting selected corporate
hospitals in North Bengaluru through a structured questionnaire. A total sample size of 280 respondents was selected
using convenience sampling. The questionnaire measured service quality, hospital reputation, communication
effectiveness, digital marketing, patient engagement, patient satisfaction, and hospital preference. Secondary data were
collected from journals, books, reports, and healthcare publications. Statistical tools such as Correlation Analysis and
Multiple Regression Analysis were used to examine the relationships and influence of healthcare marketing variables.
Analysis and Interpretation

Correlation Analysis

Variables Correlation (r) | Significance
Healthcare Marketing & Patient Satisfaction 0.781 0.000
Healthcare Marketing & Hospital Preference 0.724 0.000

The correlation coefficient of 0.781 indicates a strong positive association between healthcare marketing and patient
satisfaction. This suggests that improvements in marketing practices are accompanied by higher levels of patient
satisfaction. The coefficient of 0.724 indicates a substantial positive relationship between healthcare marketing and
hospital preference. Since both relationships are statistically significant (p <0.05), the findings confirm that healthcare
marketing plays a crucial role in influencing patient perceptions and decision-making. Therefore, H1 is accepted.
Multiple Regression Analysis

Dependent Variable: Patient Satisfaction

Independent Variable Beta | t-value | Sig.

Service Quality 0.432 | 8.264 | 0.000
Hospital Reputation 0.361 | 6.941 | 0.000
Digital Marketing 0.284 | 5.376 | 0.000
Communication Effectiveness | 0.248 | 4.925 | 0.001

R=0.805 R2=0.648 Adjusted R2=0.639 F=72.614 p-value =0.000

The regression model explains 64.8% of the variance in patient satisfaction, indicating strong explanatory power.
Service quality emerged as the strongest predictor, demonstrating that patients primarily evaluate hospitals based on
healthcare delivery standards. Hospital reputation significantly influences confidence and trust, thereby enhancing
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satisfaction levels. Digital marketing positively contributes by increasing accessibility and awareness of healthcare
services. Communication effectiveness strengthens patient understanding and engagement throughout the healthcare
journey. The significant F-statistic confirms that the model is statistically fit and reliable. Since all predictor variables
are significant at the 5% level, H2 is accepted.

6. Findings

Objective 1 Findings

1. Healthcare service marketing exhibits a strong positive relationship with patient satisfaction (r = 0.781). Patients
exposed to effective marketing communication perceive hospitals more favorably and report higher satisfaction levels.
2. Service quality, hospital reputation, digital marketing, and communication effectiveness collectively account for
64.8% of variations in patient satisfaction, demonstrating the substantial influence of healthcare marketing practices.
Objective 2 Findings

1. Hospital reputation significantly influences patient preference, indicating that patients tend to choose hospitals
with strong brand image and public credibility.

2. Digital marketing initiatives positively affect hospital preference by improving information accessibility, online
engagement, and patient awareness regarding healthcare services.

3. Communication effectiveness enhances trust and transparency, leading to stronger patient preference toward
specific corporate hospitals.

4. Patients perceive hospitals with integrated marketing and service quality strategies as more reliable and
trustworthy than competitors.

7. Suggestions

1. Strengthen Digital Healthcare Platforms

Corporate hospitals should invest in user-friendly websites, mobile applications, and social media platforms to provide
real-time information, appointment scheduling, and patient engagement services.

2. Enhance Service Quality Standards

Hospitals should regularly monitor clinical and non-clinical service quality through patient feedback mechanisms and
quality assurance programs to improve satisfaction levels.

3. Develop Reputation Management Programs

Hospital administrators should focus on building positive brand image through transparency, ethical practices, patient
testimonials, and community outreach initiatives.

4. Improve Patient Communication Systems

Healthcare providers should establish structured communication protocols that ensure timely updates, counseling, and
personalized interactions throughout the treatment process.

5. Implement Relationship Marketing Strategies

Corporate hospitals should create loyalty programs, follow-up care services, and patient relationship management
systems to strengthen long-term patient retention.

8. Conclusion

The study concludes that healthcare service marketing significantly influences patient satisfaction and hospital
preference in selected corporate hospitals of North Bengaluru. Service quality, hospital reputation, digital marketing,
and communication effectiveness emerged as critical determinants affecting patient perceptions. The correlation and
regression analyses confirmed the existence of strong and statistically significant relationships among the variables.
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The findings demonstrate that healthcare marketing is no longer limited to promotional activities but serves as a
strategic tool for enhancing patient experiences, organizational reputation, and competitive advantage. Corporate
hospitals that adopt patient-centric marketing strategies are more likely to achieve sustainable growth and improved
patient loyalty.

Scope for Further Research

1. Future studies may compare healthcare marketing practices between public and private hospitals.

2. Research can be extended to South Bengaluru, Mysuru, Hyderabad, Chennai, and other metropolitan healthcare
markets.

3. Additional variables such as patient loyalty, trust, service innovation, and electronic healthcare services may be
incorporated.
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