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SUMMARY. This paper aims to present a perspective to better under-
stand corporate identity through examining the perceptions of Turkish
patients and develop a corporate visual identity scale. While there is no
study related to corporate identity research on hospitals in Turkey as a
developing country, understanding consumer’s perceptions about cor-
porate identity efforts of hospitals could provide different perspectives
for recruiters.

When the hospitals are considered in two different groups as university
and state hospitals, the priority of the characteristics of corporate visual
identity may change, whereas the top five characteristics remain the same
for all the hospitals.
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INTRODUCTION

Over the past decade, corporate identity has been reviewed and de-
fined in many perspectives with limited consensus about its meaning
and definition (Meijs, 2002). However, there is a certain agreement that
corporate identity is becoming increasingly important in the business
and academic communities due to the several factors that have caused
an increasing number of organizations to be restructured. These factors
are rapid changes in technology, market dynamics, and customer values
and behavior (Balmer, 1995). Such changes have been brought on by
government’s privatization programs (Ind, 1992; Marwick & Fill, 1997),
globalization of companies (Meijs, 2002) through increased mergers
and acquisitions, maturing customers with easy access to information
and opening up of trade barriers and channels (Ind, 1992).

To maintain credibility, competitive advantage and the continued
growing support of customers and stakeholders (Melewar, 2003), an
organization relies on a strong corporate identity developing from a
reputation for making clear investment, product and career decisions
(Dowling, 1986). This identity will set the characteristics of the com-
pany and how it will be described by its customers, investors and in the
marketplace in general (Olins, 1989; Marwick & Fill, 1997).

All organizations have a corporate identity (Bersntein, 1984). Orga-
nizations are becoming increasingly aware of their corporate identity
and the use of this as an effective communication tool to capture the vi-
tal essence of a company and its products and services (Schmidt, 1995;
Melewar & Jenkins, 2002). Using the corporate identity correctly can
have a positive impact not just on attracting and retaining customers and
investors but also on inspiring confidence, motivation and retention of
its employees, and therefore driving up their productivity, enhancing
the organizations reputation and thus differentiating their products and
services as distinct and recognizable from its competitors in the general
marketplace (Chris, 1994; van Riel, 1995). Money and time spent on
developing corporate identity can be wasted, if managed ineffectively
(Chris, 1994).

Some companies proactively manage their identity, while others afford
it less attention, which can have the detrimental effect of confusing their
stakeholders and contribute to gaining a negative reputation. Interest in
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corporate identity from both the academic and business community have
increased in recent years. However, although organizations and their
Chief Executive Officers realize the importance of corporate identity, a
Mori’s survey has found that many executives admit they struggle to
define, manage and control corporate identity (Olins, 1995).

Several authors have identified the existence of a varied analysis of
corporate identity in order to establish a clear perspective, there must be
a clear understanding of the meaning “corporate identity” (Abratt, 1989;
Albert & Whetten, 1985).

This study aims to establish a better understanding of “corporate identity”
and to develop a corporate visual identity scale. To assist in the development
of an understanding, we, as an example, will examine the healthcare
market in Turkey, establishing the patients’ perceptions of its corporate
identity. Competition has increased in the hospital sector in Turkey over
the past two decades. The quality of patient care has improved as the po-
tential entry into the United Nations prompted an increase in funding
from the Turkish government. Also, the Liberal economic policies of
Turkish government have helped to increase this quality. Additionally,
legislation has been introduced to allow patients’ access to private hospitals
for patients with government-sponsored health cover (Akinci et al.,
2004). As there is no study related to corporate identity research on hos-
pitals in Turkey as a developing country, understanding patients’ per-
ceptions about corporate identity efforts of hospitals could be beneficial
for all the parties concerned.

The paper is of three parts: the first part sets the scene through the lit-
erature review; the second part presents the basis for the study by
explaining the purpose, methodology and data analysis; the last part
elaborates the results and discussion.

BACKGROUND

Corporate Identity

Due to the diversity of organization disciplines, there is no uniformly
accepted definition of corporate identity. An organization’s corporate
identity reflects how it portrays and differentiates itself in the market-
place at all levels. It is closely aligned to the strategies and goals of the
organization (Topalian, 1984; Melewar, 2003).
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Corporate identity is defined by Riel as the planned and operational
self-presentation of a company both internal and external based on
agreed company philosophy (1995; 32).

An organization will plan and communicate its corporate identity to
project to its stakeholders both internally and externally the symbols,
image and a message about the type of organization, its distinct attrib-
utes and how it does business and how to identify itself (Dowling, 1994;
Balmer, 1995; Marwick & Fill, 1997).

Managing corporate identity has become increasingly complicated as
it tries to encapsulate and communicate an organization’s strategy and
vision in the wider context of external elements (Hatch & Schultz,
1997). On exploring several studies into corporate identity, it is evident
that not only is there no one definition of the term, but there is also dif-
fering importance afforded to attributes of the concept (Melewar &
Jenkins, 2002). A business’s corporate identity can be distinguished by
its corporate personality, which is conveyed by its staff and their day to
day operation (Balmer, 1995; Hatch & Schultz, 1997), the dependence
on several disciplines (Schmidt, 1995; van Riel & Balmer, 1997), and
the reality of how the company exists. This existence comprises its
products, services and the philosophy, past history and future strategy
(Balmer, 1995; Scmidt, 1995).

The elements that make up a corporate identity structure are corporate
strategy, structure, culture, behavior, corporate communication, design, in-
dustry identity, the products and services it provides and the market
conditions (Melewar, 2003; Scmidt, 1995).

A strong corporate identity can have several advantages, including
not only the ability to focus and motivate employees but also to attract
new high caliber executives to the organization (Downey, 1987; Olins,
1990; Melewar & Saunders, 1998).

It can also provide clear direction in situations where an organization
has grown through a merger or acquisitions where there is a need to in-
tegrate new cultures or adapt existing ones (Downey, 1987). A clear
corporate identity can also be a strong tool for stakeholder loyalty when
it accurately reflects a company’s capabilities, competitive advantage
and management strengths (Lippincott & Margulies, 1988). Finally, a
strong corporate identity can lead to clearer analysis of a company by
the financial community resulting in more accurate asset valuations and
therefore attracting investors (Milgrom & Roberts, 1986). These factors
bring about an improved understanding by the stakeholders of the orga-
nization’s products and services which in turn increase the inclination for
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them to work for or invest in the organization (Marwick & Fill, 1997;
van Riel, 1995).

There has been much research into corporate identity. Although most
articles tend to be theoretical in content (Abratt, 1989), studies on this
subject show that previous models examined the creation of corporate
image, whereas later models focus on the creation of corporate identity
as a management process. Starting in the 1950’s and 1960’s, identity
was recognized as being linked to an organizations branding or visual
differentiation of the company (Balmer & Soenen, 1997). The aim was
to portray a positive corporate image to the organization’s customers. In
the 1970’s, this shifted to an emphasis on a ‘corporate personality’
(Olins, 1978) so that an organization focused on the creation of a posi-
tive image to all stakeholders not just its customers. This developed into
the 1980’s to incorporate communications and behavior as well as image
to create an understanding of the values and beliefs amongst its employees
(Garbett, 1988). Following this stage, corporate identity began to be
recognized as a strong management tool, and it is at this point that cor-
porate identity was defined (van Riel, 1995). The aim of corporate identity
is then to strengthen an organization’s future by establishing a favorable
reputation among its stakeholders (van Reil & Balmer, 1997).

Corporate Visual Identity

Corporate visual identity is defined as the way in which a company
portrays itself through the use of logos, nomenclature architecture, text
and vocabulary. It is how an organization visually differentiates itself
and allows itself to be recognized (Melewar & Saunders, 1999; Melewar et
al., 2005). It is argued that corporate visual identity is part of corporate
identity. It is the part that portrays the outward message that companies
can use to communicate their purpose, quality, style and prestige to their
customers and other stakeholders (Melewar & Saunders, 1999; Abratt,
1989; Hatch & Schultz, 1997).

Organizations recognize that they play an increasingly important role
as part of the community, and as such portraying a strong and clear cor-
porate visual identity is important for their success within society
(Melewar & Saunders, 1998). Used cleverly, corporate visual identity
can improve an organization’s standing within the community by pro-
viding its staff with a sense of pride, building a strong reputation and
gaining an advantage over competitors. It is also a useful tool and a
strong weapon (Northart, 1980; Sorrell, 1990) which, used correctly,
can portray a strong and positive image to gain the support of financial
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institutions and local public bodies (van Riel & Balmer, 1997; Melewar
et al., 2005).

Company specific studies that have been carried out show that corpo-
rate visual identity not only covers the portrayal of a company’s identity
through signs, stationary, forms, cheques, statements, booklets, uni-
forms and vehicles but also extends to all marketing collateral such as
advertising, promotional literature, exhibits (Melewar et al., 2005). In
some companies, such as Nyex, it was found that the first step to build-
ing corporate visual identity was to create a logotype (Kayal, 1988).
This has been extended so that all companies within this group use the
same graphic format for everything that represents the organization.

British Airways is another company which does not limit the unity of
their corporate identity to stationary or signage (Georgiades, 1988). The
same graphics are used in offices, waiting rooms, airplanes or any place
that represents the organization. Environments such as buildings, show-
rooms, offices, warehouses, retail outlets, factories and canteens also
architecture, location, interior decor of offices; communications materi-
als such as forms, stationary, advertising, promotion, give aways and
packaging literature, tenders, instruction manuals and data sheets; cor-
porate clothing (uniforms of employees) and products of every kind can
all help to create a corporate visual identity that if effectively imple-
mented, portrays a strong and accurate image and message about an or-
ganization, which can easily be recognized (Olins, 1995; Balmer, 1995;
Melewar & Saunders, 2000; Dowling, 1994). Henrion and Parkins
(1967) indicate that every company has a face that it presents to its
stakeholders through the use of visual identity of its products, printed
materials and the design of its premises both inside and out.

DATA AND METHODOLOGY

The literature review reveals that although there are several studies
on corporate identity, there is still a need for a more elaborate opera-
tional definition of the concept. Also, the literature review suggests that
corporate identity is a concept that attracts the attention of both corporate
academicians and communications specialists.

Literature review confirmed that there had been little research which
examined the role of corporate identity in hospitals. The size, impor-
tance in human life and growth of hospitals and the recent surge of interest
in corporate identity by managers and management scholars suggested
that this was a potentially important area of study.
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In the literature, the researchers have revealed the crucial role corpo-
rate identity plays in positioning a service company such as a hospital in
its market. Corporate visual identity is a part of the corporate identity
that hospitals can use to project their quality, prestige and style to stake-
holders (Melewar & Saunders, 1990). While product differentiation is
difficult in the health services industry as products are easily copied and
price differentiation is also imitable, a distinct identity is one way hospi-
tals can differentiate themselves from competitors.

Consequently, this paper aims to present a perspective to understand
corporate identity better through examining the perceptions of Turkish
patients and to develop a corporate visual identity scale. As there is no
study related to corporate identity research on hospitals in Turkey as a
developing country, understanding consumer’s perceptions about cor-
porate identity efforts of hospitals could provide different perspectives
for recruiters.

In developing the scale for the present study, the steps suggested by
Melewar and Jenkins (2002) were followed. First, the steps of specifying
domain of construct and generating sample of items and then collecting
data and purifying measure steps were followed. In the purifying mea-
sure step, coefficient alpha was used as in the assessing reliability step.

In order to obtain the data, a survey instrument was developed. The
survey form has two sections. The first section is related to the determi-
nation of the demographic features of the patients and information
about hospitals. The second section covers the scale developed to mea-
sure the corporate visual identity of the hospital and to the same end an-
other scale developed through the use of IDU method of Percy and
Rossiter (1982). IDU method aims at the discovery of those benefits that
are perceived by the key stakeholders as important (I), being delivered by
the organizations (D), and finally are perceived as unique or better or
distinctive (U) when compared to other organizations.

In developing the items in the scale, a focus group consisting of the
consumers was formed. The focus group of eight individuals led by a di-
rector discussed the issue of corporate identity in hospitals and con-
sumer opinion as to this subject was identified. In addition, the same
topic was discussed with the two directors willing to participate in the
interview and the elements of successful corporate identity efforts were
emphasized. The directors worked in the university and state hospitals’
public relations units in Ankara. The attributes chosen for the survey
were selected by considering previous research in literature, using focus
groups and interview results and including industry specific critical
success factors.
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Following these steps, the survey instrument was pre-tested by 30 pa-
tients in order to prevent possible snags in practice and to make sure that
the questionnaire was properly understood. After making some minor
changes, the survey instrument was given to its final shape and distrib-
uted to the sample.

The population of the study covered the patients receiving health ser-
vice offered by the university and state hospitals in provincial Ankara,
where there are 19 state hospitals and 6 university hospitals (www.
saglik.gov.tr). Of all these hospitals, three are state and the other three
are university hospitals, six hospitals which had the most beds and poly-
clinics were selected through stratified sampling method. The reasons
why a stratified random sample was chosen are to increase sample’s sta-
tistical efficiency and to provide adequate data for analyzing each strata
(Malhotra, 2006). Thus, 600 questionnaire forms were distributed
directly proportional to the number of bed in hospitals and 504 of them
were worth for evaluation.

In order to determine the sample size adequacy, means of the stan-
dard deviation of dependent and independent variables used in the study
were calculated. The mean of these variables was 0.87. In order to esti-
mate population mean error within 95% confidence interval z value is
calculated as 1.96. The sample size was determined as 504 patients by
using quota sampling, but 504 reliable questionnaires were put into
analysis at the end of survey. Reliability of the sample was calculated by
using sample size 504. The related values appear in the formula as:

( )W = =087 196 504 007. * . / .

As a result of this calculation, the selected sample was adequate to es-
timate the mean with (+, – 0.076) error in the population. Within 95%
confidence interval, when maximum standard deviation (2.17) instead
of mean standard deviation was used, the estimated value was found as
W= 0.18. As a result, it was determined that the sample was reliable to
represent the population.

Table 1 shows the demographic profile of the participants.

RESULTS

The durations of receiving health services offered by the hospitals
show that 36.3% of the patients participating in the study received
healthcare for less than a year, 30.2% for 1-5 years, 18.5% for more than
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TABLE 1. Demographic Profiles of Respondents

Variable Subgroup n (%)

Hospital Ownership State Hospital 225 44,6

University (Training) Hospital 279 55,4
Total: 504 Total: 100.0

Gender Male 258 51,2

Female 246 48,8

Total: 504 Total:100.0
Age Under 18 19 3,8

18-30 190 37,7
31-45 156 31,0

46-64 115 22,8

65 and over 24 4,8

Total: 504 Total: 100.0
Family Income
(YTL / month)

0-500 YTL 159 31,5

501-1999 YTL 315 62,5

2000-4999 YTL 23 4,6

5000 YTL and over 1 0,2

Not answered 6 1,2

Total: 504 Total: 100.0
Marital Status Married 296 58,7

Bachelor 162 32,1
Widowed/Divorced 46 9,1

Total: 504 Total: 100.0
Education Level Illiterate 5 1,0

Primary School Graduate 142 28,2

High School Graduate 223 44,2

University Graduate 134 26,6

Total: 504 Total: 100.0

Health Assurance Social Security Institution 241 47,8

Pensioner’s Establishment 171 33,9

Private Health Insurance 14 2,8

No Health Insurance 35 6,9

Other 43 8,5

Total: 504 Total: 100.0



5 years, 14.9% preferred going to the same hospital continuously,
which indicates that more than half of the participants preferred going to
the same hospital for more than a year.

When which factors are effective in the preference for hospitals are
examined, it is seen that 50% of the participants expressed that it is their
own preference, 23.2% upon recommendation by the people they trust,
3% due to institutional requirement, 7.5% their doctor’s employment in
that hospital, 16.3% other factors. This shows that half of the patients
choose the hospital where they are likely to be treated according to their
own preferences.

The frequency of going to hospitals of the participants demonstrate
that 13.3% of the patients go to the hospital once a month, 17.7% of
them go once in three months, 14.3% of them go once in six months,
11.7% of them go once a year, while 42.7% of the patient expressed that
they had no ailment to be cared for.

It was asked to the participants through which channel they learned
about the hospital where they were. 59.7% patients stated that they
heard of the hospital from the people around, 0.8% from the advertise-
ments, 1.8% through the public relation activities, 10.5% from the doc-
tor, 3% from the news in media, while 24.2% saying that they heard of
the name of the hospital through other channels. This shows that most of
the participants heard of the hospital from the people around.

The corporate visual identity determinants of a hospital are external
appearance of the hospital, environmental layout of the hospital, the
logo of the hospital, the colors used outside and inside the hospitals, interior
decoration of the hospital, accessibility of the management in the cases
of suggestions and complaints, the slogan of the hospital, the comfort and
spaciousness of the waiting room, the well-functioning of the appoint-
ment unit of the hospital, not encountering any problems when using the
car park in the hospital, functional directive signs to the units, the practical
internal layout of the hospital, and practicality of the hospital’s website.

It was asked to the participants what the most important determinants
of corporate visual identity for a given hospital were. The top five deter-
minants of corporate visual identity were found to be (See Table 2):
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The appointment unit of the hospital (66%)
Accessibility of the management in the cases of suggestions
and complaints (66%)
The comfort and spaciousness of the waiting room (63%)
Functional directive signs to the units (62%)
Internal layout of the hospital (61%)



It is important to note that when the hospitals are considered in two
different groups as private and state hospitals, the priority of the charac-
teristics of corporate visual identity may change, whereas the top five
characteristics remain the same for all the hospitals

Accordingly, the order in the state hospital reads as:
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TABLE 2. Distribution of the Components of Corporate Visual Identity of
the Patients’ Hospitals Found to be Important and Differential when

Compared to the Other Hospitals

State Hospital
University
Hospital General

I ID I ID I ID

External appearance of the hospital 41.0 59.0 45.0 67.0 43.0 64.0
Environmental layout of the hospital 45.0 49.0 59.0 55.0 53.0 53.0
The logo of the hospital 16.0 68.0 13.0 45.0 14.0 56.0
Web sites of the hospitals 21.0 32.0 22.0 35.0 22.0 34.0
The colors that are used outside and
inside of the hospitals

26.0 38.0 20.0 39.0 23.0 39.0

Accessibility of the management
in the cases of suggestions
and complaints

67,6 37.0 64,2 36.0 66.0 37.0

The slogan of the hospital 12.0 58.0 8.0 23.0 10.0 42.0
The uniform of the hospital’s
personnel

23.0 53.0 22.0 32.0 22.0 42.0

The cafeteria of the hospital 38.0 32.0 39.0 29.0 39.0 30.0
Waiting room of the hospital 60,4 42.0 65,2 45.0 63.0 44.0
The appointment of the hospital 64,9 33.0 67.0 41.0 66.0 37.0
The parking place of the hospital 51.0 25.0 45.0 33.0 47.0 30.0
Functional directive signs to the units 58,7 48.0 63,4 56.0 62.0 53.0
Internal layout of the hospital 60,9 47.0 59,9 54.0 61.0 51.0
Interior decoration of the hospital 40.0 52.0 39.0 53.0 39.0 52.0

I: The ratio of the patients who find this property as important for hospitals.
ID: Of the patients who find this property as important for hospitals, the ratio of the patients
who find this property is differential in a positive way.

Accessibility of the management in the cases of suggestions
and complaints (67.6%)
The appointment unit of the hospital (64.9%)
Internal layout of the hospital (60.9%)
The comfort and spaciousness of the waiting room (60.4%)
Functional directive signs to the units (58.7%)



The order in state universities is as follows:

It was asked to the patients what corporate visual identity characteristics
differentiate the hospital they were in from the other hospitals in a
positive way.

The most highlighted five characteristics are:

In addition, it was asked to the participants whether the corporate vi-
sual identity characteristics that they found important for a hospital help
to differentiate their hospitals in a positive way from the other hospitals.
According to the responses, the patients who considered accessibility of
the management in the cases of suggestions and complaints as an impor-
tant characteristic formed 66% of the sample; 37% of these patients
were of the opinion that their hospitals were positively different from
the other hospitals according to this characteristic.

While 66% of the patients found the appointment unit of the hospital
important, only 37% of them thought this as an element leading to a pos-
itive difference when compared to the other hospitals.

While 63% of the patients thought that the waiting room was important,
44% of these patients saw this as an element causing a positive difference
between their hospital and the other hospitals.
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The appointment unit of the hospital (67.0%)
The comfort and spaciousness of the waiting room (65.2%)
Accessibility of the management in the cases of suggestions
and complaints (64.2%)
Functional directive signs to the units (63.4%)
Internal layout of the hospital (59.9%)

External appearance of the hospital (%64.0)
The logo of the hospital (%56.0)
Environmental layout of the hospital (%53.0)
Functional directive signs to the units (%53.0)
Interior decoration of the hospital (%52.0)
Internal layout of the hospital (%51.0)
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62% of the patients found the functional directive signs to the units
important; however, 52% of them thought that this was an important
positively distinguishing factor.

In terms of the internal layout of the hospital, of the 61% of the patients
finding this to be important, 51% of them considered the internal layout
of their hospital was a positive distinguishing factor in comparison with
the other hospitals.

In the light of these findings, when compared to the service received
in other hospitals, the patients’ level of perception regarding the fact
that the top five corporate characteristics of corporate visual identity in
the hospital where they receive the healthcare relatively differ in a posi-
tive way is rather low. These characteristics, when state and university
hospitals are considered separately, vary.

67% of the patients in state hospitals found accessibility of the man-
agement in the cases of suggestions and complaints as an important
characteristic; however, only 37% of them thought that this was an im-
portant positively distinguishing factor. Similarly, while 64.9% of the
patients found the appointment unit of the hospital important, only 33%
of these patients thought this as an element leading to a positive difference
when compared to the other hospitals. The internal layout of the hospi-
tal was important for 60.9% of the patients; 47% of them perceive this as
a positively distinguishing factor. The percentage concerning the waiting
room was 60.4, while only 42% of these patients considered the waiting
room of their hospital as a feature causing a positive difference when
compared to the other hospitals. In terms of the functional directive signs
to the units, the ratio of the patients who found this important was 58.7;
48% of them were in the opinion that it was a positive distinguishing factor
for their hospital in comparison with the other hospitals.

67% of the patients in the university hospitals regarded the appoint-
ment unit as important, but only 42% of them thought that appointment
unit was a positively distinguishing factor for their hospital. Similarly,
while 65.2% of the patients found the waiting room important, 45% of
them thought this as an element leading to a positive difference in favor
of their hospital when compared to the other hospitals. 64.2% of the
patients in the university hospitals found accessibility of the management
in the cases of suggestions and complaints as an important characteristic;
however, only 36% of them thought that this was an important posi-
tively distinguishing factor in favor of their hospital. In terms of the
functional directive signs to the units, the ratio of the patients who found
this important was 63.4; 56% of them were in the opinion that it was a
positive differential factor in comparison with the other hospitals. While
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more than half of the patients (60%) found the internal layout of the hos-
pital important, 54% considered this as a positively distinguishing factor.

Consequently, the patients’ ratio of perception regarding the fact that
the top five corporate characteristics of corporate visual identity in the
hospital where they receive the healthcare relatively differ in a positive
way is also rather low, even when the state and university hospitals are
considered separately. The patients in the university hospitals (67%)
found the external appearance of the hospital to be the most important
positive differential factor affecting their preference, and the patients in
the state hospitals (68%) found the logo of the hospital to be the most
important positive differential factor affecting their preference. Con-
cerning the ten of the fifteen corporate visual identity characteristics
identified for these hospitals, the ratio of the patients stating that the fac-
tor found to be a positive differential element when compared to the
other hospitals was less than 50%. However, generally speaking, the ra-
tio of the patients in the university hospitals finding the corporate visual
identity characteristics as positively distinguishing factors is relatively
higher than that of the patients in the state universities.

Before the factor analysis of the items used to measure the patients’
perception concerning the corporate visual identity characteristics,
Kaiser-Meyer-Olkin (KMO) coefficient was calculated. Since KMO
was 0.770, the sample was considered to be adequate and thus the analysis
was performed. As a result, 4 factor groups were identified. The first
factor explains 15.9% of the total variance; the second 12.7%; the third
8.2%, and the fourth 7.7%. The four factors explain the 44.4% of the to-
tal variance.

What follows from the analysis is that physical environment, awareness,
internal convenience and visual symbol are thought to be the components
of the corporate visual identity.

The items including the statements “I can easily access the manage-
ment of the hospital to tell them my suggestions or complaints,” and “I
encounter no problem when using the car park of the hospital” were not
grouped under any factors.

Then, reliability analysis was performed. The analysis was done to
test the internal reliability of the factors. Next, Squared Multiple Corre-
lation and Corrected Item Total Correlation values were examined.
There were no items the Corrected Item Total Correlation value of
which was found to be less than 0.10, nor were there any items the
Squared Multiple Correlation value was found to be less than 0.20. In
reliability analysis, Cronbach-Alpha coefficients were calculated. This
coefficient must be 0.60 or over for an instrument to be reliable. The
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reliability alpha value for the first factor was 0.817, for the second
0.811, for the third 0.621, and for the forth 0.830. These coefficients
show that the factors are consistently reliable and have internal validity.
On the other hand, it was concluded that none of the variables were left
out, for this would not increase reliability.

To measure the patients’ perception concerning the corporate visual
identity characteristics, Cronbach-Alpha values for each item were cal-
culated (0.833) and the items in the scale were found to be reliable enough.

The next step contained t-test to identify whether there were any cor-
relations between the demographic variables and the mean values of
patient’s perceptions of corporate visual identity. As a result, no statisti-
cally significant difference (p > 0,05) was found in terms of gender
(3,01- 2,99, p = 0,46), age (p = 0,309), marital status (p = 0,407), educa-
tion (p = 0,060) variables.

However, in terms of monthly income and the duration of receiving
health services offered by the hospitals, there were groups with less than
two elements for each variable; these were found not to be worthy of
statistical evaluation. Consequently, it was concluded that there were no
statistically significant relationship between demographic variables and
the mean values of patient’s perceptions of corporate visual identity.

The difference between the perception of corporate visual identity of
the patients in state hospitals and that of the patients in university hospitals
was found to be statistically significant (p = 0,000 < 0,05). Accordingly,
the mean values of corporate visual identity perceptions of the patients
in state hospitals (2.89) were lower than that of the patients in university
hospitals (3.09). Similarly, this finding overlaps with the finding
concerning the ratio of the patients who found their hospitals positively
distinguishing form other hospitals. Therefore, the findings obtained
through both scales are parallel.

DISCUSSION AND SUGGESTIONS

In today’s incredibly competitive health sector, it is vital that hospi-
tals develop effective strategies so as to differentiate themselves from
their rivals and to survive. Research suggests that the components of
corporate identity have significance for the hospitals to achieve this
objective.

Hospitals managements should consider the corporate visual identity
characteristics that are found important by the patients and considered
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by the patients as positively distinguishing factors, and thus they should
develop new strategies with this in mind.

As a result of the study, when compared to the service received in
other hospitals, the patients’ level of perception regarding the fact that
the top five corporate characteristics of corporate visual identity in the
hospital where they receive the healthcare relatively differ in a positive
way is rather low. The hospitals where the study was conducted are
thought to be ineffective in terms of developing corporate visual identity.
However, university hospitals are one-step-ahead of the state hospitals,
and it is thought that university hospitals should be improved further
with the interdisciplinary cooperation efforts. In this competitive mar-
ketplace, state universities will have to adjust themselves according to
university hospitals.

It is seen both necessary and useful for the results of this study to be
generalized that the new corporate visual identity scale developed in
this study should be evaluated, and that its validity and reliability should
be improved through prospective studies covering private hospitals
with larger samples.

It would be illuminating for the researcher to develop a corporate
identity instrument, besides the corporate visual identity scale. Conse-
quently, in the light of all this evaluation, it is obvious that new studies
are required, and the results to be obtained are very important in terms
of developing and realizing effective and influential strategies.
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