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Abstract
Health care is one of the important metrics in assessing performance of health care services. Strong brand 

equity demonstrated good link with strong attractiveness for people to utilize a product. In the competitive health 
care sector, the influence of hospital brand image on the attitudes and behavior of patients towards hospitals has 
become an essential problem. Today, brands play an essential part in marketing strategy and are increasingly 
considered as important assets and sources of difference, particularly for service organizations. This is especially 
true for companies that provide a service to their customers. A number of different theoretical frameworks have 
been offered in an effort to get a better understanding of how customers think about and react to brand images. The 
aim of this study is to overview role of brand image and its effect on brand equity in hospitals. The service quality, 
brand image, and brand equity of a hospital may all be significantly improved by focusing on the hospital's brand 
image. As a result, the study suggested that hospital administrators should work toward developing and preserving a 
favourable hospital brand image in order to improve the quality of services provided, as well as patient happiness 
and loyalty. This research also makes a number of recommendations about the development and upkeep of a 
favourable brand image for hospitals.
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Introduction
The efficient delivery of medical services requires a never-ending stream of actions and duties from those 

who offer healthcare, which is a significant challenge. A good number of these activities are associated with 
marketing, and among these, one of the activities that is of the utmost significance is that of branding. Branding 
refers to the process of giving names, logos, slogans, and other elements of identity to organizations and the product 
offerings that they produce in order to convey desired images to target audiences1. The practice essential for 
facilitating product differentiation because it enables audiences to differentiate between institutions and their 
products. All of the aforementioned elements, including jingles used in television advertisements, colour schemes 
used on connected logos, and symbols that symbolize certain healthcare organizations, are all products of branding2. 
As a result of the fact that branding initiatives do, in fact, confer identities on organizations and the goods and 
services they provide, branding is sometimes referred to as identity management.

The process of marketing communications starts out with branding at its most fundamental level. As a 
result, a great deal of caution is required before moving forward with the communications to guarantee that the 
branding issue is handled appropriately and completely3. Because efforts made toward branding serve as the 
foundation of all marketing communications, careless formulation will have a bad influence on upcoming 
advertising and other types of promotion; thus, it is an essential need that brands be assembled in the correct manner. 
The persist exist eternally as a method of ensuring that defined identities continue to have meaning and relevance, 
that is vital owing to the ever-changing nature of the environment and the situations and difficulties that are linked 
with it. Brands truly must change as surroundings develop4.

1Ginter Duncan,(2013),“ Strategic management of health care organizations”. San Francisco: Jossey-Bass.
2 Berkowitz E. (2017), “Essentials of health care marketing. 4th ed. Burlington: Jones and Bartlett.
3Kemp ,Jillapalli, Becerra E. (2014) “Healthcare branding: developing emotionally based consumer brand 
relationships”. Journal of Service Market., Vol.28(2),pp.126–137
4 Thomas RK. (2014), “Marketing health services”. Chicago: Health Administration Press,pp.2-3
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Role of brand image-Theoretical Development
The total impression that is produced in the minds of customers from all of these different sources is known 

as the brand image. The consumer comes to associate the brand with a variety of different things. They construct the 
image of the brand based on these connections. On the basis of the customers' individual, subjective judgments of 
the association’s bundle that are associated with the brand, an image is created about the brand. The concept of 
brand image holds that when a customer purchases a product or service, they are not only buying the product or 
service itself, but also the image that is associated with that product or service. Positive, original, and immediate 
imagery should be used for brands. The character of the product is developed and communicated via the brand in a 
distinct way that is distinct from the image of the product's competitors. In the minds of customers, the brand image 
is comprised of a variety of connections, including advantages, qualities, and attributes.

Customers have both practical and conceptual associations with a brand, and such associations are referred 
to as brand qualities. They might either be very particular or quite general. The reasoning for the buying choice is 
based on the benefits. When it comes to marketing, "brand image" is a concept that is very essential since it may 
have both short-term and long-term repercussions. This is true for both fresh and established names in the 
commercial world. The opinion that customers have of a brand and how they see the complete personality of the 
brand is directly tied to the company's image. Building a reputation requires not just time but also money and work, 
and it does not happen immediately. There is a significant image from the quality of the product and service to the 
effectiveness of the customer service and advertising efforts. The sort of interaction that customers have with a 
product or brand is another factor that contributes to its image.5 The marketing and commercial strategy behind 
some businesses may be the driving force behind their efforts to cultivate a certain sort of image among their target 
demographic of customers. Consumers' emotional and logical perceptions of a certain brand are what constitute its 
brand image. This impression is related with a particular brand. The mental and rational interpretations that 
customershave of a certain brand are what go into the formation of its brand image.

The impression is related with a particular brand. It is difficult to differentiate products or services based 
on their tangible quality characteristics, or even when the offered goods are the same, buyers are more interested in 
the company's mental image or brand of goods or services, brand image plays an important role in business markets. 
This is especially true in situations where it is difficult to differentiate products or services based on their price. A 
distinct response might be seen throughout production. Customers that have a favourable mental framework of a 

5Tiwari and Yaseen (2016). “ A Study of Brand Equity & its components in a Tertiary Care Super Specialty 
Teaching Hospital” IOSR Journal of Business Management, Vol.18(2),pp.15-21
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brand are often more happy with their purchases and loyal to the company. A halo effect may be created on 
customer satisfaction when the image of the organization as a prospective source has an influence on how customers 
evaluate the quality of the service provided. In point of fact, consumers who have a favourable attitude toward a 
particular brand name judge everything in the same manner due to the halo effect that is formed. As a result, a 
favourable picture of the organization is presented with rising levels of loyalty to the service provider6.
Theoretical Framework of Brand Equity

The intrinsic worth that a consumer puts on a product is referred to as brand equity, and it is comprised of 
all that the customer knows, thinks, and feels about the brand. Hellier(2003)7 proclaimed thatthe degree to which a 
brand was seen to have equity impacted customer pleasure. Researchers consider the level of satisfaction 
experienced by customers to be a consequential determinant of brand equity. According to the findings, customer 
happiness is increased for companies that are able to generate significant equity for their customers, while it is 
decreased for companies that are already capturing substantial equity in the marketplace. There is a strong 
correlation between many aspects of brand equity and brand trust.8

Brand equity is highly valuable due to the fact that it enables a brand to increase its prominence in the 
market and its overall income as opposed to that of its main competition. The term "brand equity" refers to a 
complicated metric that considers several other characteristics, such as "brand image," "brand identity," "brand 
awareness," "brand loyalty," and "brand association," among many others. The marketing strategy, efforts, and 
consistency that have been made throughout the years are what generate brand equity. Brand Equity is the 
significance of consumer perception, which may be either good or negative. A rise in brand equity would be the end 
consequence of a positive view. Building a brand requires clear and concise communication with clients about the 
advantages of the product. For the purpose of promoting their products and services, businesses invest enormous 
amounts in advertising.9

The notion of equity was used to test the effect of memory aspects on consumer buying behaviour, while 
the concept of loyalty was used to measure the act of the customer's continued preference. Both of these 
measurements were done in conjunction with each other. There are a few studies that study the link between 
providing clients with acceptable service and continuing to do business with those customers. Ekinic, Dawes, and 

6Aaker, D.A., (1989). “Managing assets and skills: The key to a sustainable competitive advantage. Calif. 
Management  Review.Vol.31(2), pp.91-106
7Hellier., Geursen,,Carr& Rickard (2003). “Customer repurchase intention: a general structural equation model”, 
European,Journal of Marketing, Vol.37 (11/12), pp. 1762-1800.
8Aaker (2004). “Building a brand: The Saturn story”. California Management Review, pp.114-133.
9Berry (2010). “Cultivating service brand equity”,Journal of Marketing Science, Vol. 28(1), pp.128-37.
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Massey (2008)10 investigated the events and circumstances that led up to and impacted the levels of satisfaction that 
consumers had with the hotel sector. The researcher gave the mediator their support in mediating customer 
satisfaction with service quality, self-congruence, and the client's willingness to return to the business. There haven't 
been many research done that look at the function that customer satisfaction plays as a mediator in the relationship 
between brand equity and brand loyalty. There is a significant in the context that has used customer satisfaction as a 
mediator between brand equity dimensions and brand loyalty. Nam et al. (2011)11 investigatedthat Patient 
satisfaction as both a full and partial mediator and established a foundation for the relationship. This is because there 
is a significant in the context that has used customer satisfaction as a mediator between brand equity dimensions and 
brand loyalty. The current work contributes to it by including other components, namely those of the environment 
and trust, and it does so through using.
Influencing factors of brand equity

The idea of brand equity is very subjective and is dependent on the opinion of customers and the market. 
Both qualitative and quantitative research methods may be used in the process of determining a company's brand 
equity. Measurement of Brand Equity is possible using three Key parameters These three crucial parameters are:
1. Consumer Metrics: The evaluation of brands and goods according to criteria such as consumer perception, 
attitude, belief, brand association, and so on is the primary emphasis of this particular measure of brand equity.
2. Financial Metrics: The measurement of brand equity takes into account a variety of financial aspects, including 
revenue, earnings, cost of new acquisition, growth, and market share, amongst others..
3. Strength Metrics: The assessment of brand equity takes into account the power in terms of brand image. All of 
the aforementioned information may be gathered by marketers via the use of consumer research, in which 
consumers are asked to respond to surveys or questionnaires and their opinions are gathered. The nature of 
qualitative feedback may be left up to interpretation, and additional considerations can be assigned weights, both of 
which can be of use in calculating total brand equity. 

The successful brands may provide marketers with a competitive advantage, the idea of brand equity is 
viewed as being of utmost significance in both the practical application of business and the academic study of 

10Ekinic,, Dawes and Massey (2008). “An extended model of the antecedents and consequences of consumer 
satisfaction for hospitality services”. Journal of Marketing, Vol.42(1), pp.35-68
11 Nam, Ekinci and Whyatt(2011). “Brand equity, brand loyalty and customer satisfaction”. Annuals of Tourism 
Research, Vol.38(3), pp.1009-1030
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marketing (Keller, 2001)12. The ability of a company to successfully extend its brand, resistance to the promotional 
efforts of rival companies, and the production of entry hurdles for new rivals are all components of the competitive 
advantage enjoyed by businesses that have highly valued brands (Farquhar, 1989)13. The existing body of research 
implies that brand equity may be evaluated in the service sector using the same metrics that are used to analyze
brand equity in the manufacturing sector. However, due to the fact that there are a variety of distinctions between 
products and services, customers assess the expansion of service brands in a different manner than they do non-
service brand extensions; for this reason, a distinctive conception of service brand equity is necessary. In addition, a 
brand is related with a company in the service sector, as opposed to the manufacturing sector, where it is tied with a 
product; hence, the idea of a service brand has to be reexamined as a result of this difference. 

In addition, the increased role that customers play in the service process, together with the increased level 
of competition among service providers, further contributes to the need that alternative methods be used to 
investigate service brand equity. Nevertheless, despite the fact that it plays an important role in the service industry, 
the notion is not examined very deeply in the service marketing methods. Although studies developed a research 
framework of product brand equity, additional insight is required to better understand and develop brand equity in 
the services sector because it has been given less due consideration. This is the case despite the fact that studies 
developed a research framework of product brand equity. Among the research that have been done on the equity of 
healthcare brands.

Hailemariam (2014)14 examined that patients' benefits and doctors' independence are significant factors 
contributing to brand loyalty.The researcher made an attempt to investigate the many components of brand equity in 
the healthcare industry that have the potential to contribute to the growth of service brand equity. It focuses largely 
on assessing the perceived service quality, brand loyalty, and brand image, which are the three most important 
aspects of service brand equity, and it determines the correlations between those aspects and service brand equity in 
the healthcare industry.
Branding in the Services Industry 

Turley and Moore (1995)15indicated that service industries are playing a more and more key role in the 
overall economy. Interest in the measurement of service quality is thus justifiably high and the delivery of higher 
levels of service quality is the strategy that is increasingly being offered as a key to service providers‟ efforts to 
position themselves more successfully in the marketplace. However, the problem inherent in the realization of such 
a strategy is related to service quality, which is an elusive and abstract construct that is problematical to identify and 
evaluate. This means the service quality has be-come an increasingly important factor for success and survival in the 
service sector. It is often suggested that marketing in the service sector is somewhat challenging due to the unique 
characteristics of the service and the domination of experience and credibility of qualities. Actually, due to the 
natural service characteristics (i.e., tangibility, inseparability, heterogeneity and perishability), it has been argued 
that the concept of branding is more imperative to services than to physical goods. As a result, the brand has been 
increasingly being aware of as an important determinant of consumer preference in the service sector.16

He and Li (2011)17found that two primary elements that have an effect on service brand equity in the high-
tech sector. These are the primary components that contribute to service brand equity. The findings of earlier 
researches stated that the quality of the service provided (the overall quality of the service) is a key consideration. 
Which they describe as the consumer's thoughts and expectations about a service after it has been done for them. 
However, in order to set themselves apart from previous researches, they assert that perceived value is the other 
element that influences service brand equity. They refer to this element as the value gap between the advantages that 
are really obtained and those that are perceived by the consumer. The manner in which they evaluate the results of 
the service once it has been carried out.
Brand equity in hospitals

12Keller  & Lehmann (2001). “The brand value chain: Linking strategic and financial performance. Hanover, NH: 
Dartmouth College, Tuck School of Business, pp.2-4
13Farquhar (1989), ``Managing brand equity'', Marketing Research, Vol. 1 pp. 24-33.
14Hailemariam, S. (2014). “Determinants of Internal Audit Effectiveness in the Public Sector, Case Study in 
Selected Ethiopian Public Sector Offices”. Doctoral Dissertation, Jimma University,
15Turley and Moore (1995), “Brand Name Strategies in the Service Sector”. Journal of Consumer Marketing, 
Vol.12, pp.42-50.
16Kotler and Armstrong (2004), “Principles of marketing, Upper Saddle River”, Pearson Prentice Hall.
17He and Li, (2011), “Key service drivers for high-tech service brand equity: perceived value” Journal Of 
Marketing Management, Vol.27, 1/2, pp. 77-99
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A qualitative measurement of a brand's favourable reputation or goodwill in the eyes of customers when 
evaluating the brand as an autonomous entity is referred to as brand equity. The monetary and non-monetary value 
of a brand is referred to as its brand equity. There is a direct correlation between the amount of equity a brand has 
with its clientele and the amount of premium it is able to charge for its product or service. Brand equity may be 
thought of as a form of power that the brand has over its rivals or the generic brands, and it is something that is 
generated over the course of time.

As a result of the fact that the majority of people will, at some point in their life, be in need of medical 
treatment, the healthcare business is one that is booming all over the world. Because of the quality of these medical 
service offerings, the facility is able to maintain its business, which is particularly helpful in creating a respectable 
corporate image or brand value. Understanding the internal and external environments has always been a priority for 
private healthcare institutions, in particular those who are worried about the intense commercial rivalry. It is 
generally helpful for organisational development to be aware of the practices followed by other companies operating 
in the same industry18. The unique selling proposition, also known as a competitive advantage, is what differentiates 
one company from another. Possessing this competitive advantage and being aware of the ways in which it can 
benefit a company typically results in increased profits and a larger share of the target market for the 
organization.Private hospitals, on the other hand, focus more on developing a greater brand value and perception in 
the eyes of customers than they do on recruiting and retaining well-known doctors and specialists in order to 
maximise their profits.

The same importance that was historically placed on product brand equity also applies to that of service 
brands. According to the findings of several studies, many of the antecedents or used in the product sector, to assess 
brand equity in the service sector. The researcher indicated that number of variations that exist between services and 
products, customers judge the expansion of service brands differently than they do non-service brands; as a result, 
unique conceptualization is necessary for service brand equity. In addition, in the service sector, a brand is 
connected with a "business," but in the manufacturing sector, it is associated with a "factory.

Brand Equity in Hospital Marketing
It is anticipated that the country's healthcare business, which includes hospital and associated industries, 

would expand at a rate of 23 percent on an annual basis. Marketers in the health care industry confront a distinct set 
of obstacles everywhere in the globe, in part because of the important role that the industry plays in advancing 
public welfare. Marketing a hospital in India is especially difficult due to the fact that delivering good customer 
service is essential to establishing and sustaining fruitful business connections. The success of any commercial or 

18 Agarwal (2015)“Customer sense: how the five senses influence buying behavior “Journal of Consumer
Marketing., Vol.32(4),pp.307–308.
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service enterprise depends on the provision of information that is both precise and up to date, as well as expertly 
presented. Patients consider factors such as responsiveness and connection while making decisions. As a direct 
consequence of this, Indian hospitals place a significant emphasis on customer relationship management. (Keller 
1998) defined a brand as "a collection of mental associations maintained by the customer that contribute to the 
perceived value of the product or service." These associations, which should be distinctive, significant, and positive, 
add to the perceived value of the product or service. Creating recognizable brands should be a priority for every 
institution. Trust, customer happiness, relationship commitment, brand loyalty, and brand awareness are the five 
elements that this research identified as having an impact on the formation of brand equity via the development of 
successful customer relationships. An empirical evaluation of the links among these characteristics reveals that 
hospitals may be effective in building image and good brand equity if they are able to manage their interactions with 
customers in a successful manner19.

Since the 1990s, when it was first brought up, "brand equity" has been recognized as one of the most 
important issues for marketing management, and its idea as well as its assessment have been of interest to academics 
and industry professionals for over a decade. In recent years, there has been a significant increase in focus placed on 
customer-based brand equity. The idea of brand equity is often regarded as among the most significant in both the 
real world of business and the world of academic study. This is due to the fact that prosperous brands may provide 
their respective marketers with a competitive edge. In most cases, the operationalization of customer-based brand 
equity may be broken down into two categories: consumer perception and consumer behaviour. The phenomena in 
which different people react in various ways to the same stimuli while being subjected to the same conditions may 
be partially explained by perception. Management of one's relationships with one's customers, which is of 
paramount importance in any kind of enterprise, is not any less important for medical services. By offering statistics 
that are embedded into the sales force automation and marketing tools, CRM enables businesses to more effectively 
target doctors and optimize the effectiveness of their sales efforts. This enables businesses to adjust more swiftly to 
changing market circumstances. Hospitals are the most essential components of any system that provides medical 
treatment to patients. 

A significant contribution is made by a hospital toward preserving and repairing the general population's 
health. In order to be in compliance with federal requirements, CRM must keep historical views of alignments and 
territories. The tool provides assistance for cross-functional activities such as client targeting, sample management, 
territory and objective management, which may assist in the unification of sales efforts20. The application can be 
used both online and offline, and it enables sales representatives to easily create target lists to plan routes and calls, 
add appointments to their calendars, invite medical education event attendees, and do a lot more, all of which 
contributes to an increase in the sales representatives' overall effectiveness.
Conclusion

Practitioners and managers in the healthcare industry increasingly find themselves in clinical circumstances 
that need them to make snap judgments based on a multitude of diagnostic test findings, drugs, and previous 
treatment responses.Given the significance of brand management and the ability to get value from associations with 
brands, firms that provide health services are obligated to pay careful attention to branding activities. Traditional 
methods, when carried out correctly, produce excellent results; however, additional value can be obtained by 
focusing on non-traditional brand elements, which provide one-of-a-kind opportunities to differentiate specific 
establishments from their rivals, thereby facilitating institutional viability and vitality.
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