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Globalization and Perceived Service Quality of Patients in Health Care Services
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ABSTRACT

Globalization provides numerous advantages to business and consumers around the world;
hence, has leaded to higher competition in all businesses including the health care services. The
main purposes of this study was to examine the relationship among perceived service quality and
patient satisfaction and loyalty in a private and reputable health care center that rewarded as the
World Class Hospital Accredited by the Joint Commission International (JCI). Survey data were
obtained from 303 sampling units of patients on their day of discharge and analyzed using
correlation, and regression analysis. Results revealed that the respondents perceived high level of
quality of services provided by the health care center. Furthermore, they were highly satisfied and
showed loyalty to the service provider at a high level. Statistically tests indicated that there were
positive relationship between perceived service quality, patient’s satisfaction and loyalty. Regression
analysis, moreover, revealed that service quality of responsiveness enhanced the level of satisfaction

while tangibility, assurance, and empathy created the loyalty to the customers.
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Table 1 Means, standard deviations, and rating of patients’ perceived service quality

. . . . Standard Level of
Dimensions of service quality Means . .
deviations perceptions
1. Tangibles 4.14 0.56 High
2. Reliability 419 0.54 High
3. Responsiveness 4.05 0.59 High
4. Assurance 4.23 0.57 Very high
5. Empathy 4.24 0.49 Very high
Overall 417 0.43 High
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Table 2 Means, standard deviations, and rating of patients’ satisfaction and loyalty

Standard
Satisfaction/Loyalty Means Rating
deviations
1. Satisfaction — Compare performance and Highly
i i 4.09 0.69
expe'ctanons, Compare performance and ideal satisfied
service, efc.
2. Loyalty — Likelihood of using same hospital,
Likelihood of recommending this hospital, etc. 417 0.58 Highly loyal
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Table 3 Pearson’s correlation of service quality with patient satisfaction and loyalty

No. Variables 1 2 3 4 5 6 7 8
1 Service quality — Tangibles 1

2 Service quality — Reliability 707 1

3 Service quality — Responsiveness 4607 445 1

4 Service quality — Assurance 542" 580 420 1

5  Service quality — Empathy 6200 .605 410 .604 1

6  Overall service quality 842" 837 698 767 .825 1

7 Patients’ satisfaction 305 257 276 293 314 364 1

8  Patients’ loyalty 4327 4157 291 409 436 498 684 1

** Correlation is statistically significant at the 0.01 level
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