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ABSTRACT

This study sought to investigate the impact of corporate brand identity on product perceptions within the 

healthcare institutions in Nairobi.

The study was to investigate whether the hospitals actually use the brand identity principles in creating 

awareness amongst the population and whether through this there is loyalty and perceived recognition of 

services created amongst the different classes of people. To achieve this, objectives were formulated and 

tested. Primary data was collected from 35 respondents who filled the questionnaire mainly drawn from 

the 5 hospitals of study.

Analysis of the data showed that some of hospitals actually embrace and practice brand creation and 

sustenance through :

1. Hospital “Personality” image perception

2. Staff ‘organization wide’ image communication

3. Hospital symbolic image.

Some respondents chose hospitals as self- expressive communicators for enabling people to convey 

messages about themselves.

Hospitals should have marketing departments whose responsibilities would be to create brand 

identity and ensure that the organization is identified with the brand from top to bottom throughout 

the organization structure so that to an outsider who has visited the hospital what is seen is a brand 

having clearly distinguishable characteristics in the employees communicating what they are.
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CHAPTER ONE

INTRODUCTION

1.1 Background of study
A p e r s o n ’s i dent i ty  serves  to p rov ide  d i r ec t i on ,  purpose  and 

meaning  for that  person.  A brand i den t i ty  s imi l ar ly  prov ides  

d i rec t ion ,  purpose ,  and meaning  for the brand.  It is cent ra l  to a 

b r a n d ’s s t ra tegic  v i s ion.  The hea l thcar e  indus t ry  is such that  the 

ava i lab l e  i ns t i t u t ions  are cur r en t ly  agg res s ive ly  compe t ing  for the 

exi s t ing  small  market .  This  now forces  the i ns t i t u t ions  to zero in on 

the needs of  the pa t i en t s  wi th the view to appease  would be pa t ien t s  

to cons ider  these i n s t i t u t i ons  when the need ar ises .  Marke t ing  

concepts  are h ighly  p r ac t i ced  in Kenya  t oday and many hea l thca r e  

i ns t i t u t ions  have engaged marke t i ng  s t r a t eg is t s  wi th a view to 

generat ing  some form o f  i ns t i t u t iona l  brand ident i ty .  Our aim in this 

s tudy is to keenly  have  a c r i t i ca l  look at whe ther  the brand i dent i ty  

images  created i n f luence  the consumer s /pa t i en t s  as to which 

i ns t i t u t ions  to go to for  service  de l ivery .  Pr ev ious ly  we had 

compet i t ion  among hosp i t a l s  but  o f  recent  we are see ing new 

ent rants  in the form o f  Heal th  Management  Organi za t i ons  and 

Doctors  forming s t ra teg ic  a l l i ances  in t erms o f  o f fe r i ng  d i f fe ren t  

services  by d i f ferent  Spec ia l i s t s  at Day Care  Cen t e r s ( egUpper  Hil l  

Medical  Centre)  thus showing  how compe t i t ion  has become complex.

The s tudy wil l  thus t ry to prov ide  subs tant ia l  ins ight  into whe ther  

the i ns t i t u t ions  in t ry ing  to create  cus tomer  l oyal ty  are c rea t ing  an 

ident i ty  that  consumer s /pa t i en t s  are able to perce ive  them for in 

order  to i ncrease  the i r  compe t i t ive  edge.
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1.2Statem ent of the problem
Branding gives p roduc t s  an i den t i ty  (Kapfe l l e r  2000)  and many 

f i rms use br anding  for compe t i t ive  advan t age  (Mbau 2000)  The idea 

of  a service  is d i f f icu l t  for the cus tomer  to conceptua l i ze  and thus 

p romot ion  is d i f f i cu l t  and the cus tomer  perce ives  r i sks . I n  a high 

contac t  sys tem a cus tomer  can grea t ly  i nf luence  the serv ice  as he is 

i nvolved in the p rocess  and this cha rac t e r i s t i c  can be used to 

cus tomize  the service  and r espond  more  p r ec i s e ly  to cus tomer  needs 

(i .e.  provide  a service  su i tab le  for the cus tomer ' s  needs)  t hereby 

enabl ing  ease for the cus tomer  to re l a te  to the f i rm.  (Chase,

1 978,Kot le r ,  1991,Buss ,  1993) This  di rec t  cus tomer  contac t  wi th  the 

service  process  means that  cus tomer  s a t i s fac t i on  is l inked both  to 

the outcome of  the service  and the p rocess  by which  it is p roduced 

and de l ivered,  (de Bren tan i ,  1990) A number  o f  res ea rches  have 

been done loca l ly  in branding .  Kwena  (2002)  did a s tudy on the 

impact  o f  b rand ing  on consumer  choice  wi thin  domes t i c  sugar  

brands  and showed ove rwhe lming  r esul t s  where  b r and ing  ac tua l ly  

i nf luence  choice  o f  brands .  Her r es ea rch  was mainly  focused on 

brand equi ty  assets  and branding .

The r esearch  conc lus ion  o f  Chaudhary  (1993)  showed that  the 

a i r l ine  cus tomers  have  an i nd i f f e r en t  a t t i tude  for the p romot ion  

techniques  used by the a i r l ines  and ne i t he r  do cus tomer s  pay much 

a t t en t ion  to these t e c hn iques .Cus t omer s  are not  i n f luenced by the 

pr omot ion  t echniques  in the i r  dec i s i on  making  process  and they may 

not be be l i ev ing  the c l a ims /messages  the a i r l ines  hope to get  across .  

Hongo (2001)  s tudied an empi r ica l  i nves t i ga t i on  into the p r ac t ice  of  

brand extens ions .  The f i nd ings  showed brand extens ions  s t ra teg ies  

to be wide ly  pr ac t iced  by many FMCG f i rms in Kenya.  Mbau (2000)  

s tudied crea t ion and appl i ca t ion  o f  brand equi ty  in the 

manu fac tur ing  indus t ry .  Mburu (2001)  i nves t i ga t ed  the impact  of  

pe rce ived  qua l i ty  on choice  o f  soft  dr inks  brands .  He found that  

some f i rms pursue  qua l i ty  a long l ines that  consumer s  do not  find 

impor tant .

2



So far research  car r ied  out  have focused main ly  on brand and its 

var iables  (e.g.  brand ex t ens ions ,  brand equi ty)  and on perce ived  

qual i ty  mu tua l ly  exc lus ive  o f  each other .  The s tudies  except  one are 

based on tangibl e  i tems .No study has thus been done where  there  is 

a l ink be tween brand i den t i ty  and p roduc t  pe rcep t ions .  It is wi th 

this in mind that  the r es ea r cher  in tends  to s tudy on the impor tance  

of  brand i dent i ty  among the se lec ted  hea l thcar e  i ns t i tu t ions  in 

Nai robi  - a se rvices  i ndus t ry  and whe ther  this  i n f luences  c o n s u m e r ’s 

pe rcep t ions  on these  brands  be ing  created.

1.3 O bjectives of the study

The obj ec t i ves  o f  the s tudy are: -

1. To de te rmine  whe ther  in the cus tomers  per spec t i ve  the brand 

i den t i ty  es t ab l ishes  a r e l a t i onsh ip  be tween the brand and the 

cus tomer .

2. To find out  whe ther  pa t i en t s  who i den t i fy  wi th a brand di f fer  

in the i r  pe rcep t ion  o f  a p roduc t  f rom those  who do not.

3. To i dent i fy  fac tors  impor tan t  in i n f luenc ing  the format ion  of  

brand ident i ty .

4. To f ind out whe ther  pa t i en t  brand i den t i ty  and product  

percep t ions  depend on pa t ien t  char ac te r i s t i cs .

3



CHAPTER TWO

LITERATURE REVIEW

2.1 Concepts of a brand

A brand is the face o f  a bus ine ss  s t ra tegy.  -  Scot t  Ga l l oway ,P rophe t  

Brand St ra tegy.  You cannot  win the hear t s  o f  cus tomer s  unless  you 

have a hear t  you r se l f  -  Cha r lo t te  Bears ,  J. Wal te r  Thompson  Aaker  

and Joach ims tha l e r  (2000)  argues  that  a success fu l  brand is an 

i den t i f i ab le  product ,  service ,  person or p lace  augmented  in such a 

way that  the buyer  or user  pe rce ives  r e l evan t  unique  added values  

which match  thei r  needs  most  c losely .  Fur the rmore ,  i t ’s success  

resul t s  f rom being able to sus ta in  these  added values  in the face o f  

compet i t ionBrand  i den t i ty  is a un ique  set  o f  brand a ssoc ia t ions  that  

the brand s t ra tegi s t  aspi res  to create  or maint a in .  These  a ssoc ia t ions  

r epresent  what  the brand s tands  for and imply a p romise  to 

cus tomers  f rom the o rgan i za t i on  members .

What  do brands  do?

If  we ask what  brands  do for cus tomer s  and consumers ,  one answer  

(adopted from Randal l ,  1993) is that  they per form f ive main 

func t i ons : Iden t i ty :  the brand must  i den t i fy  i t s e l f  c lear ly  and 

unambiguous ly ;  so name,  legal  p ro t ec t i on  and des ign e lement s  are 

impor tant .  Shor thand summary:  the i den t i ty  should act  as a

summary of  all the i nfo rma t ion  the consumer  holds  about  the brand.  

Memory seems to work by s t or i ng  packe t s  o f  i nfo rma t ion  in 

ne tworks ,  and the brand should p rov ide  access  to this ne twork,  

t r igger ing  a ssoc i a t ions .  Secur i ty:  buy ing  a f ami l ia r  brand should 

guarantee  to p rovide  the benef i t s  expec ted.  Di f f er en t i a t i on :  the 

brand must  c lear ly  d i f f e r en t i a t e  i t s e l f  f rom i t ’s compe t i to r s ,  show 

buyers  how it is unique .  Added value:  the brand must  of fer  more 

than the gener ic  product .  All  great  b r ands  give you these  benef i t s .
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Brand i dent i ty  as noted by Aaker  (1996)  should help e s t ab l ish  a 

r e l a t i onsh ip  be tween the brand and the cus tomer  by genera t ing  a 

value p ropos i t ion  i nvo lv ing  func t iona l ,  emot ional  and self-  

express ive  benef i t s .  To help ensure  that  the brand i dent i ty  has 

texture  and depth,  a f i rm should cons ider  its brand as:- 

1. A product  2. An o rgan i za t i on  3. A person 4. A symbol

The pe rspec t ive s  are very d i f ferent .  Thei r  goal  is to help the 

s t ra teg i s t  cons ider  d i f f er en t  brand e lement s  and pa t t erns  that  can 

help c lar i fy ,  enr ich and d i f f e r en t i a t e  an ident i ty .  Not  every brand 

i dent i ty  needs to employ  all or even severa l  o f  the pe rspec t ive s .  

For some brands ,  only one wil l  be viable  and appropr ia te .  Each

brand should ,  however ,  cons ider  all  o f  the pe rspec t i ve s  and use
/

those  that  are he lpfu l  in a r t icu l a t i ng  what  the brand should s tand for 

in the cus tomers  mind.

2.2 Brand A ssociations
The Brand As A Product 

Product  re la ted a ssoc ia t ions

A brand as noted by Murphy (1990)  is a complex  thing.  Not  only is 

it the actual  product ,  but  it is also the unique  proper ty  o f  a speci f i c  

owner  and has been deve loped  over  t ime so as to embrace  a set of  

va lues  and a t t r ibu t es  (both t ang ibl e  and i n tang ib l e )  which 

meaning fu l l y  and app rop r i a te ly  d i f f e r en t i a te  p roduct s  which  are 

o therwise  very s imi lar .  Produc t - r e l a t ed  a ssoc ia t ions  are an 

impor tant  part  o f  a brand i den t i ty  because  they are d i rec t l y  l inked to 

brand choice  deci s ions  and the use exper ience .

The Product  Scope:  Assoc ia t ions  with Product  Class 

A core e lement  o f  a b r a n d ’s i dent i ty  argues  Aaker  (1996) ,  is usua l ly  

its product  thrust ,  which wil l  affect  the type of  a ssoc ia t ions  that  are 

des i rable  and feas ible .
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With what  product  or p roduct s  is the brand assoc i a t ed?  For Visa it 

is credi t  cards,  for Compaq it is computer s .  A s t rong l ink to 

product  class means that  the brand wil l  be r eca l led  when the product  

class is cued.  A dominant  brand (such as Band -  Aid in adhes ive  

bandages ,  E thicon in endo- surgery ,  De -  Puy in Hip/Knee  

rep l acement s ,  k l eenex in t i s sues)  wil l  of ten be the only brand 

recal led.  The goal  o f  l inking  a brand wi th a product  c lass  is not  to 

gain recal l  o f  a product  class when the brand in ment ioned .  Having 

people  r espond “ rental  c a r s ” when Her tz  is men t i oned  is not  near ly  

as impor tan t  as having  Her tz  men t i oned  when rental  car is needed.  

Thus A & W; the venerab l e  root  beer  brand,  extended succe ss fu l l y  

to cream soda wi thout  damaging  the abi l i ty  o f  A & W to be recal led  

when root  beer  was the cue,  and Honda  is a name that  comes to mind 

when e i ther  motorcyc l es  or au tomobi le s  are ment ioned.

Product -  Related Attributes

Product  re la ted a t t r ibu t es  are what  de te rmine  the na ture  and level  o f  

product  pe rformance  s sort  by consumer s .  They can fur ther  be 

d i s t ingui shed  accord ing  to essent ia l  i ng red i en t s  and opt iona l  

fea tures ,  e i ther  necessa ry  for a product  to work,  or a l l owing  for 

cus tomiza t i on  and more versa t i l e ,  pe r sona l i zed  usage.  They vary by 

product  or service  ca t egory . (Kel ler ,  1998).  At t r ibu t es  d i rec t ly  

rela ted to the purchase  or use o f  a p roduc t  as noted by Aaker  (1996)  

can provide  funct ional  benef i t s  some t imes  emot iona l  benef i t s  for 

cus tomers .A product  r e la ted  a t t r ibu t e  can create  a va lue  p ropos i t ion  

by of fer ing  someth ing  ext ra  ( l ike fea tures  or se rv ices)  or by 

of fer ing someth ing  bet ter .  Brands  that  of fer  some th ing  be t ter  

include the 7- Eleven chain,  which of fers  more  conven ience  than 

grocery s tores;  Vi rgin  Ai r l ines  which of fers  free l imous ine  service  

with a bus iness  class t icket .
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Quality / Value

In terms of  qua l i ta t ive  cons ide ra t i ons ,  in genera l ,  argues  Kel le r  

(1998)  the more a t t en t ion  that  is p l aced  on the meaning  of  

i n f ormat ion  dur ing encoding,  the s t r onger  the resu l t i ng  a ssoc ia t ions  

in memory wil l  be. This ,  when a consumer  ac t ive ly  thinks  about  and 

“ e l ab o ra t e s” on the s i gn i f ic ance  o f  p roduc t  or service  i n forma t ion ,  

s t ronger  a ssoc ia t ions  are c reated in memory.  Anothe r  key 

de t erminant  o f  the s t rength  of  a newly formed a ssoc ia t ion  wil l  be 

the content ,  o rgan i za t ion ,  and s t r eng th  o f  ex i s t i ng  brand 

a ssoc i a t ions  in memory.  One reason why personal  exper iences  create  

such s t rong brand a ssoc ia t ions  is that  i n fo rmat ion  about  the product  

is l ikely to be r e la ted  to exi s t i ng  knowledge  due to its s e l f ­

re levance .

The qua l i ty  e lement  a ccord ing  to Aaker  (1996)  is one p roduc t  -  

re la ted a t t r ibute  impor tan t  enough to cons ider  separa te ly .  Is the 

brand a Mercedes ,  a Buick or a Ford.  For  each compe t i t ive  arena,  

pe rce ived  qua l i ty  p rov ides  e i ther  the pr ice  o f  admi ss ion  (you need 

to de l iver  a min imum level  o f  qua l i ty  to surv ive)  or the l indpin of  

compet i t ion  (the brand wi th the h i ghes t  qua l i ty  wins) .  Many brands  

use qua l i ty  as a core i den t i ty  e lement .  S t arbucks  brand i den t i ty  is 

based in large part  on its r epu t a t i on  for p rov id ing  the f ines t  coffee  

in the wor ld with i n tegr i t y  and cons i s t ency .  Value  is c lose ly re la ted 

to qual i ty;  it enr iches  the concept  by adding  the pr ice  d imens ion .  

Rubbermaid  for example ,  s t r ives  to p rov ide  va lue  by of fer ing  the 

h ighes t  -  qua l i ty  p roduct s  at r ea sonabl e  pr ices .

Assoc ia t ions  with use occas ion

Kel ler  (1998)  argues that  assoc ia t ions  o f  a typica l  usage  s i tua t ion  

may be based on the t ime of  day,  week,  or year .Some  brands  noted 

Aaker (1996)  succe ss fu l l y  a t t empt  to own a pa r t i cu l a r  use or 

appl ica t ion ,  forcing compe t i to rs  to work  around this rea l i ty .  

Chlorox bleach  has become  s t rongly  assoc i a t ed  with the whi ten ing  

of  c lo thing,  even t hough b l each  can be used for c lean ing  and

d is i nf ec t i ng  a wide var i e ty  o f  things .
7



Starbucks  coffee  houses  p rov ide  a f ami l i a r ,  yet  upscale  place to 

relax s taf fed by f r i endly  employees

Associ a t ion  wi th Users .

User  and usage imagery a t t r ibu t es  can be formed d i r ec t l y  f rom a 

c on su m er ’s own exper iences  and contac t  wi th brand users  or 

i nd i r ec t ly  t hrough the depi c t ion  of  the t arge t  marke t  and usage 

s i tua t ion  as communica ted  in brand adver t i s ing  or by some other  

source o f  i n forma t ion  (e.g. ,  wo rd-o f -mou th )  Kel le r  (1998) .  Another  

tack according  to Aaker  (1996)  is to pos i t i on  a brand by a type  of  

user .  Eddie  Bauer ,  for example ,  of fers  con t empora ry  fash ions  for 

the person with an ou tdoor  l i fes t yl e .  Weight  wa t chers  are 

assoc i a t ed  with those  who are i n t e r es ted  in weight  cont ro l  and 

nut r i t ion .  A st rong user  type pos i t ion  can imply a value p ropos i t ion  

and a brand personal i ty .

Link to a Count ry  or Region

One more s t ra tegic  opt ion accord ing  to Aaker  (1996)  is to assoc ia te  

o n e ’s brand wi th a count ry  or r eg ion  that  wi l l  add c red ib i l i ty  to it. 

For example  Me rc e d es ’ as German,  S to l i chnaya  Vodka  as Russ ian,  

Champagne  means France ,  Swatch wat ches  as Swiss .  In each case,  

the* b r a n d ’s a ssoc ia t ion  wi th a count ry  or reg ion  impl ies  that  the 

brand wil l  provide  h igher  qua l i ty ,  because  that  count ry  or region 

has a he r i tage  of  making  the best  wi th in  that  p roduc t  class.

The Brand As Organi za t i on

This perspec t i ve  focuses  on a t t r ibu t es  o f  the o rgan i za t i on  ra ther  

than those of  the p roduc t  or se rv ice  argues  Aaker  (1996) .  The 

people ,  cul ture,  va lues  and programs  o f  the company create  such 

o rgani za t iona l  a t t r ibu t es  as i nnova t i on ,  a dr ive  for qua l i ty ,  and 

concern for the env i ronment .  Organ iza t i ona l  a t t r ibu t es  are more 

endur ing  and more r es i s t an t  to compe t i t ive  c la ims than are product  

a t t r ibutes .  Organi za t i onal  a t t r ibu t es  can con t r ibu te  to a value 

p ropos i t ion .The  end benef i t  o f  the brand is to p rovide  a value

propos i t ion  or cus tomer  r e la t i onsh ip  based  on the o rgan i za t i on
8



a s soc i a t i ons .Cred ib i l i t y  to o ther  brands  prov ides  a vehic le  to c lar i fy  

and c rys ta l l i ze  the o rgan i za t i ona l  cu l t ure  and va lues  i ns ide  the 

o rgani za t ion .  Organ i za t i onal  a t t r ibu t es  can con t r ibu te  to a value 

propos i t ion .  Assoc i a t ions  such as cus tomer  focus,  env i ronmenta l  

concern,  t echno log ica l  commi tment  or a local  o r i en t a t i on  can 

involve  emot iona l  and s e l f -expres s ive  benef i t s  based on admi ra t ion ,  

respect ,  or s imple  l iking.  They can also provide  c red ib i l i ty  for the 

product  c la ims of  sub br ands  j us t  as the Post  -  it p roduc t  f rom 3M 

were undoubt ed ly  he lped  by the 3M repu t a t i on  for innova t ion

King (1990)  obse rv ed : “The company  brand wil l  become the main 

d i s c r im in a to r . ” That  is c o n s u m e r s ’ choice  o f  what  they buy will  

depend less upon an eva lua t i on  o f  the func t iona l  benef i t s  to them of  

a product  or service ,  r a t her  more on the i r  a ssessment  o f  the people  

in the company behind  it, thei r  ski l l s ,  a t t i tudes ,  behavior ,  des ign,  

style,  l anguage,  greeni sm,  a l t ru i sm,  modes  o f  communica t i on ,  speed 

of  response  and on the whole  company  cul ture ,  in fact .  In essence ,  

brand bui ld ing  in the 1990s and beyond  wi l l  be a lot  c loser  to the 

marke t i ng  o f  services  than to the brand bu i ld ing  o f  the c lass ic  

brands .

Many brands  accord ing  to Randal l  (2000)  are company brands  that  

are; the name o f  the company  i den t i f i e s  the brand.  It was s t r ik ing 

that  when the Economis t  surveyed people  in Japan,  the Uni ted  States 

and Europe,  asking about  f ami l i a r i t y  wi th and es teem for brands ,  the 

list  o f  wor ld brands  was;  1. Coca Cola  2. IBM 3. Sony 4. Por sche  5. 

McDonalds  6. Disney 7. Honda  8. Toyota  9. Seiko 10. BMW 11. 

V.W 12. Mercedes  Benz 13. Kodak 14. Nescafe  15. Amer i can  

Express .  All these  are company brands .
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Company Image Percept ion

Loudon and Del laBi t ta  (1979)  argue that  company image can 

s t rongly  inf luence  c o n su m e r s ’ behav ior  toward  the i r  en te rpr is e  and 

its product s .  A co m p a n y ’s image is the pe rcep t i ons  consumer s  have 

o f  its char ac te r i s t i c  as a resul t  o f  the i r  exper iences  wi th it and thei r  

knowledge  and be l i e f  about  i t . C o n s u m e r s ’ pa t ronage  o f  a pa r t i cu l a r  

retai l  s tore is also s i gn i f i c an t l y  i n f luenced by thei r  pe rcep t i on  o f  its 

image or “pe r so n a l i t y ” Store image may be def ined  as “the way in 

which the s tore is def ined in the shoppers  mind,  par t ly  by its 

funct ional  qua l i t i e s  and par t ly  an aura o f  p sycho log i ca l  a t t r ibutes .

Publ ic  Rela t ions

Aaker  and Biel  (1993)  noted that  a f i r m ’s publ ic  re l a t i ons  wi th its 

publ ic  could also con tr ibute  to image.  Tylenol ,  in the long run,  won 

respec t  for i t ’s proac t ive  hand l ing  of  package  t amper ing .  The brand 

added to its image of  in tegr i ty .  In cont ras t ,  Per r ier  damaged  its 

c red ibi l i ty  by vac i l l a t i ng  over  expl ana t i ons  about  how t races  o f  

benzene  had got ten  into the product .  A T & T ’s effor t s  to face a t ak e ­

over  o f  NCR paints  a more  pr eda tory  p i c tur e  o f  the company than 

the view most  consumer s  p r ev ious ly  held.

Staf f

For se rv ice -o r ien t ed  bus ine sse s ,  the f i r m ’s employees  are 

s igni f icant  channels  o f  image communica t i on .  Berry,  Benne t t , and  

Brown (1988)  noted that  the job of  the ch i e f  marke t i ng  person  in a 

company marke t i ng  things  is to purchase  and organi ze  out s ide  

service  bus iness  has the pr imary task o f  ge t t ing  everybody  in the 

firm to do marke t ing .  One consequence  is that  corpora t e  cu l t ure  can 

indi rec t ly  play an impor tan t  role in image development .  The Avis 

“we try ha rd e r ” theme exempl i f i es  a f i rm that  t r ied to i nvolve  

employees  to impact  pe rcep t i on  of  Avis.
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Brand As A Symbol

That  Brands  have symbol ic  meaning  was known to academic i ans  and 

p rac t i t i oner s  over  40 years  ago.  Qui te  of ten,  this  symbol ic  meaning  

was refer red  to as the brand image ( S e n g u p t a , 2 0 0 1). Duesenber ry ,  

(1949) ,  whi le  d i scuss ing  the theory o f  consumer  behav iour  put  

forward the concept  o f  that  consumpt ion ,  as “ symbol ic  b e h a v i o u r ” 

may be more impor tan t  to the i nd iv idua l  than the func t iona l  benef i t s  

p rov ided  by the brand,  a r emarkably  as tu te  and pe rcep t ive  view 

from an economis t .  Gardner  and Levy (1955) ,  wr i t ing  in the Harvard 

Bus iness  Review,  c lear ly  b rought  out  the “ social  and psycho log ica l  

na ture  o f  p r odu c t s ” and said that  adve r t i s ing  for a brand should  be 

cons idered  in terms of  i ts “ symbol ic  and i nd i r ec t  meanings  “ as wel l  

as i ts l i t era l  commun ica t i on .The  brand name is a complex  symbol  

that  r epr esen t s  a va r i e ty  o f  ideas  and a t t r ibut es .  Addre s s ing  a 

confe rence  o f  the Amer i can  Marke t ing  Assoc ia t ion ,  Levy(1959)  said 

someth ing  qui te  r emarkab le  “The p l ea sure  f rom buying  th ings  he 

said,  is “ ever  more p l a y f u l ” . Modern  goods are psycholog i ca l  

things .  The product s  people  buy are “ symbol ic  o f  pe rsonal  a t t r ibu t es  

and goa l s . ” They have personal  and social  meanings  in add i t ion  to 

thei r  funct ions . . .  A purchase  i nvolves  an a s se ssment  to decide  

whether  the symbol ism fi ts or not .  Sengupt a  (2001)  noted that  

product s  take on symbol ic  meaning  and we buy them as much of  

thei r  phys ica l  benef i t s  as the i r  symbol ic  or non- func t i ona l  ones.  

This is s e l f -ev iden t  when we look at “b a d g e ” product s ,  that  is, 

p roduct s  which we use in publ ic  and whose  symbol ic  meaning  rubs 

of f  on ourse lves  in the eyes o f  the beholder .  When a t eenager  buys 

a pai r  o f  j eans  he is not  only buying  denim s lacks  but  a label  which 

he wil l  d i sp lay  to the whole  wor ld on his der r ie re .  That  label  - c a l l  

it L e v i ’s, i f  you wil l  - c a r r i e s  a symbol ic  meaning  for h imsel f ,  his 

f r iends and peers.  He 4*is qui te  ready to pay and does pay thr ice  as 

much for that  symbol ic  meaning  than for an i den t ica l  pa i r  o f  j eans  

which has an obscure  label  or none at all .  This  symbol ic  meaning  is 

the brand image.  Acco rd ing  to de Che rna tony  and McDona ld  (1992)  

the symbol ic  meaning  o f  s t rong brands  is i n f luenced  by the people

with whom the consumer  i n te rac t s .  A new member  o f  a social  group
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may have formed ideas about  the symbol ic  meaning  of  a brand from 

adver t i s ement s ,  but  i f  such a person  hears  con t r ary  views from thei r  

f r iends about  the brand,  they wil l  be no t ab ly  i n f luenced by thei r  

views.  To fac i l i t a t e  unde rs t and ing  o f  the symbol ic  meaning  of  

brands ,  des ign and visual  r ep r e sen t a t ions  are impor tan t  in conveying  

meanings ,  e spec i a l ly  in the service  sec tor  where  no t ang ibl e  product  

is avai lable .  Brands as symbols  can act as e f f ic ien t  commun ica t i on  

devices ,  enabl ing  people  to convey messages  about  t hemse lve s  and 

to f ac i l i t a te  express ive  ge s tu r e s .Sengup t a  (2001)  noted that  i f  a 

brand has to be used as a commun ica t i on  device  it must  meet  cer ta in  

cr i ter ia.  It must  be h ighly  v i s i b le  when be ing  bought  or be ing  used.  

It must  be bought  by a group o f  people  who have c lear ly  

d i s t ingu ishab le  char ac te r i s t i cs ,  which  in turn f ac i l i t a t es  r ecogn i t i on  

of  a pa r t i cu l a r  s t e reotype .  For example  The Guardian  Newspape r  

reader  has been s t er eo typed  as a we l l -educa t ed  person,  poss ib ly  

working  in educa t ion  or local  gove rnment .  In the newspaper  marke t  

some readers  select  d i f f er en t  brands  as va lue  - e x p r e s s iv e  devices .  

They provide  a s t a tement  about  who they are,  where  they are in l ife 

and what  sort  o f  person they are.  Since br ands  act as se l f -expres s ive  

devices  users  prefer  brands ,  which come c loses t  to mee t i ng  thei r  

own se l f - image.
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2.2 Providing A Value Proposition
The bot tom l ine is that  unless  the role  o f  a brand is s imply  to 

suppor t  other  brands  by p rov id ing  c red ib i l i ty ,  the brand iden t i ty  

needs to p rovide  a value p ropos i t i on  to the cus tomer .  A b r a n d ’s 

value p ropos i t ion  accord ing  to Aaker  (1996)  is a s t a tement  o f  the 

funct ional ,  emot ional  and s e l f -expres s ive  benef i t s  de l i ve r ed  by the 

brand that  prov ides  value to the cus tomer .  An ef f ec t ive  value  

p ropos i t ion  should lead to a b r and -c us to mer  r e l a t i onsh ip  and dr ive 

purchase  deci s ions .

Funct iona l  Benef i t s

This is a benef i t  based on a p roduc t  a t t r ibu t e  that  p rovides  

funct ional  u t i l i ty  to the cus tomer .  Such a benef i t  wi l l  usua l ly  re la te  

d i rec t ly  to the funct ions  pe rformed  by the p roduc t  or se rv i ce  for  the 

cus tomer .  For Laser  pr i nte r s ,  func t iona l  benef i t s  might  be thei r  

speed,  r esolut i on ,  qua l i ty ,  paper  capac i ty ,  or lack o f  downt ime.  

Other  examples  are: Volvo is a safe,  durabl e  car because  of  its 

weight  and design,  A BMW car handle s  wel l ,  even on ice ,Huggies  

del iver  comfor t  and fi t ,  so leaks are reduced,  Coke provides  

r ef reshment  and tas te ,  Nords t rom de l i ver s  cus tomer  service.  

Funct iona l  benef i t s ,  e spec ia l ly  those  based  upon a t t r ibu t es ,  have 

di rect  l inks to cus tomer  dec i s i ons  and use exper i ences .  I f  a brand 

can domina t e  a key func t iona l  benef i t ,  it can domina t e  a category.  

Crest ,  for example ,  led the t oothpas t e  c a t egory for decades  wi th a 

cavi ty  -  reduc ing  c la im suppor ted  by the endo rsement  o f  the 

Amer ican  Dental  Assoc ia t ion .  Compet i to r s  were thus forced to 

pos i t ion  thei r  brands  a long in f er io r  d imens ions  such as f resh brea th  

and whi te  teeth.  The cha l lenge  is to se lec t  f unct ional  benef i t  that  

wil l  “r ing the b e l l ” wi th cus tomer s  and that  wi l l  suppor t  a s t rong 

pos i t ion  re l a t i ve  to compet i to r s .

13



Emot iona l  Benef i t s

When the purchase  or use o f  a pa r t i cu la r  brand gives  the cus tomer  a 

pos i t ive  fee l ing,  that  brand is p rovi d ing  an emot iona l  benef i t .  The 

s t ronges t  brand iden t i t i es  of ten i nc lude  emot iona l  benef i t s .  Thus a 

cus tomer  can feel any o f  the fol lowing.

Safe in a Volvo , exc i t ed  in a BMW,exc i t ed  whi le  wat ch ing  

MTV,energe t i c  and vibrant  when dr ink ing  Coke , in  cont rol  o f  aging 

process  wi th Oil o f  Olay ,warm when buying  or reading  a Hal lmark 

Ca rd , s t rong  and rugged when wear ing  L e v i ’s j e a n .Emot iona l  

benef i t s  add r i chness  and depth  to the exper ience  of  owning  and 

using the brand.  Without  the memor ie s  that  Sun-Maid ra i s ins  evoke,  

that  brand would border  on commodi ty  s ta tus .The  f ami l i a r  red 

package,  t hough,  l inks many users  to happy days o f  he lp ing  Mom in 

the Ki tchen (or to an i dea l i zed  chi l dhood ,  for some who wish that  

they had such exper i ence)The  resul t  can be a d i f f er en t  use 

exper ience-one  wi th fee l i ngs- and  a s t ronger  brand.  Most  f unc t iona l  

benef i t s  wil l  have a cor r e spond ing  fee l ing  or set o f  fee l ings .

Self-  Express ive  Benef i t s

Rusel l  Belk,  a p rominent  consumer  behav iour  r es ear cher ,  once 

wrote,  “ That  we are what  we have is pe rhaps  the most  bas ic  and 

powerful  fact  o f  consumer  b e h a v i o u r ” . What  Belie meant  was that  

brands  and product s  can become symbol s  o f  a p e r s o n ’s se l f -concept .  

A brand thus can provide  a se l f -expres s ive  benef i t  by p rov id ing  a 

way for a person to communica te  his or her  se l f - image .

Of  course  each person has mu l t i p l e  roles  -  e.g. a woman may be a 

wife mother ,  wr i ter ,  t ennis  p layer ,  mus ic  buff ,  and hiker .  For  each 

role,  the person wil l  have  a a ssoc i a t ed  self-  concept  and a need to 

express  that  se l f  - c o nc ep t .  The pu rchase  and use o f  brands  is one 

way to ful f i l l  this need for se l f  -  exp re s s ions .A person for  i ns tance  

may def ine h ims e l f  as any of  the fo l l owing : -Adven tu rous  and dar ing 

by owing Ross ignol  powder  skis Hip by buying  f ashions  from the 

Gap Sophi s t i ca t ed  by us ing Ralph Lauren Per fume Success fu l  and 

powerful  by dr iv ing  a Lincoln  Competen t  by us ing Microsof t  Off ice.

Nike has a subs tant ia l  se l f  -  expre ss ive  benef i t  a s soc ia t ed  wi th its
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brand.  Nike has a “Just  do i t ” concept  tag l ine.  As a Nike user ,  you 

express  you r se l f  by pe r forming  to your  capabi l i ty .

This  projec t  should be able to tes t  the brand i dent i ty  var iables .  The 

r esponden ts  are expec ted  to br ing out va r i ab les  such as the value 

p ropos i t ion  based on the i r  fee l ing about  the func t iona l  benef i t ,  

emot iona l  benef i t  and se l f  expre ss ive  benef i t  der ived from thei r  

hospi ta l  brands .  It would be great  to wi tness  an analys i s  showing 

the r esponden t s  assoc ia t ing  with a hosp i ta l  they perce ive  to have 

s t rong brand ident i ty  in terms of  o rgan i za t i ona l  a t t r ibut es .  The 

r espondent s  would also be tes ted on the hosp i ta l  brand as a symbol  

to see whe ther  these  hosp i ta l s  have any symbol ic  meaning  to the 

respondent s .
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CHAPTER THREE 

Research M ethodology

3.1 Research Design
This  s tudy is mainly a de sc r ip t ive  case s tudy.

3.2 The Case Study
This is a case s tudy invo lv ing  five se l ec ted  hosp i t a l s  in Nai robi  

namely The Mater  Hospi t a l ,  The Na i rob i  Hosp i t a l ,  The Aga Khan 

Hospi ta l ,  The Kenyat ta  Na t iona l  Hospi t a l  and The M. P. Shah 

Hospi ta l .  These hosp i ta l s  have  been chosen  because  they offer  

comprehens ive  care and have a lmost  all medi ca l  f ac i l i t i e s  that  one 

would requi re  in-house .  They also have  spec i a l i z ed  care areas  ( l ike 

I .C.U Day Care Centers  e . t . c . )  These  hosp i t a l s  also have  qua l i f i ed  

consu l tan t s  and other  hea l thcar e  p rov ider s  readi ly  avai lab le .  

Anybody wil l  f ind it po ss ib le  to i den t i fy  wi th  at least  one o f  these 

hospi ta l s .  The pa t ien t s  v i s i t i ng  these  hosp i t a l s  wil l  be the 

respondents

3.3 Data C ollection M ethod
Data was col lec ted  by use o f  s emi - s t r uc tu r ed  ques t ionnai re .  The 

ques t ionna i r e  was div ided  into four  Par ts  A, B C and D. Par t  A 

deals wi th general  i n forma t ion  on the pa t i en t  responden t .  Par t  B 

deals wi th pa t ien t  product  iden t i ty  ( hosp i ta l  i dent i ty) .  Par t  C deals  

with pa t ien t  percep t ions  o f  the p roduc t  (hosp i ta l ) .  Par t  D on the 

other  hand dwel ls  on the funct ional  emot iona l  and se l f -expres s ive  

benef i t s  as is expressed  by the r e sponden t s  in r e l a t i ng  wi th  thei r  

prefer red hosp i ta l s .  Data was col l ec t ed  by personal  i n t e rv i ews  and 

where poss ib l e  the ques t i onna i r e  was s e l f  admin i s te red  by the 

pat ient .  Pat ient s  were  se rved \ t rea ted  as they came in s equent ia l ly .  

In cer ta in  hosp i ta l s  they p icked numbered  t i cke t s  for ease o f  ch eck ­

in as they came in for t rea tment .  These  check- in  sys tems made  it 

easy for the pa t ien t s  to be s t ra t i f i ed  into groups  of  tens then by use

of  conveni ent  sampl ing  pa t i en t s  were chosen  for the study.
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The number  of  ques t ionna i r e s  i ssued and f i l l ed was 35 and there 

were no spoi l t  or i ncomple t e  ques t ionna i r e s  as the r es ea r che r  guided 

the responden t s  as they f i l led the ques t i onna i re s .  The r esponse  

received  from the 35 ques t i onna i re s  can t he r efore  be taken as 

r ep re sen t a t ive  o f  the popu la t i on  this can be r ef le c t ed  from the 

d i s t r ibut ion  of  the ques t ionna i r e s  in t e rms o f  sex,  age b r acke t  and 

employment  s tatus  as per  the t ables  and graph below.

Table:  3.3.1 Responden t  d i s t r ibu t i on  by gender

Gender Frequency Percent

Male 18 51.4

Female 17 48.6

Total 35 100

Gender  analys i s  shows that  o f  the total  r espondent s  there  were 

51.4% male  r esponden t s  and 48.6% female  respec t i ve ly .

Table: 3.3.2 Age Distribution

Age Frequency Percent
19-24 years 12 34.3
25-29years 7 20
3 0-34y ears 13 37.1
35-39years 3 8.6
Total 35 100

Analysis  o f  age distribution shows that the age bracket 19-24 years 

and 30-34 years had 34.3% and 37.1% respondents,  which is 71.4% 

of  the total respondents the remaining 28.6% respondents being in 

the age brackets o f  25-29 years with 20% and 35-39 years with 
8 . 6 % .
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Pie Char t :  3.3.3 Employmen t  Status

Frequency

□  Formal 
employment

■  Informal 
employment

□  Personal 
business

□  Student

■  Total

As for employment  s ta tus  the pie char t  dep ic t s  the spread c lear ly .  

Those on formal  employmen t  top the l is t  wi th54 .3% fol lowed by 

s tudents  wi th 25.7% then those  wi th personal  bus ine ss  wi th 14.3% 

and las t ly  those in informal  sec tor  wi th 5.7%.

3.4 Data A nalysis M ethod
Factor  analys i s  was used to i den t i fy  fac tors  impor t an t  in 

de te r mining  brand ident i ty .  Mean scores  were also used to 

de te rmine  the level  o f  per cep t i on  and brand i den t i f i ca t i on .
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CHAPTER FOUR

DATA ANALYSIS AND INTERPRETATION

This chapt er  p resent s  data  analys i s  and i n t e rpr e t a t i ons  o f  the resul t s  

for this s tudy.  These  are r ep re sent ed  in the order  o f  the ob j ec t i ve s  

o f  the s tudy.  The hosp i ta l s  that  were s tudied are The Nai robi  

hospi ta l  wi th 202 bed capaci ty  The Kenyat t a  Na t iona l  Teach ing  and 

Referral  Hospi ta l  wi th a 1800 bed capaci ty ,The  Mater  Hospi t a l  wi th 

140 bed capac i ty  and M.P .Shah  Hospi t l  wi th  130 bed capaci ty .  Apart  

from Kenyat ta  Na t iona l  Hospi ta l  that  is a publ ic  hospi ta l  the rest  

are p r i va t e ly  run hosp i ta l s .

4.1Brand identi ty and customer re lat ionships
The f i rst  obj ec t i ve  sought  to de te rmine  whe ther  in the cus tomer s  

percep t ion  brand i den t i ty  es t ab l ishes  a r e l a t i onsh ip  be tween the 

brand and the cus tomer .  Data to address  this  ob j ec t i ve  was col l ec t ed  

on an open-  ended ques t ion.  This  data  was ana lyzed us ing  mean 

scores.  The higher  the mean score the s t r onger  the r eason for 

v i s i t ing  the hospi ta l  o f  choice.  The resul ts  are p resent ed  in Table  

4.1.1

Table:  4.1.1 Reasons  for  v i s i t i ng  hospi ta l

Reason Frequency Percent

Locat ion 6 17.1

Fr iendly bi l l ing 6 17.1

Warm t rea tment 16 45.7

Loca t ion /b i l l ing 1 2.9

Loca t i on / t r ea tment 3 8.6

Bi l l ing/warm

treatment

1 2.9

Fr iendly bi l l ing,  

locat ion warm 

t reatment

2 5.7

Total 35 100
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As the table  shows warm t rea tment  is an impor tan t  component  of  

brand i dent i ty  that  enables  cus tomer  r e l a t i onsh ip s  to bui ld  on .As 

long as a hospi ta l  t rea ts  its c l i ent s  warmly ,  that  t r ea tment  wil l  

a lways  be assoc i a t ed  wi th that  brand.  On the o ther  hand l oca t i on  and 

b i l l ing  do not  have any s i gn i f i c ance  in brand i den t i ty  and cus tomer  

re l a t ionsh ips .  Data based on new packages  avai led  to pa t i en ts  in 

form o f  brochures  whi le  awai t ing  t rea tment  i nf luences  the p a t i e n t s ’ 

percep t ion  about  the brand thus enabl ing  brand i den t i ty  to e s t ab l i sh  

a r e l a t ionsh ip  be tween the brand and the cus tomer .  Table  4.1.2 has 

resul t s  that  show hosp i ta l s  re i nfor c ing  the i r  brand ident i ty .

Table:  4.1.2 Ava i l ab i l i ty  o f  b rochures

Avai lable Frequency Percent

Yes 23 65.7

No 12 34.3

Total 35 100

Data to gauge whe ther  in the cus tomers  pe rcep t i on  brand i dent i ty  

es tabl i shes  a r e l a t i onsh ip  be tween the brand and the cus tomer  was 

col lec ted and analyzed by use o f  mean scores .  The ques t ion  was:  

Does the name o f  the hospi ta l  have any meaning  in t erms of  

services?  The h igher  the mean score the s t r onger  the brand ident i ty  

and cus tomer  r e l a t i onsh ip .  The resul t s  are p r esen t ed  in Table  4.1.3

Table:  4.1.3 Meaning of  hospi ta l  based on serv ices  of fered

Hospi tal  Meaning Frequency Percent

Yes 25 71.4

No 10 28.6

T otal 35 100

Quite a high number  o f  the r esponden t s  i .e.  71.4% agree that  thei r  

Brand i dent i ty  creates  a r e l a t i onsh ip  with them because  the name of  

thei r  hospi ta l  o f  choice  has in it a pe rce ived  image o f  the services  
they expect .
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4.2 Brand Identity and Product Perceptions
The second obj ec t i ve  o f  the s tudy sought  to f ind out  whe ther  

pa t i en t s  who i dent i fy  wi th a brand d i f fe r  in the i r  pe rcep t ion  o f  a 

product  f rom those who do not.  Data  to address  this  ob j ec t i ve  was 

col lec ted  through a c losed -ended  ques t ion  where  the r esponden t s  

were asked to evaluate  the image of  the i r  bes t  hosp i ta l  by c i rc l i ng  

thei r  most  favorabl e  score on a 4-po int  scale  where  1= Ext r eme ly  

and 1= Not  Scor ing for this data  was done as fo l lows:  1= ex t r emely  

high score,  2 = very high score,  3= somewhat  high score and 4= not  a 

high score The data was ex t rac ted  by means  o f  ex t rac t i on  method  

and analyzed by pr i nc ipa l  componen t  analys i s .  A very high score 

means that  the fac tor  in ques t ion  is very impor t an t  in the pe rcep t i on  

of  a product  in a pa t i en t  who iden t i f i es  wi th a brand from those  who 

do not.  The resul t s  are p r esen t ed  in table  4.2.1

Table:  4.2.1 Communa l i ty  factors

H o s p i t a l

i m a g e

C o m p o n e n t l C o m p o n e n t 2

B e s t

h o s p i t a l

b o r i n g

- . 6 5 6 . 4 9 0

C o n f u s i n g

i m a g e

- . 5 4 6 . 7 7 7

C o n f i d e n t  

a n d  s e c u r e

. 8 6 7 . 3 2 0

H a p p y  n d  

l i v e l y

. 8 4 8 3 . 2 4 9 - E 0 2

T  r u s t w o r t h y  

i m a g e

. 8 5 2 7 . 2 1 7 - E 0 2

F r i e n d l y

i m a g e

. 7 9 4 . 4 7 7
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As the table  shows conf ident  and secure  image o f  hosp i ta l  had the 

h ighes t  score  thus it is the most  impor tan t  component  o f  the brand 

in the pa t ien t s  who i den t i fy  wi th a brand wi th regard  to pe rcep t i on  

of  a product  whi le  bes t  hospi ta l  bor ing  component  scored the least  

nega t ive  meaning  that  it is the least  impor t an t  component  o f  a brand 

in the p a t i e n t s ’ per cep t i on  of  a product .

When pa t i en t s  were asked to rank the hosp i t a l s  f rom the best  hav ing  

rank 1 and the least  having  rank 5 in a 5-poin t  scale  the data  got ten  

was analyzed using mean scores .  Rank 1 was awarded 5 scores rank2 

4scores  rank3 3 scores rank4 2 scores  whi le  the lowest  rank 5 only 1 

score

The resul ts  are p r esen t ed  in table  4.2.2.

Table:  4.2.2 Hospi ta l  Rankings

Hospi tal Rank 1 Rank 2 Rank 3 Rank4 Rank 5 Total

Nairobi 85 52 9 0 2 149

Aga Khan 40 76 18 4 0 138

Mater 35 0 39 22 4 100

Kenyat ta 15 12 3 6 25 61

M.P.Shah 0 0 36 38 4 78

As the table  shows Nai robi  Hospi ta l  was ranked the best  and 

Kenyat ta  Nat iona l  Hospi ta l  had the least  score in rank;  this  gives  a 

clear  p i cture  o f  how pa t i en t s  who iden t i fy  wi th a brand d i f fe r  in 

thei r  per cep t i on  o f  a product  f rom those  who do not.  Nai robi  

Hospi ta l  ac tual ly  is a s t rong brand inl ine  wi th p r evious  research  

f indings where  brand awareness  crea tes  brand pr esence  in the 

con sume r s ’ minds  (Aaker  1996)
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4.3 Factors influencing formation of brand identi ty

The thi rd obj ec t i ve  sought  to iden t i fy  fac tors  impor t an t  in 

i n f luenc ing  the format ion  of  brand ident i ty .  Data to address  this 

obj ec t i ve  was col lec ted  on a 5 point  scale  where  1= very poor  and 

5= exce l l en t  Scor ing for this  data  was done as fo l lows:  5= exce l l en t  

meaning  score 1, score  4= good meaning  score 2, 3 = fai r  meaning  

score 3,2= poor  meaning  score 4 and las t ly  1= very poor  meaning  

score 5. The data was analyzed using mean scores  where  the h igher  

the score the higher  the ra t ing.  The resul ts  are p r esen t ed  in t a b l e s ’

4 .3 .1 ,4 .3 .2  and 4.3.3.

Table:  4.3.1 Promptnes s  o f  service

Punc tua l i ty Frequency Percent

Excel lent 21 60

Good 10 28.6

Fair 4 11.4

Total 35 100

88.6% of  the responden t s  concur  that  p romptnes s  o f  service  is an 

impor tant  factor  i n f luenc ing  brand i den t i ty  f ormat ion .  There  were 

no scores  in poor  and very poor  ca t egor i es .  Genera l  c le an l i ne s s  of  

the pref er red  hospi ta l  was another  fac tor  i den t i f i ed  to i nf luence  

brand i den t i ty  f ormat ion .  The mean scores  are t abu la t ed  in table

4.3.2

Table:  4.3.2 General  c le an l ines s  o f  the p r ef er red  hospi ta l

Cleanliness level Frequency Percent

Excellent 21 60

Good 10 28.6
Fair 4 1 1.4
Total 35 100
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As the table  shows 21 r esponden ts  r ep r e sen t i ng  88.6% of  the total  

r esponden t s  agree that  general  c lean l iness  o f  the pref er red  hospi ta l  

ac tual ly  in f luence  the format ion  of  brand ident i ty .  When the 

r esponden ts  were asked to give a score on the factor ,  r espons ive  to 

peoples  needs ,  data was analyzed us ing mean scores  and the resul t s  

are p r esen t ed  in table  4.3.3 below

Table:  4.3.3 Responsive  to peoples  needs

Respons ivenes s Frequency Percent

Excel len t 14 40

Good 18 51.4

Fair 2 5.7

Poor 1 2.9

Total 35 100

From the data  analyzed 91.4% of  the r espondent s  concur  that  it is a 

factor  impor tan t  in i nf l uenc ing  the fo rmat ion  o f  brand ident i ty .

4.4 Influence of Patient character is t ics  on brand identi ty/  

product perceptions

The four th obj ec t i ve  sought  to f ind out  whe ther  pa t i en t  brand 

ident i ty  and product  pe rcep t i ons  depend on pa t i en t  char ac te r i s t ic s .  

Data to address  this ob jec t i ve  was col l ec t ed  us ing c losed-ended  

ques t ions .  Analys i s  was done us ing mean scores  and the r esul t s  are 

presented in t a b l e s ’ 4.4.1 and4.4.2
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Table:  4.4.1 Type of  car the hospi ta l  would be i f  it were one

Car Frequency Percent

Nissan  sunny B 1 2 3 8.6

Toyota  Rav 4 5 14.3

Mercedes  Benz 27 77.1

Total 35 100

From the table  we see that  77.1% o f  the r espondent s  chose  thei r  

pref er red  hospi ta l ,  i f  it were a car,  to be a Mercedes  Benz.  This  to 

me means that  the responden ts  expect  the i r  p re f e r red  hosp i t a l s  to be 

a symbol  o f  pres t ige ,  s t a tus ,  comfor t  and of  high premium.

Table:  4.4.2 The sort  o f  pe rson -pre f e r r ed  hosp i ta l  r ep r esent

Per sona l i t y Frequency Percent

Indi f fe rent 1 2.9

Car ing and sens i t ive 34 97.1

Total 35 100

The resul t s  indica te  that  i f  the hospi ta l  came to l ife 97.1% 

would prefe r  a car ing and sens i t ive  person and this  p r esumably  

is what  one would expect  f rom a hospi ta l .
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CHAPTER FIVE

CONCLUSION

This  chapter ,  the conclus ion ,  covers  the fo l l owing  subheadings :  

Summary d iscuss ions  and conclus ions ,  l im i t a t ions  o f  the s tudy,  

r ecommenda t i ons  for future  r esearch  and r ecommenda t i on  for pol icy  

and prac t ice

5.1 Summary discussions and conclus ions
The resul t s  o f  this s tudy are summar ized ,  d i scussed  and 

conclus ions  drawn in the order  o f  the obj ec t i ves .

5.1.1 The f i rst  ob jec t i ve  sought  to de te rmine  whe ther  in the 

cus tomers  pe rcep t ion  the brand i den t i ty  es t ab l i shes  a 

r e l a t i onsh ip  be tween  the brand and the cus tomer .  The resul ts  

i nd ica t e  that  this is the case because  the cus tomer  wi l l  only 

assoc i a t e  wi th a brand based on the a s se ssment  o f  the people  

in the company behind  it, the i r  ski l l s  a t t i tudes ,  behav ior s ,  

s tyle,  l anguage,  modes  of  commun ica t i on ,  speed o f  r esponse ,  

and on the whole  company  cul ture  a ccord ing  to King (1990) .  

The r espondent s  were  able to p r ef er  hosp i ta l s  that  t rea ted 

them warmly.  The other  impor tan t  resul t  seen was based  on 

brochu re s  prov ided  to the cus tomers  adver t i s ing  the hosp i ta l  

services .  65.7% o f  the r esponden t s  a cknowledged  see ing and 

access ing  i n forma t ion  in brochures  p rov ided  by hosp i t a l s .  This 

is in agreement  wi th Aaker  and Biel  (1993)  who noted that  

f i rms publ ic  r e l a t i ons  wi th its pub l ic  can also con t r i bu t e  to its 

image bui ld ing .  From the for egoing  d i scuss ion  the fo l lowing  

conclus ions  may be drawn be tween brand i den t i ty  and 

cus tomer  r e la t i onsh ip  That  for service  o r ien t ed  bus ine sses ,  the 

f i r m s ’ employees  are s i gn i f i can t  channe ls  o f  image 

communica t i on  t h rough  which br and  i den t i ty  and cus tomer  

r e l a t ionsh ips  are sus ta ined.
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5.1.2 The second ob jec t i ve  sought  to f ind out  whe ther  pa t i en ts  who 

i den t i fy  wi th a brand di f fer  in thei r  pe rcep t ion  of  a product  

f rom those  who do not .  The resul ts  i nd ica t e  that  p roduc t  

per cep t i on  is an impor tan t  component  o f  brand ident i ty .  

Hosp i t a l s  that  were able to por t r ay  and prac t ice  conf ident  and 

secure  image,  t r u s twor thy  image,  happy f r i endly  and l ive ly  

image received  pos i t ive  response  f rom the r esponden t s  when 

ranking  was done as is shown on table  4.2.2 the resul ts  were 

based on hospi ta l  images  which were an i nd i ca t i on  o f  brand 

i den t i ty  r ecogni t i on .  This is in l ine wi th Loudon and 

De l l aBi t t a  (1979)  who argued that  a c o m p a n y ’s image is the 

percep t ion  of  its char ac te r i s t i cs  as a resul t  o f  thei r  

exper iences  wi th it and thei r  knowledge  and b e l i e f  about  it.

5.1.3 The thi rd ob jec t i ve  sought  to iden t i fy  fac tors  that  are 

impor tan t  in i n f luenc ing  the fo rmat ion  o f  brand ident i ty .  

The resul t s  i nd ica t e  that  Hosp i t a l s  that  are bui l t  on 

organ iza t i onal  a t t r ibu t es  that  are pe r s i s t en t l y  sus ta ined  and 

more endur ing  help in i nf l uenc ing  the format ion  of  brand 

ident i ty .  The r esponden ts  scored h igh ly  on p romptnes s  of  

service ,  general  c le an l ines s  of  the p r ef er red  hospi ta l  and quick 

r espons iveness  to peoples  needs.

5.1.4 The four th obj ec t i ve  sought  to f ind out whe ther  pa t i en t  brand 

i den t i ty  and product  pe rcep t i ons  depend on pa t ien t  

char ac te r i s t ic s .  The resul ts  indica te  that ,  a pa t i en t  makes  a

dec i s i on  to go to a hospi ta l  based on the p r o d u c t ’s pe rsonal  

and social  meaning  as wel l  as i t ’s f unct ion  a rgued Levy 

(1959) .  The hospi ta l  one chooses  is symbol ic  o f  the p e r s o n ’s 

a t t r ibu t es  and goals .  The major i t y  o f  the r esponden t s  chose  a 

Mercedes  Benz when asked the type o f  car they would choose  

i f  thei r  pref er red  hospi ta l  were a car.  This  is very much in l ine 

wi th Sen g u p t a ’s reasoning .  He noted that  p roduct s  t akeon  a 

symbol ic  meaning  and we buy them as much of  the i r  phys ica l

benef i t s  as the i r  symbol ic  or non- func t i ona l  ones.
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5.2 L im i ta t io n s  of the s tudy
The r esea r cher  faced a number  o f  l imi ta t ions :

1. The sample  size was smal l  because  of  t ime and r esource  

cons t ra in t s .

2. Some pa t i en t s  based on the se r iousnes s  o f  thei r  i l l nesses  were 

guided t hrough the ques t i onna i r e  and this could have 

in f luenced  thei r  answers .

3. Some casua l ty  manager s  and s t a f f  kept  on i n te r rup t ing  the 

pa t i en ts  whi le  they were answer ing  the ques t ionna i r e .

5.3 Recommendation for future research
1. A more  comprehens ive  research  should be car r ied  out  to 

i nc lude  the h o s p i t a l s ’ marke t i ng  team so that  thei r  awareness  

c rea t ion  effor t s  are measured .

2. The r esear ch  should cover  many more hosp i ta l s  so that  a more 

ba lanced  outcome is got ten  based on the size o f  the hospi ta l  

and i ts economic  locat ion.

3. A s tudy should be done to i nves t i ga t e  the impact  o f  b rand ing  

to growth of  hospi ta l s .

4. S imi la r  s tudy should be done i nc lud ing  other  r esponden t s  

o ther  than pa t i en t s  out s ide  the hosp i ta l s

5.4 Recommendation for policy and practice

1. Hospi t a l s  should s t r ive  to create  brand awareness  through  

a l l oca t ion  of  more  r esources  e i ther  to the marke t i ng  team or 

by engaging  marke t i ng  consul tant s .

2. Hospi t a l s  should con t i nuous ly  re t ra in  thei r  human resou rce  on 

the need to have a sus ta ined  pr ac t i c i ng  of  brand va lues  and 

a t t r ibu t es  that  they want  pa t i en t s  to see in them o rgan i za t i on  

wide.
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APPENDIX 1: LETTER TO THE RESPONDENT

A.O. O B O N G ’O

P.O.BOX46662

NAIROBI

Dear r espondent ,

RE: COLLECTION OF RESEARCH DATA BY O B O N G ’O A.O

The above named Gent leman is a pos tg r adua t e  s tudent  in the Facul ty  

o f  Commerce ,  at the Un ive rs i ty  o f  Na i robi .  He is conduc t ing  A Case 

Study for his f inal  year  projec t .  For  this  r eason,  k indly  ass i s t  him 

by giving him a few minut es  o f  your  t ime to fill  in the b l anks  in the 

a t t ached l ist  o f  ques t ions  to the best  o f  your  knowledge  as they 

apply to yourse l f .

The i n forma t ion  you p rov ide  wil l  be t rea ted  s t r i c t ly  conf ident i a l .  

Your  name wil l  not  appear  in the draf t  and f inal  copy.  A copy o f  the 

projec t  can be made ava i lab l e  to you on request .

Your  cooperat ion  wil l  be grea t ly  apprecia ted .

Thank you.

Yours  fa i thful ly ,

ALVIS O B O N G ’O.
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Appendix 2 

Questionnaire

The ques t i onna i re  be low is composed of  open-ended ,  c l osed-ended  

and d i chotomous  type of  ques t ions .

PART A

Kindly  answer  the fo l lowing  ques t ions :

1. What  is your  name?

2. What  is your  gender?

Male  [ ] Female  [ ]

3. What  do you do for a l iv ing?

Farmer

Formal  employment  [ ]

I nformal  employmen t  [ ]

Personal  bus iness  [ ]

Other  ...................................

4. P lease  i nd ica t e  your  age br acke t  be low

Below 1 8 years 

19 to 24 years [ ]

25 to 29 years  [ ]

30 to 34 years  [ ]

35 to 39 years  [ ]

40 years  and above [ ]
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5. Do you have a medi ca l  scheme cover?

Yes [ ]

No [ ]

6. Is it f l exible  by a l l owing  you to visi t  your  hosp i ta l  o f  choice?

Yes [ ] No [ ] Not  app l i cab l e  [ ]

PART B

1. Which  hosp i ta l s  do you normal ly  vis i t  for t rea tment?

2. Why do you f requent  these  hospi ta l s?  

Loca t i on  [ ]

Fr i endly  b i l l ing  [ ]

Warm t rea tment  [ ]

Other  reasons n

3. Of  the l i s ted hosp i ta l s  which  is your  best  choice?

4. Why is it your  bes t  choice?

5. Was your  type of  a i lment  a factor  when choos ing  the hospi ta l  

to vi s i t?

Yes [ ]
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No [ ]

I f  yes p lease  speci fy

6. Did any group o f  people  in f luence  your  choice?

Yes [ ]

No [ ]

If  yes,  please  speci fy  thei r  expe r i ences \ exp l ana t i ons

7. Does the hospi ta l  services  match  your  expec ta t i ons?  

Yes [ ]

No [ ]

Please  speci fy

8. Does the name of  the hospi ta l  have any meaning  to you in 

t erms o f  the services?

Yes [ ]

No [ ]

9. Whi le  awai t ing  t rea tment  has the hospi ta l  avai led you any 

news l e t te r s  \ in forma t ion  to update  you on the i r  new packages?

Yes [ ]

No [ ]

PART C

1. Rank the fo l lowing  hosp i ta l s  in order  o f  how you cons ider

them an ideal  Hospi ta l  to go to when one is sick : The Mater
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hospi ta l ,  The Aga Khan Hospi ta l ,  The M. P. Shah hosp i ta l ,  

Kenyat ta  Na t iona l  Hospi ta l  and Nai robi  hospi ta l .

Begin wi th the one you would rank as 1 as be ing the bes t  down 

to 5 be ing  the last .

Rank 1 ...............................................................Hospi ta l

Rank 2 ....................................  Hospi ta l

Rank 3 ...............................................................Hospi ta l

Rank 4 ...............................................................Hospi ta l

Rank 5 ...............................................................Hospi ta l

Kindly  provide  a r at ing  for the fo l lowing

2. Qua l i t y  o f  service  p rovided  by the Doctor

Exce l l en t  [ ] Good [ ] Fai r  [ ] Poor  [ ] Very Poor  [ ]

3. Qua l i t y  o f  service  p rovided  by the Nurses

Exce l l en t  [ ] Good [ ] Fai r  [ ] Poor  [ ] Very Poor  [ ]

4. Qua l i t y  o f  service  p rovided  by the Pharmacy  S t a f f

Exce l l en t  [ ] Good [ ] Fai r  [ ] Poor  [ ] Very Poor  [ ]

5. Qual i ty  o f  se rv ice  p rovided by the Labora tory  s t a f f

Exce l l en t  [ ] Good [ ] Fai r  [ ] Poor  [ ] Very Poor  [ ]

6. Kindly  eva luate  the image of  your  best  hosp i ta l  by c i r c l i ng  the

most  f avourab l e  score

Ext r eme ly  Very Somewhat  Not

Boring 1 2 3 4

Confus ing 1 2 
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Conf iden t  1 2 3 4
and secure

Happy and 1 2 3 4
Lively

Trus twor thy  1 2 3 4

Fr i endly  1 2 3 4

7. Does the name o f  the hosp i ta l  have any symbol ic  meaning  to 

you?

PART D

1. Which hospi ta l  do you prefe r  best  in Nai robi?

2. I f  the hosp i ta l  you prefer  were to be a car,  what  sor t  o f  car 

would the hosp i ta l  be?

Ni ssan  Sunny B12 [ ] Toyota  Rav 4 [ ] Tata  [ ] 

Mercedes  Benz [ ]

3. I f  the hospi ta l  came to l i fe,  what  sort  o f  a pe rson  would it be?

Rude and a r rogant  [ ] I nd i f fe r en t  [ ] Car ing and

sens i t ive  [] Lazy and care less  [ ]

4. Please  give your  r at ing  as a pa t i en t  in your  hospi ta l  o f  choice  

by marking  only one “ x” agains t  each i tem below:

Excellent  Good Fair Poor Very Poor Promptness
Of service 5 [ ] 4 [ ] 3 [ ] 2 [ ] 1 [ ]
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General  hospital 5 [ ] 4 [ ] 3 [ ] 2 [ ] 1 [
]

Cleanliness
Responsiveness 5 [ ] 4 [ ]  3 [ ]  2 [ ] 1 [ ]
to needs

5. On a one - to - f ive  scale ,  how sa t i s f ied  are you wi th your  

hosp i ta l

Ex t r eme ly  d i s s a t i s f i ed  1

Di ssa t i s f i ed  2

Ind i f fe ren t  3

Sa t is f ied  4

Ext r eme ly  sa t i s f ied  5

Thank you for  your  coopera t i on
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