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[Abstract]

This study examines the relationship between internal marketing, market orientation, patient satisfaction,
and hospital image, and especially focuses on the effect of CEO's role on internal marketing at a local
national university hospital. A survey was conducted using the convenient sampling technique and 222
questionnaires excluding unreliable replies were used in the final analysis for the hypothesis testing. SPSS
21.0 was used for the basic analysis of the collected data, and confirmatory factor analysis was performed
for reliability and validity using AMOS 21.0. Path analysis was performed for the hypothesis testing. The
results of this study are as follows: First, the role of CEO positively affects internal marketing. Second,
internal marketing has a positive effect on market orientation, and leadership is the most influential factor
of internal marketing. Third, market orientation has a positive effect on patient satisfaction and hospital
image, which are non-financial organizational performance. Therefore, internal marketing plays a major role
in improving market orientation, patient satisfaction, and hospital image, and it is identified that the

activation of internal marketing depends on the support of CEO in hospitals.
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I. Introduction
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II. Theoretical Background and

Hypothesis
1. CEO’s Role

o 27180] YRR FAZIY] WA ORI
olm ANF 1g olaﬂm EQ1% 4 glofo} aict. &

3, Adxle] gl u

of gL olxA Hoz Lw A7) AARE 212
WAL QI T2 Qs HA HY] FFL o)A
A et

HDAGAHE Yol Z2et §714ols A
A Z0, e GAbAE AdS BO R Aeke B

QoM FAYUS DT 4 =S WH4). 25

o Yuoplge) 5191991 5 shiel YRoAAES 5
stol zAle] A olulx|E FEHT USS L 4 9
o5l 2213 Men[6le 2lcie) el ojaage YR
n79] 7]%0fo] A% JFS AL SHL, To
et al[7/& A5 20| s M| 2-50] A2 S o]

Bk, Woplgl it 289 901 78 ¢
A

Haea 4@3[8}0 a:wol AoiT Rz
Jo

ba)
a
o
lm
>1' r
ol
ﬁd
T
Q
=)
14
rlo
I_l_4
1)
o
ol
=
)
=)
o ok
%
)
o
30



The Relationships among CEQ’s Role, Internal Marketing, Market Orientation, Patient Satisfaction, and Hospital Image 191

2. Internal Marketing
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3. Market Orientation
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4. Patient Satisfaction
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5. Hospital Image
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III. Research Methodology
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CEO’s Role
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Fig. 1. Research Model
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Table 1. Confirmatory Factor Analysis

Construct Item S.td' S.E. C.R. Chronbach'a Corr)po.s.lte AVE
Estimate Reliability
-—> crl 0.829 0.049 16.831
-—> cr2 0.879 0.046 20.942
i -—> cr3 0.934 0.044 23.818
CEQ’s Role = ) 0.895 0.950 0.991 0.739
-—> crb 0.776 0.053 16.434
-—> cré 0.856 0.039 23.608
-—> icl 0.826 0.076 13.443
Internal -—> ?c2 0.811 0.083 13.107
Communication -—> ic3 0.845 0.080 13.909 0.901 0.981 0.659
-—> ic4 0.748
-—> ich 0.826 0.077 13.533
-—> em] 0.877 0.063 14.901
-—> em3 0.868 0.050 19.057
Empowerment — omd 0.897 0.916 0.987 0.779
-—> emb 0.889 0.049 19.846
-—> rel 0.707 0.083 9.874
-—> re2 0.794 0.071 10.997
M Reward —> re3 0.831 0.073 | 11582 0.830 0980 0.691
-—=> red 0.972
-—> et1 0.782 0.060 15.133
Education & -—> et2 0.824 0.057 16.571
Training -—> et3 0.861 0.041 24.254 0.931 0.988 0.710
-—> etd 0.864
-—> et5 0.879 0.057 18.841
-—> le1 0.919 0.033 26.201
-—> le2 0.930
Leadership -—> le3 0.911 0.038 25.183 0.955 0.992 0.806
-—> led 0.860 0.042 21.162
-—> le5 0.867 0.041 22.285
-—> cul 0.853 0.059 16.332
-—> cu? 0.901 0.059 17.907
Customer -—=> cu3 0.902 0.063 16.608
Orientation -—=> cu4d 0.896 0.059 17.888 0.949 0.989 0.750
-—> cub 0.812 0.056 17.485
-—> cub 0.827
Mo| = L T Y
ometitor -—=> co 931 .04 4
Orientation -—=> co3 0.940 0.031 30.804 0.948 0.991 0.830
-—> cod 0.957
-—> dc1 0.803 0.046 17.675
Inter-functional -—=> dc2 0.851 0.042 20.367
Cooperation -—=> dc3 0.866 0.041 21.528 0.926 0.989 0.748
-—> dc4 0.934
-—> csl 0.926 0.056 19.942
Patient -—> cs2 0.844
Satisfaction -—> cs3 0.863 0.055 19.760 0.935 0.985 0.745
-—> csd 0.763 0.070 14.190
op -—> cs5 0.909 0.055 19.501
-—> hi1 0.830 0.062 16.269
Hospital 2 h?2 0771
Image -—> h!3 0.764 0.070 14.684 0.907 0.983 0.654
-—> hi4 0.871 0.078 15.033
-—> hi5 0.802 0.075 12.841

X(df)=1,259.766(1,086), p=0.000, CMIN/DF=1.160, RMSEA=0.027, GFI=0.841, IFI=0.987, TLI=0.983, CFI=0.987

*x[M: Internal Marketing, MO: Market Orientation, OP: Organizational Performance
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Table 2. Correlation Analysis
Mean 1 2 3 4 5 6 7 8 9 10 11
1 4.433 .860
2 4.409 .576 812
3 4.034 671 772 .883
4 3.789 564 621 .670 .831
5 4.671 .594 672 .639 612 .843
6 4.140 .703 .653 .709 663 .728 .898
7 4.985 .581 .609 479 .378 617 594 .866
8 4,066 .675 593 .659 569 613 728 496 91
9 4.340 .666 .670 699 617 .636 738 547 .750 .865
10 4.349 679 596 599 527 595 .648 .568 596 .688 .863
11 4.389 664 627 .641 567 .625 664 610 .606 .709 794 .809

*Bold is the square root of AVE. **All correlation coefficients are significant at the 0.01 level.
1: CEQ’s Role, 2: Internal Communication, 3: Empowerment, 4: Reward, 5: Education & Training, 6: Leadership, 7: Customer
Orientation, 8: Competitor Orientation, 9: Inter-functional Cooperation, 10: Patient Satisfaction, 11: Hospital Image

IV. Empirical Analysis
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4.2 Validity and reliability of measures
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Table 3. The Results of Hypothesis Testing

Path S.td' S.E. t-value p-value Result
estimate
H1 CEQ’s role -> Internal marketing 0.765 0.059 10.069 0.000 Accepted
H2 Internal marketing -> Market orientation 1.080 0.098 9.198 0.000 Accepted
H3 Market orientation -> Patient satisfaction 0.853 0.153 8.919 0.000 Accepted
H4 Market orientation -> Hospital image 0.862 0.131 9.261 0.000 Accepted
x2(df)=1,230.476(1,111), CMIN/DF=1.108, RMSEA=0.022, GFI=0.845, IFI=0.991, TLI=0.989, CFI=0.991
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