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Reputation is widely understood to be the trust and respect shown by so-
ciety to individuals or organizations. While corporate identity is concerned with 
the creation of corporate image, the sum total of that image which is generated 
by consumers, communities, investors, and employees represents corporate 
reputation. In other words, the reputation of a given institution is determined 
by all images for a wide variety of clear assessments by its stakeholders. In the 
creation and measurement of corporate reputation, it should be kept in mind 
that the perceptions of these groups are critical.

Recent incidents in the health sector suggest that in this field in particular 
a number of errors have been committed which resulted in negative impacts on 
the reputations of the institutions involved. One of these is miscommunication 
between patients, patients’ relatives, and health sector employees. Unlike ot-
her service sectors, the health sector, which directly affects people’s lives, is de-
pendent upon relationships based on mutual trust; in other words, the concept 
of reputation acquires a mutual meaning in this case. The difficulties faced by 
service institutions in correctly expressing themselves as regards the relations-
hip between patients and health institutions may be caused by individuals with 
different types of training and knowledge, and emotional states can also have 
an impact. By trusting each other, both sides are able to create an atmosphere 
of confidence and credibility, and this is indicative of the importance of corpo-
rate reputation. In this respect, the corporate reputation of service-related ins-
titutions is directly related to human dignity, and in the health sector this is of 
utmost importance.

In light of this, studies of communications should be conducted in a man-
ner that differs from how they are carried out for commercial marketing strate-
gies.  In particular, besides engaging in correct informative action, it is important 
to access customers in the target audience through the correct channel of com-
munication. Communication-information systems and social media, as the pre-
dominant tools of communication in our age, are open and participatory tools 
through which those in the health sector are able to freely express themselves, 

Chapter Three

Research on Measuring Perceptions of Reputation 
in the Health Sector through Social Media
Banu Dayanç Kıyat and Cem Sefa Sütçü
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and with them effective action can be taken during crises and social responsi-
bility projects can be made known to the masses. Likewise they facilitate ra-
pid feedback as well as ease of archiving and access, and they are suitable for 
real-time monitoring and measuring. The results of measures carried out via 
social media suggest the issues with which we must be careful in the manage-
ment of health communications and they demonstrate the importance of health 
information systems established for this purpose. Social media are of the most 
suitable tools available today for the creation and measurement of corporate 
reputation as regards the health sector. Through this research, we aim to cont-
ribute to the creation of a road map for increasing corporate reputation through 
use of social media in the service sector, which is a highly sensitive field.

In today’s globalized markets, in which the life cycles of products have 
become shortened and the differentiation between products has diminished, 
the key to successfully becoming a preferred company lies in intangible assets 
(Dayanç Kıyat and Çalışkan 2012, 75). Corporate reputation is a growing factor 
in processes of creation as the result of four trends in business: the business 
environment, which is marked by the global interpenetration of markets; media 
congestion and fragmentation; the appearance of increasingly vocal constitu-
encies; and, the commoditization of industries and their products (Fombrun and 
Gardberg 2002, 303). Reputation is directly related to such advantages in terms 
of greater ability to exploit profitable marketing opportunities, improved custo-
mer retention, increased sales, and reduced operation costs. In this way, repu-
tation is a company specific value. You can imitate a company’s goods, services, 
strategies, company policies, buildings, human resource models and its logo, 
but you can’t imitate a company’s reputation (Fombrun et al. 1999, 241-242).

For economists, reputations signal a company’s likely behavior. For stra-
tegists, a company’s reputation is a barrier to rivals and a source of competitive 
advantages. For accountants, reputations are an intangible asset, a form of go-
odwill whose value fluctuates in the marketplace. For marketers, reputations 
are perceptual assets with the power to attract loyal customers (Fombrun et 
al. 1999, 241).  Corporate reputation affects the way which various stakeholders 
behave towards an organization, influencing customer satisfaction, customer 
loyalty, human resources, or employee retention (Chun 2005, 91; Ross 2008, 6). 
Once a reputation, which is based on mutual trust and social exchange between 
a company and stakeholders, is developed, it represents a true impediment to 
rivals and barriers in the market since reputation can’t be imitated and reprodu-
ced by other firms. At this point, it will be useful to note that corporate reputati-
on has been defined in somewhat varying terms; for example, it has been descri-

Introduction
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bed as a number of attributes that form a buyer’s view as to whether a company 
is well-known, good or bad, reliable, trustworthy, reputable and/or believable 
(Chetthamrongchai 2010, 209).  It has also been defined as a collective const-
ruct that describes the aggregate perceptions of multiple stakeholders about 
a company’s performance. Alternatively, it has been related to how people feel 
about a company based on the information available about company activities, 
its messages, behavior, the workplace, prices, products quality, innovativeness, 
management quality, profitability, risk levels, trust, past performance and fu-
ture prospects. In other words, corporate reputation is a conglomerate of the 
perceptions of multiple stakeholders and this leads to the construction of com-
pany’s total image. However, this is a lengthy process, and corporate reputation 
takes a long time to develop.

Definitions of corporate reputation have been seen as one dimension of 
corporate image and treated as synonymous with images that represent “the 
total impression of a company.” They have also been seen as resulting from 
long-term assessments made about firms by the public with incomplete infor-
mation (Lloyd and Mortimer 2006, 1). Although there are a few ways to me-
asure corporate reputation, Fombrun’s model, as a collective assessment of 
a company’s ability to provide valued outcomes to a representative group of 
stakeholders, has been utilized as an approach for the evaluation of corporate 
reputation.  This approach takes into account six main components:

1. Products and services.  The company stands behind its products and 
services, develops innovative products and services, offers high-quality 
products and services, and offers products and services that are a good 
value for the money.
2. Visionary leadership. The company has strong leadership, has a clear 
vision for its future, and recognizes and takes advantage of market oppor-
tunities.
3. The workplace environment is well-managed, the company is an att-
ractive place of employment and looks like a firm that would have good 
employees.
4. Financial performance. The company has a strong record of profitabi-
lity, has low-risk management, tends to outperform its competitors, and 
looks like a company with strong prospects for future growth.
5. Corporate social responsibility. The company is environmentally 
responsible, supports good causes, and maintains high standards in the 
way it treats people.
6. Emotional Appeal. Stakeholders have a good feeling about the firm, 

Components of corporate reputation

Research on Measuring Perceptions of Reputation in the Health Sector through Social Media
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and admire, respect and trust it (Fombrun et al. 1999, 253).

Based on these criteria, if a product or service doesn’t offer value to the 
customer or lacks a negative quality association, then it is almost impossible to 
create strong corporate reputation (Cravens et al. 2003, 207). 

According to Ling and Donner, the first decades of the twenty-first century 
may be remembered as a historical time when the majority of the world’s popu-
lation secured easy and affordable access to telephones for the first time.  At 
that time, there were 1.7 billion telephones, including 983 million landlines and 
740 million mobile phones on the planet (Ling and Donner 2009, 4). In 2011, the 
International Telecommunication Union estimated that this number will even-
tually increase to 5.9 billion mobile phones (ITU June 2012).

The importance of new media and digital technology is that they make it 
possible to abstract objects and then duplicate and transfer them over elect-
ronic networks (Sütcü 2012, 84). Gane and Beer have pointed out that many of 
the basic properties of computer networks have become metaphors for thinking 
about contemporary capitalist societies, and they suggest that Manuel Cas-
tells has been a key thinker on this issue because of the way that he posits 
networks as social structures (Gane and Beer 2008, 20). In light of this, social 
media have become critically influential tools of communication. Empirical stu-
dies have pointed to a positive relationship between having a good reputation 
and usage of social media, and corporate reputations are built from information 
about firms’ activities originating from the firms themselves, from the media, 
from other monitoring systems, and of course social media as well (Devine and 
Halpern 2001, 42). What has made social media platforms of communication 
so important is that every day there are 119 million tweets, every month 30 
billion items of content are shared on Facebook,  and in every minute 35 hours 
of video are shared on YouTube. Since 2009, Facebook has been first and Twit-
ter has been second in the ranking of usage of social networks. Today, there 
are 1 billion people using Facebook, and the power of mobile and social media 
is increasing day by day. It has been found that Turkish citizens spend 25% of 
their time on social networks, and Turkey has ranked as the top sixth country 
in terms of social media use vis-a-vis the world average (15%) (Ermurat 2011). 
Social media users in Turkey can be broken down as follows: Internet users, 35 
million; Facebook users, 31 million; and Twitter users, 9 million (Nadeau 2012). 
This indicates that social media is seen as a communication-intensive means of 
exchanging ideas, and as such it must be viewed in terms of its importance as 
regards corporate reputation.

The role of social media
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In Turkey, the health sector is one of the most developed in the country. 
There is stiff competition between companies in the field of health, and for that 
reason corporate reputation has become an issue of strategic importance and 
companies need to be able to keep up with news as it rapidly spreads through 
social media in cases of crises as well as to protect and improve company image  

According to a survey of doctors in Turkey, young doctors look positively 
on the flow of digital data within their firms, suggesting the significant potential 
roles that social media could actively play in the medical sector in the near 
future. In the Turkish health sector, 54% of doctors use corporate mail (http://
www.dhsturkey.com 2012). This shows that there is the risk that communicati-
ons could suffer between internal and external stakeholders, a situation which 
could have dire consequences. According to research on internet usage among 
doctors in France, Italy, Spain, England and Turkey, it was found that medical 
firms and doctors in Europe use certain channels for information and commu-
nication but this was not the case in Turkey (http://www.dhsturkey.com 2012). 
There is a lack of professional sites in the health sector in Turkey, for a number 
of reasons. Firstly, most doctors use the internet as a source of information. 
Secondly, they use it as a means to communicate with colleagues. In this way, 
it can be seen that they tend to use social media for “peer to peer communica-
tion.” Just to give an example, 18% of doctors in France run their own blogs, 
while this figure is only 12% for Turkey (http://www.dhsturkey.com 2012). As 
this rough overview suggests, usage of social media is still in its primary stages 
in Turkey but it will continue to develop as times goes by.

According to a survey carried out at Rochester University, 4,400 tweets  
predicted that there could be an outbreak of the flu, suggesting ways that social 
media can be used for the identification of epidemics (O’Grady 2012). This re-
search demonstrates that as news travels more quickly in social media, people 
are able to interact with each other in greater numbers, and as regards health, 
this can be a means of support and prevention. This is also important for com-
panies in the health sector in terms of corporate reputation and image, both 
positively and negatively For this reason, social media are important for pro-
tecting corporate reputation as well as building it up.  According to one study, 
Facebook, Twitter and the Turkish website Sikayetvar.com have become heavily 
used as a means of communication in Turkey (http://www.yenimedyaduzeni.
com 2011), and the site “sikayetvar.com,” which is the oldest site, having been 
founded in 2001, has eight hundred and fifty thousand members and receives 
1,400 complaints per year.

The health sector in social media

The health sector and corporate reputation

Research on Measuring Perceptions of Reputation in the Health Sector through Social Media
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A convenience sampling method was utilized and answers from 185 sta-
keholders were collected via a web-based structured questionnaire. The ques-
tionnaire was composed of two parts, this first of which contained questions 
about measurements of the Turkish public’s “perceptions of the general repu-
tation of the health sector” on a ten-point scale (Fombrun, Gardberg and Sever 
2000, 20 items, 6 components). In the second part, the same questions were 
asked on the basis of private hospitals which have received complaints through 
the best-known sites for reporting dissatisfaction (the hospitals are Acıbadem, 
Dünya Göz, Medicana, and Medical Park). 

Table 3-1. Four Private Hospitals Which Have Received Numerous Complaints 
(“sikayetvar.com”)

Table 3-2. Four Private Hospitals Which Have Received Numerous Complaints 
in 2011-2012 in Terms of the Number of Patients  (“sikayetvar.com”)

Table 3-3. Types of Complaints 

Sampling & Methods

Hospital
Acıbadem
Dünya Göz
Medicana

Medical Park

2011-2012 Number of Patients
2.910.000

30.000

1.000.000

1.700.000

Hospital
Acıbadem
Dünya Göz
Medicana

Medical Park

Rate of Complaints
10.20%

3.00%

5.20%

8.10%

Rate of Response
100

100

68.49

100

Four
Hospital 

Data
%

Staff

99

25.30%

Others

99

25.30%

Diagnosis-
Treatment

103

26.30%

Price

90

23.10%

Total
Complaints

391
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Table 3-4. Distribution of Complaints 

Image is extremely important in terms of corporate reputation. With social 
media, which is a rich source of information, we can also identify gaps in corpo-
rate identification and image, and thereby point out risky points which could 
lead to a decline of reputation. For this reason, social media can play a critical 
role in either the success or failure of a corporation. In this study, Dünya Göz 
Hospital was found to have numerous problems with diagnosis and treatment, 
whereas Medicana and Medical Park Hospital were found to be problematic in 
terms of pricing policy. 

Table 3-5. Web-page Data of Hospitals Experiencing Problems as Indicated by 
Social Media (next page)

Hospital

Acıbadem

Dünya Göz

Medicana

Medical Park

Staff
(%)

24.34

13.33

28.77

28.93

Diagnosis- 
Treatment

(%)
23.03

46.67

19.18

27.27

Price
(%)

19.74

13.33

27.40

28.10

Appointment 
(%)

9.21

6.67

12.33

4.96

Values

Date of Entrance to Facebook

Year Hospital Was Established

Number of Likes in Facebook

Health Information

Sharing of Information in
Facebook

Sponsorship

Number of Likes in Twitter

Conferences / Activities

Youtube Video

Acıbadem

30.09.10

1991

69.396

Available

Available

More data 
than others

4.612

More data 
than others

90.945

Dünya
Göz

18.01.10

1996

85.086

Available

Available

Available

2.970

N/A

N/A

Medicana

31.08.10

1995

1.767

Available

Available

N/A

632

N/A

11.699

Medical 
Park

27.05.10

1995

33.604

Available

Available

Available

1.422

N/A

112.997

Research on Measuring Perceptions of Reputation in the Health Sector through Social Media
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Total reputation perception values of hospitals:
Acıbadem: 8; Dünya Göz, 8; Medicana, 7; Medical Park, 7.
Reputation points ranked in order: Acıbadem, 1374; Dünya Göz, 1319; Me-

dicana, 1239; Medical Park, 1196. 

The general perceptions of reputation for these private hospitals can be 
traced to three factors: 

• “Social Responsibility and Emotional Appeal”
•  “Vision Leadership and Financial Performance”
•  “Products and Services”
The variables related to “Workplace Environment,” which is the sixth in 

Fombrun’s model, are divided among these three factors, meaning that these 
private hospitals are not perceived to be good places to work. 

Perceptions of reputation for Acıbadem Hospital were based on a number 
of factors, the first group of which are financial performance, social responsibi-
lity, and emotional appeal. The second group of factors includes products and 
Services, vision and leadership, and workplace environment. Only one factor 
was observed in the perception of reputation in the analysis of Dünya Göz Hos-
pital. According to the results of the questionnaire, Dünya Göz Hospital was not 
the subject of a clear set of perspectives. The reason for this is that the hospital 
only provides services in a single field, and it lacks a clear institutional identifi-
cation and image. Detailed research is needed to discover the reasons for this. 
According to research carried out in the telecommunication sector, the general 
perceptions of reputation of Turkish institutions are analyzed through four fa-
ctors. The first group of factors includes products and services, the second is 
workplace environment, the third group is vision, leadership and financial per-
formance, and the fourth factors are social responsibility and emotional appeal. 
Perceptions of reputation in the health sector in Turkey appear to be based 
on two main factors, the first of which includes social responsibility, emotional 
appeal and products and services. The second factor is workplace environment, 
financial performance and union-leadership. Perceptions of the reputation of 
Medicana Hospital were based on two factors. The first was product services, 
vision leadership and workplace environment, and the second factor was soci-
al responsibility, emotional appeal and financial performance. According to the 
demographic analysis made on general perceptions of reputation, a meaningful 
difference was found between the sexes. Men focused less attention on social 
responsibility and emotional appeal than women. Other demographic analyses 
on the reputations of private hospitals revealed that there was a certain diffe-

Conclusion
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rence between the sexes for Medical Park Hospital, with men focusing more on 
perceptions of reputation than women. In this study, no general perceptions of 
reputation were found to be related with workplace environment. In conclusion, 
there are a number of reasons that could underpin these differences, and more 
than one solution needs to be found for each sector, and, for that matter, for 
each individual institution. As this study has demonstrated, there are certain 
differences among perceptions of reputation in the health sector. The reputa-
tions of Acıbadem and Medical Park hospitals were nearly the same, and this 
is reflected in their web pages and by the fact that they actively use Facebook 
and YouTube.

In social media, the rate of reply to complaints was 100% for Acıbadem, 
Dünya Göz and Medical Park. On the other hand, Medicana demonstrated a 
lower reputation perception in comparison with the others. This is meaningful 
in the sense that information available through social media contains important 
clues for decision-making. In the world of communications today, unfortunately 
not everyone is aware of the power of institutional web pages, and as a result 
they fail to utilize this in the development of perceptions of reputation. 

• Chetthamrongchai, P. 2010. Revalidating two measures of reputation 
in Thailand. Corporate Reputation Review 13 (3): 209-219.
• Chun, R. 2005. Corporate reputation: Meaning and measurement. In-
ternational Journal of Management Reviews 7 (2): 91-109.
• Cravens, K., E. G. Oliver, and S. Ramamoorti. 2003.  The reputation 
index: Measuring and managing corporate reputation. European Manage-
ment Journal 21 (2): 201-212.
• Dayanç, Kıyat G. Banu, and S. C. Çalışkan. 2012. How much cultural 
assumptions, matter in “corporate reputation dimension” of the firms: A 
study from Turkish telecommunication industry. Mediterranean Journal of 
Social Sciences 3 (5): 75-87.
• Devine, I., and P. Halpern. 2001. Implicit claims: The role of corporate 
reputation in value creation. Corporate Reputation Review 4 (1): 42-49.
• Ermurat, İ. (14. 04. 2011). Sosyal Medya Büyüksün!. Retrieved from 
http://www.yenimedyaduzeni.com/sosyal-medya-buyuksun/ (accessed 
August 18, 2012).
• Fombrun, C. J., and N. A. Gardberg. 2002. The global reputation qu-
otient project: First steps towards a cross-nationally valid measure of 
corporate reputation. Corporate Reputation Review 4 (4): 303-307.
• Fombrun, C. J., N. A. Gardberg, and J. M. Sever. 1999. The reputation 
quotient: A multi-stakeholder measure of corporate reputation. The Jour-

References

Research on Measuring Perceptions of Reputation in the Health Sector through Social Media



28

Interdisciplinary Perspectives on Reputation Management

nal of Brand Management 7 (4): 241-256.
• Gane, N., and D. Beer. 2008. New media. Berg: New York, USA. Retrie-
ved from http://www.dhsturkey.com/index.php/archive (accessed Septem-
ber 12, 2012).
• ITU (June 2012). Mobile-Cellular Subscriptions. Retriveved from http://
www.itu.int/ITU-D/ict/statistics/material/excel/Mobile-cellular2000-2011.
xls (accessed December 28, 2012).
• Ling, R., and J. Donner. 2009. Mobile communication, digital media and 
society series. Polity Press: USA.
• O’Grady, J. D.  How Twitter can protect you from the flu. Retrieved 
from http://www.zdnet.com/how-twitter-can-protect-you-from-the-
flu-7000004108/ (accessed September 17, 2012).
• Lloyd S., and K. Mortimer. 2006. Corporate reputation: Seeing through 
the eye of the beholder, AUT University. Retrieved from http://anzmac.info/
conference/2006/documents/Lloyd_Stephen2.pdf (accessed August 12, 
2012).
• Nadeau, T. August 2012. SoLoMo, Türkiye için marka el kitabı. Retrie-
ved from http://www.m-gen.biz/resimler/SoLoMo-El-Kitabi-tr(2).pdf  (ac-
cessed October 10, 2012).
• Ross, L. G. 2008. Corporate reputation; 12 steps to safeguarding and 
recovering reputation. John Wiley and Sons, Inc.
• Sütcü, C. S. 2012. Sosyal medyaya girmeden önce bilinmesi gerekenler, 
yeni medya ve…, edited by D. Yengin. Anahtar Kitaplar: İstanbul.



New Challenges, New Opportunities: Interdisciplinary Perspectives on Reputation Manage-
ment aims to investigate questions and the multifaceted issues which relate to reputation 

explore reputation within a multidisciplinary framework, drawing insights from a number of 
fields of research including politics, public administration, international relations, business 
management, human resources, communication, new media, public relations, marketing, 
corporate social responsibility, and sustainability. In bringing this collection together, it was our 
intention to provide a venue that takes into account diverse concerns on the themes of reputa-
tion management from international and interdisciplinary perspectives.
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