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ABSTRACT

Background

Market studies helps in figuring out new market opportunities that might be available for
us. It helps in diagnosing geographic locations for market tapping or increasing consumer
base. By focusing our efforts to the right target segment, there will be an increase in the
scope of improved efficiency, faster results and greater overall performance in terms of
increased patient footfall. To understand the customers in better way, a patient profiling
survey is been carried out to understand the profile of target audience by taking their

demographic and socio-economic profile to develop a focused brand positioning.
Methodology

A descriptive cross-sectional study was carried out using a self-designed questionnaire
which was piloted by researcher before conducting the main study. A total of (N=236)
participants consented for the study who were employed using convenient sampling.
Categorical variables were summarized using frequency & percentages in graphs. Chi
square test of association was used to see the association among variables. A p <0.05 was
considered to be significant. MS excel and SPSS was used for performing the statistical

significance.

Result

The Chi Square test of association revealed that there is a significant association between
one of the socio-demographic profile that is gender of the patients to the utilization of
services offered at Sankara Eye Hospital, Coimbatore (x? = 18.413, df = 6, p = 0.005).
The findings revealed that “quality of service/speciality services” and “location
feasibility” were the main reasons for choosing Sankara. The study also depicts that
majority of people coming to Sankara were from relative, friend or colleague’s
recommendation (WOM) that is 61% and least were coming through social media and

online websites that is 1% (n=2) and 2% (n=5) respectively.

Conclusion

The study concluded that the Sankara Eye Hospital has succeeded in maintaining a
tradition in which rendering excellent care and quality services to its patients are its most
important strategic goal. It can be stated that the hospital has right patient loyalty as most
patients are through suggestions and additionally patients travelling to the hospital for

greater than once are themselves the source of referral.




Key Words
Healthcare Scenario, Healthcare service marketing, Market opportunities




ACKNOWLEDGEMENT

I would like to express my sincere & heartfelt thanks to Mr. Bharath
Balasubramanium, President Operations and Administration For providing me
Internship & Dissertation opportunity in the organization. | also thank Ms. Srini
Karthikeyan, Chief People Officer for providing me the opportunity to conduct this
study.

I would also like to express my deepest thanks to Mr. Kanagaraj Shanmugan, Chief —
Business Development for their guidance and constant supervision as well as for

providing necessary information regarding the project.

I would also like to extend my sincere thanks to Mr. Ranjith Kumar, Manager —
Business Development For being a constant source of knowledge, support, and guidance

while structuring Tamil questionnaire.

I would also like to express my thanks & regards to Dr. Sameer Phadnis, Professor and
Guide, IIHMR University for being such a wonderful guide & providing unfailing support

and assistance.

Last but not the least, | thank my family & friends for their constant support and for

keeping me motivated throughout my journey.




TABLE OF CONTENTS

SI. No. Topic Page No.
Certificate by Scholar 4
Abstract 5
Acknowledgement 7
List of Abbreviations 9
List of Figures and Tables 10
Introduction 11
Literature Review 13
Methodology 17
Results 19
Conclusion 30
Recommendations 31
References 31
Study Instrument 33




LIST OF ABBREVIATIONS

CRM Customer relationship management
GP General Practitioner

SPSS Statistical package of social sciences
MBA Master’s in Business Administration
MS Excel Microsoft Excel

LASIK Laser-Assisted in situ keratomileusis
MOH Ministry of health

SSO Social security organization

WOM Word of mouth

DOF Degree of freedom

SEO Search engine optimization

SPSS Statistical Package of Social Sciences
SMM Social media marketing




LIST OF FIGURES AND TABLE

Fig.1 Gender of the patient

Fig.2 Marital status of the patient

Fig.3 Age of the patient

Fig.4 Occupation of the patient

Fig.5 Education Qualification of the patient

Fig.6 Mode of transport patient preferred while coming to Sankara
eye hospital

Fig.7 Personal vehicle availability

Fig.8 Annual household income of the patient

Fig.9 Sources that drive the patient to Sankara

Table.1 Crosstabulation of education qualification with respect to
sources that drive patients to Sankara eye hospital

Table.1.1 Chi square tests

Table.1.2 Symmetric measures

Fig.10 Factors influencing selection of hospital

Table.2 Crosstabulation of education qualification with respect to
factors influencing selection of hospital

Table.2.1 Chi square tests

Table.2.2 Symmetric measures

Fig.11 Subspecialty services availed by the patient at Sankara

10




Table.3 Crosstabulation of gender with respect to the sub-speciality
services availed by the respondents

Table.3.1 Chi square tests
Table.3.2 Symmetric measures
INTRODUCTION

Healthcare framework in India

Nowadays healthcare services are undergoing through more valuation from customers
point of view while selecting a hospital. Numerous factors like multi-Speciality,
affordability, skilled doctors, quality services happen to be the most important factors
while selecting a healthcare facility. The patients who are no longer passive participants
in their health care are demanding transparency, easy access, convenience, personalized

product, and services.

India is witnessing a time where new hospitals are being worked at a pace like never.
There are exciting challenges that these hospitals are confronting while they are being
commissioned. One challenging task that every hospital, new or old, small, or big, is
facing today is the task of marketing itself. With increasing competition, healthcare
marketing is undergoing a transition from service providers’ dominance to service seekers
preference. Today the Healthcare sector is growing enormously because hospitals in India
are expanding in digit as well as in size, intricacy and the number of the services provided
are also increasing, the present need of healthcare sector is that hospitals are to be

managed professionally.

The globalization of the World has affected health care. These days healthcare services
are easily viable across the world as per the patient’s budget. As the number of health
institutions increases, both competition conditions and patient preference criteria have
increased. For the same, healthcare organizations have started giving more emphasis on
patient demands in order to be preferred by patients. The purpose of the study is to
evaluate the patients profile coming to the Sankara eye hospital, Coimbatore based on
demographic, geographic and socio-economic status. Along with this there are many
factors that affect the patient's hospital preferences. Some of these are health care quality,
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physical facilities, proximity with hospital, price consideration, behavior of staff, word of
mouth, skilled staff, etc. So, by Understanding customers, their needs, expectations, the
organization can make intelligent business decisions to create meaningful long-term

relationships for maintaining a competitive business edge.

Marketing of health care services

The health-care service marketing plays an important role to perform the functions of
healthcare industry. Currently the healthcare sector is undergoing a transition from
service supplier dominance to service seekers preference with growing competition.

Following components of healthcare service marketing are mentioned below:

Customer relationship management (CRM)

Customer relationship management plays a significant role to improve the organizations
interaction with current and potential customers. It helps the organization to retain
customers, streamline process and improve profitability. It further offers complete

mobility and delivery of actionable insights.

Knowledge management

At the present time, each buyer needs to be served according to his or her unique and
individual needs. The organizations make provision to provide customized solutions,
tailoring the services or products depended on actual customer preferences, rather than
generalized assumptions.

Subsequently all businesses are exploiting the information system and technology to
gather huge amount of client information, as they understand that the knowledge and
information in these huge databases are important to gain competitive edge and reinforce
various organizational decisions. There is a necessity of a well-defined, basic yet
integrated system to extract the information of the customers from these huge databases
and then apply this information for creating various critical decisions, specifically

marketing decisions.
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Building a Brand Image

The brand image is eventually the mirror through which the company’s true values are
reflected. Buoyed by the corporatization of healthcare services, India’s advancement as a
medical tourism destination and threatened by the mushrooming of new hospitals, it is
becoming difficult for hospitals to rely upon mere “word-of-mouth” to attract the patients.
The hospitals cannot do hard marketing. Therefore, the brand of the hospital can be built
increasingly through media visibility, poster or banner advertisement, WOM, and
testimonials by beneficiaries. There is a need for hospital management to put extra efforts

in carving a brand image and improving hospital’s visibility.

Internal marketing: A key element of marketing

Internal marketing practices empower hospitals to make themselves ‘market worthy’
before starting any external marketing. Like any marketing, the concept to be sold must
have some kind of value in the minds of the prospects. The initial step, therefore, is to

develop a “value proposition’.
AIM OF THE STUDY

This study aims to examine various factors which determines the choice of this hospital

over other hospitals/competitors.

OBJECTIVES

e To identify the factors responsible for paying patients choosing Sankara Eye
Hospital, Coimbatore over other hospitals

e To assess the socio-demographic profile of the new patients coming to the
paying section of Sankara Eye Hospital, Coimbatore

e To investigate the association between the socio-demographic profile of the
patients to the utilization of services offered at Sankara Eye Hospital,
Coimbatore

e To recommend measures for better marketing & utilization of services for the

hospital

LITERATURE REVIEW

13




Name of | Authors | Year of | Study Sample | Sampling | Salient
the of the publicat | location | size techniqu | features
research | study ion e
article
CUSTOM | Rajkumar | 2011 Manipur | 143 The The
ERS Giridhari responde | Cochran’ | Cochran’s Q
PREFERE | Singh, nts s Qtestis | test revealed
NC FOR used to that the
SELECTI Dr. Md' ] test proportion
NG Kheiruadi whether | of patients
n Shah the willing to
PRIVATE proportio | seek a
H_OSPITA n of hospital
L:A patients (medical
STUDY willing to | provider) is
IN seek a significantly
MANIPU hospital different
R (medical | across the
provider) | attributes
IS same for
across all | treatment.
the Availability
attributes | of
for specialist’s
treatment | doctors,
surgeons
and
infrastructur
e
consideratio
n of the
hospitals is
the
dominant
reason for
the choice
of the
hospitals by
the patients.
A study of | Ankur, Decemb | Hisar, 456 stratified | The study
consumer’ | Sanjeev er 2015 | Haryana, | responde | sampling | reveals that
S Kumar India nts method Good
preference doctors was
for various the

14




medical
facilities
while
choosing a
hospital

prominent
reason for
selecting the
hospitals
followed by
easily
available
facilities
and low-
cost
services.

Factors
influencin
g patient’s
decision of
selecting a
hospital

Mohamm
ed arif
raza

2012

Ahmedab
ad,
Gujrat,
India

369
patients

Non-
probabilit
y
convenie
nce
sampling

It was
revealed
from the
study that
several
factors
including
availability
of facilities,
previous
experience
with
hospital and
reputation
of doctors
attached
with the
hospital are
the most
important
ones.

Patient
choice of a
hospital:

implicatio
ns for
health
policy and

manageme
nt

Ali
Mohamm
ad
Mosadeg
hrad

25
March
2013

The
study

was
carried
out at in
eight
hospitals:
four
MOH
(three
teaching

A total
of 320
patients
participa
ted in
the
qualitati
ve study

Explorato

ry
research

Stepwise
regression
analysis
revealed
that cost of
services,
access,
patient
health

status, and
providers’

15




and one expertise
non- were the
teaching) main
) reasons for
choosing a
two S50 hospital. A
and two
private statistically
hospitals significant
to association
represent was seen
the three between
dominant patients’
hospital hospital
care choice and
them
systems
in Iran. education
(p, 0.001),
age (p ¥a
0.007) and
job (p ¥a
0.040).
Determina | Aafke 17 A 118 Scoping | The
nts of Victoor, August | scoping | studies | review research
patient DianaMJ | 2011 review is | used for reveals that
choice of | Delnoij, done data people
healthcare | Roland D through | analysis actively
providers: | Frieleand literature choose their
ascoping | JanyJDIM review healthcare
review Rademake providers
rs through
different
sources like
relying on
their GP to
choose for
them and
based on
their
previous
healthcare

experiences
when
deciding

16




where to
receive care.
Marketing | Vijay 2011 IES 60 Primary Marketing
of Bhangale Manage | patients | data of hospitals
healthcare ment collected | to general
services in College, through practitioners
India: a Mumbai, questionn | by
study on India aire developing
factors a referral
influencin Method. network is
g patient’s A important.
decision Structure Same as the
making on d _ recommend
choice of a q_uestlonn ation by
hospital. aire o family
administe physician’ is
redone- | important
to-one to influencing
selected factor in
responde patient’s
nts. decision
Secondar | Making.
y data is Also, the E-
collected marketing is
from important as
healthcar internet is
€ the major
reports, source of
journals, information
and among
healthcar | YOUNGer
e generation.
periodical
websites.
METHODOLOGY
Study site

The study was conducted at Sankara Eye Hospital, Coimbatore
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Study period

3" February 2020 to 2nd May 2020
Study Population

Newly registered patients coming for treatment at Sankara Eye Hospital, Coimbatore
were conveniently selected for the study (N=236). Sankara Eye Foundation is a renowned
hospital in ophthalmologic care in India. It is known for providing effective patient care
at affordable prices.

Inclusion criteria: Paying patients who are willing to participate in the study

Exclusion criteria: Paying patients who did not participate due to language barrier or

time constraint

Research Question
What are the factors responsible for paying patients choosing Sankara eye hospital,

Coimbatore over other hospitals?

Data Collection Method

The researcher administered the questionnaire to the participants eligible for the study.
Study Tool

A questionnaire was developed by the researcher with the help of experts in the field. It
was translated in the local language for the convenience of the participants. The first part
of the questionnaire collected information regarding socio-demographic details of
patient’s like age, gender, educational qualification, occupation, marital status. followed
by information related to their buying behaviors. Determinants’ of choice of hospital like
referred by patient, staff or a doctor, word of mouth, doctor’s reputation, advertisements,
review on internet, eye screening camps, location feasibility, affordability, etc. were

collected in the other part of questionnaire.
Ethical Approval

This study was approved by Sankara Eye Foundation, Coimbatore. The importance of the
study was explained verbally to each patient. Informed consent was secured for each

participant and confidentiality was maintained throughout the study.

Data Analysis

18




Data was entered in Microsoft Excel 2016. Categorical variables were summarized using
frequency and percentages. Chi- squared test of association was used between dependent
& independent variables. Chi square test of association uses following formula;

2 (— e)z
Xt =302
e
A p<0.05 was considered to be significant in the study. Statistical package of social
sciences (SPSS), version 25 was used for statistical analysis.
RESULTS
Graphical presentation of the result of Market survey:

e Demographic details including gender, marital status, age, occupation
education qualification of the study participants is presented graphically.

1. Graph showing distribution of study subjects according to gender
Gender
160
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Fig.1: Gender of the patient

From the above figurel, Total patients participated in the study includes male (61%) and
female (39%).

2. Graph showing distribution of study subjects according to marital status
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Marital status

200 183
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Fig.2: Marital status of the patient
77% patients who visited the hospital were married rest 23 % were unmarried.

3. Graph showing distribution of study subjects according to age group

Age group
140
120 115
100
80

60 46 8.7%

40 30 34

19.5%
20 1 12.7% ’ 14.4%

4.7%

0-17 18-25 26-40 41-55 55 and above

B Seriesl M Series2

Fig.3: Age of the patient

The age of the patient varies from 0-17 to 55 and above with the highest patients of age

55 and above (49%). Maximum no. of patients at this age requires eye care services.

4. Graph showing distribution of study subjects according to Occupation
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Occupation
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Fig.4: Occupation of the patient

From the above figure it can be said that most of the patients who took treatment were
homemaker (28%) followed by private employees (22%) and self-

employed/farmer/business (20%).

5. Graph showing distribution of study subjects according to education

qualification

Education Qualification
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W Seriesl M Series2

Fig.5: Education qualification of the patient

From the above figure it is depicted that most of the patients visiting Sankara have
completed their schooling (48%) and graduation (22%). Here the respondents those who

were having no education comes under other (14%).
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e Socio-economic attributes

6. Graph showing distribution of study subjects according to mode of transport

they preferred while coming to Sankara eye hospital
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Fig.6: Mode of transport patient preferred while coming to Sankara eye

hospital
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It was seen that most of the patients preferred 2-wheeler (37%) followed by 4-wheeler

(30%) and bus (21%) while coming to Sankara. Less no. of patients preferred taxi and

auto facility.

7. Graph showing distribution of study subjects according to they own a vehicle.
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Fig.7: Personal vehicle availability

The above figure depicts the no. of patients who own a personal vehicle (79%) while

rest do not own a vehicle (21%).

8. Graph showing distribution of study subjects according to annual family

income
Annual Household Income
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Fig.8: Annual household income of patient

In order to know the target segment of Sankara, the socio-economic determinants were
included in the questionnaire. It was found that large no. of patient comes under up-to 3
lacs of income (58%), followed by under 3 to 5 lacs (23%), under 5 to 10 lacs (14% )
and rest of the comes under above 10 lacs (5%).

e Determinants of choice of hospital

9. Graph showing distribution of study subjects based on how did they hear

about Sankara?
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Sources that drive the patient to Sankara
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Fig.9: Sources that drive the patient to Sankara

The sources that drive the patient to the hospital were mainly doctor referral,
advertisement and promotion, online websites, corporate tie-ups, WOM, eye screening
programmes, social media, trust, or religious belief. It was found that majority of people
coming to Sankara were from relative, friend or colleague’s recommendation (WOM)

(61%) and least through social media (1%) and online websites (2%).

Table 1: Crosstabulation of education qualification with respect to sources that
drive patients to Sankara eye hospital

Sources that drive the patients to Sankara
Relative,
colleagu
adverti C M health e or eye
semen |onlin | scheme/ins | friend | screen
doctor | tand e |urance/corp | recomm ing
referra | promo | web | orate tie- | endation | progra | social | other
I tion | site ups (WOM) | mme | media S Total
educa | schooli | Coun
] 12 7 2 5 68 7 1 10 112
tion ng t
Expe
cted
14.2 66| 24 4.7 68.8 6.6 9| 7.6| 112.0
Coun
t
inter/dip | Coun
1 1 1 0 6 0 0 0 9
loma t
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Expe
cted
1.1 5 2 4 5.5 5 1 .6 9.0
Coun
t
graduat | Coun
) 10 3 1 1 33 2 0 2 52
ion t
Expe
cted
6.6 31| 11 2.2 31.9 3.1 41 35 52.0
Coun
t
Post- Coun
4 2 1 3 18 1 0 0 29
graduat |t
ion and | Expe
above |cted
3.7 1.7 .6 1.2 17.8 1.7 2] 20 29.0
Coun
t
other Coun
3 1 0 1 20 4 1 4 34
t
Expe
cted
4.3 2.0 7 14 20.9 2.0 3] 23 34.0
Coun
t
Total Coun
. 30 14 5 10 145 14 2 16 236
Expe
cted
30.0f 14.0| 5.0 10.0 145.0 14.0 2.0| 16.0| 236.0
Coun
t
Table 1.1: Chi-square tests
Chi-Square Tests
Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 22.8102 28 742
Likelihood Ratio 24.120 28 .675
Linear-by-Linear Association .002 1 .965
N of Valid Cases 236

a. 30 cells (75.0%) have expected count less than 5. The minimum

expected count is .08.

Table 1.2: Symmetric measures
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Symmetric Measures

Approximate
Value Significance
Nominal by Nominal Phi 311 742
Cramer's V .155 742
N of Valid Cases 236

The Pearson chi-square value is found to be statistically insignificant. Meaning thereby

no significant association of education qualification of study subjects was observed with

the sources that drive the patient to hospital (x? = 22.810, df = 28, p = 0.742).

10. Graph showing distribution of study subjects based on the reason behind

choosing Sankara over other hospitals

Factors influencing selection of hospital
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Fig.10: Factors influencing selection of hospital

The findings of the questionnaire survey revealed that “quality of service/speciality

services” (27%), followed by “location feasibility” (26%), “happy patient of Sankara

referred me” (15%) and Skilled doctors (15%) respectively were the main reasons for

choosing Sankara.

Table 2: Crosstabulation of education qualification with respect to factors

influencing selection of hospital
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education * factors influencing selection of hospital Crosstabulation

factors influencing selection of hospital
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other Cou
ot 9| 3 5 9 1] O 2 0| 5 0 4
Exp
ecte 3
d 8.815.2| 2.6 9.2 v 41 1.0 41 5.0 3 4.
Cou 0
nt
Total Cou 2
nt 61] 36| 18 64 5 3 7 3] 35 2 3
6
Exp )
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0
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Table 2.2: Chi-square Tests
Chi-Square Tests
Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 34.2544 40 .726
Likelihood Ratio 40.689 40 440
Linear-by-Linear Association 1.131 1 .288
N of Valid Cases 236
a. 40 cells (72.7%) have expected count less than 5. The minimum
expected count is .08.
Table 2.3: Symmetric measures
Symmetric Measures
Approximate
Value Significance
Nominal by Nominal Phi .381 .726
Cramer's V .190 .726
N of Valid Cases 236

The Pearson chi-square value is found to be statistically insignificant. Meaning thereby

no significant association of education qualification of study subjects was observed with

the factors influencing the selection of Sankara eye hospital (x? = 34.254, df =40, p =

0.726).
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11. Graph showing distribution of study subjects according to the subspecialty
Services availed by the them at Sankara
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Fig.11: Subspecialty services availed by the patient at Sankara

Among 236 patients, there were no. of patients visited the hospital for Eye consultation
(38%), Cataract (28%), Oculoplasty (11%), Cornea services (8%), Lasik surgery (6%),
Retinal services (3%) and other services (6%) like Squint correction, Glaucoma services,

optical services and pediatric care.

Table 3: Crosstabulation of gender with respect to the sub-speciality services

availed by the respondents

ender * Sub-speciality services Crosstabulation

speciality
catarac | cornea vitreo-
tand and retinal eye
IOL refractiv | LASI | servic | oculoplast | consultatio | other
clinic | e service K e y n S Total
gende male Count 40 19 5 5 10 55 9| 143
r Expecte 143.
40.0 12.1 8.5 4.8 15.1 54.5 7.9
d Count 0
femal Count 26 1 9 3 15 35 4 93
e Expecte
26.0 7.9 55 3.2 9.9 35.5 5.1 93.0
d Count
Total Count 66 20 14 8 25 90 13| 236
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Expecte 236.
d Count 66.0 20.0( 140 8.0 25.0 90.0( 13.0 0
Table 3.2: Chi-square Tests
Chi-Square Tests
Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 18.4132 6 .005
Likelihood Ratio 21.230 6 .002
Linear-by-Linear Association 436 1 .509
N of Valid Cases 236
a. 2 cells (14.3%) have expected count less than 5. The minimum
expected count is 3.15.
Table 3.3: Symmetric measures
Symmetric Measures
Approximate
Value Significance
Nominal by Nominal Phi .279 .005
Cramer's V .279 .005
N of Valid Cases 236

The Pearson chi-square value test was found statistically significant. Meaning thereby
There is a significant association between gender and the type of sub-Speciality chose by
patients (x* = 18.413, df = 6, p = 0.005).

CONCLUSION

The study concluded that the Sankara Eye Hospital has succeeded in maintaining a
tradition in which rendering excellent care and quality services to its patients are its most
important strategic goal. It was found that majority of people coming to Sankara were
through relative, friend or colleague’s recommendation (WOM) and least through social
media and online websites. For this more emphasis could be given on promotions through
digital marketing channels. Doctors play a major role in motivating the patients as the
study shows that patients coming through doctor’s referral is second most influencing

source that drive patients to hospital.

30




The Pearson chi-square test was found to be statistically significant in crosstabulation of

gender with respect to the sub-speciality selected by the patients. Meaning thereby an

association was observed between one of the socio-demographic profile that is gender of

the patients to the utilization of services offered at Sankara Eye Hospital, Coimbatore.

Also, there was no association observed between the socio-demographic profile of the

patients to the reason of selecting Sankara Eye Hospital, Coimbatore.

RECOMMENDATION

The predominant problem we see through the study is that the patients are usually
confused, that whether they are entering into Sankara eye foundation or Sankara
Netralaya, to remove this difficulty one thing that Sankara eye foundation can
implement is to reiterate the tagline and focus on awareness campaign so that it
becomes much clearer in the patients' mind.

Another difficulty faced by the patient is that the spectacles sold by Sankara eye
Hospital are way above the purchasing power of them to reduce this problem so
that they cannot buy the spectacles outside of the organization they can follow
mass Vs price rule so that they can increase the volume of production and therefore
the prices can come down so that people can easily buy from the organization
itself.

Doctors play a major role in motivating the patients as there are patients due to
doctor referrals and visiting the hospital to get treated by skilled doctors. More
emphasis can be given in increasing networking of doctors through mutual
benefit.

According to an in-depth research report from Google on how people search for
hospitals, some 77% of potential patients turn to a search engine and 76% look at
an organization’s website — the most engagement, by far, with any marketing
channels. In order to acquire new patients, the digital marketing channels like

SEO, SMM and Content marketing about eye care aids can be promoted.
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STUDY INSTRUMENT: QUESTIONNAIRE
PATIENT SURVEY FORM:

Dear Respondent,

| am conducting research to evaluate the patient's profile and determining their buying behavior

at Sankara Eye Hospital, which is purely for academic purposes. You are requested to please fill

this questionnaire which will hardly take 5 -10 minutes. Participation in this study is completely

voluntary. Please be aware that if you decide to participate, you may stop participating at any

time and you may decide not to answer any specific question.

Thank you in advance for your participation!

% Patient Demographic Details

Q1. MRN No. of the patient

Q2. Gender
Male O Female ] Other
Q3. Marital Status
Married [] Unmarried  [] Other
Q4. Age
L] o0-17
] 18-25
] 26-40
1 41-55
[] 55 and above
Q5. Address
Q6. Occupation,
[ ] Government Employee ] Daily Wage Worker
] Private Employee O Retired
[] student ] Self Employed/ Farmer/
Business
[C] Homemaker ] Non- working
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L1 other

Q7. Education Qualification,
] Schooling

1 inter/ Diploma

[] Graduation

Q8. Which Mode of transport you use while coming to hospital?

Public transport:

|:| Bus
|:| Auto
L] Taxi

Q9. Do you own a vehicle?

L1 vYes

Q10. Annual Household Income,
L1 under3lacs

] 3-5lacs

5-10 lacs

10 - 25 lacs

O O O

Above 25 lacs

+ Determinants of choice of hospital

Post-Graduation and Above

|:| Other

Own vehicle:
2-wheeler,

4-wheeler,

No

Q11. How did you come to know about Sankara eye hospital, Coimbatore? (Select any one of

the below)

Doctor referral

Online website

OO0 og O

Advertisement and promotion

Relative, Colleagues or friend recommendation (WOM)

] Eye screening program

Social media

|:| Others

C M Health Scheme/ Insurance Availability/ Corporate Tie-ups

Q12. What is the one Reason behind choosing Sankara over other hospitals in your city?

(Select the most preferred option)

] Location feasibility

|:| Skilled doctors
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[ ] Cost of treatment O Quality of treatment / Speciality
services

] Infrastructure and amenities ] Religious and cultural belief
] staff behaviour ] ¢ M Health scheme/ Insurance
Availability

[] Happy patient of Sankara referred me [C] Accreditation available

[ ] others

Any suggestions:

THANK YOU FOR YOUR RESPONSE!
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QUESTIONNAIRE IN TAMIL

emprmwmer] wpereniflemin 9y lle] LIg6ULD:
S|60TL6ITem LiSleverfl S g e,

Grmwmefluile srwelaurgens HLILTEH Q&FUIaISMEGLD, S|6UTEH6T 6UTHIE WD
BL&6MG FHIGTIT 8600T LOIHSSIeUnem6Tulev GInmestILILIGMHEGLD HITeT 2 MU
GMA&Metor(h aUHHR CM6T, @I &Hevall CHTHSHMBISHEH&HSTS L HIGLD. 5 -10
BIOLBI&6T 6T(H &G @b Co6TellgH S Memer Bl LIL L0 mmI

Gl (h&Ha&meTaTL LGSR MIS6T. @bhs 2ulele) LBICHMHLIS (LM Mlevld
SEOTEOTTIeULD Mo, BIG6T LMICEHMS (P96 Q&FUISTe, BHIGET 61hHE CHIeS T e
LIBIGHMLINS BlMISH6eVITD, GLosvld 6THSQ e GMILILINL L CoHeTalls LD

LIS everfleos GauerorITLD 6T6dTMI HEIGHET (N6 G1&FUILIEVITLD.

2 MIG6T LUBICSHMLHE (N60TFa 19 CUl HedTml!

+ Gmmwmerlufer Lererflafeury a6y migs 6T

Q1. Crmwimerfluf6dr 6TLD. 1T .6T60T 6T6voT

Q2. Umedleorid
0 syeoor ] Quevor O ) (IH [ 1l 60) 85 &5 61T

Q3. H(HLo6woT Blemrev

0 @ @weswrwmereurs

] 9@ @werwrsrseun
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L] whmeur
Q4. auw sl

] o-17
[]18-25
[] 26-40
[]a1-54
[ ss LMmMID GLo6Y

Q5. W &seurf

Q6. Qs mdleL

2|78 2erifluiy

Feraifl 5060 Qs midlevmer]

Seoflwimy oerdluly

QW6 QUMM

Lomevorelly, &WQSmLSlev / elleugmull / eueooflssLD
CammhGLN&S&T

Gauemev QI F WIWLIMSE

Ooooodnd

LOMMEDI6U

Q7. 6val &S,

] werefltiung iy

[ wasome bHDID SiHHE GO
L] @erLp/1qliGermiom

] uwlLwp

] LOMMEDI6

Q8. DS SIAULNEMETE G UIHLOCLITS HHIGH6T LILTLUR S W CLITE G TSH S

Wenm 61517

QUG CUTHGITSHS: QFMHS GUMEHEOTLN:
] uev ] 2 #6505 eumseorid
O ewrelm ] 45657 eumserid
Ll Lrge
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Q9. 2_MmIGETILLD aUM&H6TD @MHEHRMST?
L] @b L] @6vemev.
Q10. auLITHH T eI (H eUIHLOTEOTLD
[ 3ol ss5866 &b
[] 3-5el 5D
[] 5-10ev&D
[] 10-25 e &M
] 25 el s55mE Goev
+ LGS SIeunemerTwleT G5 T6ey §ITLomentlLILIeU T8 6T
Q11. Gx:memauuilev FBIGTIT &600T LD[HSSIeULnemn6T LimmI 6Tl 1L Q& KH S
Q& MeooT eI 56T? (BGL 2 6TaT epeTemMS CHTHE & (H & &6 LD)
GSST UflHsienT
gevor LfIGFMEement HL_L LD
eflemUFLD LHmLh LGSed 2 w6y
STIUUGCTL 6mL-3|L1&6T
2,60T6M V60T 6U6M6VEH S ETLD
FENG 26|55 MHI& 6T
& eTlh oMMy S / &TULSLG el &G0

2 mellery, FHMTEHEET 3j6VeVGI HeooTLIT LIFlhSiemy (WOM)

ooooodaod

LDMHMEn6U

Q12. 2 _MIG6T B&HTSH 6T LM L0(HS 560 6060TSHm6T el FHIGTTen6IS
CHIHASHLILSME @ &Tyeorid eTeoteor? (LO&ea e @BLILILNTeT Nl(BLILISG NS S

CHIHOSHH &&HeLD)

[

@@L &M565) U5 Ta !l

B 60O UIITEOT LO(H & &6 785 6T

PR G uller QFevea]

ARG uller I/ AmLIL CoemalseT
2 6T&L_LemnlIL] IDMHMILD 6UEFSH &6

DG LDMHMID HEVTESFTT HLOLN G0 &

Oooond

oar WIS 6rfl6tT HL GG
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F eTd &&HMHMTY UL / ST S & @GLD H6oTenin
FhIsGTTeerT DG LLFF Wmer Chmulmer] ereTeneorss @&GMILILNL LT

IBIBEHTILD HenL&HHMS!

Oood

LD M M 63Y 61 & 61T

o%

¢ JCHWILD 2 C6VITF6D)60TEHET:

2_MI& 6T LUH &G Heorml!
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