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The Effect of Hospital Brand Image and Motivational Factors on 
Behavioral Intentions from the Perspective of Medical Tourists: 
Cross-Sectional Study 
Medikal Turistlerin Perspektifinden Hastane Marka İmajı ve  
Motivasyon Faktörlerinin Davranışsal Niyete Etkisi: Kesitsel Çalışma 
     Yaşar DEMİRa 
aSamsun Training and Research Hospital, Samsun, Türkiye

ABS TRACT Objective: Medical tourism has grown rapidly in recent 
years. Along with this growth, there has been a significant increase in 
the economic share of the market. Realizing this situation, countries 
have started to develop various policies to understand the behavior of 
medical tourists and to get the share they want from this market. There-
fore, the aim of this study is to reveal the impact of hospital image and 
motivational factors on behavioral intention from the perspective of 
medical tourists. Material and Methods: The population of this cross-
sectional study consists of medical tourists receiving healthcare ser-
vices in XXXXXXXXXXX. No sample selection was made for this 
study; instead, a random sampling method was used to administer a 
questionnaire to participants receiving healthcare services at institu-
tions that agreed to participate in the study. Data were collected be-
tween March-December 2024. A total of 360 questionnaire forms were 
analyzed. Results: 33.6% of the participants were between 40-49 years 
old and 31.7% of them came from Georgia. A positive relationship was 
found between hospital image, accessibility, safety and security, coun-
try knowledge and awareness, potential of saving and behavioral in-
tention (p<0.05, p<0.001). Behavioral intention is positively affected by 
hospital image, accessibility, safety and security, country knowledge 
and awareness, and potential of saving (p<0.05, p<0.001). Hospital 
image, accessibility, safety and security, country knowledge and aware-
ness, and potential of saving explain 45.8% of the change in behavioral 
intention. Conclusion: The findings of the study reveal that medical 
tourists’ behavioral intentions are influenced by motivational factors 
and hospital image. Accordingly, it is recommended that strategies be 
adopted to enhance the competitiveness of medical tourism destina-
tions by developing the quality of healthcare services and destination 
image in a coordinated manner. 
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ÖZET Amaç: Medikal turizm, son yıllarda hızlı bir büyüme göster-
miştir. Bu büyüme ile beraber pazarın ekonomik payında da önemli bir 
artış gözlenmektedir. Bu durumun farkına varan ülkeler, medikal tu-
ristlerin davranışlarını anlamak ve bu pazardan istedikleri payı almak 
için çeşitli politikalar geliştirmeye başlamışlardır. Bu nedenle çalışma-
nın amacı, medikal turistlerin perspektifinden hastane imajı ve moti-
vasyon faktörlerinin davranışsal niyet üzerindeki etkisini ortaya 
çıkarmaktır. Gereç ve Yöntemler: Kesitsel tipteki çalışmanın evrenini, 
XXXXXXXXXXX’da sağlık hizmeti alan medikal turistler oluştur-
maktadır. Çalışmada, örneklem seçimine gidilmemiş olup çalışmaya 
katılmayı kabul eden kurumlarda sağlık hizmeti alan katılımcılara rast-
gele örneklem yöntemi ile anket uygulanmıştır. Veriler, Mart-Aralık 
2024 tarihleri arasında toplanmıştır. Toplamda 360 anket formu analiz 
edilmiştir. Bulgular: Katılımcıların %33,6’sı 40-49 yaş aralığında olup 
%31,7’si Gürcistan’dan gelmiştir. Hastane imajı, erişilebilirlik, emni-
yet ve güvenlik, şehir bilgisi ve farkındalığı, fiyat uygunluğu ve dav-
ranışsal niyet arasında pozitif yönlü bir ilişki tespit edilmiştir (p<0,05, 
p<0,001). Davranışsal niyet, hastane imajı, erişilebilirlik, emniyet ve 
güvenlik, ülke bilgisi ve farkındalığı ve fiyat uygunluğundan pozitif 
yönlü etkilenmektedir (p<0.05, p<0.001). Hastane imajı, erişilebilirlik, 
emniyet ve güvenlik, ülke bilgisi ve farkındalığı ve fiyat uygunluğu 
davranışsal niyetteki değişimi %45,8 oranında açıklamaktadır. Sonuç: 
Çalışma bulguları, medikal turistlerin davranışsal niyetlerinin moti-
vasyon faktörleri ve hastane imajından etkilendiğini ortaya koymuştur. 
Bu doğrultuda, medikal turizm destinasyonlarının rekabet gücünü ar-
tırmak amacıyla sağlık hizmetlerinin kalitesi ile destinasyon imajını eş-
güdümlü şekilde geliştiren stratejilerin benimsenmesi önerilmektedir. 
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Medical tourism has emerged as a rapidly grow-
ing segment of the global health sector, driven by a 
combination of economic, social and technological 
factors. This phenomenon, defined by individuals 
traveling across national borders to access medical 
services, offers an attractive combination of health-
care and tourism.1 The growing demand for medical 
tourism is supported by factors such as the rising cost 
of healthcare in developed countries, long waiting 
times for elective surgical procedures, and the avail-
ability of high quality medical care at competitive 
prices in developing countries. This rapid evolution 
of the industry not only reflects the globalization of 
healthcare, but also highlights the important role of 
patient behavior, decision-making processes, and 
brand perception in shaping market Dynamics.2,3 

Medical tourism has become a sector character-
ized by rapidly increasing international patient flows, 
globalization of healthcare services, and intense com-
petition between countries. While there are many fac-
tors influencing medical tourists’ decisions, hospital 
brand image stands out as particularly important 
among these factors. Hospital brand image is a mul-
tidimensional concept encompassing the healthcare 
institution’s reputation, perceived service quality, 
level of reliability, ethical stance, technological in-
frastructure, patient relationship management, and 
corporate recognition. Brand image is not limited to 
symbolic elements such as physical structures or 
logos; it also encompasses the overall perception 
formed in patients’ minds. This image serves as a 
quality signal, particularly for individuals who have 
not previously experienced the healthcare institution, 
and plays a critical role in building trust.4,5 The ma-
jority of medical tourists do not have direct knowl-
edge about the institution where they will receive 
treatment. This situation creates information asym-
metry and perceptual uncertainty. In such an envi-
ronment, hospital brand image becomes a tool that 
facilitates and guides the decision-making process. A 
strong and positive brand image enhances trust in the 
quality of services, reduces perceived potential risks, 
and fosters the development of positive attitudes to-
ward the service. Additionally, brand image directly 
influences patient satisfaction, word-of-mouth rec-
ommendations, and the intention to revisit. In this 

context, brand image not only shapes individual pa-
tient behavior but also the long-term institutional sus-
tainability of the healthcare institution.2,6,7 Hospital 
brand image also functions as a destination marketing 
tool. Destination image, which is among the attrac-
tive factors in medical tourism, is evaluated in an in-
tegrated manner with hospital perception. For 
motivational factors such as ease of transportation, 
price advantage, cultural compatibility, security, tech-
nological infrastructure, and a team of expert physi-
cians to be effective, these elements must be 
presented under a comprehensive brand umbrella. For 
countries like Türkiye, which aim to grow in medical 
tourism, technical quality alone is not sufficient; this 
quality must also be effectively transformed into 
brand value. Therefore, systematic management of 
hospital image by healthcare institutions has become 
a strategic necessity to enhance competitiveness in 
the international market and ensure patient loyalty.6,8 

For this reason, healthcare institutions should 
strengthen their corporate brand values by investing 
in areas such as brand communication, patient expe-
rience management, digital visibility, international 
accreditations, and feedback systems based on patient 
satisfaction. They should also build global patient 
trust and positively influence the behavioral inten-
tions of potential medical tourists.1,4,9 

Intention can be defined as the likelihood of per-
forming a behavior. Behavioral intentions strengthen 
customer relationships with service providers and 
serve as an indicator of the sustainability of that rela-
tionship.10 Therefore, accurate measurement of be-
havioral intentions is critical for companies to predict 
the future purchase behavior of individuals as part of 
customer relationship management.11 The concept of 
Theory of Planned Behaviour (PBT) was introduced 
by Ajzen in 1991. According to this theory, in order 
for behaviour to occur, a “Behavioural Goal” must 
first be formed. The main factors that influence this 
goal are “attitude towards the behaviour”, “subjec-
tive norms” and “perceived behavioural control”. 
These factors are shaped by “behavioural (attitude) 
beliefs”, “normative beliefs” and “control beliefs” re-
spectively. These beliefs are also among the factors 
that determine behavioural outcomes. According to 
the PBT, the determinant of behaviour is the individ-
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ual’s intention to perform certain types of ac-
tions.7,12,13 Behavioral intentions include an individ-
ual’s future behavioral plans for a product or service 
after it has been paid for and consumed. Behavioral 
intentions can be of 2 types, either positive or nega-
tive. Positive behavioral intentions refer to the ten-
dencies of customers to be loyal to the company, to 
have a positive opinion of the company, to recom-
mend the company to others, to spend more for the 
company, or to accept paying a higher price for the 
company’s products.14,15 

Customer loyalty, a dimension of behavioral in-
tention, refers to the positive attitude customers de-
velop toward a brand, product, or company. When 
customers are satisfied, they tend to become repeat 
users of the same brand, product, or company. In ad-
dition, it refers to the repurchase of the product or ser-
vice and the continuation of positive behavior in this 
regard. Customer loyalty has 3 main dimensions: 
cognitive, emotional and behavioral.6,8,16 

Cognitive loyalty is the process of returning to 
the same organization after the initial purchase of a 
product without considering alternative companies. 
Affective loyalty occurs as a result of the emotional 
attachment that customers develop toward an organi-
zation and is usually associated with continuity of 
customer satisfaction.17 Behavioral loyalty refers to 
the type of loyalty that results in the purchase of the 
product or service. As customer loyalty increases, in-
dividuals are less likely to consider lower-priced al-
ternatives for similar products and are more likely to 
choose the same product or service again. Loyal cus-
tomers do not tend to seek alternatives for products 
and services with which they are satisfied and prefer 
to have their needs met by companies with which 
they are consistently satisfied.18,19 

In the context of medical tourism, behavioral in-
tentions include the decision to travel abroad for 
treatment, the choice of a particular destination or 
hospital, and the willingness to recommend the ex-
perience to others. Previous studies have shown that 
behavioral intentions in medical tourism are influ-
enced by many factors such as patient satisfaction, 
destination image, health care quality, religious and 
cultural proximity, transportation facilities, hotel and 

support services.20-22 Therefore, the purpose of this 
study is to determine the influence of motivational fac-
tors (accessibility, safety and security, country knowl-
edge and awareness and potential of saving) and 
hospital image on the behavioral intentions of individ-
uals seeking medical tourism services. The hypotheses 
of the study determined for this purpose are as follows; 

H1: Hospital brand image positively effects the 
behavioral intentions of medical tourists. 

H2: Potential of positively effects the behavioral 
intentions of medical tourists. 

H3: Safety and security positively effects the be-
havioral intentions of medical tourists. 

H4: Accessibility positively effects the behav-
ioral intentions of medical tourists. 

H5: Country knowledge and awareness posi-
tively effects the behavioral intentions of medical 
tourists. 

 MATERIAL AND METHODS 

TYPE Of RESEARCH, POPuLATION AND SAMPLE  
The study is cross-sectional in nature. The study pop-
ulation consists of medical tourists receiving health-
care services in XXXXXXXXXXX. The sample size 
was determined using the Hair formula, as the popu-
lation size is unknown and it is recommended that the 
sample size be at least 5-10 times the number of in-
dicator variables.23 Thus, the total number of indica-
tors (28) was multiplied by 10 (28×10=280). 

Research data was collected from medical 
tourists who received services from private health-
care institutions (hospitals, medical centers, clinics, 
outpatient clinics) in XXXXXXXXXXX between 
March 1, 2024-December 31, 2024, and who agreed 
to participate in the study. A random sampling 
method was used in the study. Since the region is pri-
marily visited by medical tourists who speak English, 
Arabic and Turkish, and validity and reliability stud-
ies for scales in these languages had been previously 
conducted, questionnaires prepared in these lan-
guages were distributed to the designated institutions 
and collected by their health tourism units.16,24,25 Med-
ical tourists who received healthcare services from 
healthcare institutions, spoke English, Arabic, or 
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Turkish, and agreed to participate in the study were 
included in the study. 23 questionnaires that were in-
complete or incorrectly filled out were excluded from 
the study. A total of 360 questionnaires were col-
lected for the study and were used as the basis for 
data analysis. 

DATA COLLECTION TOOLS 
The study used the “Personal Information Form” to 
determine the sociodemographic characteristics of 
medical tourists, the “Motivational Factors Scale” to 
measure motivational factors, the “Hospital Image 
Scale” to evaluate hospital image and the “Behavioral 
Intention Scale” to measure behavioral intentions. 

Personal Information Form: In the study, the 
personal information form for the participants in-
cluded age, gender, educational status, marital status, 
type of recommendation and the countries of origin of 
the participants. 

Motivational Factors Scale: The Motivational 
Factors Scale is a scale consisting of 18 statements 
developed by Lim et al. The English and Arabic lan-
guage and content validity and reliability study of the 
scale was conducted by Cham et al. The Turkish lan-
guage and content validity and reliability study of the 
scale was conducted by Yalman. The motivational 
factors consist of accessibility (4 items), safety and 
security (5 items), country knowledge and awareness 
(4 items), and potential of saving (5 items). The scale 
is scored on a 5-point Likert scale as “1: Strongly dis-
agree; 2: Disagree; 3: Neither agree nor disagree; 4: 
Agree; 5: Strongly agree”. The overall Cronbach’s 
alpha values of the scale were determined as 0.893, 
0.880, and 0.930 for English, Arabic and Turkish, re-
spectively. In this study, the Cronbach alpha values of 
the scale were determined as follows: accessibility 
(0.758), safety and security (0.730), knowledge and 
awareness of the city (0.709), affordability 
(0.873).16,24,25 

Hospital Image Scale: The Hospital Image 
Scale is a 7-item scale developed by Lim et al. En-
glish, Indonesian and Arabic language and content 
validity of the scale was conducted by Lim et al. 
Turkish language and content validity and reliability 
of the scale was conducted by Yalman. The scale is 
scored on a 5-point Likert scale as “1: Strongly dis-

agree; 2: Disagree; 3: Neither agree nor disagree; 4: 
Agree; 5: Strongly agree”. The overall Cronbach’s 
alpha values of the scale were determined as 0.885, 
0.938, and 0.935 for English, Arabic and Turkish, re-
spectively. In this study, the Cronbach alpha value of 
the scale was determined to be 0.843.16,24 

Behavioral Intention Scale: The Behavioral In-
tention Scale was developed by Lim et al. English, 
Indonesian and Arabic language and content validity 
of the scale was conducted by Lim et al. Turkish lan-
guage and content validity and reliability of the scale 
was conducted by Yalman. The scale consists of 3 
statements. The scale is scored on a 5-point Likert 
scale as “1: Strongly disagree; 2: Disagree; 3: Nei-
ther agree nor disagree; 4: Agree; 5: Strongly agree”. 
The overall Cronbach’s alpha values of the scale were 
determined as 0.836, 0.810, and 0.909 for English, 
Arabic and Turkish, respectively. In this study, the 
Cronbach’s alpha value of the scale was determined 
as 0.718.16,24 

ETHICS APPROvAL 
The approval of the study was obtained from Sam-
sun University Non-Interventional Clinical Research 
Ethics Committee with the date of January 31, 024 
and number 2024/3/15. The ethical principles of the 
Declaration of Helsinki and standards of good clini-
cal practice were applied in the study. 

DATA ANALYSIS  
The study data were analyzed with Jamovi 2.6.17 
software. Percentage, frequency, correlation and mul-
tiple regression analyses were used in the study. It 
has been determined that the skewness and kurtosis 
values of the data are between 0.08-1.23 (Table 2). 
Since the skewness and kurtosis values of the data 
were found to be between -1.5-+1.5, it was assumed 
that the data followed a normal distribution. The data 
were considered statistically significant at the p<0.05 
level.26 Percentage, frequency, Pearson correlation and 
multiple regression analysis were used in the study. 

 RESuLTS 
Of the participants, 33.6% were between the ages of 
40-49, 57.3% were female, 74.1% were married and 
31.7% came from Georgia (Table 1). 
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The mean, standard deviation and correlation co-
efficient of the scales are reported in Table 2. The 
correlation coefficient between the constructs is 
below 0.70, indicating that there is no serious multi-
collinearity problem. The fact that the correlation val-
ues between the variables are less than 0.70 and have 
a significant relationship indicates that the divergence 
discriminant validity is provided.23 

Pearson correlation analysis was performed to 
determine the relationship between the variables. The 
results of the analysis are shown in Table 2. As a re-
sult of the analysis, a positive relationship was found 

between behavioral intention and hospital image 
(r=0.528; p<0.05), potential of saving (r=0.311; 
p<0.05), safety and security (r=0.328; p<0.001), ac-
cessibility (r=0.481; p<0.001) and country knowl-
edge and awareness (r=0.360; p<0.05) (Table 2). The 
analysis revealed significant and positive relationships 
between behavioral intention and hospital image, sav-
ings potential, safety, accessibility, and country aware-
ness. These findings indicate that medical tourists’ 
preferences are shaped by multiple factors. 

The mean behavioral intention was 3.73±0.886 
out of 5, the mean hospital image was 3.33±1.010 out 
of 5, the mean potential of saving was 3.14±0.565 out 
of 5, the mean safety and security was 3.12±0.486 out 
of 5, the mean accessibility was 4.02±0.857 out of 5 
and the mean country knowledge and awareness was 
3.81±0.928 out of 5 (Table 2). The findings show that 
participants rated accessibility and country awareness 
higher than other factors. However, security and sav-
ings potential were the areas with the lowest average 
scores. 

Multiple regression analysis was statistically sig-
nificant (F=31.393, t=1.071, p<0.001). According to 
the results of the analysis; hospital image [β=0.354, 
95% confidence interval “CI” (0.217, 0.490), 
p<0.001], potential of saving [β=0.051, 95% CI 
(0.031, 0.194), p<0.05], safety and security [β=0.059, 
95% CI (0.046, 0. 204), p<0.001], accessibility 
[β=0.385, 95% CI (0.285, 0.485), p<0.001] and coun-
try knowledge and awareness [β=0.117, 95% CI 
(0.015, 0.249), p<0.05] positively effect behavioral 
intention. Independent variables (hospital image, po-
tential of saving, potential of saving, safety and se-
curity, accessibility, country knowledge and 
awareness) predict 45.8% of the change in the de-

Variables n (360) % 
Age (years) 18-29 23 6.4 

30-39 117 32.5 
40-49 121 33.6 
50-59 73 20.3 
60+ 26 7.2 

Gender female 206 57.3 
Male 154 42.7 

Education Secondary school and lower 263 70.1 
High school 97 26.9 

Marital status Married 267 74.1 
Single 93 25.9 

Who recommended Medical agency 68 2.6 
this clinic? friend recommendation 143 47.7 

Internet/social media 108 44.8 
Physician recommendation 41 4.9 

Which country Germany 91 25.2 
are you from? Georgia 114 31.7 

Azerbaijan 68 18.9 
Iraq 46 12.8 
Austria 18 5.0 
Belgium 14 3.8 

 Netherlands 9 2.6 

TABLE 1:  Sociodemographic characteristics

Variables X SD Skewness Kurtosis 1st 2nd 3rd 4th 5th 6th 
1.Behavioral intention 3.73 0.886 0.08 0.21 1  
2.Hospital image 3.33 1.01 0.69 1.23 0.528** 1  
3.Potential of saving 3.14 0.565 0.65 1.19 0.311** 0.473* 1  
4.Safety and security 3.12 0.486 0.45 0.90 0.328* 0.382** 0.595* 1  
5.Accessibility 4.02 0.857 0.31 0.49 0.481* 0.310* 0.402* 0.461* 1  
6.City knowledge and awareness 3.81 0.928 0.18 0.18 0.360** 0.552* 0.501* 0.348* 0.403* 1 

TABLE 2:  Correlation analysis

*p<0.001; **p<0.05; SD: Standard deviation
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pendent variable. According to these results, hy-
potheses H1, H2, H3, H4 and H5 have been accepted 
(Table 3). The results show that behavioral intention 
is a multidimensional construct and that hospital 
image and accessibility significantly influence this 
intention. This finding reveals that both service qual-
ity and ease of access are decisive factors in the de-
cisions of medical tourists. 

 DISCuSSION 
This study examined the factors influencing the be-
havioral intentions of medical tourists and revealed 
that motivational factors such as hospital image, po-
tential of saving, safety and security, accessibility, 
country knowledge and awareness have significant 
effects. These findings are consistent with various 
studies in both national and international literature. 

The study revealed that motivational factors (po-
tential of saving, safety and security, accessibility, 
country knowledge and awareness) and hospital 
image have a positive relationship with behavioral in-
tentions. These results are consistent with the find-
ings of previous studies in the literatüre.6,15,16,24 Health 
institutions, local government, and tourism agencies 
can incorporate these factors into their promotional 
and marketing activities to promote 
XXXXXXXXXXX as a medical tourism destination. 
For example, the International Health Services In-
corporated Company, a government agency estab-
lished to promote health tourism in Türkiye, and the 
digital marketing platform “Health Türkiye” and re-
lated institutions in XXXXXXXXXXX can work in 

cooperation to attract potential medical tourists, es-
pecially in the immediate vicinity. Because when the 
study data are analyzed, medical tourists mostly come 
to XXXXXXXXXXX from Georgia, Azerbaijan, and 
Germany. Previous studies in this province have 
found that medical tourists from these countries are 
also medical tourists from these countries, that those 
from Germany are mainly diaspora medical tourists, 
and that those from Georgia and Azerbaijan are the 
most important reason for preference, in addition to 
religious and cultural proximity and ease of transport. 
Based on these results, it can be stated that religious 
and cultural proximity is one of the most important 
reasons for preference in medical tourism.4,9,27 

Another finding of the study is that hospital 
brand image has a significant and positive effect on 
behavioral intention. This finding is consistent with a 
previous study conducted in Malaysia, which also 
demonstrated that hospital image and reputation are 
associated with patient satisfaction and repeat visit 
behavior.28 Similarly, studies conducted by Cham et 
al. and Chishti et al. reported that hospital image di-
rectly affects medical tourists’ loyalty and destina-
tion preferences.29,30 In the Turkish context, a study 
conducted by Demir et al. in XXXXXXXXXXX 
found a positive relationship between hospital image 
and behavioral intention.4 These findings support the 
results of the current study and reveal that a strong 
brand image plays a critical role in guiding medical 
tourist preferences. 

According to the findings of the study, the per-
ception of safety and security has a statistically sig-

95% CI (a) 
Items B SD β t value Lower Upper p value Hypothesis 
Constant 0.409 0.382 1.071 <0.001  
2.Hospital image 0.338 0.059 0.354 1.741 0.217 0.490 <0.001 Yes 
3.Potential of saving 0.080 0.113 0.051 0.708 0.031 0.194 <0.05 Yes 
4.Safety and security 0.108 0.134 0.059 0.802 0.046 0.204 <0.001 Yes 
5.Accessibility 0.398 0.052 0.385 7.568 0.285 0.485 <0.001 Yes 
6.City knowledge and awareness 0.102 0.066 0.117 5.105 0.015 0.249 <0.05 Yes 
Dependent variable: Behavioral intention F=31.393 R2= 0.458   

TABLE 3:  Multiple regression analysis

SD: Standard deviation; CI: Confidence interval
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nificant and positive effect on the behavioral inten-
tions of medical tourists. This reveals that the need 
for a safe environment is a critical determinant in the 
decision-making process, especially for individuals 
traveling abroad to receive healthcare services. In-
deed, a study conducted by Chaulagain et al. also in-
dicated that the perception of a destination as safe 
strengthens tourists’ tendency to revisit that destina-
tion.31 The perception of safety encompasses not only 
physical safety but also multidimensional elements 
such as hygiene standards, the crisis management ca-
pacity of healthcare institutions, the reliability of 
transportation, and interaction with the local com-
munity. For medical tourists coming from neighbor-
ing countries, safety is even more important than 
other motivational factors. Üstün and Uslu study on 
international patients coming to Türkiye emphasized 
that medical tourists consider safety perception 
alongside cultural and religious affinity when choos-
ing a destination.5 Türkiye stable structure, social se-
curity environment, and geographical proximity offer 
significant advantages, especially for patients from 
Georgia, Azerbaijan, and Middle Eastern countries. 
In this context, the results of the current study are 
consistent with the findings in the literature and con-
firm that a positive perception of security is an im-
portant factor in increasing medical tourists’ loyalty 
and intention to revisit. 

Another important finding is that accessibility 
has a significant and strong effect on the behavioral 
intentions of medical tourists. This result is consis-
tent with various studies in both national and inter-
national literature. Studies conducted in the context of 
Türkiye have revealed that ease of transportation and 
affordability are among the determining factors in 
medical tourists’ choice of destination.5,27,32 This find-
ing shows that medical tourists tend to gravitate to-
ward accessible destinations in their rational 
decision-making processes. Similarly, in the interna-
tional literature, the destination’s transportation in-
frastructure, geographical location, and level of 
international connectivity are among the main factors 
directly influencing medical tourists’ prefer-
ences.31,33,34 In this context, the fact that a significant 
portion of the participants in the study came from 
countries bordering Türkiye, such as Georgia and 

Azerbaijan, highlights the need to evaluate accessi-
bility not only in terms of physical distance but also 
in terms of cultural proximity and transportation prac-
ticality. Therefore, transportation convenience both 
enhances the appeal of medical tourism destinations 
and strengthens patients’ tendency to revisit them. 

According to the findings of the study, country 
and city knowledge and awareness of this destination 
have a significant and positive effect on the behav-
ioral intentions of medical tourists. This is consistent 
with the study by Ghaderi et al., which examined the 
effect of destination awareness on tourist behavior.35 
In the aforementioned study, it was revealed that des-
tination awareness supported by digital storytelling 
techniques strengthens tourists’ perceptions of the 
destination image and positively influences their be-
havioral intentions. In particular, it is emphasized that 
visual and narrative-based content presented through 
digital media, social networks, and online promotion 
channels is effective in shaping potential tourists’ at-
titudes toward destinations, thereby increasing aware-
ness, credibility, and preference rates.1 Similarly, in 
Yalman study on health tourism in Türkiye, it was 
determined that destination awareness and country 
knowledge were effective in the behavioral intentions 
of medical tourists.16 The study stated that increasing 
the level of knowledge about Türkiye’s health 
tourism capacity significantly increased perceived 
value and intention to revisit. In this context, the find-
ings of the current study are consistent with both na-
tional and international literature and reveal that 
knowledge about the destination is a decisive factor 
in shaping the behavior of medical tourists. 

The findings of the study reveal that savings po-
tential has a significant and positive effect on the be-
havioral intentions of medical tourists. This indicates 
that Türkiye cost advantage in medical tourism is an 
important determinant in the destination choice of in-
ternational patients. Indeed, studies in the interna-
tional literature indicate that countries that can offer 
both affordable pricing and high service quality be-
come more attractive to medical tourists, and that this 
advantage is an effective factor in destination selec-
tion.20,22,25 Similarly, studies conducted specifically 
on Türkiye emphasize that the country’s modern 
healthcare infrastructure, natural tourist attractions, 
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and competitive pricing policies are among the rea-
sons why foreign patients choose Türkiye.4,5,8,16 In this 
context, the current findings are consistent with both 
national and international literature, revealing that 
economic affordability plays a critical role in medical 
tourism decision-making processes. 

 CONCLuSION 
Medical tourism is a rapidly growing sector in the 
global healthcare market that offers significant eco-
nomic opportunities for countries. In this context, ex-
amining the impact of hospital image and various 
motivational factors on the behavioral intentions of 
medical tourists is critical for both healthcare institu-
tions to develop their service strategies and for desti-
nation management. For countries like Türkiye, 
which are strategically located, such analyses con-
tribute to the development of effective policies aimed 
at increasing international patient flow. This study 
aims to fill the gap in the literature by expanding on 
the limited research conducted in XXXXXXXXXXX 
province. 

In medical tourism, a positive hospital image can 
increase trust among medical tourists and positively 
affect their intention to visit again. Moreover, medi-
cal tourists may recommend both the hospital and the 
region as a medical destination to potential medical 
tourists. Moreover, they may cause more medical 
tourists to come through word-of-mouth advertising. 
In the study, the average hospital image score of the 
health institutions in XXXXXXXXXXX was deter-
mined at a medium level. Therefore, it can be stated 
that more resources should be allocated to this field to 
improve hospital image. This will help create a high 
level of hospital image in the highly competitive 
medical tourism market and generate more revenue 
from this market. In order to realize this initiative, ef-
fective branding and promotional activities should be 
carried out, and personnel with high foreign language 
skills, professionals in their field and strong commu-
nication skills should be employed. In order to real-
ize this initiative, effective branding and promotional 
activities should be carried out, and personnel with 
high foreign language skills, professionals in their 
field and strong communication skills should be em-
ployed. 

Moreover, health institutions serving in the med-
ical tourism sector may be advised to use social 
media, electronic word-of-mouth and internet mar-
keting tools more effectively to reach potential Geor-
gian, Azerbaijani, Iraqi and diaspora medical tourists. 
In addition, health institutions can open representa-
tive offices in these regions to disseminate informa-
tion about their services and XXXXXXXXXXX’s 
medical tourism. In these representative offices, they 
can organize physician-patient meetings at certain in-
tervals and perform remote examination procedures 
through these units. This will reduce the uncertainty 
and risk perception of potential medical tourists. 
Again, hospital managements should keep their 
prices at an appropriate level and develop long-term 
service-oriented strategies to support the positive 
image of the hospital. In addition to these, it is 
thought that accreditation of hospitals by an interna-
tional organization will minimize the risk perception 
and uncertainties of potential medical tourists.  

Finally, there are some limitations regarding the 
generalizability of the study. The data were collected 
from specific healthcare institutions in Türkiye and 
may not fully reflect the demographic characteris-
tics or perceptions of medical tourists from other 
parts of Türkiye. Therefore, it is recommended that 
similar studies be conducted with a larger sample 
size and data collected from various regions of 
Türkiye. Moreover, further studies with data col-
lected from different regions may provide deeper 
comparative analyses on the motivational factors, 
perceptions, attitudes, behavioral intentions and sat-
isfaction of medical tourists from different countries. 
This may contribute to the development of new coun-
try-specific strategies and policies to attract medical 
tourists to Türkiye. 
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