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‘a Why Marketing in Healthcare? ,@_..
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Healthcare is changing!

Healthcare systems are becoming more competitive

Shift from public — private sector services
“I already diagnosed myself on the Internet.
I’'m only here for a second opinion.”

Growth of elective procedures (cosmetic, IVF, medical
tourism)

Patients are more informed (“Dr. Google”)

kA

PLEASE DON’T

CONFUSE
Patients compare providers (reviews, reputation)

"~ recipients



What is
Healthcare Marketing?

¢ A management process to identify and satisfy
patient needs and wants . It includes
development, pricing, distribution, and
promotion of services




l.ﬂ Wants and Needs @

@ Needs =

@ Essential for survival and well-being ‘ Non-essential and based on personal preference

am» Objective and universal across populations @a» Subjective and vary between individuals

(L)f Reql:lire .immedia.te or necessary ﬂ Improve quality of life rather than survival
medical intervention

A Delay may lead to serious harm or death @ Often influenced by culture, lifestyle, and media

ona (e.g., emergency care) @ (e.g., cosmetic procedures)

@~ Healthcare addresses both needs and wants



£l
1

e (Intangible) concepts that deliver
a perception to the consumer.

e Reputation, QoC, Trust,
Patient experience

095
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What are we marketing in healthcare?
The Nature of Healthcare Products

=
____ Goods

e Tangible and measurable with o
one-time purchase cycles.
(sale and rental).

e Drugs, devices, technologies, etc.

Difficult to quantify and
evaluate compared to goods

Quality varies between providers
Cannot be stored for future use

No residual value after delivery
(cannot be resold)

2

The purchase of goods tends to be a one-shot episode,
while services may represent an on-going process.



N Evolution of Healthcare Marketing =

1950s-1960s 1970s-1980s
® No marketing e Start of awareness ® Hospital advertising
(considered unethical) campaigns begins
® Basic communication ® Simple promotion ® Focuson
only (brochures, events) specific services

2000s-Present

e Digital marketing
(social media, reviews)

® Strong competition

® Patient-centered
approach

O

O O O

, 4 . From ® To
[ :‘; /’,\ O No Marketing —— :_ Digital, Patient-
\\ 4 Centered Marketing

Audience shift:

From sick patients —
whole populations
(preventive care)
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1B STP Model

 Healthcare marketing follows a structured process rather
than random promotion.

* It begins with understanding the market, followed by
segmenting and targeting patients, positioning services,
implementing strategies, and evaluating outcomes.

STP Marketing

Segmentation Targeting Positioning
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BB 1. Segmentation

Dividing the market into specific groups based on shared characteristics.

* Types: : == I
yP Psychographic Segmentation
° Demographig: age, gender, and The Art of Persuasion
income, marital status, e
IEdUCEatIOD, and geographlc Demographics | | Psychographics
? Example: Pediatric clinic — - Gender - Lifestyle
young families ~Occupation - Attitudes
. i i - Val
* Psychographic: focuseson = s | - Vaiies
patients’ internal characteristics, -Education i  Imecests
such as beliefs, values, lifestyle, - Marital status - Beliefs

and health attitudes.

7 Example: "30-min ER wait" for
time-sensitive patients



£l
{1

2. Targeting

Selecting the most relevant patient group
(groups with the greatest need or highest
potential utilization of services.)

Focus ‘limited’ resources
on priority segment

g9\ Itis not practical to target
\iv/// all patients

Not exclusion - strategic focus

H Example: Private hospital
targeting insured patients

Many Segments Priority Segment

@/’ Focus resources where the need and
potential impact are the greatest.

@ Targeting is about choosing where to compete, not trying to serve everyone.



£l
1

.=
3. Positioning

‘ Defining how the service wants to be perceived by patients
Identifies competitive advantage

&) “Why should patients choose you?”

specialization, or patient experience.

E.g.
“Affordable care
for all patients”

E.g.
“Advanced cancer center
with latest technology”

e This may be based on factors such as quality of care, speed of service,

Positioning based on Positioning based on
specialization & technology price
Key Takeaway:

\ ¥ Positioning answers the key question: Why should patients choose us over others?



. What is the Positioning here?
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Key takeaway:

Positioning is how a healthcare provider wants to be perceived
in the minds of patients compared to competitors.




£ Development of the marketing mix (4Ps/4Cs)£?l

Product

Price
Place

Promotion

and behavior

Healthcare services offered

Cost (money, time, effort)

Service delivery (hospital, clinic, telehealth)

Communication strategies

LL -

THE FOUR “Ps of MARKETING!fi e
|

Prease, Prense,
PLEP\SE,?LEIXSE !

Process

Service flow,
systems, and procedures

i,

Physical evidence

Facilities, equipment,
and environment



What the provider offers . p

4Ps (Provider Focus)

Product

Healthcare services offered

Price
Cost (money, time, effort)

Place

Service delivery (hospital,
clinic, telehealth)

Promotion
Communication strategies

4Cs (Patient Focus)

O
S
©
Q

Shift from provider focus — patient focus
Same elements, different perspective.

Customer Solution

How services meet
patient needs

Customer Cost

Total cost to the patient
(money, time, effort)

Convenience

Easy access, location,
time, and availability

Communication

Two-way communication
and engagement

Ic

4

How the patient perceives it
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1T Patient Journey

The patient journey describes the full experience a patient goes through when interacting
with a healthcare system, from recognizing a need for care to post-treatment follow-up.

Each stage includes decision points that influence patient behavior and outcomes.

Patient Journey Stages
Y

Awareness ConsnderaMecnsm Vperlence

Patient recognizes Patient evaluates Patient selects a Patient receives Patient returns
a need for care, available options healthcare provider care and interacts or recommends
searches for and compares and decides to with the healthcare the provider to
information but may healthcare seek care. system. others.
not yet take action. providers.

Key Influencing Factors Across All Stages

Reputation Cost Access & Previous
& reviews (money, time, convenience experience
effort)

@ Goal: Guide patients smoothly through all stages to improve outcomes and build lasting relationships.



Marketing Strategies:

- Target Marketing vs Mass Marketing.
- Promotion (Tools):

1. Public Relations (PR)

 Health campaigns & awareness programs
» Community events & outreach activities
* Media coverage & press releases

* Builds trust and credibility

? Focus: Reputation & public image



£l
1

2. Advertising

 (Paid communication such as TV,
radio, print, online, outdoor)

* Reaches a large audience quickly

* Controlled message by the provider

» Promotes specific services or facilities
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3. Digital Marketing
- Engage patients
- Interactive & ongoing

Social media platforms, Hospital websites, Online reviews &
ratings, Search engines (Google), Al Chatbots

=—— Skip Ad >

GET FREE MONEY !
CLICK FREE !

>

A D AD BLRCK

Advertising !
Wait 5 Seconds
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Identify the Marketing

4 Strategy?
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Ethics in Healthcare Marketing -+

=7

@

Healthcare marketing must follow ethical standards
because it directly influences patient decisions and health outcomes.

® Patients are often vulnerable — higher ethical responsibiblity
@ Patients may trust what they see online to make real health decisions

oOo

o

1. Truth in advertising 2. No'exaggeration‘or 3. Respect vulnerable 4. Trust vs profit
mlsleadlng claims patlents

lnformatlon must be

accurate and
evidence-based

=

el

Patient welfare
must come before
financial gain

Patlents may be
anxious, fearful,
or uninformed

Avoid unreallstlc
outcomes or
false promises

N SR~

Goal: Inform, not manipulate.

<@) Key Message: l Ethical marketing protects patients, builds trust, and upholds professional integrity.




Unethical Marketing Examples

& Unethical marketing can mislead patients, harm trust, and put patient safety at risk.

1. False or Exaggerated
Claims

Remove Wrinkles
e:ﬁ FOREVER!
= 100% Guaranteed oz

Results

" NO SIDE EFFECTS |}

Q Makes unrealistic promises or
guarantees results.

5. Hiding Risks
or Side Effects

Minimal
Side Effects

*Serious risks not mentioned

Withholds important
information patients need
to make informed decisions.

2. Fake Reviews
or Testimonials

. “Best clinic ever!
& Amazing results
in one visit.”

- Verified Patient

Creates a false impression
and manipulates public
perception.

6. Misleading Pricing
or Hidden Costs

Special Offer!

$99 o,

“Terms & conditions apply

Attracts patients with low
prices but hides additional
costs.

3. Before & After
Misrepresentation

P

e Uses misleading images

that do not reflect real
results.

7. Privacy Violations

® Patient Story:
Real Results

(With Name & Photo)

Shares or exposes patient

information without consent.

4. Fear-Based
Marketing

Don’t Wait...
It Could Be
Too Late!

This Disease
Can Be Fatal!

Exploits fear and anxiety
to push unnecessary
services.

8. Promoting Unproven
or Unregulated Treatments

Miracle Treatment
For Everything!

Scientifically Proven

No FDA Approval Needed

Promotes treatments without
evidence or proper approval.
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l. Digital Ethics (Important for YOU )

As future doctors:

* Not everything online is true

* Reviews can be manipulated

 Ads may be misleading

» Al-generated content may not be reliable

P Always question:
Is this evidence-based?
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Thank you

* Marketing is not about selling healthcare...

it is about connecting patients with the right care.”

4

“Visibility may attract patients... but trust is what keeps them.”
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