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Background

-A shift from public (free) services ( already overcrowded , no need to attract more clients) to

expansion of for-profit (fee-for service) hospitals (not afforded by everybody, need to attract
clients) o8 g sl ) (£3hall (s 2 3al) qudad Aala Vg ¢ Jadlly dana a) (Alaall) Aalall ciladdd) e J ol
(sDaadl Gia A zliady ¢ arandl Lgadly ¥) (Aaddd) Jilha a g ) da ) bl

-Introduction of new services..5 43 Glaad JA) -

~-Growth of elective procedures 4 LAY sl aY) gai-

With all this expansion and improvement came competition
ddliall cupla ppail) g Aol 138 JS 2a

More health care (consumers) have more choices (options) of what service to have and
from whom to get those services-> The final decision belongs to the consumer. (» 2 Jall
crag Lale J gl g ) Aardl) ol (@ LAY) @ Jt.nm on Y el agaal ((pSlgtuall) daall e )
gl ) JJMGALQ_M AN - claadl) oda o ¢ gluany cpdl)

The role of the provider has changed to focus on supporting the consumer by giving
more confidence about the outcome or reduce fear about their choice . This is done
by communication with the consumer. J34 (e dighiuall asa o 58 All ag5al) jga a5 )
cllgioal) pa Jual gl (Bapk oo dlld aly ok LIS (e Al IS o) Al Jea AR (e 3al) e

Every business (remember, health care is a business) survive and thrive only if
people utilize their services. So, there is a need for the marketing of healthcare
services, (v (wbil) ol 13) Jasd a3y palud (g kel Jae (A duaall dde ) o) s A8l S
Aaaal) Ao ) ledd (3 ged! dala la ¢ M agilaad




Definitions: : ol p

Marketing: a management process that involves the assessment of customer
wants and needs, and the performance of all activities associated with the
development, pricing, provision, and promotion of product solutions that
satisfy those wants and needs.

g yall 4V ares ¢l g ¢ agilaliinl g eDlaall Cilie ) ani Cpanati 4y o) dalac (5 gual
lalia¥ls abe Hll elli oo 5 Al Cladiall Jslad g il 5 5 6ill 5 pamill 5y ghaill

Healthcare marketing: involves any activities that relate to the
development, packaging, pricing and distribution of healthcare
products and to any mechanisms used for promoting these products.
Lot g Anaall Ale Nl ladia sl sl Adalil (o) Jody oaall 4le ) (5 guss
laiiall s3ed g g yill daadiine LT (gl g Lern jsis L yandi g




Wants and Needs <laladl g <l

First, assessing the wants and needs of consumers. .cxSlgiall cilalial g cile ) auis ¢ Y f

NEED: is something that a person requires for well-being and possibly survival.

Blall ad e o) Loy s 4ald ) dal (e (addll daling o 5 4 dalal)

WANT: is something that a person simply desires. .idabuy adlll 4d ey Al ¢ LA 54 1 4 )
For example: coronary artery bypass surgery ( need), elective cosmetic surgery (want).
(e ) oY) Jaaadll da) s ¢ (Aaladl) Al G 8l 3 e da) s i JEA) Jaa e

Products <ladiia

The term product refers to any offer provided by an entity for purchase
and consumption. &gl 5 ol Jal LS 4essy i e () ) i) mllaias judy



The Nature of Healthcare Products 4sawall dile ) Cilaliia aauk
1. Ideas: : sé¥/ .1
« Concepts that deliver a perception to the consumer. .&llgiuall | 5 soa’ Jua 68 Al asaliall

. Exa\mple‘ The orgg?mzatlon simage, quality care, professionalism, value. Etc. « 4le )l 83 5a ¢ dadaiall 5 ) g 1 Jlia
¢ &JJJA

« Aimsto increase familiarity---------- > utilization. a3 B --eemeeee- alal¥l ol ) ) aags
2. Goods: :xilad), 2

* A (tangible) product that is typically purchased on a one-at-a-time basis.

e dS (A aal g el e sale 55058 oty (L sale) ite

* Example: Health products ‘e .£. band-aids, toothpaste, pharmaceuticals, home testing kits and therapeutic
equment (sale and renta

J-‘A j

3. Services: :<iledidl/ 3

* Services are ﬂintangible) (e.g. physical examinations, medical advice) . 4xhall Cilbia gl Jia) (A sala e ) Slaaall
(rakall il

« It is more difficult to quantify and evaluate services than goods. .alull (e ST Cleaal) apdi g poat Call (g

« Services cannot be stored and once provided they have no residual value. ¥1 dday 33 3 jaay g leaall cp 535 (K Y
Aania daid Ll ) S0

The purchase of goods tends to be a one-shot episode, while services may representan on-going process.
B et dlas ciladdl) Jiad 8 Laiy ¢ Baa) g dlla 4S5 o ) adliadd) ¢l ddas Joat



Brief history, stages of Healthcare Marketing
Lol Lle ) G g Ja) po ¢ Lty L7 540

* Most of hospitals and physicians considered marketing (advertising) to be inappropriate and even
LGethlcal (in 19505)4_#) LA)M 2 Aag qulia g (NeY) Gagadl o s LdaY) g i) abira & e |
u
* After that, The Media relations role often consisted of answering reporters’ questions about
patients’ conditions. (Pre-marketing) il e LlaY) e Glle Cally adle Y1 cldall 50 oIS ¢ Sllh any

(Gesmdl U L) im el il Jm ol

. Gradually, an understanding that there is nothing wrong in making the public aware of the services
availablein a hospltal Providing information to people about healthcare services without any

exaggeratlon is not con5|dered unethical. (B8 A sl t—\md\-\ }e-ul\ e Cyﬁ P ‘U\ a@ﬁ ¢ Lo S

. By the turn of the twenty-flrst century, marketing became an essentlal function for healthcare

organizations. Internet presence (e.g. social media, chat services). « (n il 5 galall G Al J sl
uuhjs.cm;‘j\dm\}d\ Jils Jia) i Y e aal il ol dle ) lakiad Gl Gilk o 53 pudl) seaal
(MJJJS

* The empha5|s of marketmg shifted from sick people to well (all) people. (=2 3!l (e G2 il 1S 5 J g3




a little T 1R,
that makes a 7T, <E=AT

SEVEN-UP IN MILKT

oﬁr{‘

Mix chilled 7-Up and cold milk in mua! )

" »
parts, by pouring the 7-Up gently into"® @ alw %
the milk. Do not stir. The 7-Up adds a P —

o ®  light and delicate flavor making a deli-

cious blended food drink.

Why we have the youngect - A

cudomerc in the buginese Mothers know that this is a wholesome combination.
% SRASNT The addition of 7-Up gives milk a new flavor appeal
o e that especially pleases children.

NOW...Scientific Evidence
on Effects of Smoking!
py s o e arereremrwn — VIORE DOCTORS SMOKE CAMELS

Aecording to a recent Nationarde sureey:

froen various walks of Me. 43 perceot of s Cowm. nBolhRowlorohd
£roup Dave aenohed Chasterfuld for aa aveenge

oo o e s e [ 1ll*\\ ANY O’IHLR CIGARETTE

0 odvecse effects on the nose, theoot ond
slncnes of the Grovp from umoking Chesteefioid. [l 155

MUCH MILDER

CHESTERFIELD e
ISBESTFORYOU |peemespempeny !«ob\—‘s@fbe),)dg\....o.n\ i

______ ) : \ a8 . : g8 v Diet hint: A Diet device:
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before luncl

Have a soft drink before your r meal. Snack on some candy about an hour

| Sugar just mlght be the  Sugar’s quick energy
willpower you need can be the willpower
to curb your appetlte. you need to eat less.

".U'/Qf-*—"'“u\’\‘-"/'
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Nowadays! alall &é 6l

Health care organizations spend alot on marketing, advertising,
and public relations activities on communication. <l sa (34
e Aalall il ddaiiil 5 e Y1 5 o swll e il daall dle )
Ylaty)

* The money spent on marketing, advertising, and public relations is
now considered as an investment that will return more money in
revenues, even though this will appear on the “expenses” side of
the facility’s financial balance sheet. &84 oy (Al Jsa¥) A oY) ey
J s Cpe 2 all dams et Lol e daladl C8Mall g e Y g 3 sl e
Al el (e Olamll" Cuila & jedans s O G a e calal Y

Sliiall s ganll

* Aline item to cover marketing, advertising and public relations

activities should be included in the facility’s budget . % (paai
EW\ 2\:1..1\):\40 L; aalall Qﬁw\j o)";;y\j Lé"}“‘-‘j\ adai ~"..i 21




“Levels” of Marketing (& g~ "Gl giaua"

*According to the scope of the market,
these include: ;238 Jald ¢ (3 gull (3Uail Led

1. Mass marketing J<Lall (5 gusill

2. Target marketing (o=l angl)



1. Mass Marketing JeLill (33 gl
* Mass marketing :

- Involves the use of broad scope media that essentially target the
entire populat|on G.UAL.M\ dS.u.\ ud.@.uu d\.b.d\ W\j .L.\L») e\da.u..u\ UM-“
JKG T

- Most frequently utilized by large national firms.
- BmSl) dgida o) GlS AN 8 e it e Wl

- In the early days of healthcare marketing, healthcare organizations
used mass media to promote all services to all members of the
target audience without regard for the fact that different segments

of the audience might require different services. 1Y) ab¥!
C_\j).\ﬂe)cﬁﬂ Jila 5 Ll dle HI Glo ge il ¢ dnall mLc)J\ (3 gat]

\yu\%é\#\ujAuM\J}@_aﬂ\d\)ﬂ\@Aﬂuujﬂ\t.mﬂ
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Target Marketing (32 s~ <aagll

Target marketing:

- Focus on a market segment to which an organization desires to offer
ge@g)ds/services. Glads |/ QJ...u PERLEgR dalaiall e i er\ Aol dAnn yd e K

- Target markets in healthcare may be defined based on geography,

demographics, lifestyles, insurance coverage, usage rates and/or other
customer attributes

1S iy ¢ Ll aall e 2l sl Ale )l Jlae 8 Adagiual) (31 o) daad o Say
s A

54

L4
~
& > o o
v

- Primary target market the largest group of people with the biggest
and most frequent need or want for your product or service.

ey o Flial 5S) agal (Al alAEY) (e de gaae ST ga Y] Caagiod) (3 sl
lieas of claiial L“—:i: Sl )



Marketing Mix 4Ps and 4Cs
G siil) g Sl

Marketing Mix: marketers formulate the marketing mix for each
customer group after target marketing is done.

32 s3s A gana JSI (B guall) g Sal) Ablpdy (38 senall o gy 1o goall) gy Sl
(Cidgienal) (53 seall) (pa £LgalY)
* The 4Ps of Marketing (& s~2l 4Ps
1. Product gl
2. Price !
3. Place ¢S4l
4. Promotion 4.8 yill
* These 4Ps of the providers are linked to the 4Cs of the consumers,
¢ (SlginnallCs 4 = laddd) adla (aPs 4125 55
Customer solutions>all J sl
Customer cost, ¢ Jaeall 4al<s
Convenience cusliall <l
Communication in that order. .3 3 13g Jlai¥)

* People, Process & Physical evidence are the extended marketing
mix. Mf]/d;jad/;u%‘;a Lolal) ALY 5 uler) s GIETYT

B e e

P

PRODUCT

Custnrner

Cnst



THE FOUR “P’s of MARKETING!{ e

Pense, Prepse,
PLERSE,?LE&SE !

www.twitter.com/shreyasnavare



Marketing Planning G: sl g kuhaiil)

* a marketing plan is needed to let your consumer population, both current and
prospective, know who you are and what you do. A sign on the door stating
“Doctor’s Office” is no longer enough information. (s swi b J dals llia

i il e LY i al | Jrdi J3Le g il (pe 48 sran ¢ plidivead] g cpallad] ¢ pSleival! ~Lal]
_4;;55 QL‘,}_L'_A "(’ .’".'L // G 1< ‘5_;//

* A written plan is preferred to prevent the waste of efforts and money.
* The plan should establish the activities for two important stages: presence
and reinforcement. . 323l 5 ) sand) 1 yiiaga Cpiila je ddadil Adadd) aaad o) Cang

 Stage one establishes the presence in the community and attaches the image
of what kind of health care provider you are, and stage two will maintain that

presence in between campaigns. 3, s b iy adisall (53 352l oY) Ads ) aaas
o laall G dsa sl 13 e Sl Als ) Jadlati g ¢ ade il A Al dle ) adia g 3

* 10-80-10 rule. .31l 10-80-10




Marketing plan steps —— B

OUR MARKETING PRIORITIES AND | (|7
| | 2

. o~ ‘ NOT GET DISTRACTED BY EVERY ‘ @ <=
" . . o & SHINY NEW — LOOK, SQUIRREL! ‘ -|‘Qléz/a
& u ‘ , ! >
] / J {
!

| |/
N\ g & 2 5

v~ —_—

';" \\/ % . /j/l}‘ \"‘l,/? / //,‘(///'\“ k\ d(\;/ ==
|_ =" Q/% /) . Sy Yo

Determine the audience (a clear identification of primary target market) . wa5) PETREN|RILEN

Spend all effort and money communicatiné’]with this target market. (not a process of
exclusion, rather is a process of focus). Cuul) (argiuall (3 gual) 138 ae Jial 5l JLall 5 2gadl JS J
(S r ke (A ds e abatial dlee

Build support and enthusiasm — Find the experts who will help support marketing efforts

through;spea],(i.ng eng.aie,men’gs, newspaper interviews, and media. Sl - (ulaallg acall oLy
YT Sl g 5 s al) S0 g Gaadl) IS L SR (e (32 gl 3 gea aed (8 () gac i (pdl) o) il e

Comparative analysis —cormoetitors analysis ( current and any future new services). Jaxill
(Jaiaal) 8 30aa Glead (gl g Alladl) uadlial) Jalan - laal)

Megsurehand evaluat/e: —traék (new) cgnsm;rr;ejs calls foLijT)formatiop, m&s‘ician refe'.rr;clls, L
website hits, patient/procedure records. gpeanl (22a1)) (pSletiidl & 5 - el g (b
_au\ﬁ}{\/@gﬂ\amg%‘gjd\a\)gjj‘%,mu\ayuﬁjcaugu &

Timing is everything. .s~% JS s Cud gl



Marketing Research (G sudll & g
* Demographics and Psychographics («&ill ale 5 Lél )& sanall

e A target market profile consists of demographic and psychographic
descriptors. Ay 48] )& s Dliial 5 (e Coaguall (3 gudl (i jat Cala G S5

 Demographics: describe a person or group of persons. Divide the general
population into segments determined by age, gender, and income,
occupation, education, location, marital status. sl ladd Caa s :aalSall 408 5l
Aigall g Jaall 5 (uiall 5 jerdl Canea a0 0 38 ) OIS o gae a8 alAEY) (e de sana
G laia¥) Allally o gall 5 ailall

* Narrow the target market as possible using these segments. Gl G
leUaill oda aladiuly ASaY) 8 Cangiuall




* Basic psychographics describes internal characteristics — personality, values,
beliefs, lifestyle, attitudes, interests— so you can market accordingly.

sl Jaai s ¢ Culafinall g ¢ aill g ¢ Apaddl) - AN (ailadll cwlud) il Jadadil) Cooay
d]ﬂ\ssjd.m}uuj\wu&.\@; u\aMY\jcuﬂ\}d\}c

* Mind-set, refers to the consumers’ frame of mind while experiencing the
marketed message. marketers must be certain to communicate message
with consumers when they are psychologically ready to absorb the
information. “you have a problem,” followed by “we have a solution”

JSL\.\u‘L_\AA MM\MMJ\MJ&;E\UAQMG_\AJ\JU:Y\GJ\McJASA.J\A.GJAM
uuju\umywwmuyj&umuw\@diu)ﬂdamyu.ou)sju.qj\
"Ja Wal" 3 jle de gria ¢ "ASAa Sl

W u l' 3 O) Turn Right at Next L|gh>
.\ dminutes; or less;

ABC Hospital Emergency Room




Psychographic Segmentation
and The Art of Persuasion

CUSTOMER SEGMENT il ale
Demographics dxilSal) 4us il = Psychugraphlcs
- Age ] , Festhale - Personality traits . Lzl

-Gender  uiad e R
Occupation  Adyli ol SR Acitudes  alacy)

- Location é gall TR ow -Values .4
- Education ﬁjﬂ‘ Psychographics - Interests &qu‘

- Marital status 4a Laial) 4dlall - Beliefs  <jallizall



Promotion 4.2 -
* Promotion is the action component of the marketing mix. s a3
(ot gntil) a3l Jamdl () oS

* The variety of techniques used to reach consumers with the purpose
of promoting an idea, organization, or product. (» 4c st 4c gans

e ol dalaia gl 5 Sa1 g yill (m o pSlgtinall ) J e sl daadiiaall) sl

* Traditional promotional activities includes familiar techniques such
as: e 4 gila i i) L g ) A Jads

1. Public relations 4sle C\&3le
2. Advertising, sales <llley) Cilxiw



Public Relations and Communication Ju<ai¥) 5 4alall CEA])

Public relations: the process of building good will and trust with the public.
S5l A A8 Al Gy Uy Ales dalald) ClBMal)
Involves distribution and information dissemination to influence feelings, opinions

or beliefs about an organization and its services le Ul W i 5 il sleall a ) 53 Canialy
lelaas g daaiall Jea chlaiizall ol o) jY1 5l jeliall

Public relations include: :Jai dalal) cil@Nall

e Collateral materials (including e-collateral) (4 538 Glilaall Sy & L) 4dLal) 3l gall @
° Brochures <luis

° Letterhead 4wl ) 348 55 °

° Business cards Jaall cilila, ©

® Press releases 4usall & il @

® Press conferences 4idaall &l jaisadl @

e Distribution of feature stories to the media e ¥ Jiluy Ao 4 LAYl aadll 1y 55 @

® Public service announcements 4xsladl 42all Clide ) @

® Event sponsorships &asll djle ) @



Communication dwal 53

* It is an opportunity to tell what services can be offer to consumers.

OSlgiuall Lgapai (S Al Cilandl) 48 pral dia ji g

* The message to the referring provider would be similar to the
message communicated directly to patients: e.g. the organization’s
mission, the staff’s skill and knowledge, accolades provided by

accrediting bodies, and the assurance that the facility will give the
best possible care to referred patients.

e tmasall ) 5 pblae Lglia si iy Al Al 1l ABLas ANaY) adie () Alls 5l () i
c_\\_u.«z UAMM\WJ‘)[U‘?@_\SJ&AJUAALJA\ u\J@j‘w\WdM\dm
u.\j\;d\ Lf.é).qﬂé\_\s.mo MLCJL_LAS\ ejs.u.u o\...u.d\ u\uicd.\su\jc J\.A.\.CY\
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Advertising e

* Advertising refers to direct methods for calling attention to something
or someone. .k (=i 5l g2l (Al oyl sl s il 3k Al Ale ) pady

e Newspapers —esall e Television (s 8l ¢ Billboards <t il e Store

e Magazines <l e Radio s aude ) displays u= s

e Journals <:aall e Internet < sl e Transportation salidl

e Newsletters <l il venues Jall Jibu g e Posters & s
4y LAY (Hleals)

e Brochures/flyers

)yl /eyl
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Advertising/Print material / +-5) 3 54
po
as ng.a
rint media includes magazines and newspapers—in both paper and electronic formats. kil gl Jadi

Flyers and brochures on general good health, such as healthy eating, getting exercise, lifting heavy
objects Broperly (with the name and address of the health care facility or provider) support the
patient by educating them about these important healthy habits, and at the same time reminding
Bhem apogjtmpéroviderjﬁ\rvices_“ ‘J:\ALUM 4.{..&1:)\.40.4} ‘c "L“tj:\j\ QS‘X'\ L%AA ¢ BJ,);\]\ dalal) s Al e L_mh\..)ﬁl_\i‘;“_‘\\)w
> agssli A (e B (i) aasa ) Al 4 (3 e (s g e JS0 Alaill (LGY) a8 )
A CALatiy aa ST 8 Sl 8 gD s 5 ¢ el ol el 0 &) &
Article, or series of articles published in a local magazine, newspaper, or on Facebook or LinkedIn can
also establish a relationship with potential consumers. ! dsa 35 ) pdiall YAl (o Aldes o) Alaal (S
e o) Adas dssaFacebook sllinkedin Calaisall Slgtuall ae A83e (L)

Print materials provide space to completely describe a type of procedure and provide all details
necessary to get the patient/consumer to contact the provider about the service. Audience can
choose how much time to spend getting information. JS& c\ﬁ‘ﬁ\ﬁ Coa gl dalus de gulaall 3 gall i g
_au;)us\ Sle Jpanll b apiaiy M) gl jfa

\

Can be used in waiting area, or distributed at a health occasions/fairs, these make great leave-

behinds to deliver the message in a nonintrusive manner. 2 e )i o) ¢ HUaty) dahia 8 Lealaddal S
AR T AT ot a SRR Ll Uovs IS TR g O I BT I E



Electronic (s 31V

. Te/ews:on is a popular advertising method and have several advantages. These
include: ;238 Jeadiiy L) jall e daal) 4 g 4=ild 4000e) Al g g8 (o g0 38l

(1) the ablllty to build a high level of awareness = 5!l (0 dle (5 e ey e 3 y0all (1)
(2) access to large audiences 3 xS pales Al J ga dll (2)

(3) the ab|I|ty to demonstrate a product (using sound and vision) el e 3l (3)

(4) compulsiveness,
(5) a comfortable, at-home viewing environment. .J 5l 8 4ay 5o s2alda 44y (5)
* The disadvantages: ;< 52l

 commercial breaks may be seen as irritating, TV is considered to be transient
(short periods) , and the audience cannot be very targeted. In addition, television
advertising time is very expensive. « 4ac ja lesh e 4 Gl cila) a1 ) 28

cd] \M\.«aﬁb dS.uu }@_A;J\u\l@qu\u&yjc(Mu\)ﬁ)h&jAuyM\)mj
LJASA@} UJ.GY\Q_\SJU\&



* Radio is a longstanding advertising medium that has a lot of advantages.

Ll el e ESIL atladi 20 Al gl Adle) Ali g g3l )1 aay

* Radios are often considered as “companions”.

Mol " gl B el el L Glle

* Can target the audience (the station type and the time of day to
advertise). .(OSe o sl o gl g ddasall & 53) ) sgand) Cargiud o) (Sa

* Disadvantages: < sl

Lacking visual attributes 4 sl Ciledd) ) jatas

Having a small audience. ._ia )seex 25



* Internet advertising: pop-up ads. .48l GUBleY) 1w 1Y e SleY)
Advantages: U

Can reach both general public and targeted consumer groups. Jwai )} ¢S
Al Slgtuall e ganagalall ) sgendl e IS

Low relative cost daddia A 4al<S
Interactive + direct feedback 3 yila J=8 353y + dlelas
Disadvantage: « sl

Irritating to some audience sl ozl =ze 3




Advertising 4lea

« Outdoor advertising : : &l ¢ 5!l & (Sl

- The large signs alongside highways known as billboards. Can be seen
and identified with from a distance in a very short amount of time.

o paill g Ly ) Sy Andle W) Cla 5llL 48 5 prall Ay ) (3 pdall Cailany 5 50l e
J3a B yal die 35 8 8 Bavey Adlie (e Ll




-;ransportation venues or Signage on bus

stop shelters, inside the bus itself, sighage
in and on trains, and the kiosk signs along
the walkways within shopping mall. ¢Skl
Sldaaa GA)\.A uﬁ adj;).d\ CHla S| j\ dS.\j\

b N g ¢ Lt AR JAag ¢ Al
Glc d‘ ~<\)” o \\.A)\.cj ¢ L_i\Jl.jasJ\ GSJ L_i\JLLsM

Bmll 3S je Al il jadll J sl

- Message should be super short: the rule

of thumb is no more than six words plus

your logo. 113 b mad Al 1l (55 ol cam IT’S A.OUT TIME
%\ t&zgg S s e 3 Y Aalal saclal ~ YouGe HEALTH INSURANCEM
| W N ¥,
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