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Section 2_sitational tasks in Section 2
"MARKETING IN HEALTHCARE"
Situational tasks "Fundamentals of marketing in healthcare"
Situation 1. 

Using A. Maslow's hierarchy of needs, analyze what needs manufacturers of such products are trying to meet:
- "Rolex" wristwatches;

- "Colgate" toothpaste and mouthwash;

- "Actimel" yogurt;

- "Ariston" washing machine;

- "Samsung Galaxy" mobile phone;

- "Paracetamol" the drug;
- rest in the "Shayan" sanatorium-resort complex, preventive treatment according to the schedule, according to the doctor's appointment;

- "Tibetan tea" non-medicinal homeopathic remedy;
– vacation at the "Bukovel" ski resort.

Please note that each of the products can be oriented to several levels of the pyramid at the same time.
Situation 2.
Make a list of marketing functions that should be performed by employees:

- city hospital;

- publishing houses that produce educational literature;

- pharmaceutical company;

- automobile corporation;

- travel company;

- private dental clinic.
Situation 3.
Using the 7P model determine what are the features of service marketing of the following:

- "Odrex" Medical House clinics in Odessa;

- “Odessa Medical Institute” higher educational institution;

- “Pharmacy” chain of pharmacies 
Situation 4.

Make a comparative analysis (common features and differences) of these types of marketing:

- consumer and industrial marketing;

- domestic and international marketing;

- marketing of material products (medicines) and marketing of services (medical).


The comparison should be carried out separately for each of the marketing functions: analysis of the marketing environment, development of product policy, development of pricing policy, development of distribution policy, development of communication policy.
Situation 5.


Analyze the publications of electronic and print media and find examples of environmental protection actions carried out by Ukrainian and foreign enterprises of the medical industry (hospitals, polyclinics, private medical clinics, pharmaceutical enterprises, pharmacy chains) over the past three years.

Situational tasks for self-control 2.2. COMPREHENSIVE MARKET RESEARCH IN THE HEALTHCARE MARKETING SYSTEM
Situation 1

Develop a marketing strategy and brand of a private medical clinic based on the RACE model.
Use the following channels: · clinic website; blog with leading doctors; social networks; enter a chain of mailings or prepare regular letters on the list of medical clinic services.
Situation 2
Develop a marketing strategy and brand of a private medical clinic based on the 7P model.

Describe and optimize the process of providing services (including medical services) and communicating with patients. Physical characteristics are the atmosphere, the environment in which a medical institution provides a service (physical evidence).
Situation 3
Develop a marketing strategy and brand of a private medical clinic based on the PESO model:

- Identify your target audience and divide it into groups - by age, interests, and preferences on social networks;

- Select publications that are read by the audience; prepare interesting content and publish it in these publications;

- Distribute links to materials published on social networks and set up targeted advertising for the target audience.
Situation 4
Develop a marketing strategy and brand of a private medical clinic based on the HUNT Ladder model (for example).
A potential client of an ophthalmological clinic did not think about the fact that his eyesight was deteriorating, and believed that this was a natural process at his age. One day he came across an article in which they explained that you can completely lose your eyesight if you don't see a doctor in time. After reading the material, the client decided to urgently make an appointment with an ophthalmologist.
So he moved on to the awareness stage, where he was looking for more information about his problem — he consulted with friends and visited a doctor. The ophthalmologist suggested two possible solutions: buy glasses or make a laser correction.
The client moved into the comparison stage, began to study the pros and cons of each of the solutions. And as a result, he chose laser correction.
Then he had to decide which clinic to go to. The client found out that this operation is performed by several clinics, one is expensive, the second does not work on the site, and there are almost no reviews about the third.
During the search, a potential client saw the website of a clinic that runs its blog, talks about vision problems and destroys myths related to operations. The client mentioned that he had already read the materials from this site. He looked through the reviews, prices and made a choice.
At the last stage of Hunt's ladder, the patient went to the clinic for a consultation and signed up for surgery.
Situation 5
Develop a marketing strategy and brand of a private medical clinic based on the RFM analysis model (for example).
The manager of a private medical clinic decided to segment patients in order to make them personal offers, increase the number of visits to the clinic. He divided the customer base into 15 segments according to indicators: the prescription of visits to the doctor, the frequency of visits, the amount of medical services paid.
Situation 6
Develop a marketing strategy and brand of a private medical clinic based on the AIDA model.
Situation 7
Develop a marketing strategy and brand of a private medical clinic based on the SOSTAC model.

How to apply the model:
1). Analyze the current situation in marketing:

- ask yourself: how do you position the company, how do you sell;

- conduct an advertising audit;

- analyze the current situation: the market, competitors and audience;

- Identify your strengths and weaknesses.
2). Formulate goals. As a rule, business goals are to make a profit, promote a new product, and develop a brand.
3). Break down the goals into tasks:

- identify the main target markets;

- find your excellent advantage;

- formulate the positioning of the product;

- make up goals for marketing.
4). Select tools. For example, if you promote a brand on the Internet, contextual advertising, advertising on social networks and SEO promotion will become tools. Specify the key performance characteristics of each tactic.
5). Describe what needs to be done to implement the plan.

- make a schedule of events;

- appoint responsible persons;

- allocate a budget for the implementation of the plan.
6). Check the KPI. For example, you can estimate advertising costs by the cost of attracting a client or by the return on investment ratio.
Situation 8
To start using the 4C model, answer these blocks of questions.

1). Who is your client:

- What is the competitive advantage of your product?

- Who are the company's target customers?

- What are their needs and desires?
2). At what price is the user willing to buy a product (medical service):

- What price do you set to attract the consumer?

- Have studies been conducted to prove the adequacy of this price?

- Is this price available to your patients?

- Is it profitable for a medical clinic? Does it cover the costs?

- What else besides the price motivates the patient to use the services of this particular medical institution?
3). How are your communications set up:

- Do you have a strategy for communicating with patients?

- Is there a media strategy for promoting a product (medical service)?

- Is there a connection between communication with customers and sales?
4). Is it convenient for a potential patient to use the services of the clinic:

- What difficulties can a potential patient face?

- Are there any plans to solve these problems?

- Is your website or internet channels simple, accessible and intuitive to users? Is there a mobile version?
- Do users understand the terms of ordering, paying and guaranteeing the quality of medical services provided?

- How many channels provide medical services?

- Does advertising and brand strategy work effectively?
Example: a manager of a private clinic working on the 4C model is interested in building long-term relationships with patients. To do this, he can blog, build a community in social networks. Such a company will communicate with the consumer in several channels – wherever it is convenient for the client.
Situational tasks "Fundamentals of pricing in healthcare"
Situation 1.

1. The cost of medical services.

2. Information support of marketing activities in the field of healthcare.

Task. The company provided medical services to 1,000 people. The price per one service is 20 UAH. The cost of one service is 5 UAH. Determine the profit of the medical clinic.
Situation 2.


1. Analysis of the prospects for the development (strategy) of a medical institution.

2. Features of the perception of advertising for the provision of medical services.

Task. Determine the price of the product. The cost of the goods is 10 UAH. The increase is 30%. The tax is 18%.


Situation 3.
1. Competitiveness and competition in the provision of medical services.

2. The strategy of differentiation of the market of services.

Task. Determine which is better: to go to a consultation at a regional hospital 100 km away or to pay for the departure of a consultant doctor to the location of the patient (classify and determine the appropriate expenses).
Situation 6.
1. Environmental factors of marketing in medicine

Task. A comprehensive survey of 1,000 employees of the enterprise is planned for 5 days. 45 minutes is the time required to examine 1 patient, 6.5 hours is the duration of the doctor's working day. How many doctors should be used for the examination?
Situational tasks for self-control 2.4. STRATEGIC MARKETING IN HEALTHCARE AND THE BASICS OF STRATEGIC ANALYSIS
Situation 1. 

1. The segmentation of the medical services market. Territorial features of the development of the medical services market. Methods of forecasting and measuring the demand for medical services.

2. Functional support of marketing activities of pharmaceutical companies Task
Determine the quarterly need for ethyl alcohol, provided that the pharmacy serves the following departments: therapeutic – 150 beds, general surgical – 125 beds, gynecological – 80 beds. 

Situation 2. 

1. Features of marketing activities in the medical services market.

2. Principles of marketing research of the medical market and the study of the behavior of consumers of medicines1. 

Task
 The production company, in order to conduct an advertising campaign aimed at pharmacy specialists, decided to study the informational value of periodic professional sources. 
 To develop a questionnaire that could be offered to firms for interviewing pharmacy employees. 

Situation 3. 

1. Pricing for medical services, medicines and medical supplies.

2. Modeling of medical market patterns and research of marketing opportunities of pharmaceutical enterprises. 

Task. 

 There were 5 analogs for the treatment of stomach ulcers on the regional pharmaceutical market. The volume of their implementation was:
a) Domestic medicines: drug A – 130 thousand units; drug B – 66 thousand units;

b) Imported medicines: drug B - 113 thousand units. up; drug G – 105 thousand units. drug D – 94 thousand units. 
 Calculate the competitiveness indicators of these drugs, as well as domestic and imported drugs in particular. Justify your answer. 

Situation 4. 

1. Marketing tools in the field of medical services.

2. Assortment policy of the pharmaceutical company.
Task
 A wholesale pharmaceutical company buys a drug at a price of 195 UAH. for packaging and sells in the amount of 1,700 packages of this drug weekly at a price of 235 UAH. for packaging. According to the results of market research, the marketing department recommends reducing the price by 5% for one week. 
Calculate how many packages of the drug the company needs to sell in order to keep its income at the same level. 

Situation 5. 

1. Features and trends in the development of the modern medical services market.

2. Pricing policy of private medical clinics.
Task
To substantiate the concepts of medical marketing used by manufacturing enterprises in the following situations:
- the FTUYR pharmaceutical company has reduced the cost of production of widespread galenic drugs by 10%, which allowed a reduction in selling prices for them;
- the Latro pharmaceutical company, which sold medicines under an annual agreement through 10 local and regional wholesale pharmaceutical enterprises, formed with a national wholesale intermediary, the marketing structural divisions of which cover all regions of the country, a contractual association for the purpose of constant coordination of economic activities. 

Situation 6. 

1. Subjects of marketing activities in the field of healthcare.

2. Factors influencing the sale of medical services. 
Task 

The net profit of the services of a medical private clinic is 2,000 UAH. 
The volume of sale is 16,000 UAH. The amount of capital investments is UAH 140,100.

Determine the rate of return on invested capital.
 Control work
І.  Development of a business plan for a public (private) medical clinic by structure:

1) Capabilities of a medical institution (summary);

2) Types of medical services (goods);

3) Sales markets for services (products);

4) Competition in sales markets;

5) Marketing plan;
6) Production plan;

7) Organizational plan;

8) Legal support of the organization's activities;

9) Risk assessment and insurance against them;

10) Financial plan.

ІІ. Working in groups:
 Evaluation of competitors' business plan, its critical analysis.
1. Is it possible with the help of a business plan to get a clear idea of the activities of a medical institution and its services? 
2. Is there a clear picture of changes in the internal and external environment of this institution? 
3. Competition. 
4. Are the tasks of the medical institution obvious, what goal is it going to? 

5. Are the practical measures correct and sufficient to achieve the goals? 
6. Market. 
7. What is the level of improvement of the services (goods) provided? 
8. What is the level of improvement of the methodology and technology of providing services (goods)? 
9. What is the structure of the organization and staff? 
10.  Economic characteristics. 
11.  Are there prerequisites for increasing profitability, improving medical, social and economic efficiency? 
12.  Are all risk factors taken into account?
13.  When can we expect the return of the invested funds and the receipt of income by investors? What is its volume?
