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TOPIC 5. FUNDAMENTALS OF MARKETING IN HEALTHCARE 
1. Basic fundamentals of marketing in healthcare
2. Medical services market and marketing research

1. Basic fundamentals of marketing in healthcare

The origin of the term "marketing" (etymology) is associated by many scientists with the merger of two English words: market and getting. Thus, marketing is the science of conquering the market. In accordance with the definition of F. Kotler, marketing is a type of activity aimed at meeting the needs of consumers through exchange. A distinctive feature of the marketing concept, respectively, is the orientation to the consumer, that is, to meet demand.
Basic concepts of marketing in medicine:

- shortage,
- need,

- demand,

- product/service,

- exchange,

- operation,

- market.
Stages of the historical development of marketing:

Production orientation – marketing was passive, everything was determined by the production condition. Some goods were practically not needed, much was written off. The manufacturer worked out of contact with the consumer.
Marketing orientation – products had to be sold, promoted to the market.

Customer orientation - the shortest way to make a profit, it is necessary to find out the consumer, the buyer, and then meet their needs. This leads to a thorough study of the market.
Orientation to society is based on the interests of individuals, so companies began to focus on society, economic aspects, people's health, public opinion.
Marketing in medicine solves two main tasks:

· orientation of the production of medicines and hygiene and the provision of medical services to meet the existing and potential needs of the population to be healthy and self-confident;
· formation and stimulation of demand for medical services and methods of treatment for people's health and well-being.
Based on the main tasks, the main marketing formulas are formulated:

· to produce what can be sold, and not to try to sell what can be produced;

· the consumer is the king, and we are his faithful servants, and our task is to help him make his choice with respect and the greatest convenience for the consumer;

· who forgets about competitors, the market will forget tomorrow.
Medicines are a special category of products, they affect the most valuable thing a person has – his health.
The health of every citizen is a strategic value of any state. The level of trust in the doctor and the clinic as a whole can both simplify and complicate the treatment process. In the latter case, they talk about iatrogenic diseases – caused by the actions or even words of a doctor.
The following groups of subjects operate in the medical activity market:
· manufacturer, seller of medical goods and services – enterprise (pharmaceutical), medical institution (clinic), doctor, medical worker, pharmacist;

· buyer (consumer of the service) – patient (healthy or sick);

· intermediaries – employers of various forms of ownership, dealer companies, mandatory and voluntary medical insurance funds, medical insurance organizations.
The responsibility of medical service providers (medical centers, clinics) to patients is high, the process of providing medical services and the direct promotion of such services on the market requires compliance with certain rules and regulations.
Specific features and principles of marketing in medicine
Marketing in medicine is a system of principles, methods and measures based on a comprehensive study of consumer demand and purposeful formation of offers of medical services by the manufacturer.
Specific features of marketing in medicine:

1. the priority of social and medical efficiency over economic;
2. the asymmetry of information between the producer and the consumer regarding the consumer properties of the service received;
3. the almost absolute trust in the seller of medical services;

4. the medical service that can be easily sold must be of high quality;

5. the high priority of medical services;
6. the lack of a clear relationship between the labor costs of medical workers and the end result.

Since medical services are quite specific and affect the concept of life and health of patients, implementing a complex of medical marketing, one should always remember about responsibility and ethical principles.

Here are some of the following principles of medical marketing:
- specialized education: management of medical marketing by specialists without specialized medical education is possible, but in this case it is necessary to involve doctors in monitoring the actions of the marketer;
- professional ethics: a marketer should know the moral norms accepted in the medical community and share them;
- treatment process: medical marketing cannot be part of the process of providing medical services; in the process of diagnosis and treatment, a doctor cannot perform the functions of a marketer;
- ethics of communication: it is unacceptable in the process of communication in any way to offend the feelings of patients with defects, certain diseases, to intimidate patients, forcing them to make rash decisions, to contrast healthy and sick;
- impartiality: medical marketing should be independent of any opinions of medical service providers, manufacturers of medicines or medical equipment; it should be based only on opinions accepted in the medical community;
- informing the patient: medical marketing should strive to fully inform the patient about the specifics of the diagnosis and treatment process, about possible risks and complications.

The main types of marketing in healthcare are:

1. marketing of medical and pharmaceutical services, including the process of developing, promoting and selling services taking into account the needs of consumers (population);

2. marketing of organizations (creation, support of public relations with a medical institution);
3. marketing of individuals (creating, maintaining relationships with a specific specialist: a doctor or pharmacist);
4. marketing of places (creation, support of relations of the population with the specific locality where the medical institution is located);
5. marketing of ideas (development and implementation of forms and methods of a social nature; formation of a healthy lifestyle, rejection of bad habits, family planning).
When carrying out activities in the field of medicine, it is necessary to take into account the circumstances and factors affecting the formation of needs for medical services:
· The needs for medical services depend on gender, age, social affiliation, profession. 
· The needs are characterized by different stages of occurrence – "birth", peak, residual character. The task of the marketer is to identify the growing needs in time, which will ensure success in the market in the future. 
· There are partially satisfying needs, so it is necessary to offer new products and services that can satisfy them completely.
· The satisfaction of some needs can lead to the emergence of others. Such needs accompany. Therefore, it is necessary to provide a full range of medical services and additionally offer medical and hygienic goods.
2. Medical services market and marketing research
The medical services market is a set of medical technologies, products, medical equipment, methods of organizing medical activities, pharmacological agents, medicinal action and prevention implemented in a competitive economy.
 Medical services market segments:
· geographical: countries, regions, cities, districts, towns, villages, 
· demographic: gender, age, family size, 
· psychographic: belonging to a social class, lifestyle,
· behavioral variables: depending on their knowledge, attitudes, and the nature of the response to the service.
Initially, the marketing complex consisted of four elements (4P), later became more complicated and, as a result, moved to the 5P and 7P marketing complex.
The components of the 4P marketing mix: product, price, location, promotion can be used by any company:
· The product is the main element of the marketing mix.
· Price is considered from the point of view of pricing approaches: price lists, discounts, margins, payment terms, credit, payment terms, etc. 
· Place or distribution is the actions that an enterprise performs to ensure the delivery of goods to the target group of consumers at the right place and time. It is characterized by the following categories: distribution channels (sales), intermediaries, sales levels, transportation, inventory, placement, training of sales personnel, etc. 
· Promotion is the creation of information relationships between a company and its target market (consumers). Here it is implied: public relations, advertising, exhibitions, personal sales, sales promotion, PR, direct sales method, etc. 
The 5P mix marketing concept includes another element - People – sellers and buyers of goods (relationship marketing) – development of the company's personnel policy (recruitment and training of personnel focused on the client and entire firms), the formation of potential customers.
There are 3 more elements added to the 7P model: Process, People and Perceptibility, which are more appropriate for the B2B market (Business for Business) and are suitable for the marketing complex in the service market.
The information used for marketing research should be:

- high-quality;

- probable (minimal error);

- full;

- accurate (corresponding to the real meaning of the state of affairs);

- up-to-date (fresh information, not outdated);

- valuable and useful (matching the goal, the market situation).
Among the factors that attract consumers of medical services, the following should be highlighted:
1. The consumer prefers high-quality service and a medical institution that most fully helps to solve his health problems. 
2. The patient strives to know as much as possible about the medical institution and the doctors providing medical care. Therefore, it is necessary to adhere to the "open door policy", in particular, to participate in exhibitions, conferences, congresses. 
3. The patient prefers an atmosphere of goodwill, guaranteed quality and targeted services (only for him). 
4. A medical institution should provide for the provision of interchangeable services. For example, if there are several different methods of treating a certain disease, you should use them all. Thus, the doctor and the patient can choose the most optimal method of treatment within the same medical institution.
Directions and methods of marketing research
Marketing researchers usually solve the following tasks:
· research of market features;

· measurement of potential market opportunities;

· analysis of the distribution of market shares between firms;

· sales analysis;

· research of business activity trends;
-  research of competitors' products and services;

-  short-term forecasting;

-  research of reaction to a new product and its potential;

-  long-term forecasting;

-  research of the central bank's policy.

These studies are conducted using two methods:
· The first method is the method of expert assessments, when the necessary information comes out by selecting and interviewing experts on the proposed issues.
· The second method is the method of sociological research. Suppose a polyclinic wants to know whether people living in the territory it serves are positively disposed towards it. It is necessary to obtain information that allows you to make the right decision as a result of the conducted research.

The marketing plan solves the following issues:

· What is the situation with the availability of services (goods) among a certain group of the population or in a certain territory?
· What are the production and transportation costs for the manufacture and delivery of goods (sale of services), that is, what is the cost price?
· What is the consumer value of goods (services) in the local market?
· What is the purchasing power of the population?
· What are the winning, best products (or services) offered in comparison with existing ones on the market?
· What are the medical, marketing, psychological and advertising conditions for influencing the consumer?
In addition to marketing research, one of the main rules of marketing activity is the multi-channel distribution and sale of goods (services).
The presence of many groups of consumers of different genders, ages, and social status interested in this type of services can be maintained on the basis of constant psychological impact on the consumer (advertising).
A medical service, like any product, has its own stages of the life cycle, the knowledge of which is of fundamental importance in marketing. 
The main ones are:
1. the stage of introducing the service to the market;

2. the growth stage;

3. the stage of maturity and saturation of the market;

4. the stage of the decline of need.
Marketing of medical services takes into account:
· consumer capabilities (quantity, concentration, solvency, morbidity structure);
· possibilities of a medical institution (equipment, personnel status, licensing of services, armament of new equipment, commercial experience);
· quality, level and availability of medical services (a set of services, their quantity, additional, desired and mandatory services, opportunities for improvement and updating of services, their novelty, practical and medical effect, etc.);
· competition (the number of similar services, their quality and efficiency, equipment with the latest technology, the professional level of specialists and their authority in other institutions).

