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Global healthcare marketing 
Lecture 1 

 
Strategic marketing  
Where are we? (Market research) > where do we want to go? (Market development) > how do we get there? 
(Marketing execution) > what do we do when we are there? (Brand and marketing mix development)  
 
The Marketing Mix is made up many bits: price, place, promotion, product  
 
What is the objective of marketing? This can be answered from different perspectives 

- For the company  
- For the customer 

And we need to see if the need of these two parties can be compatible? 
The product will need to profitable and efficient  
 
Some definitions 

- The aim of marketing is to make selling superfluous. The aim is to know and understand the customer 
so well that the products or service fits...and sells itself  

- We define marketing as a social and managerial process by which individuals and groups obtain what 
they need and want through creating and exchanging products with value with others  

 
 Healthcare marketing 

- Healthcare marketing is creating, communicating and delivering health information and 
interventions using customer-centered and science-based strategies to protect and promote the 
health of diverse population  

- Health marketing is a new approach to public health that applies traditional marketing, principals and 
theories alongside science-based strategies to promotion, health promotion and health protection  

 
 
Marketing is strategic execution; marketing is the satisfaction of the needs wants and demands of consumers 
 
Kotler defined marketing as: 
We define marketing as a social and managerial process by which individuals and groups obtain what they 
need and want through creating and exchanging products with value with others  
 
CCDVTP 
Create > communicate > deliver > value > target > profit  
Product management  
Customer management 
 
Development of the consumer driven society  

- 1900s: holds that consumers will favor products that are available and affordable  
- 1930s: holds that consumers will favor products that offer most on terms of quality performance and 

innovation  
- 1950s: holds that consumers will only buy with large selling and promotional efforts  
- 1980s +: holds that marketing success depends on matching the needs wants and demands of the 

target market – becoming consumer facing  
 
The marketing mix  
This related to the key customer values: the 4P’s → Product – price- promotion- place  
Is there a 5th P? customers, consumers, patients  
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Digital in healthcare  
- What digital strategies and tactics marketers in the life sciences sector can employ effectively, to 

support their brand and business  
- Technology is constantly evolving and the more traditional digital elements such as e-detailing, 

animation and DVD are sometimes overlooked in the excitement about the latest trends in social 
media or apps  

 
Trends and top inventions in pharmaceutical industry  

- Reverse innovation  
- Crowd-sourcing the Solutions: Empowered Patients  
- Open Innovation 
- Nano Technology 
- Personalized Medicine and Customization 
- 3D Printing 
- Artificial Intelligence and Cognitive Computers 
- Body Sensors  

 
Digital distruption in healthcare  

- Better communication throughout the patient journey  
o A fairly obvious area for improvement, and one we can pretty much all relate to as 

consumers. 
The typical patient journey is ripe for digital disruption, as the diagram below from DRG 
Digital shows. From the healthcare provider's point of view, the visit, diagnosis, treatment 
selection and condition management stages are all points where the patient could be 
more involved / better updated.  

o Patient portals, apps and online communities are increasingly commonplace. The second 
and third generations of this technology should help improve customer experience.  

- Providing services, not drugs  
o Pharma has for a decade been coming to terms with the internet's impact on patient 

knowledge and behaviour  
o Drugs are vital in treating many conditions and diseases but there is much more for the 

patient and physician to consider. eg education or lifestyle advice, to emotional support. 
Pharma companies have always tried to engage with the end consumer but digital 
technology ultimately promises much greater scale  

o Example: AstraZeneca's Day-by-Day coaching service for patients recovering from a heart 
attack. The service provides a combination of digital content and one-to-one coaching, 
partnering with the HIPAA-compliant Vida app  

o The app helps patients to manage stress, find information, learn about caregiving and chat 
with a coach. Novartis has taken a similar approach with its Together in HF social network 

o The ultimate aim is for pharma companies to look more to outcome-based solutions which 
involve greater engagement with patients and third parties. They must not only assist with 
holistic patient care in this way, but must also advocate a combination of therapeutics, 
whether or not they themselves manufacture them  

o Consumers are ever more motivated by finding the best treatment and the cheapest price, 
and pharma must provide the best outcome-based approach to cut through. Indeed, 
some companies are partnering with third-party tech companies in an effort to promote 
an unbiased presence in the market  

- Improving diagnostics and adherence  
o The connected human being given personalized care and improved diagnostics is one long 

foreseen by science fiction  
o Wearables - ongoing measurement  
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Five strategies of eco-innovation 
- Innovate at the system level  
- Develop new materials  
- Develop new technologies  
- Develop new business models  
- Restore the environment  

  
Green marketing concepts disrupt the NPD process  
The classic NPD process is seen below  

 
 
Challenge for Green Service marketing  

- How do you spot the green / eco element?  
- Difficult to ‘green’ an intangible element!  
- Green services therefore depend upon secondary messages and consumer information  
- Ethical practices 
- Supply chain relationships 
- Areas we will not support 
- Areas we will directly support  
- ‘Retail’ as a service industry can demonstrate green credentials via: 

o Facilities / logistics management 
o Supply chain 
o Merchandise range  
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