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Global healthcare marketing 
Session 1 

 
Article 1: The Marketing mix  
 
Components of the Marketing Mix 
If you ask any marketer what the marketing mix is, you will most likely get the same answer: the four Ps. 
These are 4 variables that a marketer can use in different combinations to create value for customers: 
product, pricing, promotion (marketing communication) and place (distribution) 
 
One of the most striking aspects of marketing is a great variety of marketing approaches different companies 
use. Of course, the marketing approaches of company that offers toothpaste differ greatly from those that 
offer coal-fired boilers for electric generation. Major differences in the cost of the product size of the market 
amount of labour required and making a choice and overall significance of the purchasing decision are 
reflected in the approaches.  
More surprising are the variations among marketers of the same product category. cosmetics for example 
are sold in a myriad of ways.  
 

 
 
Marketing programs  
A marketing program is made up the various elements of the mix and a relationship among them are useful 
way to look at each element and sub-element separately, and in pairs, is the sales response curve. In its 
simplest form the curve shows the relationship between sales, usually measured in units but sometimes in 
dollars and the marketing input measured in either physical or financial terms.  
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Differences by product  
Because an informational cascade is driven by observing the purchases of other consumers, its strength is 
likely to vary across products. In particular, products with a sharp increase in sales at takeoff are more likely 
to have a sharper decline in sales at slowdown. The reason is that products that are susceptible to an upward 
momentum will be equally susceptible to a downward momentum. Indeed, it is the intrinsic nature of 
cascades that positive momentum will be followed by corresponding negative momentum when sales move 
lower. Thus, we hypothesize:  

- Hypothesis 4. Products with large sales increases at takeoff will have larger sales declines at 
slowdown 

 
During an informational cascade, more people buy a new product than would buy it based on their own 
private valuation. When the cascade reverses, fewer people are available to buy the new product. Thus, due 
to informational cascades, high growth rates will be followed by sharp declines in sales at slowdown. Thus, 
we hypothesize:  

- Hypothesis 5. Products with high growth rates during the growth stage will have larger sales declines 
at slowdown 

 
Informational cascades are likely to be stronger for products that are more visible to consumers. Horsky 
(1990) proposed that new products can be usefully classified into time-saving products (e.g., microwave 
ovens) or leisure-enhancing products (e.g., VCRs). We expect that leisure-enhancing products will be 
affected more strongly by informational cascades than time-saving products. Leisure-enhancing products 
such as TVs, radios, and CD players are more likely to be seen and discussed than time-saving products like 
disposers and clothes dryers. This difference in the strength of cascades should affect the growth rates of 
new product sales. Thus, we hypothesize:  

- Hypothesis 6. Leisure-enhancing products have higher growth rates than nonleisure-enhancing 
products.  

- Hypothesis 7. Time-saving products have lower growth rates than nontime-saving products.  
Different growth rates will affect the speed at which the pool of potential adopters is depleted. As a result, 
we expect that:  

- Hypothesis 8. Leisure-enhancing products have a negative effect on the duration of the growth stage.  
- Hypothesis 9. Time-saving products have a positive effect on the duration of the growth stage.  

 
Role of penetration based on diffusion theory  
Research has found that the rate of adoptions follows a normal distribution, with a peak of adoptions at 50% 
penetration. However, new products differ in their ultimate market penetration. Some new products (TVs 
and telephones) are adopted by nearly all consumers, while others (radar detectors and electric razors) are 
adopted by a fraction of consumers. Because new product adoptions follow a normal distribution, a new 
product with very high ultimate penetration will be adopted by a higher percentage of all households at 
every point along the adoption curve. In contrast, a new product with a low ultimate penetration will be 
adopted by a lower percentage of all households at every point along the adoption curve. Thus, we 
hypothesize:  

- Hypothesis 10. Higher penetration at takeoff is associated with higher penetration at slowdown 
 
Because a decline in the rate of adoptions is expected to occur when 50% of potential adopters have already 
adopted the new product, penetration at slowdown should serve as a predictor of a new product’s ultimate 
penetration. Thus, we hypothesize:  

- Hypothesis 11. A product’s penetration at slowdown divided by its ultimate penetration will be 50% 
 
Discussion of the study  
Our study makes four primary contributions. First, we develop a specific metric for the end of the growth 
stage. This metric, in combination with a previous metric for sales takeoff, enables us to determine the key 
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Global healthcare marketing 
Session 9 

 
Article 1: the rise of green consumerism: is it a Fad or is it “sustainable”? 
Green Consumerism, can be defined as “the use of individual consumer power to promote less 
environmentally damaging consumption, while still satisfying consumer wants and needs” 
 
The challenge of sustainable development is to find new products, processes, and technologies which are 
environmentally friendly while they deliver the things we want  
 
With increasing popularity of the green products in developed countries like the US and the UK, Green 
Consumerism has also been forced onto developing and under-developed countries of Asia, Africa and South 
America, as the raw materials for the green products in the developed nations are sourced from them  
 
It is observed that to build awareness about Green Consumerism, it requires initiatives from the state, 
businesses, academia, non-governmental organisations (NGOs) and the consumers – each playing a vital 
role. The state’s role is to provide physical and social infrastructure, offer incentives and monitor the 
progress. Business, which includes industry, retailer and financier, is expected to provide products and 
services. Academia has to develop technology and tools to facilitate the production and delivery of green 
products by businesses. NGOs, in particular those associated with social and environmental causes, should 
act as monitoring and initiating agents and the consumers should ensure the success of such initiatives. 
However, in practice, it has been observed that when it comes to the creation of a green economy, each 
sector starts playing a blame game and waits for the other to take the first step  
 
Fortune 500 companies like Du Pont, General Electric, GoldmanSachs, Intel, UPS, Wal-Mart, Nike and others 
are beginning to follow the triple bottom line approach (Exhibit VII). For instance, Nike founded its Nike 
Environmental Action Team (NEAT) in February 1993 to direct Nike’s global environmental programmes, 
with one of its missions being to conserve resources, cut waste and reduce its impact on the environment 
within the context of its business practices. The company is also supporting organic cotton farming by 
providing incentives for farmers to switch to organic production. Its ‘Reuse – A – Shoe’ programme takes 
used and defective footwear, grinds them and uses the material to make surfaces of playgrounds. Nike has 
also started to reduce its greenhouse gas emissions and is aiming towards zero waste and 100% 
recoverability, to reduce its impact on nature.  
 
It has been observed that most of the companies are attempting to make profits without compromising on 
the planet or on the people. However, when it is a question of bringing the right balance between ‘Profit, 
Planet and People’, it has been found that companies prioritise profit over the other two. When a company 
tries to maximise its profit, it comes at the cost of the environment and the stakeholders. In Green 
Consumerism, the focus is on the planet without compromising on profit, which leaves people more 
vulnerable to exploitation.  
 
Green consumerism: who are the consumers and who benefits?  
Consumers in the developed countries are more willing to make environmental-conscious shopping choices 
when they can see a direct link between the purchase and an environmental problem. When the personal 
health of their family is at stake, consumers are more motivated to go out of their way to purchase 
environmental-conscious products, and even pay a little extra for the same. However, it is observed that the 
same level of awareness and willingness for green products has not reached the consumers of the developing 
world. It is reported that these developing nations believe that the ecological depletion is more due to the 
developed countries, for which they are required to bear the price and compromise on its developments. 
Moreover, as consumers in the developing world primarily look for value for money, they do not view green 
products as worth buying, as the environment is still not on their list of priorities.  
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