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MARKETING SUPPLY OF MEDICAL SERVICES 
Active implementation of market economy principles in all spheres of economic activity has not bypassed the sphere of 

medical services. The emergence of privately owned medical organizations has changed the structure of the market and led to 

competition between the various medical service providers. In this regard, there is an increasing need for marketing 

mechanisms to help medical institutions to secure competitive positions in the market and to find good quality medical services 

for consumers. 

The purpose of the article is to study theoretical aspects of marketing activities in the sphere of medical services and to 

develop practical recommendations for improving its communication component for a medical institution. 

The article describes the main stages of marketing activities in the sphere of medical services, which include market 

research, its macro and microenvironment; choice of the target market and services positioning on it; development of marketing 

mix; performing marketing activities (development of marketing strategy, organization of plan execution, inclusion of 

marketing strategy into the plan of medical institution, control of results and regulation of further strategy). 

Service promotion is an integral part of the marketing mix. The article explores the role of marketing communications, 

through which medical institutions bring to the consumer benefits from using the offered service. The main tools of the 

marketing communications complex (advertising, sales promotion, direct marketing, public relations) are highlighted. 

Online (website, Facebook page, instant messaging – Telegram, Facebook, Viber) and offline (print media, handouts, 

shuttle bus advertising, media articles, local TV broadcasts, POS materials in branches, as well as city hospitals) 

communication channels of the medical institution are studied. 

The process of planning a communication complex is considered, which includes identifying the target audience, 

determining the purpose of communication and the desired response, choice of appeal, choice of means of dissemination of 

information, choice of features that characterize the source of appeal, collection of information coming through the feedback 

channels. 

The recommendations for the preparation of the media plan of the medical institution are substantiated. In order to create 

a media plan, it is necessary to form the enterprise SMM strategy. When building a strategy for social networks, one should 

ensure that it includes every stage of the sales funnel. Sales funnel (see, think, do, care) forms demand, force the customer to 

think, to buy a service, to buy again. 

Due to marketing communications, the medical institution will be able to attract new customers and, by increasing 

revenue, increase the company’s net income and profitability. 
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