VoLUME No. 3 (2012), | sSUE NO. 6 (JUNE) | SSN 0976-2183

INTERNATIONAL JOURNAL OF RESEARCH IN
COMMERCE & MANAGEMENT

S

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories

Indexed & Listed at:
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell's Directories of Publishing Opportunities, U.S.Al
as well as inOpen J-Gage, India [link of the same is duly available at Infiibnet of University Grants Commission (U.G.C.)|
Registered & Listed at: Index Copernicus Publishers Panel, Poland
Circulated all over the world & Google has verified that scholars of more than 1388 Cities in 138 countries/territories are visiting our journal on regular basis.
Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI — 135 003, Yamunanagar, Haryana, INDIA

WWW.ijrcm.org.in



VoLUME No. 3(2012), I ssue No. 6 (JUNE) I SSN 0976-2183

CONTENTS

-~ TITLE & NAME OF THE AUTHOR (S) Fage No-

1. | INTANGIBLE VALUE ACCUMULATION IN CULTURAL AND CREATIVE INDUSTRIES 1
DR. SHULIEN CHANG

2. | STRATEGIES IN MANAGING BARRIERS TO CUSTOMER SATISFACTION 8
DR. ANTHONY .A. IJEWERE & EDITH .0.0DIA

3. |[ASTUDY ON CONSUMER ATTITUDE TOWARDS DEPARTMENTAL STORES IN COIMBATORE CITY, TAMILNADU 15
DR.J. GOPU & T. GIRIJA

4. | FACTORS DETERMINING CONSUMER PREFERENCES FOR BRAND EXTENSIONS 20
DR. NANJUNDARAJ PREM ANAND

5. | ENFORCING THE INTERNATIONAL FINANCIAL REPORTING STANDARDS WORLDWIDE 27

ENAHORO, JOHN & NDAYIZEYE GERVAIS

6. |ASSESSING THE IMPACT OF THE GLOBAL FINANCIAL CRISIS ON AFRICAN MICROFINANCE INSTITUTION PERFORMANCE: EMPIRICAL 32
EVIDENCE FROM EAST AFRICA
TILAHUN AEMIRO TEHULU

7. | SOME HIDDEN TRUTHS ABOUT MANAGEMENT OF WORKPLACE ENVIRONMENT 37
MUHAMMAD RIZWAN, SYED USMAN ALI GILLANI, DIL JAN KHAN, FAWAD SABOOR & MUHAMMAD USMAN

8. |INVESTORS’ PERCEPTION IN MUTUAL FUND INVESTMENTS (A STUDY IN SELECTED MUTUAL FUND ORGANIZATIONS IN VISAKHAPATNAM) 43
B. MURALI KRISHNA, K. RAKESH & P.V.S. SIVA KUMAR

9. | GREEN FINANCIAL INITIATIVES — CURRENT TRENDS AND FUTUTURE OPPORTUNITIES 48
SWETA KUMARI, GAGANDEEP NAGRA, DR. R .GOPAL & DR. RENU VERMA

10. |ASTUDY ON EFFECT OF DEPRECIATION METHODS ON NET PROFIT OF BUSINESSES 52
DR. SURENDRA GOLE & ABHAY INGLE

11. | STRATEGIC HUMAN RESOURCE MANAGEMENT FOR HIGH PERFORMANCE ORGANIZATIONS 54
AJIT KUMAR KAR

12. | THE MARKETING PROBLEMS OF CARDAMOM GROWERS IN TAMIL NADU AND KERALA - A COMPARATIVE STUDY 60
P. SELVAMANI & DR. M. SYED ZAFAR

13. | THE EMPIRICAL RELATIONSHIP BETWEEN TRADING VOLUME, RETURNS AND VOLATILITY 69

DR. BAL KRISHAN & DR. REKHA GUPTA

14. |IMPACT OF EMPLOYEE SATISFACTION AND UNION — MANAGEMENT RELATION ON ENHANCED CUSTOMER SATISFACTION- REGRESSION 74
ANALYSIS [A STUDY OF ANDHRA PRADESH STATE ROAD TRANSPORT CORPORATION (A.P.S.R.T.C)]
A. R. VIJAYA CHANDRAN & DR. V. M. PRASAD

15. | MARKETING STRATEGIES IN HEALTHCARE 76
DR. SOMU.G

16. | MANAGEMENT OF TRANSLATION EXPOSURE: A COMPARATIVE ANALYSIS OF MNCS IN INDIA 80
DR. MANISHA GOEL

17. | DIFFERENT RELATIONSHIPS BETWEEN PERCEPTIONS OF DEVELOPMENTAL PERFORMANCE APPRAISAL AND WORK PERFORMANCE 87

DR. VENKATESH. J, VIVEKANANDAN. K & BALAJI. D

18. | A COMPARATIVE ASSESSMENT OF RURAL AND URBAN CONSUMERS’ ATTITUDE TOWARDS THE PRACTICE OF MARKETING CONCEPTS BY 91
MARKETERS
DR. DEBASIS BHATTACHARYA & DIPAK SAHA

19. | RELEVANCE OF TPM IN INDIAN INDUSTRIES: LITERATURE REVIEW 97
DR. A. K. GUPTA & NARENDER

20. | CAPITAL STRUCTURE ANALYSIS IN TATA STEEL LIMITED 100
DR. ASHA SHARMA

21. | AN ANALYTICAL STUDY ON EFFECTS OF CORPORATE GOVERNANCE DISCLOSURE TO FINANCIAL PERFORMANCE 108
PAYAL THAKAR, JAIMIN H. TRIVEDI & CHHAYA PRAJAPATI

22. | ASTUDY OF IMPACT OF WORKING CAPITAL MANAGEMENT ON FIRM’S PERFORMANCE: EVIDENCE FROM CEMENT INDUSTRY IN INDIA FOR 115
THE PERIOD 2007-2011

ZOHRA ZABEEN SABUNWALA

23. | INDUSTRIALISATION IN HIMACHAL PRADESH: PROBLEMS, PROSPECTS AND ALTERNATIVE STRATEGIES (A CASE STUDY OF KANGRA| 121
DISTRICT)
CHAMAN LAL

24. | INTERNAL BRANDING AS A MANAGEMENT STRATEGY: A CASE OF ORGANIZED RETAIL SECTOR 126
GIRISH MUDE, SWAPNIL UNDALE & VRUSHALI DAIGAVHANE

25. | FINANCIAL REPORTING FRAMEWORK FOR CARBON CREDIT ACCOUNTING 130
TULIKA SOOD

26. | A STUDY OF INFLUENCES ON CONSUMER PRE PURCHASE ATTITUDE 133
ANILKUMAR. N

27. | CONSUMPTION PATTERN OF BUYERS OF BAKERY PRODUCTS: A STUDY CONDUCTED IN KERALA 141
NEMAT SHEEREEN S

28. | GLOBAL FINANCIAL CRISIS - PERSPECTIVE 2007 TO DATE & BEYOND (LEADERSHIP OF INDIA’S FINANCIAL SYSTEM) 146
AMIT GUPTA

29. | PERFORMANCE APPRAISAL OF INDIAN BANKING SECTOR: A COMPARATIVE STUDY OF SELECTED PUBLIC AND PRIVATE SECTOR BANKS 155
SAHILA CHAUDHRY

30. | ASTUDY ON INTERACTIVE MEDIA’S INFLUENCE ON PURCHASE DECISION OF YOUTH 165
JATIN PANDEY
REQUEST FOR FEEDBACK 170

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in



VoLUME No. 3 (2012), | sSUE NO. 6 (JUNE) | SSN 0976-2183

CHIEF PATRON

PROF. K. K. AGGARWAL
Chancellor, Lingaya’s University, Delhi
Founder Vice-Chancellor, GuruGobindSinghindraprasthaUniversity, Delhi
Ex. Pro Vice-Chancellor, GurulambheshwarUniversity, Hisar

PATRON
SH. RAM BHAJAN AGGARWAL
Ex.State Minister for Home & Tourism, Government of Haryana

Vice-President, Dadri Education Society, Charkhi Dadri
President, Chinar Syntex Ltd. (Textile Mills), Bhiwani

CO-ORDINATOR,
DR. SAMBHAV GARG

Faculty, M. M. Institute of Management, MaharishiMarkandeshwarUniversity, Mullana, Ambala, Haryana

ADVISORS

DR. PRIYA RANJAN TRIVEDI
Chancellor, The Global Open University, Nagaland

PROF. M. S. SENAM RAJU
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi
PROF. M. N. SHARMA
Chairman, M.B.A., HaryanaCollege of Technology & Management, Kaithal
PROF. S. L. MAHANDRU
Principal (Retd.), MaharajaAgrasenCollege, Jagadhri

EDITOR,

PROF. R. K. SHARMA
Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi

CO-EDITOR.

DR. BHAVET
Faculty, M. M. Institute of Management, MaharishiMarkandeshwarUniversity, Mullana, Ambala, Haryana

EDITORIAL ADVISORY BOARD

DR. RAJESH MODI
Faculty, YanbulndustrialCollege, Kingdom of Saudi Arabia
PROF. SANJIV MITTAL
UniversitySchool of Management Studies, GuruGobindSinghl. P. University, Delhi
PROF. ANIL K. SAINI
Chairperson (CRC), GuruGobindSinghl. P. University, Delhi

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in



VoLUME No. 3 (2012), | sSUE NO. 6 (JUNE) | SSN 0976-2183

DR. SAMBHAVNA
Faculty, I.L.T.M., Delhi
DR. MOHENDER KUMAR GUPTA
Associate Professor, P.J.L.N.GovernmentCollege, Faridabad
DR. SHIVAKUMAR DEENE
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga
MOHITA
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar

ASSOCIATE EDITORS

PROF. NAWAB ALI KHAN
Department of Commerce, Aligarh Muslim University, Aligarh, U.P.
PROF. ABHAY BANSAL

Head, Department of Information Technology, Amity School of Engineering & Technology, Amity
University, Noida

PROF. V. SELVAM
SSL, VIT University, Vellore
DR. N. SUNDARAM
Professor, VITUniversity, Vellore
DR. PARDEEP AHLAWAT
Reader, Institute of Management Studies & Research, MaharshiDayanandUniversity, Rohtak
S. TABASSUM SULTANA

Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad

TECHNICAL ADVISOR.

AMITA
Faculty, Government M. S., Mohali
MOHITA
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar

FINANCIAL ADVISORS

DICKIN GOYAL
Advocate & Tax Adviser, Panchkula
NEENA
Investment Consultant, Chambaghat, Solan, Himachal Pradesh

LEGAL ADVISORS

JITENDER S. CHAHAL
Advocate, Punjab & Haryana High Court, Chandigarh U.T.
CHANDER BHUSHAN SHARMA
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri

SUPERINTENDENT

SURENDER KUMAR POONIA

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in



VoLUME No. 3(2012), I ssue No. 6 (JUNE) I SSN 0976-2183

CALL FOR MANUSCRIPTS

Weinvite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the area of
Computer, Business, Finance, Marketing, Human Resource Management, General Management, Banking, Insurance, Corporate Governance
and emerging paradigms in allied subjects like Accounting Education; Accounting Information Systems; Accounting Theory & Practice; Auditing;
Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History;
Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International
Economics & Trade; International Finance; Macro Economics; Micro Economics; Monetary Policy; Portfolio & Security Analysis; Public Policy
Economics; Real Estate; Regional Economics; Tax Accounting; Advertising & Promotion Management; Business Education; Management
Information Systems (MIS); Business Law, Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business;
Health Care Administration; Labor Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-
Profit Organizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational
Development; Production/Operations; Public Administration; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small
Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism, Hospitality & Leisure; Transportation/Physical
Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing;
Computer Graphics; Computer Organization & Architecture; Database Structures & Systems; Digital Logic; Discrete Structures; Internet;
Management Information Systems; Modeling & Simulation; Multimedia; Neural Systems/Neural Networks; Numerical Analysis/Scientific
Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic and Web Design.
The above mentioned tracks are only indicative, and not exhaustive.

Anybody can submit the soft copy of his/her manuscript anytime in M.S. Word format after preparing the same as per our submission
guidelines duly available on our website wunder the heading guidelines for submission, at the email addresses:

infoijrem@gmail.comorinfo@ijrcm.org.in.

GUIDELINES FOR SUBMISSION OF MANUSCRIPT

1. COVERING LETTER FOR SUBMISSION:

DATED:
THE EDITOR
IJRCM

Subject:  SUBMISSION OF MANUSCRIPT IN THE AREA OF

(e.g. Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/Engineering/Mathematics/other, please specify)
DEAR SIR/MADAM

Please find my submission of manuscript entitled ‘ ' for possible publication in your journals.

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language fully or partly, nor is it
under review for publication elsewhere.

| affirm that all the author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s).

Also, if my/our manuscript is accepted, I/We agree to comply with the formalities as given on the website of the journal & you are free to publish our
contribution in any of your journals.

NAME OF CORRESPONDING AUTHOR:

Designation:

Affiliation with full address, contact numbers & Pin Code:
Residential address with Pin Code:

Mobile Number (s):

Landline Number (s):

E-mail Address:

Alternate E-mail Address:

NOTES:

a)  The whole manuscript is required to be in ONE MS WORD FILE only (pdf. version is liable to be rejected without any consideration), which will start from
the covering letter, inside the manuscript.

b)  The sender is required to mention the following in the SUBJECT COLUMN of the mail:
New Manuscript for Review in the area of (Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/
Engineering/Mathematics/other, please specify)

C) There is no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t. to the manuscript.

d)  The total size of the file containing the manuscript is required to be below 500 KB.

e)  Abstract alone will not be considered for review, and the author is required to submit the complete manuscript in the first instance.

f) The journal gives acknowledgement w.r.t. the receipt of every email and in case of non-receipt of acknowledgment from the journal, w.r.t. the submission
of manuscript, within two days of submission, the corresponding author is required to demand for the same by sending separate mail to the journal.

2. MANUSCRIPT TITLE: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised.

3. AUTHOR NAME (S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email
address should be in italic & 11-point Calibri Font. It must be centered underneath the title.

4, ABSTRACT: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, methods,
results & conclusion in a single para. Abbreviations must be mentioned in full.

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in



VoLUME No. 3(2012), I ssue No. 6 (JUNE) I SSN 0976-2183

5. _: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated by
commas and full stops at the end.

6. _: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It must be prepared on a single space and
single column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of every
page. It should be free from grammatical, spelling and punctuation errors and must be thoroughly edited.

7. _: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before each
heading.

8. _: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.

9. _: The main text should follow the following sequence:
INTRODUCTION

REVIEW OF LITERATURE
NEED/IMPORTANCE OF THE STUDY
STATEMENT OF THE PROBLEM
OBJECTIVES

HYPOTHESES

RESEARCH METHODOLOGY
RESULTS & DISCUSSION

FINDINGS
RECOMMENDATIONS/SUGGESTIONS
CONCLUSIONS

SCOPE FOR FURTHER RESEARCH
ACKNOWLEDGMENTS

REFERENCES
APPENDIX/ANNEXURE

It should be in a 8 point Calibri Font, single spaced and justified. The manuscript should preferably not exceed 5000 WORDS.

10. _: These should be simple, crystal clear, centered, separately numbered &self explained, and titles must be above the table/figure. Sources of
data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text.

11. _:These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right.

12. _: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised references in the preparation

of manuscript and they are supposed to follow Harvard Style of Referencing. The author (s) are supposed to follow the references as per the following:

4 All works cited in the text (including sources for tables and figures) should be listed alphabetically.

4 Use (ed.) for one editor, and (ed.s) for multiple editors.

4 When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order.

4 Indicate (opening and closing) page numbers for articles in journals and for chapters in books.

4 The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, working
papers, unpublished material, etc.

o For titles in a language other than English, provide an English translation in parentheses.

4 The location of endnotes within the text should be indicated by superscript numbers.

BOOKS

4 Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.

i Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.

CONTRIBUTIONS TO BOOKS

4 Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David Crowther &

Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303.
JOURNAL AND OTHER ARTICLES

4 Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban Economics,
Vol. 21, No. 1, pp. 83-104.

CONFERENCE PAPERS

. Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New Delhi, India,
19-22 June.

UNPUBLISHED DISSERTATIONS AND THESES

i Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra.

ONLINE RESOURCES

i Always indicate the date that the source was accessed, as online resources are frequently updated or removed.

WEBSITE

Garg, Bhavet (2011): Towards a New Natural Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in

Vi



VoLUME No. 3(2012), I ssue No. 6 (JUNE) I SSN 0976-2183
MARKETING STRATEGIES IN HEALTHCARE

DR. SOMU.G
ASSOCIATE PROFESSOR
DEPARTMENT OF HOSPITAL ADMINISTRATION
KMC MANIPAL
MANIPAL UNIVERSITY
MANIPAL

ABSTRACT

Owing to increase in health awareness among the public, the demand for quality care, value and service at an affordable cost has posed a challenge to those
involved in delivering health care. To survive, hospitals tend to compete more than ever in terms of quality, service and price. Almost all health care organizations
have take up establishing marketing departments which would help in developing better communication with their customers. This paper throws light on
marketing strategies adopted by a tertiary level teaching hospital, in order to overcome competition from nearby healthcare institutions/facilities while
continuing to maintain high standards in providing quality healthcare to all patients. The study was carried out with the following objectives: to study the
marketing strategies & initiatives adopted along with its outcome measurement by a tertiary level teaching hospital and to study and understand the marketing
strategies and initiatives adopted and outcome measure by the marketing team in helping the hospital achieve excellence. Study was conducted by visiting the
marketing department and having informal discussion with the marketing manager and interacting with his team of marketing executives. The results and
outcome of the marketing activities was compiled and analyzed after going through the records and statistical data for a three year period in retrospect. The
index considered for measuring the outcome are standard hospital indices, i.e. Outpatient attendance, new and repeat visits, diagnostic and lab investigations,
bed occupancy and PSI (Patient Satisfaction Index) score. The results showed an overall increase in the out patient traffic (OP- attendance) by an average of 2000
patients accounting to about 9%.The inpatient admissions showed an average monthly of 3800 cases amounting to increase in admission rate by 12%.Bed
occupancy increased by 8%.0T utilization increased by 11%.The PSI scores for out patient attendance increased from 3.7 to 4.1 and for inpatient it increased from
2.6 to 2.8. It is concluded that in the era of competition driven market especially in healthcare sector it is essential that hospitals are assured of having its own
database of patients/customers as also identifying potential catchment areas for the future. The case study also shows the importance of internal marketing
which is vital not only in satisfying the patients/customers during the visit but also in bringing in repeat visits. The strategies adopted and highlighted in this study
can serve as an effective tool in marketing healthcare industry.

KEYWORDS

Healthcare; internal marketing; external marketing; strategies.

INTRODUCTION
wing to increase in health awareness among the public, the demand for quality care, value and service at an affordable cost has posed a challenge to
those involved in delivering health care. Strategizing a customer relationship management process helps a marketer in being proactive and design
marketing programs that will be successful while implementing.

A marketing strategy serves as the foundation of a marketing plan. It contains a list of specific actions required to successfully implement a specific marketing

strategyl. An organization’s strategy must be appropriate for its resources, environmental circumstances, and core objectives.2

A Strategy formulation involves:>

1. Doing a situation analysis: internal and external; micro-environmental and macro-environmental.

2. Concurrent with this assessment, objectives to be set. This involves crafting vision statements (long term view of a possible future), mission statements
(the role that the organization gives itself in society), overall corporate objectives (both financial and strategic), strategic business unit objectives (both
financial and strategic), and tactical objectives.

3. These objectives should, in the light of the situation analysis, suggest a strategic plan. The plan provides the details of how to achieve these objectives.

This move is starting to take shape through introduction of consumer-driven plans and associated health savings accounts. The tradeoff for higher out-of-pocket

costs is a lower premium. Health savings accounts are a means to put money aside to pay for those higher out-of-pocket costs. This reality gives employees an

incentive to avoid unnecessary care, to stay healthy, to participate in disease management programs and to shop, not just on quality, value and service, but on
price. The insurer is providing tools and people to assist the consumer in making cost effective, quality healthcare decisions.’

REACHING OUT TO THE PATIENT-BASE

The real money is in delivering high-end services. However, the real relationship-building will be driven by wellness offerings. Helping patients stay well leads to
a relationship built over time. When they need acute care, patients will have trust to turn to the hospital.?

New primary care physicians need to know which specialists to send their patients to. They will gain confidence in consultants’ ability to treat their patients from
a personal and a clinical point of view upon opening the lines of communication and strengthening the relationship. Younger specialists need to know as much as
they can about the primary care physicians that serve the community, especially those that have been in practice for an extended period of time.*

It is very effective to tap into the media. Contact the health and medicine editor of the local newspaper. Inquire about a possible by-line and invite the editors to
call for an interview whenever a hot health care topic is ready to hit the news.*

The hospital studied, is a tertiary care teaching hospital catering to the needs of the population in and around the district. With mushrooming of several
healthcare delivery centers around the hospital premises, the need to have a marketing strategy led by a dynamic team in place was felt. Hence the marketing
department was established in the year 2003.

AIM

To study the marketing strategies & initiatives adopted along with its outcome measurement by a tertiary level teaching hospital.

OBJECTIVES

To study and understand the marketing strategies and initiatives adopted by the marketing team along with its outcome measure in driving the hospital ahead.

METHODOLOGY

1. The study was conducted by visiting the marketing department and having informal discussion with the marketing manager and interacting with his team of
marketing executives.

2. The results and outcome of the marketing activities was compiled and analyzed after going through the records and statistical data for a period over three
years in retrospect.
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3. The index considered for measuring the outcome are standard hospital indices viz. Outpatient attendance, new and repeat visits, diagnostic and lab
investigations, bed occupancy and PSI (Patient Satisfaction Index) score.

OBSERVATIONS

The marketing methods adopted by the hospital can be broadly classified into internal marketing and external marketing.

A. EXTERNAL METHODS ADOPTED WERE:

1. Group family health insurance scheme: This health insurance scheme was targeted at making quality healthcare at affordable costs for economically weaker
section of the society residing in the neighborhoods. The uniqueness of this plan is that it covered both outpatient and inpatient medical benefits to those
enrolled in the scheme. Even those with preexisting disease, maternity and accident victims could avail the benefits. With a nominal premium, the benefits could
be availed by individuals & their complete family. The renewal/issue of cards is done once in a year with in a notified time frame. The benefits of this insurance
scheme were made use by nearly 400 below poverty line (BPL) families covering approximately 1500 individuals.

2. Extension of the family health insurance scheme: The family health insurance scheme along with general health insurance companies was extended to
families availing health facilities at the rural maternal child welfare homes. The population in these areas all belonged to BPL group. Maternal and child welfare
homes were targeted, covering approximately 50,000 individuals. This tie-up ensured that members got good and quality medical care. This scheme also
benefited to network hospitals in generating referrals out of these centers.

3. Cashless medical benefit facility: The hospital management also decided in extending cashless medical benefit facility to its patient clientele. In this regard
the marketing department of the hospital took initiatives to tie-up with few insurance companies and third-party administrators (TPA’s). It was agreed to have
the TPA’s establish an office room with in the hospital for their functioning. This helped in establishing good communication among patients (healthcare
beneficiaries), hospital (healthcare providers) and the third party administrators (TPA’s).

4. Corporate empanelment: It was also planned to increase the patient traffic. The agreements with existing companies on the list of empanelment were
reviewed. Companies with which agreements due to be renewed were done promptly with the assurance of delivering quality health care to all its employees.
The possibility of adding more companies on to the list was explored and acted upon. During the tie-up the terms and conditions agreed upon included facilities
available to, type of facilities, concession limits, inclusion and exclusion criteria and validity period of agreement. Nearly 50 companies had been empanelled.

5. CME’s and Camps: This initiative was taken up by the marketing department. Continuing Medical Education (CME’s) was conducted after interacting with the
local medical associations. The venue for conducting CME was decided taking the local association in confidence. The specialty in which the CME would be
conducted was decided upon by the hospital authorities. The decision was need based, based on market analysis, location etc. On receiving a request by the
administrative offices for a CME from the local organizations, the marketing department swings into action in making preparations for organizing the event.
Some of these events include identifying the doctors for participation (consultants willing to participate were identified), call for press meet etc. The topic to be
deliberated upon was decided by the consultant in association with the local medical organizations.

The CME’s helped the local general practioners (GP) or junior doctors in getting updated with the current trends in medical knowledge. It also gave an insight to
the availability of facilities and state of art technology. At the end of the deliberation there was an interactive session which helped build good rapport between
the hospital consultant and the junior doctors. This interaction also gave the general practioners confidence in their consultants. The CME’s usually associated
with tea/lunch/dinner, giving ample opportunity for the junior doctors and consultants to share their medical knowledge on a more personal note.
Approximately 2-3 CME’s every month was the target.

6. Camps: Apart from organizing routine camps, the hospital also undertook the activity of organizing free health check camps in association with the local
organizations and NGO’s. The camps were mainly targeted at providing health awareness, screening for non-communicable disease etc. These camps which
were conducted in the vicinity were attended to by doctors and paramedics from the hospital. Portable medical equipments were carried to the camp site. The
hospital conducts around 120 camps annually.

7. Health events: Initiative of holding events based on health calendar was started. The main purpose of this was to create health awareness among the general
public and to promote health. Few camps were also held in this regard, the camps were disease based; equipment based; organ based. During these events, free
checks, screening and special health packages were devised and made available to the population as a whole.

8. Media and Press coverage: In organizing the health events active participation from the public was encouraged. Wide publicity via hospital website, media
and press coverage was undertaken during the pre and post health events session. News letters, news magazine and health talk on television and radio was also
undertaken.

Apart from external marketing initiatives the hospital management also strengthened its internal activities which was taken up as a continuous ongoing process
in improving the image of the hospital are

B. INTERNAL MARKETING COVERED THE FOLLOWING:

1. Scheduling training programs: The Human Resource Department (HR-dept) developed a skill matrix for all its employees working in the hospital. Several
training modules were developed in soft skills and training programs was conducted. This training delivered was from both internal and external sources.
Training calendars was developed and classes were conducted as per the schedule.

2. Identifying bottlenecks and streamlining: The operations executives were actively involved in identifying and eliminating hospital bottlenecks as and when
they came across, either by visualizing a potential bottleneck or through customer feed-back responses. The various process flows was re-looked into and
streamlined.

3. Establishing good customer relationship: Some of the activities undertaken in building good relations with customers was, providing good ambience at the
front office; maintaining proper signage in the hospital; appointing patient relation executives who are actively involved in accompanying and directing the
patients and their relatives with in the hospital. Making prompt payments and clarifying the terms of payment and delivery of goods (materials), helped in
maintaining a healthy relationship with vendors and suppliers.

4. Creation of new facilities: Corporate help desk/MAY | HELP YOU counters/HELP LINE facility was started at the front office. This gave walk in patients and
corporate clients proper orientation of the hospital.

RESULTS

After having adopted newer strategies and initiatives in marketing the hospital, the outcome of these activities was measured using standard hospital indices.
The statistics showed an overall increase in the outpatient traffic (OP- attendance) by an average of 2000 patients accounting to about 9%. (Chart-1).
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Likewise inpatient attendance (admissions) showed an average monthly of 3800 cases amounting to increase in admission rate by 12%. Bed occupancy increased

by 8%. (Chart-2).
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Operation Theater utilization increased by 11 %, lab and diagnostic services increased by 20 %.( Chart-3 & Chart-4). The PSI scores for out patient attendance
increased from 3.7 to 4.1 and for in-patient it increased from 2.6 to 2.8 with the maximum achievable score being 5.
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CHART -3 SHOWS NUMBER OF OPERATIONS DONE MONTHLY
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CHART -4 SHOWS NUMBER OF LABORATORY INVESTIGATIONS DONE MONTHLY
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DISCUSSION

The tertiary level hospital under study is a multi-specialty teaching hospital catering to the needs of the entire district with a population of approximately 12
lakhs and also to the surrounding districts and states in the vicinity for the last 55 years. The analysis in the trends of the parameters like Outpatient attendance;
Inpatient attendance; PSI scores and utilization of laboratory and OT services have been constant (status-co) over the years. In the year 2004 the hospital which
was committed to rendering quality in patient care services felt the need to better its services to the society and overcome competition from the surrounding
healthcare facilities established the marketing department and chalked out marketing strategies in realizing its goal. The hospital did not undertake any new
initiatives in adding additional services/facilities into the existing setup other than resorting to extensive marketing activities within and outside the district
during 2004-07. The increase in outpatient numbers and Inpatient attendance can be attributed to the CME’s and camps conducted in the neighboring districts.
The improvement seen in the PSI scores is due to the internal marketing done taking the entire operations team into confidence. Further the utilization of the
OT (11%) and laboratory services (20%) is a fall out of increased volumes recorded during 2005 and 2006.

CONCLUSION

From the observations & discussions it can be concluded that the increase in OP traffic can be attributed to external marketing like corporate tie-up, insurance
scheme and tie-up with TPA’s. The increase in number of admissions can be associated with a lot number of CME’s and camps conducted in association with the
local medical organizations and the NGO’s. Increase in PSI scores reflect on the effectiveness of internal marketing like identifying and addressing bottle necks,
conducting training programs etc. as the hospital did not undertake any major initiatives in setting up any new facilities or services. In conclusion framing policies
and laying down appropriate marketing strategies is essential for the success of any enterprise function irrespective of the type of organization.
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