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Introduction

Public Relation:

According to PRSA, PR is defined as the strategic communication process that is built between the organization and the

publics.

» Kotler et.al define public relation as building good relation with the company public by obtaining publicity and building
corporate brand.

* The two tools of public relations can be classified as advertisements and press release

* This study is done to understand the role played by press releases in marketing strategies.



PR in Hospitals

PR in Hospitals:

The role of PR is highly appreciated in hospital set-ups when we consider the glitches like the high cost of medicines
and medical care, frequent criticism from consumers, providing high quality services at affordable prices, need for
efficient and professional management, increased involvement of governmental agencies and consumer protection
bodies.

Considering these factors, the publics, employees, communities, develop an opinion about the hospital which is based
on the source of information. Such opinions can be influenced by a good public relations strategies.

A good PR strategy is very essential for both internal and external communication. Internal communication is done to
the employees who provide the services to the consumers and external communication is done to the community,

patients, etc. informing about policies and development of hospital’s management.



Roles & Uses of PR

Brand Promotion ‘

Advancement in technology ‘

Use of PR
Events ‘

by RBH,
Clinical Excellence ‘

Jaipur:

Patient Testimonials ‘

Public Awareness ‘




Research Objective & Methodology

Research Objective

e To identify the most common sources of information while choosing Rukmani Birla Hospital’s OPD
services

e To study the effectiveness of press release in marketing strategies of Rukmani Birla Hospital, Jaipur

The sample size for this study covered 300 patients coming to OPD of RBH, Jaipur

Methodology

Questionnaire was designed and responses were studied on the basis of demographic
characteristics, sources of information about RBH Jaipur.

A descriptive analysis was performed on the press release database to understand its
role in maintaining good PR for Rukmani Birla Hospital.



Results

A total of 14,548 sq. cm. in press release was used only for brand promotion of which 2.5% was with category A, 23.6%
with category B, and 74% with category C.

The lowest area in press release was consumed for advancement in technology which was 1256 sq. cm in which
category C press release summed for 55%.

Less than 1% area was used by category A to promote events through press release.

Patient testimonials saw the highest utilization of category A press release which was approximately 70% of 2076 sq.
cm.

25% of the respondents came to know about the hospital through newspaper reports.

83% patients considered word of mouth opinion before choosing RBH, Jaipur and 58% seek family physician advice
before selecting our hospital.

More than 50% respondents selected family physician advice to be the first source of information and more than 40%
respondents selected word of mouth to be the first source of information.



Use of PR by Rukmani Birla Hospitals, Jaipur:

1. Brand Promotion
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Figure 1: Brand Promotion
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* Figure 1 represents the utilization of all three
categories of press releases for brand promotion.

* The team publishes articles related to the various
campaigns being launched like the Pink Heart
Campaign, Journey, etc

* Brand promotion is done for two reasons one for
maintaining brand visibility and gaining trust of

patients on the brand.



Example for Brand Promotion
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The above example is of Samachar Jagat
newspaper which covered the launch of Pink
Heat campaign.

The campaign was aimed to increase the
awareness about heart diseases related to

women.



Approximate Amount (in INR)

. Advancement in technology

Analysis for Advancement in technology

Figure 2: Advancement in Technology
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* Figure 2 represents the use of press release for
promoting the advancement in technology .

* The topics covered in this category are informing
public about the pain management techniques in
non-cardiac chest pain, the treatment for
coccydynia, etc.

* This type of PR is done for public information and

awareness.



Example for Advancement in technology
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above release on

* The mentioned press

coccydynia was published in Dainik Lokmat
covered an area of 128 sg. cm.

e The article on non-cardiac chest pain was
published in Dainik Bhaskar which covered an

area of 40 sqg. cm.



3. Events

Approximate Amount (in INR)
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Analysis for Events

Figure 3: Events
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* Figure 3 represents the use of press release for
promoting the events held at RBH, Jaipur.

* These press release play the role to maintain
brand building and visibility among the masses.

* Examples of events which are covered in the
press releases are the webinars conducted in
association of various samaj present in Jaipur
and other region of Rajasthan like Teachers

Associations, Khandelwal Samaj, etc



Example for Events
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e This article mentions about

the webinar
organized in association with Physical Teachers
Association in Dainik Navjyoti.

* This article covered an area of 128 sg. cm in the

papetr.



4. Clinical Excellence

Approximate Amount (in INR)
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Analysis for Clinical Excellence

Figure 4: Clinical Excellence
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Figure 4 represents the use of press release to
communicate about the clinical excellence done at
RBH, Jaipur.

It communicates to the public about the
treatments related to branches like cardiology, the
results new research, and the success of RBH
Connect program, and which has been
implemented in 17 districts of Rajasthan.

A total of 3555 sq. cm area is covered by all three

categories.



Example for Clinical Excellence
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* This release was published in Dainik Navjyoti and
it mentioned the launch of RBH Connect in Dausa

 RBH has implemented a hub and spoke model to
extend their healthcare delivery to the interiors
of Rajasthan by launching the connect centers in
various districts.

e So far 17 such centers has been inaugurated

through this initiative.



5. Patient Testimonials
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Analysis for Patient Testimonials

Figure 5: Patient Testimonial
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* Figure 5 represents the use of press release for
communicating the patient stories, and case
studies in the form of patient testimonials.

e (Category A has covered a total area of 1428 sq.
cm.

* This includes articles published in Dainik Bhaskar,

and episodes aired on news channels like Zee TV.



Example for Patient Testimonials
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« example of article published in Hindustan
Express about patient testimonial.

* This article covers the neurosurgery department
and explains about the patient’s clinical
condition, diagnosis and treatment offered by
the doctor.

* The above press release covered a total area of

160 sq.cm in the newspaper



6. Public Awareness
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Figure 6: Public Awareness
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Figure 6 represents the use of press release for
public awareness.

This is done by sharing information related to the
measures taken by RBH, Jaipur on occasions like
World Asthma Day, International Nurse Day, Covid
Vaccination Program, etc.

Press releases on public awareness helps sharing

information on recent activities in the hospital.



Example for Public Awareness
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* The hospital carried out a blood donation camp
for its staff on the occasion of World Blood
Donars Day.

e This article was published in Mahanagar Times

newspaper.



Patient Response Analysis

1. Demographic Analysis

[ )
[ ]
éﬂ\w 31% belong to the age group of above 50 years. 28% of the respondents were between the age group of
31 —-40 years. 21 — 30 years group and 41 — 50 years group had 20% and 18% respondents respectively

AGE GROUP

58% stated there educational qualification as under graduation, whereas 17% stated less than 12th
educational qualification and about 21% have completed their post-graduation.

‘Q‘C;D 34% were working in private organization, and 18% were working with government organizations. The

i population also constituted students, doctors, PhD holders, retired staff and home makers
Geographically, the population belonged to Jaipur. Apart from Jaipur, the patient which came for

treatment at Rukmani Birla Hospital, Jaipur were from areas like Ajmer, Behrour, Bhilwara, Bikaner,

<o;> Churu, Kotputli, Dausa, Jhunjhunu, Sawai Madhopur, Ganganagar, Tonk, etc



Patient Response Analysis

2. Analysis of Source of Information

Fig 7: Sources of Information (in %)
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Figure 7 depicts the sources of information
for the patients coming to Rukmani Birla
Hospital Jaipur.

Approximately 58% of the respondents
choose RBH because of their family
physician advice and 83% choose because
of word of mouth.

25% had selected newspaper reports as

their source of information.



Patient Response Analysis

Fig 8: Categorization based on first, second, third source of information (in %)
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* Figure 8 shows the categorization on sources of information into first source, second source, and third source.

* Majority of the respondents identified family physician advice to be the first source of information before choosing
RBH.

* Only 2.3% respondents considered newspaper report to be the first source, whereas 15% and 16% considered it as a

second and third source of information



Conclusion

Press releases are an vital tool for the marketing team of any hospital. It helps to cover larger areas, and to gain trust
which is very important in this domain.

Press releases does not involve the paid advertisements done in the newspapers, it only represents the news articles
published in the paper.

Press release of category A is utilized maximum for promoting patient testimonials whereas for others category C and
category B are used with a minimal utilization of category A newspapers.

Family physician advice and word of mouth has been the most prominent source of information among the patients
visiting the hospital for healthcare services.

We can also infer that tools like social media, internet presence, advertisements, and newspaper articles provide a

strong support for word of mouth publicity and reference from physicians



Suggestions

The area covered in category A newspapers for clinical excellence can be increased by at least three percent which might
help to gain public attention.

Area covered through releasing patient testimonials can be increased by at least 10% since success stories of patients
help other potential patients to gain trust and select our hospital.

Focus should be on covering more area in category A newspapers for brand promotion as this will help to gain brand
visibility.

Press released in the newspaper can also be shared on various social media platforms like facebook, instagram, and
youtube which would result in increased visibility of the press release.

With frequent update of hospital website with press releases can help increase visibility of the hospital on digital platform
and thus creating an additional platform to read the press release by those potential patients who consider searching

about the hospital on internet search engines.






