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The concept of digital marketing has witnessed an accelerated growth over the past
decade. In this era, hospitals are expected to have a solid presence online, as people tend
to search for hospitals on the Internet first. They might be searching for hospitals nearby;,
services offered, reviews, etc.

While digital marketing is here to stay, there is no doubt that it will continue to evolve.
According to a study by Google and Compete, 44 percent of patients who identified
hospitals on their mobile devices planned a visit and scheduled an appointment.

Filtering through digital clutter will be a challenge for consumers and for hospitals to be
effective, they must develop a compelling message that sticks in patients' minds.

Digital healthcare is evolving at an incredible pace, and with the knowledge that this is
only the beginning, the potential for it to revolutionize healthcare services is becoming
apparent.

In the view of the healthcare professionals, this digital change, and the change in
behaviour of consumers opens up a great channel for communicating with the patients.

However, the hospitals have to know how to make optimal use of this digital marketing
to the advantage of their practice. Purpose of this study is to identify and suggest the
strategies to improve digital marketing practices at Sankara Eye Foundation, India.
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1. This study depicts that there is a need for digital methods of
promoting, educating, and providing information about medical
care services in order to grow a brand. The strategic was to imply
attracting new and old patients to offering them low cost and a
particular high-quality health-care services, ensuring their delight
and the likelihood of them referring the hospital further.

2. It was also found that the electronic media is effective for
medical institutions to develop the marketing strategies.

1. Findings of this study reveals that digital marketing has a good
impact on medical tourism since it aids in the creation of a strong
brand image and influences consumer choice of location by medical
tourism patients.

2. This study also discovered that most effective strategies are
effective email marketing, responsive websites, video marketing,
Social media marketing (SMM), content and influencer marketing are
most effective strategies.

1. This research provides a strategy for generating results online and
attracting new patients for less money than any other marketing
medium now accessible.

2. According to this study, driving utmost traffic with SEO and PPC,
constructing a website that converts with direct response marketing
and educational material, and gaining reviews, are the keys for
successful digital marketing practises.
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1. It was observed that one hospital among all the hospitals in study,
shows strong digital marketing efficiency. The digital marketing
efficiency of other six hospitals, show marginal inefficient, which tells
that the effectiveness of digital marketing may be effortlessly promoted.
2. According to the findings of the study, it is advised that leaders in the
health-care business use innovative marketing to maintain operating
performance and fulfil the aim of sustained-yield management in a
competitive medical environment.

1. This demonstrates that, while digital marketing gives quantitative
measures, measuring qualitative metrics is more difficult.

The engagement rate may be great, yet the message's significance is
unguantifiable.

2. According to this study, non-profit organisations and their messaging
can get exposure through social media and digital marketing. Social
media can be utilised to boost customer engagement and facilitate two-
way interaction between the organisation and its consumers.

1. The study reveals that Small and Medium Enterprises embrace more
frequent usage of Email, Social networking and company websites in
comparison to other digital techniques such as mobile SMS and internet
advertisements.

2. Social networking in particular contribute to high return on
investment.
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Methodology

Study Question -

What are the Digital Marketing Practices adopted by selected Eye Hospitals? How can the Digital
Marketing Practices be improved at SEFI?

The Objectives of the study -

= To identify the advancements in Digital Marketing Practices adopted by selected eye hospitals
in India

= To study the current digital marketing practices of SEFI.

= To recommend the strategies to improve digital marketing practices at SEFI.

Type of Study Method -

The research was carried out by the way of Explorative Study using online analytical tools to
study the digital marketing practices at selected Eye Hospitals.




Methodology
(continued...)
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Method of data collection and analysis :

= Data was collected by visiting websites and social media platforms of all
the selected Eye Hospitals and also by using various online free
analytical tools like ubbersuggest, SEMrush, socialinsider, sproutsocial.
Analysis of data was done using Microsoft Excel.

= Search of the literature was performed using a variety of sources
Including PubMed, Google Scholar, ScienceDirect, ProQuest database,
Sage journal, IITHMR library, et cetera.

The parameters on the search engines were set to include relevant papers
from the last ten years. Some seminal pieces which were relevant to the
themes were also included in the literature review.

= Literature search from various sources like journals, websites have
retrieved 31 relevant articles. The titles and abstracts are independently
reviewed for inclusion and most relevant 10 articles were included in the
study for literature review.

Keywords: Digital Marketing, Digital Marketing Practices, Hospital,
Healthcare, Social Media Marketing
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Results

Charlesworth (2014)

has categorized digital

DIGITAL MARKETING PRACTICES- SEO, SEM, SMM

E== Search Engine Optimization

marketing methods o | |
=== Social Media Marketing Content Marketing

==Search Engine Marketing (Pay-per-click Advertising)

into the following

Social Media Marketing Video Marketing

0.2

subcategories: »
- 1 = A = 7\ ——— 7R JE— E— | — —|

= Search engine ., BB B B B BEBE B BEBE B B
o . — == — — — = — — =

= Online advertising

Lotus Eye Narayana Arvind Eye Dr. Agarwals Sankara LV Prasad Eye  Centre For

Sankara Eye The Eye
Eye Hospital Nethralaya Institute Sight

u Emall marketl ng Hopsital Foundation Hospital Netralaya Hospital

Coding: 1- Practicing, 0- Not Practicing

= Social media

marketing Figure 4.1: Digital Marketing Practices adopted by Selected Eye Hospitals
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Quality Assessment- Consumer Reviews and Ratings
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Conclusion

SEFI is doing well in terms of gaining positive reviews on online rating platforms like Facebook, Google and
Justdial.

SEFI is performing well on Instagram when compared with other social media platforms.

There is a further scope to improve for SEFI in SEO. Present strategy does not seem to be successful in
fetching traffic, hold audience for long on their page and engaging with them.

Organic traffic can be improved further by working on keywords and backlinks.

SEFI stands at seventh place for Search Engine Optimization out of nine Eye Hospitals in study.

There is a tough competition to SEFI in digital space especially from Centre for Sight, L \V Prasad Eye
Institute and in case of SEO, Aravind Eye Hospital, Dr. Agarwal’s Eye Hospital and Centre for Sight.
Results of the study indicates that Sankara Eye Foundation needs to strategize the plan for search engine
optimisation as well as Social Media Marketing. Present strategy does not seem to be successful in fetching
traffic, hold audience for long on their page and engaging with them.

Along with a complete SEO marketing plan and social media marketing plan, getting positive reviews on

Google can propel a hospital to the top of the most popular search engine.
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Having established a good brand name within a industry SEFI should opt to make a statement in

digital world. Currently SEFI is doing well but the performance can be further improved in many

aspects of Digital Marketing space. A holistic approach to marketing would help to make that

happen for Sankara Eye Foundation, India. By taking holistic approach i.e. 360-degree approach

to marketing SEFI can avoid leaving any gaps.

Some important SEO strategies for SEFI based on results of the study-

Optimize Images
Optimize Page Speed
Use Internal Linking

Improve the User Experience on Website by having good content strategy in place and
website speed optimization on Desktop as well as mobile device.

Focus on Getting More Authoritative Backlinks by creating linkable assets and doing link

reclamation.
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Recommendations (continued...)
Social Media strategies-
= Plan Social Content and Choose Formats- There is a need to balance different formats to ensure getting your
key message across effectively, and some of the more popular formats are user-generated content, live
streams, contests & competitions, case studies, etc.

= Create a Content Calendar

= Post documented content on social media that could be shared by the patients who have received the
treatment. Engaging or educational content could bring extra value to the clients.

=  Analyze and Measure Your Content's Performance

Email marketing is recommended for sending out monthly newsletters that included event schedule for the
following month. In addition to providing more exposure for the events, this could be a good way of staying in
contact with the professional community of the organization. Email-follow up after treatment in order to

increase the number of return customers.

Whether SEFI should outsource it or not?
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