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Fortis Memorial Research Institute (FMRI) is a 311-bed multi-specialty hospital known for its advanced 
diagnostics and therapeutic capabilities, including robotic surgery, organ transplants, stem cell therapy, 

and precision medicine. As the flagship hospital of the Fortis Healthcare network, FMRI boasts state-of-
the-art infrastructure, cutting-edge technology, and a highly skilled team of renowned clinicians. 

internationally recognized. FMRI is the only ELSO Certified Training Centre for ECMO in India and 
holds accreditations from Joint Commission International (JCI), NABH, and NABL.

Mission: To be a globally respected healthcare organisation known for Clinical Excellence and 
Distinctive Patient Care.

Vision: To create a world-class integrated healthcare delivery system in India, entailing the finest 
medical skills combined with compassionate patient care.

The internship provided invaluable insights into the intricate workings of a healthcare sales 
and marketing ecosystem. It underscored the importance of strategic partnerships, community 
engagement, and meticulous planning in healthcare service delivery. 
Engaging with diverse stakeholders from local communities to multinational corporations
enhanced my understanding of adapting marketing strategies to different target audiences. 
Moreover, exposure to international patient management highlighted the complexities and 
sensitivities involved in global healthcare services.
Navigating through varied activities within sales, community engagement, corporate 
relations, and marketing not only enriched my professional skill set but also instilled a deeper 
appreciation for the healthcare industry's dynamic nature. The experience reinforced the 
significance of continuous learning and adaptability in achieving organizational goals and 
delivering patient-centric care.

It equipped me with hands-on skills in:
I. Client relationship management, 
II. Strategic thinking and analysis
III. Content Creation and promotional campaign planning and execution within a 

healthcare setting.
IV. Event coordination and management.

The exposure to diverse operational aspects and interactions with multidisciplinary teams have 
undoubtedly prepared me for a career path aligned with healthcare marketing and sales. 

Understanding the sales and marketing department's operations.
Stakeholder Meetings

Client Engagement
Crafting visa invitation letters and addressing patient inquiries required precision and an 
understanding of their unique needs.
Creating content for marketing campaigns and writing medical blogs was challenging. 

Market Analysis that delved into social media strategies of leading competitors.

Practical exposure and theoretical knowledge

Sales and marketing Organogram

Dedicated team for camps.
Hospital empanelment with CGHS and other government schemes which will eventually 
increase patient base, revenue an\d reputation. 
Increase bedding capacity (as FMRI has high patient count which leads to more waiting time) 
which will in turn, increase the sales of the hospital.
Establish telemedicine services with the stakeholders.
Increase upcountry and trade(referral) sales by offering them 
Increase interpreter Availability (at least one interpreter for all languages)

Direct Communication Channels, eliminating third party agencies, for international patients.

Enhancing social media marketing content strategy.

SUMMER INTERNSHIP AT SALES AND MARKETING DEPARTMENT

FORTIS MEMORIAL RESEARCH INSTITUTE, Gurugram

Name: Dr. Vaibhav Singh                                         Organization Mentor: Mr. Arvind Pahwa

Roll No.: 1879 (HM28)                                            University Mentor: Mr. Alok Mathur 

SALES AND MARKETING DEPARTMENT

SALES

TRADE 
(REFERRALS)

CORPORATE 
PRIVATES PSU SALES COMMUNITY INTERNATIONAL

MARKETING

BRANDING
PUBLIC 

RELATIONS

(PR)

SOCIAL MEDIA 
MARKETING

Learnings during internship

Suggestions

Challenges during the internship

Usefulness of internship

Description about the organization

STRENGTHS

Established Reputation

Experienced Staff

Strong private and government ties. PSUs- 44, 
Corporate- 261

Robust international medical tourism

WEAKNESS

Lack of workforce during health check-up camps.

Over involvement of third-party agencies causing 
inconvenience to international patients.

Lack of interpreters for a few languages.

Poor social media marketing strategies to 
increase follower engagement.

OPPORTUNITIES

Promoting telemedicine services 

Exploring new markets and demographics 
(domestic as well as international)

Better social media marketing strategies.

Empanelment with CGHS Scheme.

THREATS

Competition from other hospitals with more 
bedding capacity, lower treatment costs , more 
corporate and PSU tie-ups and better social 
media presence.

SWOT 

ANALYSIS

Revenue verticals % share

The internship at Fortis Healthcare was a transformative experience, bridging 
theoretical knowledge with practical insights into healthcare sales and 

marketing domains. 

Understanding the importance of real-life practicalities that are not explicitly 
taught in theory such as client engagement, content creation etc.

Recognising the value of practical experience to enhance theoretical knowledge 
and understanding like during the social media market analysis

Learned to solve problems and make decisions in practical, everyday situations, 
like inefficiencies in the registration process and inadequate staffing during health 
camps.

Recognising the significance of addressing the problems and gaps immediately by 
using your own judgement to find solutions
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Compiled Report 

Name of the Organisation: Fortis memorial research institute, Gurugram 

Area/ Department/ Project of Summer Internship Program: Sales and marketing 

Name of the Student: Dr. Vaibhav Singh 

Roll no: 1879   Stream: MBA in Hospital and Healthcare Management 
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Business Development 

• Procured requisite documentation for Coal India Limited's proposal, ensuring all 

documents were notarized and attested. 

•                                         ’                                     

empanelment on the AB PMJAY Haryana government site. 

• Engaged in international collaboration and promotion of Fortis Healthcare services to 

bring international patients. 

Building Relations 

• Engaged in discussions with key stakeholders at Anevolve, COMVIVA, DLF, Airtel, 

ITC, Honda, and Maruti Suzuki to explore collaborative opportunities. 

• Participated in meetings with representatives from Airtel and ITC to revise healthcare 

package offerings. 

• Established a series of meetings with estate managers at various RWAs to explore 

potential partnership opportunities. 

• Participated in strategic meetings involving Teslon and doctors for teleconsultation 

services to Airtel. 

  



Promotion of Health Services  

• Organized various health camps providing services such as BP monitoring, 

ECG, CBC, blood sugar testing, lipid profile tests, BMD tests, PFTs, and 

doctor consultations at: 

1. PowerGrid 

2. Renew Power 

3. Interface Microsystems 

4. Airtel (in association with Prudent) 

5. Panasonic (in association with Paramount) 

6. Hero MotoCorp Plant at Dharuhera 

7. National Commodities Management Services Limited 

8. Maruti Suzuki. 

 

• Facilitated HLA testing camp (for stem cell donation) by DATRI NGO within 

the hospital. 

• Conducted vaccination drive for hepatitis at Godrej Frontier, sector 20. 

•                                         ’   &                         

      ’                            Y         

• Organized a basic life support workshop at the Zara corporate office in Saket 

Select city walk. 

• Provided health talks and workshops, such as the one conducted by Dr. Rohit 

Goel at Samsung office DLF downtown on hypertension day. 

Client Engagement 

• Conducted health screening programs, consultations, and awareness sessions 

across various corporate offices. 

• Responded promptly to patient inquiries, coordinated appointments, and 

ensured a seamless experience for international patients. 

• Facilitated the distribution of medical consumables to RWAs and corporate 

clients in conjunction with designated health awareness days. 

Patient Acquisition 

• Implemented targeted outreach programs to RWAs and corporate clients. 

• Crafted visa invitation letters for foreign patients seeking medical treatment in 

India. 

• Engaged in quality audits focusing on the experiences of foreign patients to 

enhance patient care and satisfaction. 

Revenue Generation 

• Developed a corporate tracker system documenting discounts extended to 

corporate affiliates. 

• Explored potential enhancements to the existing Memorandum of 

Understanding (MOU) between Fortis and its partners, focusing on optimizing 

OPD, IPD, and health check-up packages. 

 



Performance Tracking 

• Implemented and maintained a query tracker system to record and monitor 

patient interactions and queries. 

• Participated in quality audits and patient experience enhancement initiatives. 

Marketing Strategy and Public Relations 

•                                       ’                               

consulting with doctors to finalize the campaigns. 

• Wrote articles on various health topics to increase awareness and engagement. 

• Contributed to the planning and execution of the Doctors' Day celebration, 

including writing parts of the ceremony script and assisting with venue setup. 

                                                                                     

                j                                                                      

Linking Theory with Practice at the Organization 

Essentials of Hospital Services 

Theory: Understanding the core functions and services provided by a hospital, including 

patient care, medical procedures, support services, and administration. 

Practice: I facilitated health camps and vaccination drives, organized health awareness 

sessions, and contributed to the inauguration and operation of new medical centers. This 

involved coordinating various hospital services to ensure comprehensive patient care. 

Healthcare Financing 

Theory: Knowledge of funding mechanisms, budgeting, and financial management in 

healthcare settings. 

Practice: I developed corporate tracking systems for discounts offered to affiliates and 

engaged in discussions to optimize healthcare package offerings, directly contributing to 

revenue generation and financial management within the organization. 

Digital Health 

Theory: The integration of digital technologies into healthcare to improve patient care, data 

management, and service delivery. 

Practice: I participated in meetings to facilitate telemedicine services with Airtel, 

implementing a system for seamless teleconsultation between Fortis specialists and corporate 

clients. This exemplified the practical application of digital health technologies. 

 

 



Marketing Management 

Theory: Strategies and practices for promoting healthcare services, including market 

research, campaign planning, and customer engagement. 

Practice                                                       ’                          

Day, conducted market research on competitors' social media strategies, and wrote health-

related articles to enhance Fortis' market presence and engagement. 

Essentials of Health Economics and Financing 

Theory: Understanding the economic factors affecting healthcare systems, including cost 

analysis, funding, and resource allocation. 

Practice: My role in developing healthcare packages, engaging in financial discussions with 

partners, and tracking corporate discounts directly linked to the economic principles of cost 

management and resource optimization. 

Organizational Behaviour 

Theory: Insights into how individuals and groups behave within organizations, including 

motivation, leadership, and team dynamics. 

Practice: I collaborated with various teams, including corporate, international, and 

marketing, to build relationships, lead projects, and engage with clients. My participation in 

strategic meetings and team coordination reflected the practical application of organizational 

behaviour principles. 

Identified Gaps in the Organization 

Food and Beverages Department (F&B) 

Untimely Service: The newly appointed F&B department is struggling to serve food 

on time. 

Community and Corporate camp 

1. Manpower Issues: Insufficient manpower for camp setups relative to patient 

strength. 

2. Workload Management: Increased workload with limited workforce during events 

like the Panasonic camp, resulting in longer wait times and patient frustration. 

Patient Communication and Experience in International department 

1. Language Barrier: Patients are facing communication issues due to a lack of 

interpreters. 

2. Interpreters' Role: Interpreters occasionally hindering direct communication 

between patients, attendants, and the hospital for appointment scheduling. 

3. Third-Party Agencies: Involvement of third-party agencies causing patient 

inconvenience in direct hospital communication and treatment arrangements. 



Digital and Social Media Strategy 

•                                                                                   

                                                                                      

                                                                                     

         

•                                                                             

                                                                      

•                                                                              

•                                                                               

                                                          

Suggestions for Improvement 

Community Outreach Department 

1. Centralized EHR System or Patient Slip: Implement a centralized Electronic Health 

Record (EHR) system or update patient slips at every counter to streamline the 

registration process. 

2. Proactive Patient Concern Resolution: Address patient concerns proactively, ensure 

timely resolutions, and maintain continuous follow-ups to guarantee optimal 

satisfaction. 

3. New Camp Team: Form a dedicated team of doctors, nurses, and coordinators with 

separate inventory for medical consumables to enhance the efficiency and 

effectiveness of health camps. 

4. Improved F&B Services: Enhance food and beverage services to improve overall 

patient experience. 

Corporate Department 

1. Integrated Communication Platforms: Implement platforms that enable seamless 

interaction between patients, attendants, hospital staff, and interpreters, including 

multilingual support and real-time translation services. 

2. New Camp Team: Form a dedicated team of doctors, nurses, and coordinators with 

separate inventory for medical consumables to enhance the efficiency and 

effectiveness of health camps. 

3. Centralized EHR System or Patient Slip: Implement a centralized Electronic Health 

Record (EHR) system or update patient slips at every counter to streamline the 

registration process. 

International Department 

1. Regular Audits and Reviews: Conduct regular audits and reviews of communication 

processes involving third-party agencies and interpreters to identify and rectify any 

bottlenecks or inefficiencies promptly. 

2. Interpreter Availability: Ensure the presence of at least one interpreter for all 

languages to improve communication. 



3. Direct Communication Channels: Establish dedicated direct communication 

channels for patients and their attendants to contact the hospital directly for treatment 

and appointment scheduling, bypassing third-party intermediaries. 

 

Marketing Department 

• Content Strategy Enhancement: 

o Prioritize Reels: Increase the use of high-engagement formats like reels 

instead of information heavy content. 

o Partner with Influencers: Collaborate with popular Instagram influencers to 

expand reach and connect with new audiences. 

o Boost Interaction: Encourage audience participation through interactive 

elements such as polls, quizzes, Q&A sessions with doctors, and user-

generated content challenges. 

 

 

 

 


