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ABOUT THE ORGANIZATION KEY REVAMPING INITIATIVES
Eternal .Hospl’FaI. .S;%mg.aner,. is the new branch f)f Eternal care|® Estathhed hOSplta.l name & logo reflecting trust and modern care April 6 7 7 557 141 11665
Foundation. This initiatives aims to address the growing gap between|*  Redesigned website & improved SEO for better digital reach 359
the increasing population and access to healthcare. Located in|® Active social media pages (Facebook, Instagram, Linkedin) " , ' I N et o
Sanganer is a 100 plus bed Hospital, managed by the same team as| hCOI’EETuIITIty engagement through health camps, CMEs, anc Y 088
Eternal Hospital Jaipur is a state-of-the art JCI and NABH accredited caith talies . . . .

, ! ol i |a This Land C Incti < th t of  Patient testimonials and digital storytelling to rebuild trust June 7 9 10 579 65 85675
tertla.r\./ care Hospital in .alpur s Landmark [nstitute is the res‘f toty, Staff training to ensure brand-consistent patient interactions 31
the vision of the Dr. Samin K. Sharma, world renowned Interventional|, Feedback collection & continuous improvement
Cardiologist based at Mount Sinai Hospital New York , USA. Founded SWO T ANALYSIS
in 2013.
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e  Existing Trusted brand * Negative
I VISION & MISSION Situation Analysis: Identified low trust and visibility il ELS Sareance oo era took
VISION: To provide high quality care and to touch the lives of the Audience Identification: Local population, referring doctors, +  Existing team of EHCC as time to overcome
. | & Doctors, helped in building ¢ Initial social
people through excellence in clinical care and affordable cost. corporate partners . new team to train them media presence
MISSION: To provide compassionate, accessible, high quality, patient ~|Campaign Strategy Design: Focus on trust, quality, and care arc cananced C imited Soace
centered, cost effective healthcare to one and all through best-in-class [Stories | . . . . OPPORTUNITY THREAT
medical practices, technology and to work continuously to improve and |Content Planning & Creation: Website, videos, patient stories, growing healthcare | * Existing
sustain clinical outcomes, patient safety and satisfaction posts D competitors with
. o . ) . . . . Xx1sting brand strong
Digital Execution: Social media, health campaigns, offline events helped in Reputation
Performance Review: Monitoring footfall, website traffic, overcome the + Existing patient
ORGAN[ZAT[ON STRUCTU RE engagement negative image. perceptions =
| ManagingTrustee Reporting & Recommendations: Adjust strategy as needed
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| *‘ | * Digital campaign’s role in transforming Hospital’s
| 1 ! ! ! ! L Revenue Generated Over Three Months brand image

s Pgineering Administration * Strategic Target Audience & Patient engagement
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R Marketing R T epartment || Liconece  Collected Patient Testimonials and Feedback, which

30000000 helped identify brand perception gaps and strengths.
HISTORY -~ Y PETEEPTION Sab ehs
_ _ _ _ 55 000.000 } * Visited Health camps organized in IT Companies and
Regen Hospital earlier struggled with outdated infrastructure, poc banks. N
brand perception, and limited patient trust. it was acquired and g 20:000.000y
i

transformed into Eternal Hospital, part of Eternal Heart Care Cent = | ;50 000l
Research Institute, with the aim to revamp brand image, quality

standards, and patient experience. 10,000,000
OBJECTIVE 5,000,000 |
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To transform Regen Hospital’s negative legacy into a modern, Aprl M"gi{h June
trusted, and patient-centric brand (Eternal Hospital) through

strategic marketing and digital campaighs — enhancing
patient care, service awareness, and digital visibility.
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