The Role of Visual Branding and Design Thinking in Positioning
Healthcare Brands: A Strategic Study of Medivisual Healthworld

Campaigns

1. Introduction

In an increasingly competitive healthcare market, branding is not just about visibility—it is
about trust, empathy, and positioning. Visual branding plays an important role in influencing
patient perception and brand loyalty, especially in sectors like IVF, diagnostics, and specialty
care. With the rise of patient-centered care, branding strategies must be rooted in not just
creativity but user-centricity. Design thinking—an approach focused on empathy, ideation,
and iterative problem-solving—can offer a powerful framework for creating meaningful
healthcare branding.

This study focuses on Medivisual Healthworld, a healthcare branding and marketing
company, to analyze how visual branding and design thinking contribute to the positioning of
healthcare brands in India.

2. Research Question

How do visual branding and design thinking influence the positioning and perception of
healthcare brands in India?

3. Objectives

o To assess the visual branding strategies used by Medivisual Healthworld in healthcare
campaigns.

e To examine the application of design thinking principles in brand development.

e To analyze how visual branding and design thinking affect brand positioning in the
minds of healthcare consumers and decision-makers.

o To propose strategic recommendations for enhancing brand positioning through visual
and design-led approaches.

4. Hypothesis

Healthcare brands that integrate visual branding with design thinking principles are more
likely to achieve stronger brand positioning and consumer trust than those that do not.

5. Materials and Methods

Study Design: Descriptive and exploratory qualitative study with case analysis.

Setting: Medivisual Healthworld, based in [City], and selected healthcare clients (e.g., IVF
centers, diagnostics, wellness hospitals).

Study Population:
e Branding and creative teams at Medivisual.

o Marketing managers or stakeholders from 2—3 healthcare client organizations.



Consumers (patients/caregivers) where applicable.

Inclusion Criteria:

Participants involved in strategic branding or communication roles.

Clients whose campaigns were managed by Medivisual within the last 2 years.

Exclusion Criteria:

Non-healthcare-related clients or legacy campaigns not accessible for review.

Study Tools:

Semi-structured interview schedules.
Visual campaign analysis checklist.

Document reviews (e.g., campaign briefs, mood boards).

Duration of Study: March 10 — May 31, 2025

Sample Size:

4—6 in-depth interviews (Medivisual team + client-side managers).

2-3 healthcare campaign case studies.

Sampling Technique: Purposive sampling.

Data Collection Procedure:

Collection of campaign materials and creative briefs.
Interviews with Medivisual and client-side stakeholders.

Analysis of campaign performance and audience response data where available.

Operational Definitions:

Visual Branding: Use of visual elements (logos, color palettes, imagery) in brand
communication.

Design Thinking: A creative approach involving empathy, ideation, prototyping, and
testing.

Brand Positioning: The perception of a brand in the target audience’s mind.

Data Analysis Plan

Interview transcripts and documents will be analyzed using thematic content analysis.

A visual semiotics framework will be used to assess branding elements (e.g., color,
composition, symbolism).

SWOT framework will be applied to each campaign case to analyze strategic
positioning.



o Data triangulation will be used to improve reliability by comparing multiple sources
(interviews, campaign documents, audience response if available).

7. Ethical Considerations

Informed consent will be taken from all participants. No confidential brand data will be
disclosed. Responses will be anonymized. Necessary ethical clearance will be obtained from
the Institutional Ethics Committee.

8. Implications of Research

This study will provide actionable insights for healthcare branding professionals on how to
apply design thinking and visual branding effectively. It will help healthcare organizations
understand how to position themselves strategically in a trust-sensitive industry. The findings
may also serve as a framework for developing future campaigns at Medivisual Healthworld.
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