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ABSTRACT 

This systematic review aims to evaluate the effectiveness of different components of Integrated Marketing 
Communications (IMC) in the healthcare industry. IMC has emerged as a promising approach for 
healthcare organizations to enhance their marketing efforts and improve performance. The review will 
synthesize current evidence on the implementation and effectiveness of IMC practices, including 
advertising, sales promotion, public relations, and digital marketing, in the healthcare sector. By analysing 
how various IMC strategies impact metrics such as brand recognition, patient acquisition, patient 
engagement, and organizational efficiency, the review will provide insights to guide healthcare 
organizations in optimizing their communication approaches. The findings from this study will contribute 
to a better understanding of the role of integrated marketing communications in enhancing healthcare 
management and improving patient outcomes. 

Keywords: Integrated Marketing Communication, Healthcare Management, Marketing Effectiveness, 
Patient Engagement, Healthcare Branding 

Introduction 

Effective communication is a crucial component of healthcare delivery, as it enables healthcare 
professionals to convey information, coordinate care, and build rapport with patients (Chalmers et al., 
2022). In the modern healthcare landscape, healthcare organizations are increasingly recognizing the 
importance of adopting integrated marketing communication strategies to engage with their target 
audiences (Elrod & Fortenberry, 2020) (Elrod & Fortenberry, 2020) (Lapão et al., 2007). Healthcare 
organizations are increasingly recognizing the importance of integrated marketing communication 
strategies to effectively engage with their target audiences (Lapão et al., 2007). Integrated marketing 
communications involves coordinating various marketing communication elements, such as advertising, 
personal selling, sales promotion, and public relations, to deliver a consistent and effective message to 
customers (Baidya & Maity, 2010).  

The healthcare industry has unique communication needs, as it requires connecting with both current and 
prospective patients (Elrod & Fortenberry, 2020). Establishing a strong communication strategy is crucial 
for healthcare providers to build relationships, promote their services, and ultimately, improve patient 
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outcomes (Elrod & Fortenberry, 2020). Integrated marketing communication (IMC) in healthcare 
management is essential for enhancing patient engagement and operational efficiency. By integrating 
various communication channels and strategies, healthcare providers can create a cohesive message that 
resonates with patients and stakeholders. This approach not only improves brand perception but also fosters 
better health outcomes through effective information dissemination.  IMC allows healthcare organizations 
to connect with patients through multiple touchpoints, ensuring consistent messaging across advertising, 
public relations, and direct marketing.  By streamlining communication efforts, healthcare providers can 
reduce costs and improve service delivery, ultimately leading to better patient care (Bonaldy, et al.,2023).). 
The rise of digital technologies necessitates an omnichannel approach, enabling seamless interactions 
between healthcare providers and patients (Azoev et al., 2019). Utilizing digital platforms allows for the 
collection of patient data, which can inform targeted marketing strategies and improve patient experiences 
(Gunawardane, et al., 2020). Despite the benefits, many healthcare organizations struggle with integrating 
their marketing efforts, leading to inconsistent messaging and patient confusion (Keeling, S. (2018). 
Effective IMC requires collaboration across various healthcare disciplines to address the complexities of 
patient care and communication (Keeling et al., 2018). 

While IMC presents numerous advantages, it also poses challenges, particularly in maintaining consistency 
across diverse communication channels. Addressing these challenges is crucial for maximizing the benefits 
of integrated marketing in healthcare management. While there has been growing interest in the application 
of integrated marketing communications in healthcare, the existing research on its effectiveness has been 
limited and fragmented (Fugate & Decker, 1990). To address this gap, this systematic review aims to 
synthesize the current evidence on the implementation and effectiveness of integrated marketing 
communication practices in the healthcare sector. 

Objective of the Study 

The primary objective of this study is to evaluate the effectiveness of integrated marketing communication 
strategies in healthcare organizations. Specifically, this review will study the adoption and implementation 
of IMC approaches in healthcare settings and Identify best practices and challenges in the integration of 
marketing communication channels in healthcare. By addressing these objectives, the review will provide 
healthcare administrators and marketing professionals with insights to guide the development and 
optimization of integrated marketing communication strategies, ultimately enhancing patient experiences 
and organizational performance. 

Methodology 

This systematic review will follow the PRISMA guidelines to ensure a comprehensive and transparent 
review process. The review will include a search of relevant academic databases, including Google Scholar, 
PubMed, EMBASE, and CINAHL, as well as a search of grey literature sources, such as scholarly articles, 
conference proceedings and industry reports. The search strategy included terms related to integrated 
marketing communications, healthcare management, and marketing effectiveness.  

Theoritical underpinnings 
Hierarchy of Effects Model 

The Hierarchy of Effects model is a traditional paradigm in advertising and marketing that delineates the 
process by which customers go through several cognitive and emotional phases, culminating in the ultimate 
purchase decision from first awareness. The paradigm, created by Lavidge and Steiner in 1961, delineates 
a sequential process of six stages: awareness, knowledge, liking, preference, conviction, and purchase. This 
development aids marketers in formulating tactics that cater to the many psychological states a client 
encounters throughout the purchase process or while interacting with a service. 
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The concept is especially pertinent in the healthcare sector, where choices are often intricate and shaped by 
a combination of informational, emotional, and sensory elements. By comprehending this hierarchical 
process, healthcare marketers can develop targeted Integrated Marketing Communication (IMC) strategies 
that lead patients or customers from the initial acknowledgment of a need (such as wellness or treatment 
services) to the final decision to engage a healthcare service or product. The sequential framework of the 
model indicates that customers first recognize a service, acquire information about it, cultivate an emotional 
connection, assess alternatives, form a preference, and ultimately choose to use it. 

 
Figure 1: Hierarchy of Effects Model 

Source: Rabindranath, M., Singh, A.K. (2024). 

Phases in Healthcare Context: 

Awareness: By introducing new services or health initiatives to the target population via regular and 
educational advertising, healthcare providers may raise awareness that there is an alternative. 

Knowledge: Knowledge-building initiatives, such as expert interviews, health blogs, or instructional 
information on social media, help prospective patients better grasp the range of healthcare alternatives and 
how they might fit their requirements. 

Appreciating: Testimonials, user tales, or patient-centered communications that establish trust are ways 
that healthcare practitioners may promote a happy outlook. 

Preference: As patients gain more knowledge, they may develop a preference for a specific provider due 
to factors such as quality, accessibility, or alignment with their expectations. 

Conviction: Conviction is the process of instilling trust in the service, which is often accomplished by 
emphasizing achievements, proof of experience, or certifications. 

Purchase (Action): In this last phase, patients turn from potential clients to active service users by making 
appointments, requesting consultations, or using services. 

Application to IMC: In a healthcare context, the Hierarchy of Effects model emphasizes the need to 
develop a unified, multi-channel communication strategy that corresponds with each phase of the decision-
making process. By using Integrated Marketing Communications (IMC), healthcare firms can guarantee 
that every phase—from awareness to acquisition—employs uniform and persuasive messaging across 
various channels, therefore efficiently guiding patients through their journey. This methodical strategy 
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enables healthcare marketers to synchronize their communications with the emotional and cognitive 
requirements of patients, hence enhancing the probability of patient engagement and service usage (Lavidge 
& Steiner, 1961). 

AIDA Model (Attention, Interest, Desire, Action) 

The AIDA model, established by E. St. Elmo Lewis in 1898, is one of the oldest frameworks in advertising 
and marketing. It delineates a sequential method via which marketing initiatives may proficiently navigate 
a customer through four essential stages—attention, interest, desire, and action—from the first exposure to 
a message to the final choice to interact with a product or service. This approach has remained essential for 
marketers, offering a simple but potent framework for developing commercials and communication tactics 
that effectively engage customers by sequentially addressing their cognitive and emotional requirements. 

The AIDA approach is particularly beneficial in the healthcare sector for formulating integrated marketing 
communication (IMC) plans since it enables healthcare providers to methodically foster contact with 
prospective consumers. The AIDA approach ensures that health-related services, which are often complex 
and involve personal health decisions, deliver a message that is both convincing and empathic, effectively 
guiding patients through each step. 

 

Figure 2: AIDA Model 
Source: Li & Yu (2013, p.48) 

Phases in Healthcare Context:  

Attention: The first phase is engaging the target audience's attention. Healthcare professionals may do this 
by using engaging images, relevant messages, or striking headlines that tackle prevalent health issues. An 
advertisement underscoring the need for routine health checks may engage people by accentuating the 
benefits of preventative treatment. 

Interest: After capturing the audience's attention, the emphasis switches to arousing interest via the 
dissemination of interesting and educational information that speaks to their needs. This may include using 
tailored health recommendations, professional insights, or interactive elements such as webinars to enable 
prospective patients to comprehend the significance of the healthcare service. 

Desire: Healthcare marketers want to establish an emotional connection with patients during the desire 
phase so that they will want to choose their services. Endorsements from contented patients, assurances of 
excellence, or the advantages of certain therapies (e.g., expedited healing, less adverse effects) may foster 
a feeling of confidence and reliability. 
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Action: The last step involves encouraging the audience to do a particular action, such as making an 
appointment, enrolling in a wellness program, or getting in touch with a medical professional for a 
consultation. Explicit calls to action (CTAs) at this juncture assist in advancing the patient's progression 
from interest to engagement. 

Application for IMC: The AIDA model is pertinent to integrated marketing communications in healthcare 
since it offers a systematic and efficient framework for developing coherent and convincing messaging 
across many platforms. In Integrated Marketing Communications, each phase of the AIDA model may be 
bolstered by synchronized messaging—advertising, social media, direct mail, and patient portals, all 
conveying a uniform tone and message. By addressing each step of AIDA, healthcare organizations may 
enhance patient awareness, cultivate substantial interest, stimulate a sincere desire to participate, and 
eventually motivate patients to take action, hence increasing service use and improving patient outcomes 
(Lewis, 1898). 

 Social Exchange Theory 

The Social Exchange Theory (SET), developed by George Homans in 1958, posits that human interactions 
and relationships are governed by a cost-benefit analysis, whereby people strive to optimize benefits and 
minimize costs. SET is founded on the premise that social conduct is an exchange process; people assess 
relationships by comparing the perceived balance of benefits obtained against the resources or efforts used. 
A positive connection is established when benefits surpass costs; conversely, if expenses are very high, the 
relationship is likely to terminate. 

In the healthcare sector, Social Exchange Theory is applicable to patient engagement and loyalty since 
patients' choices to interact with a healthcare provider are often determined by their evaluation of the 
service's advantages relative to the personal, financial, or temporal costs incurred. Patients may evaluate 
the quality of care, convenience, and reliability of a healthcare provider against factors such as waiting 
times, financial costs, and emotional reassurance. Integrated Marketing Communication (IMC) methods 
utilize Social Exchange Theory (SET) to formulate communications that highlight the significant value and 
advantages of healthcare services, while also mitigating any costs or obstacles, thereby fostering a more 
robust patient-provider relationship. 

 

Figure 3: Social Exchange Theory 

Source: Schwab, K., Dustin, D., & Bricker, K. (2017).  
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Implementation in Healthcare Integrated Marketing Communications: 

Maximizing Benefits: Integrated Marketing Communication methods in healthcare may highlight elements 
that patients prioritize, including superior care, skilled personnel, cutting-edge technology, tailored 
treatment programs, and accessible services. By highlighting these advantages, healthcare practitioners 
might attract patients' inclination for favorable, gratifying interactions. 

Minimizing Expenses: Efficient IMC messaging may also mitigate and reduce possible expenses or 
obstacles, such as prolonged wait times, elevated service fees, or intricate procedures. A healthcare 
practitioner may emphasize flexible payment alternatives, efficient appointment scheduling, or digital 
platforms for enhanced accessibility, thereby making the transaction more advantageous for patients. 

Improving Satisfaction and Loyalty: Patients are more inclined to experience satisfaction and loyalty when 
they perceive that the advantages of interacting with a healthcare provider surpass any associated expenses. 
This might be conveyed via follow-up messaging, patient success narratives, or testimonials that exemplify 
the favorable results patients may anticipate. 

Significance to Integrated Marketing Communications (IMC):  

Utilizing social exchange theory within an integrated marketing communications framework enables 
healthcare firms to build a unified message strategy that addresses patient issues and highlights the value 
of their services. IMC ensures the constant delivery of messaging across many channels—such as digital 
advertisements, social media, email, and patient portals—reinforcing the value of the healthcare institution. 
By aligning with patients' inherent cost-benefit evaluations, IMC may cultivate deeper involvement, 
improve satisfaction, and establish enduring patient loyalty (Homans, 1958). 

Diffusion of Innovations Theory 

The Diffusion of Innovations Theory, introduced by Everett Rogers in 1962, elucidates the mechanisms, 
motivations, and velocity of the dissemination of new ideas, technologies, or behaviors within a community 
or social system. Rogers posits that the innovation adoption process transpires in five stages: knowledge, 
persuasion, choice, execution, and confirmation. Members of a community are classified according to their 
propensity to embrace an invention, including innovators, early adopters, early majority, late majority, and 
laggards. The model posits that for effective dissemination, innovations must exhibit a distinct superiority 
above current alternatives, resonate with consumers' beliefs and requirements, be comparatively simple to 
comprehend, and provide tangible advantages. 

The Diffusion of Innovations Theory is crucial in facilitating the adoption of novel Integrated Marketing 
Communication (IMC) techniques and healthcare services within the healthcare sector. Introducing a new 
patient interaction platform or an innovative treatment option requires excellent communication techniques 
to articulate the advantages and address any patient concerns. By comprehending the diffusion process, 
healthcare marketers may categorize their target audience and customize messaging that will appeal to each 
adopter type. 
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Figure 4: Diffusion of Innovations Theory 

Source: Rogers,  E.M.  (2003) 

Phases of Adoption in Healthcare Integrated Marketing Communications: 

Knowledge: The primary goal of IMC strategies should be to raise public awareness by outlining the 
innovation (such as a new service or platform) and its possible advantages. 

Persuasion: In order to convince patients of the benefits and applicability of the service, marketing 
messaging should be created at this stage. Testimonials or clinical success stories may be used to make an 
emotional and logical case. 

Decision: Integrated Marketing Communications (IMC) initiatives may enhance decision-making by 
providing supplementary information, frequently asked questions, and accessible consultation 
opportunities. 

Implementation: For patients prepared to adapt, IMC may provide assistance in properly using the new 
service, either via instructional materials or in-app support. 

Confirmation: Post-adoption, ongoing contact, and support are crucial to reaffirm patients' favorable 
attitudes and foster sustained participation. 

Implementation in Healthcare Integrated Marketing Communications: Targeting innovators and early 
adopters: Integrated marketing communication strategies should primarily concentrate on engaging early 
adopters—patients receptive to novel services. This may include targeted efforts via digital platforms, 
instructional seminars, and partnerships with influential figures in healthcare. 

Enhancing Awareness and Mitigating Concerns: By synchronizing with each phase of the adoption process, 
IMC may methodically address patient apprehensions, emphasizing advantages (such as user friendliness, 
improved patient outcomes, and quality assurance) while overcoming possible obstacles to adoption. 

Assessing Observable Advantages: Integrated Marketing Communications (IMC) methods may 
demonstrate the tangible advantages of a new service by providing evidence-based outcomes, patient 
testimonies, or user happiness ratings, hence enhancing trust in the innovation. 

Significance to Integrated Marketing Communications (IMC): The Diffusion of Innovations Theory 
offers a strategy framework for the implementation of new healthcare services or marketing technologies 
via target segmentation and customized messaging. Integrated marketing communication (IMC) methods 
are essential for the proper management of each step of diffusion, using clear and convincing messages 
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across many channels, such as email, social media, in-hospital advertisements, and informative brochures. 
This strategy method improves adoption rates by cultivating patient awareness, comprehension, and trust 
in the new service, resulting in heightened use and enhanced patient outcomes (Rogers, 1962). 

 Relationship Marketing Theory 

The Relationship Marketing Theory, proposed by Leonard L. Berry in 1983, transformed conventional 
marketing by emphasizing enduring client connections above individual transactions. Berry contended that 
businesses may achieve a competitive edge by cultivating loyalty and trust instead of focusing on individual 
sales. This idea emphasizes that robust connections are established via continuous, dependable, and value-
oriented contacts, resulting in customer satisfaction, retention, and advocacy over time. By emphasizing 
ongoing involvement, firms may enhance lifetime customer value and cultivate a loyal client base, which 
is especially advantageous in service-oriented sectors such as healthcare. 

In the healthcare sector, relationship marketing theory is pertinent since healthcare practitioners’ endeavor 
to establish trust and enduring connections with patients. Patients often depend on regular, individualized, 
and empathic communication from healthcare practitioners, which may be enhanced via Integrated 
Marketing Communication (IMC) strategies. Effective IMC strategies synchronize with relationship 
marketing by guaranteeing consistent messages throughout all patient encounters, including commercials, 
social media, follow-up emails, and in-clinic engagements. 

 

Figure 5: Relationship Marketing Theory 

Source: Sin, et al. (2005). 

Implementation in Healthcare Integrated Marketing Communications: Consistency in 
Communication: Integrated Marketing Communication (IMC) allows healthcare providers to convey a 
cohesive message across various platforms, fostering trust with patients by reaffirming the brand's values, 
purpose, and dedication to patient welfare. A healthcare provider may consistently convey its commitment 
to patient-centred care and excellent treatment across all platforms. 

Personalized Engagement: Relationship marketing underscores the need to comprehend and cater to the 
unique demands of each patient. IMC methods may facilitate this by customizing communications 
according to patient demographics, medical history, and preferences, including personalized health advice 
or reminders for regular check-ups. 

Establishing Trust and Loyalty: Consistent, empathic, and informed interactions cultivate trust, a vital 
element of robust patient-provider relationships. IMC facilitates ongoing communication with patients by 
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delivering educational information, health updates, and reminders that reflect the provider's commitment to 
patient care beyond direct encounters. 

Long-Term Patient Relationships: By prioritizing relationship cultivation over transactional contacts, IMC 
may foster a devoted patient base. A healthcare provider may include people via wellness programs, health-
related events, or exclusive loyalty initiatives, all facilitated by a cohesive integrated marketing 
communication approach. 

Significance to Integrated Marketing Communications (IMC): Relationship Marketing Theory is 
congruent with Integrated Marketing Communication (IMC) in healthcare, since both advocate for a 
holistic, integrated strategy in patient communication. Through IMC, healthcare practitioners can provide 
consistent, value-driven messaging that attracts new patients and fortifies relationships with current 
patients. IMC fosters loyalty and trust via continuous involvement and relationship-oriented efforts, 
resulting in enhanced patient satisfaction, better adherence to treatment programs, and an improved 
healthcare experience. This enduring, relationship-oriented emphasis is especially efficacious in healthcare, 
where trust and individualized treatment significantly influence patient retention and brand loyalty (Berry, 
1983).  

Review of Literature 

Integrated Marketing Communication 
Table 1: Literature review on Integrated Marketing Communication 

S.No. Focus Contribution Authors 

1 

 Marketing 
communication 

in the health 
sector 

Reviews international literature to highlight the role 
of promotion in effective healthcare delivery. It 
discusses the importance of effective promotion for 
patient engagement, disease diagnosis, and 
increasing participation in health services. The study 
also emphasizes the role of public relations in health 
service promotion. 

Aykut, 
Ekiyor., 

Fatih, Altan 
(2020) 

2 

 Marketing 
communications 

strategies in 
healthcare, with 
a focus on the 

Willis-Knighton 
Health System 

Explores the role of marketing communications in 
patient engagement and healthcare organization 
success. It covers key components of the 
communication mix, including advertising, personal 
selling, public relations, and direct marketing, and 
their impact on healthcare services. 

James, K., 
Elrod., John, 

L., 
Fortenberry 

(2020) 

3 

 Integrated 
marketing 

communication 
in external 

communication 
management in 

organization 

Discusses how organizations can use IMC to 
communicate effectively with external stakeholders, 
maintain a consistent brand identity, and integrate 
multiple communication channels. The paper 
explores strategic communication practices for 
customer acquisition, retention, and building long-
term relationships. 

Fredrik, 
Öhman., 

Stina, Sikblad 
(2013) 

4 

 Integrated 
marketing 

communication 
in the 

Examines the use of IMC in the pharmaceutical 
sector, focusing on promotional strategies such as 
detailing aids, seminars, and direct marketing. It 
discusses challenges such as regulatory constraints 

Ashok, 
Kumar, 

Panigrahi., 
Komal, 
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Table 1: Literature review on Integrated Marketing Communication 
S.No. Focus Contribution Authors 

pharmaceutical 
industry 

and strategies like personal selling and advertising to 
overcome these challenges and improve brand 
visibility. 

Aware., 
Akshay, Patil 

(2018) 

5 

 Evolution and 
future directions 

of Integrated 
Marketing 

Communication 
(IMC) 

Reviews the evolution of IMC and identifies future 
directions for its development. It emphasizes the 
need for strategic planning, holistic solutions, and 
long-term customer relationships. The paper also 
discusses changes in the IMC concept, driven by 
globalization and technology, and stresses the 
importance of interactivity and message 
optimization. 

Magdalena, 
Daszkiewicz., 
Anetta, Pukas 

(2016) 

6 

 The role of 
Public Relations 

in University 
X's Integrated 

Marketing 
Communication 

(IMC) 

Explores the role of PR in the IMC at University X. 
The study highlights the importance of PR in 
building organizational unity, effectiveness, and 
adapting to environmental changes in tertiary 
education. It identifies areas for improvement in PR 
practices, with recommendations for enhanced 
internal alignment and marketing communication 
strategies. 

Ilse, 
Niemann-
Struwig., 
Andrea, 
Crystal., 

Anske, F., 
Grobler 
(2022) 

7 

 IMC 
effectiveness in 

Iran Khodro 
automaker 

The study explores the impact of IMC on the 
performance of Iran Khodro, a major automaker. It 
finds a positive correlation between IMC and 
organizational performance and emphasizes the 
importance of a clear communication strategy. It 
also identifies a lack of coordination in transmitted 
marketing messages and highlights the need for 
organizations to adapt to changing customer needs. 

Solmaz, 
Sellahvarzi., 
Vahid, Reza, 

Mirabi., 
Mehdi, Iran, 
Nejad, Parizi 

(2014) 

8 

 Bibliometric 
analysis of 
integrated 
marketing 

communication 
(IMC) research 

Analyzes 149 international IMC articles, revealing 
four main research themes: IMC’s integration with 
customer relationship management, value-added 
concepts in communication plans, the role of 
questionnaires in data collection, and research 
distribution across developed and developing 
countries. It also visualizes four clusters of IMC 
research themes and suggests future directions for 
IMC studies. 

Reza, 
Widhar, 
Pahlevi., 

Narwanto, 
Nurcahyo 

(2022) 

9 

 Online 
marketing's 

effectiveness in 
Integrated 
Marketing 

Communication 
(IMC) 

Analyzes the impact of online marketing channels 
like social media and email marketing on brand 
awareness, customer engagement, and marketing 
performance. The study highlights the significance 
of personalized messaging, real-time interactions, 
and cross-channel integration in enhancing 
marketing performance and ROI in the digital era. 

Azees, KA. 
(2023) 
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Table 1: Literature review on Integrated Marketing Communication 
S.No. Focus Contribution Authors 

10 

 Integrated 
marketing 

communications 
(IMC) in a 

digital 
environment 

Analyzes IMC integration through five key aspects: 
media, communication methods, timing, actors, and 
content creation. The study emphasizes the 
integration of traditional and digital media, the 
importance of consumer engagement, and the shift 
from monologue to dialogue in digital 
communications. It outlines the need for companies 
to create an ecosystem that combines both media 
types and highlights the role of prosumers in content 
creation. 

Beba, Rakic., 
Mira, Rakic. 

(2014) 

11 

 IMC and its 
effect on coffee 
shop purchasing 

decisions in 
Surakara City 

Examines the impact of IMC on consumer 
purchasing decisions at Dodolan Kopi coffee shop. 
It finds that IMC activities, such as advertising, 
promotions, and personal selling, positively 
influence purchasing decisions, with Public 
Relations being the most significant factor. 

Rachman, 
Rivandi. 
(2021) 

12 

 Social 
marketing 

approach in 
healthcare 

Reviews the application and effectiveness of social 
marketing in healthcare, focusing on behavior 
change interventions related to nutrition, heart 
health, and safety measures. The study analyzes 
success rates, which vary between 10% and 30%, 
and highlights the importance of further research 
into effective strategies for health behavior change. 

Hassan, 
Rezaei-

Pandari., 
Nastaran, 

Keshavarz-
Mohammadi 

(2014) 

Advertising 

Advertising is a core component of integrated marketing communication in healthcare, enabling 
organizations to reach a wide audience and promote their services (Baidya & Maity, 2010). Healthcare 
providers can leverage various advertising channels, such as print media, digital platforms, and outdoor 
placements, to raise awareness of their offerings, communicate unique value propositions, and highlight 
specialty services. Effective advertising campaigns in healthcare can improve brand recognition, increase 
patient acquisition, and foster patient loyalty (Csikósová et al., 2014). By creating targeted and engaging 
advertisements, healthcare organizations can differentiate themselves in a crowded market, communicate 
their expertise and capabilities, and ultimately, attract and retain patients (Baidya & Maity, 2010) 
(Csikósová et al., 2014). Advertising is crucial for healthcare management, as it allows organizations to 
educate the public about important healthcare topics, promote preventative care, and address 
misconceptions (Baidya & Maity, 2010). When executed effectively, advertising can be a valuable 
component of an integrated marketing strategy, driving visibility, generating leads, and strengthening the 
healthcare provider's brand positioning.  

Sales Promotion 

Sales promotion activities, such as discounts, free trials, and loyalty programs, can be an effective way for 
healthcare organizations to attract new patients and retain existing ones. By offering incentives and special 
offers, healthcare providers can encourage patients to try their services, leading to increased patient 
acquisition and higher customer lifetime value (Purcărea et al., 2015). Sales promotion tactics can also be 
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used to drive referrals, as patients may be more likely to recommend a healthcare provider that offers 
valuable incentives.  

Sales promotion, as a component of integrated marketing communications, plays a crucial role in healthcare 
management by attracting new patients, retaining existing ones, and driving referrals. Sales promotion in 
healthcare encompasses various activities aimed at incentivizing patients and encouraging engagement with 
healthcare services.  

While research specifically focusing on sales promotion within healthcare IMC is limited, studies from 
related fields and anecdotal evidence suggest its potential effectiveness.  Incentives can attract price-
sensitive patients and those hesitant to try new healthcare services (Srinivasan & Anderson, 1998). Loyalty 
programs and ongoing promotions can foster long-term relationships with patients, increasing customer 
lifetime value (Baardman et al., 2018). Referral bonuses can motivate satisfied patients to recommend 
healthcare providers to their network, expanding the patient base. Sales promotions can generate buzz and 
attract attention to healthcare services, particularly when combined with other IMC elements like 
advertising (Elrod & Fortenberry, 2020). Implementing sales promotions in healthcare requires careful 
consideration of ethical implications and potential drawbacks such as, Offering discounts or incentives may 
raise concerns about fairness and equal access to healthcare services. Excessive use of sales promotions can 
diminish the perceived value of services and create a price-sensitive patient base. Accurately measuring the 
impact of sales promotions on patient behavior and healthcare outcomes can be challenging. 

Public Relations 

Public relations play a vital role in integrated marketing communications for healthcare organizations. It 
focuses on building and maintaining a positive public image, fostering relationships with key stakeholders, 
and managing communication during crises. Effective PR is essential for enhancing brand awareness, 
building trust, improving patient engagement, and supporting overall marketing objectives. Building strong 
relationships with journalists and media outlets is crucial for securing positive coverage, managing crises, 
and shaping public perception. (Elrod & Fortenberry, 2020) highlights the traditional role of PR as the 
primary communication method for healthcare providers, disseminating information about services, 
accolades, and new technologies. Proactive media outreach, press releases, and media kits can generate 
positive media attention and enhance the organization's reputation. Participating in local events, sponsoring 
health initiatives, and partnering with community organizations builds trust and goodwill within the 
community. (Putra, 2013) emphasizes the importance of PR in building and maintaining relationships with 
diverse publics. Community health fairs, educational programs, and partnerships with local schools and 
community centers demonstrate the organization's commitment to the community's well-being. Creating 
and distributing valuable content, such as blog posts, articles, infographics, and videos, educates and 
engages target audiences. (eMediwrite, 2020) mentions how companies like eMediWrite assist healthcare 
organizations in content creation and digital marketing. High-quality content that addresses patients' health 
concerns and provides valuable information positions the organization as a trusted resource and strengthens 
its online presence. Developing and implementing strategies to manage and mitigate reputational damage 
during crises or negative events is essential. A well-defined crisis communication plan ensures timely and 
accurate information dissemination, addresses public concerns, and protects the organization's reputation. 
Directly engaging with patients to address concerns, gather feedback, and build stronger relationships is 
crucial for patient satisfaction and loyalty. Patient surveys, feedback forms, and dedicated patient relations 
programs demonstrate the organization's commitment to patient-centred care. (Sanjaya, 2021) discusses the 
use of social media in PR for maintaining relationships with the public, providing a platform for direct 
patient interaction and feedback. Integrating PR within a comprehensive IMC strategy requires careful 
planning and execution. Consistency in messaging across all channels is crucial for maximizing impact and 
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avoiding patient confusion. Measuring the return on investment for PR activities can be challenging but is 
essential for demonstrating their effectiveness (Ratnatunga & Ewing, 2005). By strategically leveraging PR 
within a well-integrated IMC framework, healthcare organizations can enhance their brand image, attract 
and retain patients, and achieve their communication and business goals. 

Personal Selling  

Personal selling, a core component of integrated marketing communications, involves direct interaction 
between sales representatives and potential or existing customers to build relationships and promote 
products or services. In the healthcare industry, personal selling plays a crucial role in engaging healthcare 
professionals, hospitals, clinics, and other key stakeholders . Effective personal selling strategies can 
significantly impact patient acquisition, treatment adoption, and overall healthcare management. Within 
healthcare, personal selling takes various forms, each tailored to the specific target audience and product or 
service being offered. Pharmaceutical representatives engage with physicians, pharmacists, and other 
healthcare providers to educate them about new medications, provide clinical data, and discuss treatment 
options. These interactions often involve in-person visits, presentations, and the provision of samples. 
(Salesdoor, 2023) mentions Salesdoor Pharma CRM, a tool designed for pharmaceutical companies to 
engage with hospitals, pharmacies, and physicians. (MR Reporting Software, 2018) discusses MR 
Reporting Software, which helps sales representatives track their interactions with healthcare professionals. 
(Carevoyance, 2023) highlights the challenges of selling to healthcare professionals and the importance of 
reaching the right decision-makers. Sales representatives for medical device companies work with 
hospitals, clinics, and individual practitioners to promote and sell medical equipment, devices, and supplies. 
This may involve product demonstrations, training sessions, and ongoing support to ensure proper usage 
and integration within healthcare settings. (2016) describes Advanced Systems Medical Equipment 
Trading, a company that provides medical technology solutions to hospitals and other healthcare facilities.  

Representatives for healthcare services, such as hospitals, clinics, and insurance providers, engage with 
individuals and businesses to promote their services and enroll new patients or clients. This may involve 
explaining benefits, addressing concerns, and facilitating the enrollment process. (Tate et al., 2005) 
discusses the challenges of personal selling in a multi-channel e-commerce environment, highlighting the 
importance of personalized interaction. Personal selling allows for direct and tailored communication with 
specific individuals or groups, ensuring that the message resonates with the target audience. Sales 
representatives can address specific needs, concerns, and questions, leading to more effective engagement. 
Personal interaction fosters stronger relationships between healthcare organizations and their stakeholders. 
Building trust and rapport through personal selling can lead to increased loyalty and long-term partnerships 
(Madhavaram, Badrinarayanan, & McDonald, 2005). Sales representatives serve as valuable sources of 
information about healthcare products, services, and treatments. They can provide detailed explanations, 
answer questions, and address misconceptions, ensuring that stakeholders are well-informed. Personal 
selling provides an opportunity to gather valuable feedback from healthcare professionals and patients. This 
feedback can be used to improve products, services, and marketing strategies. Integrating personal selling 
within a comprehensive IMC strategy requires careful coordination with other marketing activities (Indriani 
& Jusuf, 2023). Consistent messaging across all channels is essential for maximizing impact and avoiding 
confusion. Measuring the return on investment for personal selling activities can be challenging but is 
crucial for demonstrating their effectiveness . By strategically leveraging personal selling within a well-
integrated IMC framework, healthcare organizations can enhance their relationships with stakeholders, 
improve patient acquisition and retention, and achieve their marketing and business objectives. 

Direct Marketing  
Direct marketing, a key component of integrated marketing communications, involves directly 



Frontiers in Health Informatics 
ISSN-Online: 2676-7104 

2024; Vol 13: Issue 6 

www.healthinformaticsjournal.com 

Open Access 

762 

 

 

communicating with target audiences to promote products or services and elicit a measurable response. In 
healthcare, direct marketing plays a crucial role in patient acquisition, retention, and engagement (Luxton, 
Reid, & Mavondo, 2015). Effective direct marketing strategies can significantly impact a healthcare 
organization's success by reaching specific patient populations, promoting health services, and building 
stronger patient relationships . Sending targeted emails to patients and potential patients can promote health 
services, share valuable health information, and encourage appointments or screenings. Email campaigns 
can be segmented based on patient demographics, health conditions, or past interactions with the healthcare 
organization. Sending brochures, flyers, or personalized letters directly to patients' homes can effectively 
promote specific services, announce new facilities, or share important health updates . Direct mail 
campaigns can be targeted to specific geographic areas or patient populations. Sending text messages to 
patients can provide appointment reminders, share important health alerts, or promote health screenings 
and wellness programs (Durmuş & Şenyapar, 2024). Text message marketing offers a convenient and 
immediate way to reach patients. Making phone calls to patients can promote health services, schedule 
appointments, or conduct patient satisfaction surveys. Telemarketing can be used to reach specific patient 
populations or follow up on previous interactions. Using targeted online advertisements, such as search 
engine marketing and social media advertising, can reach potential patients who are actively searching for 
healthcare information or services. Online advertising allows for precise targeting based on demographics, 
interests, and online behavior . Direct marketing campaigns can be easily tracked and measured, providing 
valuable insights into their effectiveness. Metrics such as response rates, conversion rates, and return on 
investment can be used to optimize campaigns and improve future performance. (Sackmary, 1987) 
discusses research on consumer behavior in direct marketing, highlighting the importance of measurable 
responses . Direct marketing allows healthcare organizations to target specific patient populations based on 
demographics, health conditions, or other relevant factors . This targeted approach ensures that marketing 
messages reach the most receptive audiences. Direct marketing can be personalized to individual patients, 
increasing engagement and response rates. Personalized messages, offers, and recommendations can 
enhance the patient experience and build stronger relationships. Compared to traditional marketing 
methods, direct marketing can be a cost-effective way to reach target audiences. Digital channels, such as 
email and text messaging, offer particularly cost-effective options for patient communication . Integrating 
direct marketing within a comprehensive IMC strategy requires careful coordination with other marketing 
activities (Ikrima, 2022).  Consistent messaging across all channels is essential for maximizing impact and 
avoiding patient confusion. Data privacy and security are critical considerations in direct marketing, and 
healthcare organizations must comply with relevant regulations. By strategically leveraging direct 
marketing within a well-integrated IMC framework, healthcare organizations can improve patient 
acquisition and retention, enhance patient engagement, and achieve their marketing and business objectives. 
Interactive Marketing  
Interactive marketing, a dynamic component of integrated marketing communications, centers on fostering 
two-way communication and engagement between healthcare organizations and their target audiences. 
Unlike traditional one-way marketing approaches, interactive marketing emphasizes creating personalized 
experiences, building relationships, and empowering patients to actively participate in their healthcare 
journey. In the context of healthcare management, interactive marketing plays a crucial role in patient 
acquisition, retention, satisfaction, and overall brand building (Bormane & Putans, 2022). By leveraging 
digital technologies and data-driven insights, healthcare organizations can create interactive marketing 
campaigns that resonate with patients and drive meaningful outcomes. 

One key aspect of interactive marketing in healthcare is the use of digital platforms, such as healthcare 
organization's website, mobile apps, and social media channels.  
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Mobile apps and wearable devices provide personalized health information, track patient progress, and 
facilitate communication with healthcare providers. mHealth tools empower patients to take control of their 
health and actively participate in their care. Engaging with patients on social media platforms allows 
healthcare organizations to build communities, share valuable health information, and address patient 
concerns. Social media provides a platform for two-way communication and fosters a sense of connection 
between patients and providers. (Alalwan et al., 2016) discusses the role of social media in marketing, 
highlighting its impact on advertising, customer relationship management, and brand performance. 
(Alalwan et al., 2017) examines the use of social media in marketing, focusing on its role in advertising, 
electronic word-of-mouth, and customer relationship management. Creating personalized website 
experiences and patient portals allows healthcare organizations to provide tailored information, resources, 
and communication channels. Personalized portals empower patients to access their medical records, 
schedule appointments, and communicate with their care team. Developing interactive content, such as 
quizzes, assessments, and infographics, engages patients and provides valuable health information in an 
engaging format. Interactive content can educate patients about specific health conditions, promote healthy 
behaviors, and encourage preventive care. Creating online communities and forums allows patients to 
connect with each other, share experiences, and provide support. Online communities foster a sense of 
belonging and empower patients to learn from each other's experiences. 

The effectiveness of interactive marketing in healthcare management stems from several key advantages 
such as; Interactive marketing fosters active participation and involvement from patients, leading to 
increased engagement and satisfaction. By empowering patients to take control of their health, interactive 
marketing strengthens the patient-provider relationship. Interactive tools and resources provide patients 
with valuable health information, enabling them to make informed decisions about their care . Interactive 
marketing can educate patients about specific health conditions, treatment options, and preventive 
measures. By building stronger relationships and providing personalized experiences, interactive marketing 
can improve patient retention and loyalty. Engaged patients are more likely to continue using the services 
of a healthcare organization and recommend it to others. Interactive marketing generates valuable data 
about patient behavior, preferences, and needs. This data can be used to personalize marketing messages, 
improve service offerings, and enhance the overall patient experience. (Darley et al., 2010) discusses the 
importance of understanding online consumer behavior and decision-making processes. (Murschetz, 2011) 
explores the business value of interactivity in managing customers in the electronic marketplace. 

Integrating interactive marketing within a comprehensive IMC strategy requires careful coordination with 
other marketing activities. Consistent messaging and branding across all channels are essential for 
maximizing impact and building a strong brand identity. (Purcărea et al., 2015) discusses the importance 
of integrated marketing communications in healthcare. (Elrod & Fortenberry, 2020) emphasizes the 
strategic priority of integrated marketing communications in health and medicine. (Elrod & Fortenberry, 
2020) explores the use of publicity and other unpaid promotional methods to engage audiences in health 
and medicine.  (Rediff Pages: Healthcare Advertising Plays a Considerable Responsibility in Affirmative 
Public Relations, 2023) highlights the role of healthcare advertising in public relations. (Sanjaya, 2021) 
discusses the use of joint marketing and public relations strategies to increase sales value in the healthcare 
industry. (Healthymagination Case Study Analysis Example, 2021) provides a case study analysis of 
Healthymagination, a General Electric initiative focused on healthcare innovation. (Srinivasan & Anderson, 
1998) discusses concepts and strategy guidelines for designing value-enhancing sales promotions. 
Measuring the return on investment for interactive marketing activities can be challenging but is crucial for 
demonstrating their effectiveness and optimizing future campaigns. By strategically leveraging interactive 
marketing within a well-integrated IMC framework, healthcare organizations can enhance patient 
engagement, improve patient outcomes, and achieve their marketing and business objectives. 
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The integration of interactive marketing within a comprehensive IMC strategy is essential for healthcare 
organizations to maximize the impact and effectiveness of their marketing efforts. Interactive marketing in 
healthcare leverages digital technologies and data-driven insights to create personalized, engaging 
experiences that empower patients and strengthen the patient-provider relationship (Kumar, 2016). By 
strategically coordinating interactive marketing activities with other IMC elements, such as advertising, 
public relations, and sales promotions, healthcare organizations can deliver a cohesive and impactful 
communication strategy that resonates with patients and drives meaningful outcomes.  
Social Media Marketing  
Social media marketing, a vital component of integrated marketing communications, leverages social media 
platforms to connect with target audiences, build relationships, and promote health services. In healthcare 
management, social media marketing plays a crucial role in patient engagement, brand building, reputation 
management, and community outreach . By strategically utilizing social media channels, healthcare 
organizations can reach a wider audience, foster meaningful interactions, and improve patient satisfaction. 
Effective social media marketing requires a deep understanding of the target audience, careful content 
planning, and consistent engagement (Alda, Zhafira, & Furinto, 2022) 

. 

Social media marketing in healthcare encompasses a range of strategies and activities such as, Creating and 
sharing valuable, informative, and engaging content on social media platforms is essential for attracting 
and retaining followers . Content can include health tips, educational articles, blog posts, videos, 
infographics, and patient success stories. Building online communities on social media platforms allows 
healthcare organizations to connect with patients, foster a sense of belonging, and provide support. Online 
communities can facilitate discussions, share experiences, and provide valuable peer-to-peer support. 
(Alalwan et al., 2016) discusses the role of social media in marketing, highlighting its impact on advertising, 
customer relationship management, and brand performance. (Alalwan et al., 2017) examines the use of 
social media in marketing, focusing on its role in advertising, electronic word-of-mouth, and customer 
relationship management. (Taneja & Bala, 2019) reviews the current scenario of social media marketing, 
offering a thematic discussion of relevant topics. Monitoring social media channels for patient feedback, 
reviews, and mentions allows healthcare organizations to address concerns, manage their online reputation, 
and build trust. Responding to patient inquiries and comments in a timely and professional manner is crucial 
for maintaining a positive online presence. Using paid social media advertising allows healthcare 
organizations to reach a wider audience, target specific patient populations, and promote health services. 
Paid social media campaigns can be tailored to specific demographics, interests, and online behaviors. 
Tracking social media conversations and trends related to healthcare allows organizations to stay informed 
about patient needs, preferences, and concerns. Social listening can provide valuable insights for developing 
targeted marketing campaigns and improving service offerings. 

The effectiveness of social media marketing in healthcare management stems from several key advantages, 
such as, Social media platforms provide access to a vast audience, allowing healthcare organizations to 
reach potential patients who may not be reached through traditional marketing channels. Increased visibility 
can lead to greater brand awareness and patient acquisition . Social media fosters two-way communication 
and interaction between healthcare organizations and patients, leading to increased engagement and 
satisfaction (Gupta & Aman, 2017). Engaging content, interactive features, and online communities can 
strengthen the patient-provider relationship. By actively engaging with patients on social media, addressing 
concerns, and providing valuable information, healthcare organizations can build trust and improve their 
brand reputation. Positive online reviews and patient testimonials can enhance credibility and attract new 
patients. Compared to traditional marketing methods, social media marketing can be a cost-effective way 
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to reach target audiences. Organic social media activities can be implemented with minimal financial 
investment, while paid social media advertising offers flexible budgeting options. 

Integrating social media marketing within a comprehensive IMC strategy requires careful coordination with 
other marketing activities. Consistent messaging and branding across all channels are essential for 
maximizing impact and building a strong brand identity. (Purcărea et al., 2015) discusses the importance 
of integrated marketing communications in healthcare. (Elrod & Fortenberry, 2020) emphasizes the 
strategic priority of integrated marketing communications in health and medicine. (Elrod & Fortenberry, 
2020) explores the use of publicity and other unpaid promotional methods to engage audiences in health 
and medicine. (Rediff Pages: Healthcare Advertising Plays a Considerable Responsibility in Affirmative 
Public Relations, 2023) highlights the role of healthcare advertising in public relations. (Putra, 2013) 
discusses the roles, entry requirements, and professionalism in public relations. (Social Marketing and 
Healthcare, 2023) explores the application of social marketing in healthcare. Measuring the return on 
investment for social media marketing activities can be challenging but is crucial for demonstrating their 
effectiveness and optimizing future campaigns. By strategically leveraging social media marketing within 
a well-integrated IMC framework, healthcare organizations can enhance patient engagement, improve 
patient outcomes, and achieve their marketing and business objectives. 

Customer Engagement  

Customer engagement, a crucial aspect of integrated marketing communications, focuses on fostering 
meaningful interactions and building strong relationships with target audiences. In the context of healthcare, 
customer engagement through social media marketing plays a vital role in patient acquisition, retention, 
satisfaction, and brand loyalty. By leveraging social media platforms effectively, healthcare organizations 
can create personalized experiences, provide valuable health information, and foster a sense of community 
among patients. Successful customer engagement requires a deep understanding of patient needs, 
preferences, and online behaviors.  

Social media marketing for customer engagement in healthcare involves various strategies, such as, 
Creating and sharing tailored content that resonates with individual patient needs and preferences is 
essential for driving engagement. Personalized messages, targeted advertising, and interactive content can 
capture patient attention and foster a sense of connection. Establishing online communities on social media 
platforms allows healthcare organizations to connect with patients, foster a sense of belonging, and provide 
support. Online communities can facilitate discussions, share experiences, and provide valuable peer-to-
peer support. (Alalwan et al., 2016) discusses the role of social media in marketing, highlighting its impact 
on advertising, customer relationship management, and brand performance. (Alalwan et al., 2017) examines 
the use of social media in marketing, focusing on its role in advertising, electronic word-of-mouth, and 
customer relationship management. (Taneja & Bala, 2019) reviews the current scenario of social media 
marketing, offering a thematic discussion of relevant topics. (Barger et al., 2016) explores social media and 
consumer engagement, providing insights into the antecedents and consequences of consumer engagement. 
Organizing interactive contests, quizzes, and giveaways on social media can generate excitement, increase 
brand visibility, and encourage patient participation. Interactive campaigns can educate patients about 
specific health topics, promote healthy behaviors, and reward engagement. 

Hosting live question-and-answer sessions and webinars with healthcare professionals on social media 
platforms provides patients with valuable information and allows them to interact directly with experts. 
Live events can address patient concerns, build trust, and enhance credibility. Sharing patient testimonials 
and success stories on social media can inspire and motivate other patients, build trust, and demonstrate the 
positive impact of healthcare services. Authentic patient stories can resonate with target audiences and 
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enhance the organization's reputation. 

The effectiveness of customer engagement through social media marketing in healthcare stems from several 
key advantages such as, engaging with patients on social media strengthens the patient-provider relationship 
by fostering open communication, building trust, and providing personalized support. Stronger 
relationships can lead to increased patient loyalty and positive word-of-mouth referrals. Social media 
platforms provide a convenient channel for sharing valuable health information, educating patients about 
specific conditions, and promoting healthy behaviors. Engaging content, interactive tools, and expert advice 
can empower patients to make informed decisions about their health. Social media marketing can 
significantly expand the reach of healthcare organizations, increasing brand visibility and attracting new 
patients. Targeted advertising and engaging content can reach specific patient populations and generate 
interest in healthcare services. Compared to traditional marketing methods, social media marketing can be 
a cost-effective way to engage with patients and promote healthcare services. Organic social media 
activities can be implemented with minimal financial investment, while paid social media advertising offers 
flexible budgeting options. 

Integrating social media marketing for customer engagement within a comprehensive IMC strategy requires 
careful coordination with other marketing activities. Consistent messaging and branding across all channels 
are essential for maximizing impact and building a strong brand identity. (Purcărea et al., 2015) discusses 
the importance of integrated marketing communications in healthcare. (Elrod & Fortenberry, 2020) 
emphasizes the strategic priority of integrated marketing communications in health and medicine. (Elrod & 
Fortenberry, 2020) explores the use of publicity and other unpaid promotional methods to engage audiences 
in health and medicine. (Rediff Pages: Healthcare Advertising Plays a Considerable Responsibility in 
Affirmative Public Relations, 2023) highlights the role of healthcare advertising in public relations. (Putra, 
2013) discusses the roles, entry requirements, and professionalism in public relations. (Social Marketing 
and Healthcare, 2023) explores the application of social marketing in healthcare. (Baardman et al., 2018) 
discusses scheduling promotion vehicles to boost profits. (Sackmary, 1987) focuses on research on 
consumer behavior in direct marketing. (Srinivasan & Anderson, 1998) discusses concepts and strategy 
guidelines for designing value-enhancing sales promotions. (Murschetz, 2011) explores the business value 
of interactivity in managing customers in the electronic marketplace. Measuring the return on investment 
for social media marketing activities can be challenging but is crucial for demonstrating their effectiveness 
and optimizing future campaigns. By strategically leveraging social media marketing for customer 
engagement within a well-integrated IMC framework, healthcare organizations can enhance patient 
relationships, improve patient outcomes, and achieve their marketing and business objectives. 

The strategic integration of social media marketing within a comprehensive IMC framework is crucial for 
healthcare organizations to maximize the impact of their customer engagement efforts.  

Effectiveness of Integrated marketing Communication in health care management 

The effectiveness of integrated marketing communication in healthcare management has been extensively 
studied in recent literature. A robust literature review highlights its positive impact on various aspects of 
healthcare organizations. 

Improved customer relationships are a key benefit of effective IMC in healthcare. Studies have shown that 
integrating social media marketing, targeted advertising, and personalized content can foster stronger 
patient-provider connections, build trust, and enhance loyalty (Smith et al., 2020; Jones et al., 2021). This 
in turn leads to increased patient referrals and positive word-of-mouth, strengthening the organization's 
reputation and customer base (Alam et al., 2022; Nguyen et al., 2023). 
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IMC strategies that leverage digital channels and data-driven insights can also provide healthcare 
organizations with a competitive advantage. Tailored messaging, interactive content, and convenient access 
to information empower patients to make more informed decisions, leading to improved health outcomes 
and service utilization (Khan et al., 2022). Effective IMC further allows healthcare providers to better 
understand and cater to the evolving needs of their target audience, staying ahead of the competition 
(Chung, 2020). 

Moreover, the cost-effective nature of social media marketing and other digital IMC tactics can contribute 
to overall cost reduction for healthcare organizations. Studies indicate that strategic investment in IMC can 
lead to significant savings in marketing and advertising expenses, while delivering a higher return on 
investment compared to traditional marketing methods  

Ultimately, the integration of IMC within healthcare management has been shown to drive profit growth 
and service utilization. Improved customer relationships, competitive advantages, and cost efficiencies 
translate into increased patient volume, higher revenue, and better financial performance for healthcare 
providers (Appel et al., 2020). The synergistic effects of a well-coordinated IMC strategy can be a powerful 
driver of organizational success in the healthcare industry. 

Table 2: Literature Review 

S. 
NO 

Focus 
Independent 

Variables 

Dependen
t 

Variables 
Methods Contribution Authors 

1 

IMC and 
Brand 
Image in 
Saudi 
Private 
Hospitals 

Advertising, 
Personal 
Selling, Sales 
Promotion, 
PR, WOM 

Brand 
Image 

Descriptiv
e analytical 
study; 
multiple 
regression 
analysis 

Found that IMC positively 
influences brand image, 
except for sales promotion. 
Provides recommendations 
for enhancing brand image 
in hospitals through IMC 
strategies. 

Ala'Eddin, 
M., & 
Khalaf, A. 
(2016).  

2 

IMC at 
Teras 
Bocimi 
Café 

Direct 
Marketing, 
Promotion, 
PR, Personal 
Selling, 
WOM, Events 

Customer 
Engageme
nt, 
Consumer 
Promotion 

Qualitative
; 
descriptive 
methods 

Explores how IMC tools can 
be employed to enhance 
customer engagement and 
brand visibility. Discusses 
the role of customer 
satisfaction and WOM in 
attracting new clients. 

Nur, A., & 
Parwitasari
, A. (2023). 

3 

Evolution 
and 
Practice 
of IMC 

IMC Tools 

Organizati
onal 
Success, 
Brand 
Image 

Literature 
review; 
case study 
on 360-
degree 
communic
ation 

Highlights the evolution of 
IMC, the integration of 
social media, and its impact 
on consumer behavior. 
Introduces the 360-degree 
communication model for 
integrated marketing. 

 

4 
IMC 
through 
Social 

Social Media 
(CGM) 

Consumer 
Behavior, 
Brand 

Systematic 
review; 
theoretical 

Develops a framework for 
integrating social media with 
IMC, demonstrating its 

Rehman, S. 
U., Gulzar, 
R., & 
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Research gaps and future directions 

While the existing literature highlights the benefits of IMC in healthcare, there are still opportunities for 
further research to address gaps and inform future practices. One key area for future exploration is the 
measurement and evaluation of IMC effectiveness in healthcare. Current studies provide limited empirical 
evidence on the direct impact of IMC on financial and operational metrics, such as patient acquisition, 
retention, and profitability. There is a need for more robust, data-driven assessments to clearly demonstrate 
the business value of IMC investments. Another research gap lies in the exploration of emerging IMC 
strategies and tactics specific to the healthcare industry. As digital technologies continue to evolve, 
healthcare organizations must adapt their IMC approaches to capitalize on new opportunities for patient 
engagement and communication. Additionally, more research is needed on the integration of IMC with 
other strategic healthcare management practices, such as population health management and value-based 
care. Exploring the cross-cultural and international application of IMC in healthcare represents another 
important research gap that could provide valuable insights for healthcare organizations operating in diverse 
markets and cultural contexts. 

For example, the use of artificial intelligence, augmented reality, and voice-activated interfaces in 
healthcare marketing remains underexplored. Additionally, the integration of IMC with other strategic 
healthcare management practices, such as population health management and value-based care, represents 
an area ripe for further investigation. Another key research gap is the examination of how emerging digital 
technologies, such as blockchain and the Internet of Things, can be leveraged to enhance IMC effectiveness 
in healthcare. Additionally, more research is needed on the impact of personalized and data-driven IMC 

Table 2: Literature Review 

S. 
NO 

Focus 
Independent 

Variables 

Dependen
t 

Variables 
Methods Contribution Authors 

Media Image framework 
developme
nt 

impact on consumer 
behavior and enhancing 
marketing outcomes. 

Aslam, W. 
(2022).  

5 

Internal 
Marketin
g in 
Portugues
e 
Healthcar
e 

Communicati
on, 
Leadership, 
Benchmarkin
g, etc. 

Nurses' 
Perception
s, 
Organizati
onal 
Effectiven
ess 

Survey; 
explorator
y factor 
analysis 

Provides insights into nurses' 
perceptions of internal 
marketing practices in 
healthcare and suggests 
improvements for internal 
marketing implementation. 

Azêdo, D., 
Alves, H., 
& Wymer, 
W. (2012).  

6 

Role of 
Public 
Relations 
in IMC at 
Universit
y X 

Public 
Relations 
(PR) Practices 

University 
IMC 
Integration 
and 
Effectiven
ess 

Mixed-
methods; 
quantitativ
e audit 
(IMC mini-
audit), 
qualitative 
interviews 

Examines PR's role in 
University X's IMC strategy. 
Finds that PR is 
underutilized and largely 
traditional, with 
recommendations for 
enhanced communication 
alignment and integration. 

Niemann-
Struwig, I., 
Crystal, A., 
& Grobler, 
A. F. 
(2022).  
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strategies on patient engagement, adherence, and health outcomes. Finally, more cross-cultural and 
international studies are needed to understand how IMC effectiveness may vary across different healthcare 
systems and cultural contexts.  While IMC is recognized for its advantages across various industries, its 
particular impact within the healthcare sector, particularly in UAE, remains less comprehended. Previous 
investigations predominantly emphasize integrated marketing communications within commercial and 
consumer goods settings, frequently neglecting the distinct regulatory landscape and ethical implications 
present in healthcare. Furthermore, current studies often emphasize the separate elements of IMC but 
seldom consider their combined effect on cost reduction and competitive advantage within the healthcare 
sector (Smith & Taylor, 2020; Belch & Belch, 2018). This investigation focuses on the interplay of 
integrated marketing communication practices and their role in improving patient relationships and 
competitive positioning for healthcare organizations in the UAE. 

Considering the necessity for high credibility and consistency in healthcare communication, this study aims 
to explore how integrated practices can connect service promotion with patient trust. Prior studies have 
emphasized the need for comprehensive investigations into the impact of digital and interactive marketing 
in healthcare-focused integrated marketing communications, as these channels play a growing role in 
shaping patient choices (Kotler & Keller, 2021). This study enhances our understanding of the role of IMC 
in healthcare through a detailed examination of these areas. By addressing these research gaps, future 
studies can provide healthcare leaders with actionable insights to optimize their IMC strategies and drive 
sustainable organizational success. 

Conclusion 

The strategic integration of marketing communication strategies, including social media marketing, has 
emerged as a critical component of successful healthcare management. Existing research highlights the 
positive impact of IMC on various aspects of healthcare organizations, including improved customer 
relationships, competitive advantages, and cost efficiencies.  

However, opportunities exist to further explore the measurement and evaluation of IMC effectiveness, the 
integration of emerging digital technologies, and the cross-cultural application of IMC in healthcare. 
Addressing these research gaps can equip healthcare leaders with the necessary insights to refine their IMC 
practices, leveraging the synergistic benefits of well-coordinated marketing communication strategies to 
drive sustainable organizational success. 

Implications and future research 

The insights from this research paper have several important implications for healthcare organizations: 

 Integrating marketing communication strategies, particularly through digital and social media channels, 
can foster stronger patient-provider relationships, enhance brand reputation, and drive customer loyalty 
and referrals.  

 Data-driven, personalized IMC tactics can improve patient engagement, adherence, and health 
outcomes, contributing to better overall care quality and financial performance. 

 Leveraging emerging technologies, such as AI and AR, can further optimize the delivery and impact of 
IMC initiatives in healthcare settings 

 Cross-cultural and international studies on IMC effectiveness in healthcare can provide valuable 
insights for organizations operating in diverse markets, enabling them to tailor their strategies to local 
needs and preferences. 
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