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Duration:  7 hours [9 a.m.- 4 p.m.]
Learning Goals:  Owners of private medical practices will learn how to decide which marketing strategies would be most comfortable and appropriate for themselves and their practices [what] so they can attract and keep their customers [why].
Learning Objectives: 
During this session, the participants will:

a. Define the difference between marketing and advertising;

b. Explain why it is always important to promote their health practice;
c. Describe different marketing strategies;

d. Distinguish common sense marketing tactics;

e. Assess which marketing strategies would be most effective for their health practice and their customers;
f. Discuss the next step; and

g. State their key takeaway from the session.

Pre-Session Preparation:
1.  Prepare two copies of pages 15 and 16 for each participant to use after lunch.
	Start Time:  9:00
	SECTION 1:  WELCOME
	20 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	1-2
3-5

6

	1

2

3

4


	Pre-Test

Lecturette overview of session format, agenda, and learning objectives

Brief introductions


	Pre-Test:  Hand out the Pre-Test and have everyone complete it and give it back to you in order to compare to the Post-Test at the end of the session. Score each Pre-Test by putting a check mark in front of the questions participants answered incorrectly and then adding up the checkmarks, placing the number of wrong answers in the upper right hand corner.

Common Ground Questions:  Welcome the group and ask: “How many of you believe it is not your job to promote your business?” "How many of you currently promote your practice by developing and implementing a variety of marketing strategies?" "How many of you don’t think you need to promote your practice because it happens by word of mouth and that’s enough?” “How many of you have so many clients that you don’t need to find any more?”
As you ask the questions, model raising your hand, so the participants know to raise their hand if their answer to a question is “yes.”

Keep asking questions until everyone has raised their hand at least once. 

“Well, by the time you leave the session today, you will know the answers to these questions.”

Opening Comments: Introduce yourself. Ask people to raise their hands if they have attended a previous session in this series. Explain the format of the session (start and stop times, 10-minute breaks approximately every hour, etc.)

[NOTE:  If this is the same group of participants who attended the previous session, all you need to do is to mention: “The materials are laid out the same way as before.” 

If the group has new participants, provide the complete explanation that follows:
Materials: Review how the materials are laid out in their manual.  Point out that the Table of Contents contains documents in bold print (agenda items), documents in italicized print (participant activities), and documents in regular print (reference materials). 

Training Approach: Explain the training approach: the major content is in their participant packet and not in the PowerPoint, which is why they will not receive a copy of the PowerPoint.

Agenda and Learning Objectives:  Read these out loud.

[Brief introductions, if necessary]
Learning Contract: Establish a “learning contract” with the participants. Tell them: “If at any time you feel that the program is not meeting your needs, please tell me. At the end of the session, instead of standing in front of the group telling you what you should have learned, I will call on each of you to identify your key learning or take away from the session.
	10 minutes

10 minutes



	Start Time:  9:20
	SECTION 2: MARKETING VERSUS ADVERTISING
	30 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	7
8

9
10

11
	5

6


	Questions

General Discussion

Lecturette


	Question Worksheet:  Say: “The first matter we need to discuss today is whether or not you promote your practice. Please turn to page 5 and take a few minutes to answer the questions."
General Discussion:  Ask each question, having volunteers respond.

1. How much time do you currently spend on marketing? (Make an educated guess).  What is the range of time spent? Who thinks they spend the most time? The least time?

2.
Why do you spend that amount (or that little, or no) time?

3.
How much money do you currently spend on marketing? (Make an educated guess).  What is the range of money spent? Who thinks they spend the most money? The least money?

4. 
Why do you spend that amount (or that little, or no) money?

5. 
If you are doing marketing, what kind of marketing are you doing?

6.
Is your marketing approach is effective i.e. do you get new customers and/or sell more to existing customers as a direct result of what you are currently doing? 
Vote with your fingers: Five fingers means that your marketing is bringing in lots of customers, going down to one finger (be careful which finger!) if you have no return on your investment.

Lecturette:  Say: “In Session 20, you looked at your customers and your market. In Session 21, you learned how to price your products and services. In this Session 22, we will learn why you should promote your business and what strategies will be best suited to your practice and your customers.
To begin with, we need to make an important distinction between marketing and advertising. On page 6, you will see that Marketing is the process of communicating the existence and value of a product or service to attract customers and encourage them to purchase the product or service.  The marketing process uses many resources:  time, energy, imagination, and/or money.

Advertising is one too, among many, to promote a product or service, often using a variety of paid media to bring them to the attention of current and/or potential customers.

So, advertising is a small part of marketing that involves a monetary investment. There are many other ways to market that do not require a significant outlay of cash.

As you can see in our marketing pie, giving a talk is another way to market your services. Who currently uses that approach?" [Wait for an answer. If someone does, ask: “Where do you give your talks? How do you set them up- do you contact someone or do you wait until they contact you? And, if you wait until they contact you, how do they know about you?”

	5 minutes

15 minutes

10 minutes



	Start Time:   9:50
	BREAK
	10 minutes


	Start Time: 10:00
	SECTION 2: MARKETING VERSUS ADVERTISING continued
	30 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	11

	6


	Small Group Discussion

Debriefing


	Small Group Discussion: “Working in your small groups, please identify other ways to let current and potential customers know what you have to offer- and fill in the marketing pie. Can someone start us off with another marketing strategy?” [Wait for an answer and thank the volunteer.] “Make sure to reproduce your marketing pie on a flip chart so everyone can see your group’s ideas. Thank you.”

[Note:  Important: Ask them to come up with their answers working directly onto their flip chart, without referring to their participant manual- because otherwise they will find the list on pages 10-11...]

Debriefing:  Have the groups turn their flip charts so that everyone can see from where they are seated. Use a round robin approach, letting each group take turns reporting 1-3 strategies. [For YOUR reference only at this point, possible answers can be found in the list on pages 10-11]

Then ask: “Did any of these strategies surprise you? Which ones?” [Wait for answers.] “Do you already use any of these strategies? Which ones?” [Wait for answers.]
[Note:  Depending on how complete the groups’ conclusions are, you may either tell them that they’ve done an excellent job and/or also suggest that there are even more strategies that we will be discussing soon.]

“Keep in mind that, even if you are prohibited by law from advertising, you can still promote your practice. 

So, let me ask you again: Is there anyone here who still thinks that they don’t promote their practice or don’t have to promote their practice?”


	10 minutes

20 minutes



	Start Time: 10:30
	SECTION 3: MARKETING STRATEGIES
	30 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration


	Scenario #2

You live in a town where the citizens are increasingly worried about environmental pollution. There is a huge coal plant on the edge of town and residents are noticing both a big increase in air pollution and a growing number of young children being seen in doctors’ offices and the local small hospital emergency room with asthma. 
You are a general practitioner, but during your year of training abroad, you completed a six-month rotation with a pulmonologist. You decide to talk with the editor of the local weekly newspaper and suggest that the paper start a health column that you can write in which citizens’ medical questions about “things around town” can be answered.  [Goal 1: create awareness]
Your newspaper column attracts significant attention and controversy quite quickly. The coal plant operators do not like drawing attention to pollution issues. However, the local citizens who are worried about their children’s health begin to perceive you as their advocate, someone who cares about them. [Goal 2: establish preference]
Not only do the number of questions the newspaper receives start to rise, the number of calls for medical appointments in your practice goes up.  As more and more families with respiratory problems surface, you move beyond simply answering questions in your column. With the permission of your editors, you begin to publish data about respiratory disease incidence in your town, demonstrating your knowledge and concern about local health issues. This also results in growing demand for your services as a physician.   [Goal 3: stimulate action]

	10 minutes

10 minutes

10 minutes



	Start Time: 11:00
	TEA BREAK
	10 minutes

	Start Time: 11:10
	SECTION 3: MARKETING STRATEGIES continued
	40 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	16

	10-11
	Individual Checklist

Directed Large Group Discussion


	Individual Checklist:  Tell them: “You will find a list of common sense marketing strategies on pages 10-11. Please review this list and put a check mark in front of any strategies that you currently use or have used in the past. If you’re not sure what the strategy is, just ask- there are probably others who need similar clarification.”

Directed Large Group Discussion:  Discuss those strategies that the participants use or have used. Ask if the strategies were successful – and have them explain their answers. It may be that the strategy was a good one (such as giving a talk) but the talk was not directed at the right audience or about a subject that would attract customers to seek their practice out.
	10 minutes
30 minutes


	Start Time: 11:50
	BREAK
	10 minutes


	Start Time: 12:00
	SECTION 4: WHEN TO USE MARKETING STRATEGIES 
	60 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	17
18
19
20

	12-13
12
12
13

	Case Study
Debriefing

Case Study
Debriefing

Case Study
Debriefing

	Case Study:  Say: “Let’s put our knowledge of different marketing strategies to the test by analyzing three different case situations. Working with your table group, please review the first case on page 12 and answer the questions that follow them: Would marketing be useful and if so, what marketing strategies would be most effective?"
Small Group Report Outs:   [Have each table take turns providing the answers.]
Case A:  Competition

You work in a small town. For the past twenty years, your practice has been the major provider of health services. Recently, a young clinician from the capital city opened a practice. He will be providing consultations twice a week for local patients, as well as a specialized service in the capital city.

1.  Would marketing be useful?  YES

2. If so, what marketing strategies would be most effective? [ Possible answers: immediately remind people that your practice exists: by giving a talk so you are visible, handing out leaflets, giving discounts for referrals, talking on radio, holding an open house; compete on the same terms by connecting with colleagues in the capital city for competitive referral; validate status by writing a health care column.] 

Case Study:  Say: “Now, please review the second case on page 12 and answer the questions that follow them: Would marketing be useful and if so, what marketing strategies would be most effective?"
Small Group Report Outs:   [Have each table take turns providing the answers.]
Case B:  Reputation

A patient at the Gloria Maternity Home recently died after giving birth. When she came to the facility, she was already a challenging case because she had not received appropriate prenatal health care. Although the staff did everything they could to save the mother, they were unsuccessful. Happily, however, they were able to save the baby. Unfortunately, there is a rumor going around that the woman died because Gloria Maternity Home was not hygienic and she got infected. 

1.  Would marketing be useful? YES

2. If so, what marketing strategies would be most effective? [Possible answers: rebuild trust and reputation, perhaps by talking about the importance of prenatal care on the radio because if you come too late, no one can help you; distributing leaflets about the importance of prenatal care, offering initial free prenatal consultation, doing home visits- going to talk to people to discuss the rumor and explain exactly what happened and why]

Case Study:  Say: “Now please review the second case on page 13 and answer the questions that follow them: Would marketing be useful and if so, what marketing strategies would be most effective?"
Small Group Report Outs:   [Have each table take turns providing the answers.]
Case C:  New Service
Your practice just purchased new ultrasound equipment and hired a trained nurse to operate it. Previously, you had to send patients to another practice. Now you can offer ultrasound services yourself.

1.  Would marketing be useful? YES

2. If so, what marketing strategies would be most effective? [Possible answers: promote new service by providing a discount, cross-selling to existing customers, advertising, getting referrals from doctors (inform doctors, pharmacies, midwives), giving vouchers for 25% off, distributing leaflets regarding how people can benefit from the service, holding an open house- grand opening with free or discounted service.]
Ask them: “Based on these situations, what can you conclude about marketing? Is there anyone who still feels that marketing isn’t necessary in every situation?”
	10 minutes

10 minutes

10 minutes

10 minutes

10 minutes

10 minutes


	Start Time: 1:00
	LUNCH BREAK
	60 minutes

	Start Time: 2:00
	SECTION 5: MARKETING THAT WILL WORK FOR YOU
	50 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	21
22

	14-16

	Individual Assessment


	Individual Assessment:  Tell them:  “Although we’ve just finished looking at a variety of different marketing strategies, not all of them will be suited to your practice, your products or services, or your customers. 

Please turn to page 14, Which Marketing Strategies Will Work Best for Your Practice? Working independently, select four strategies that are most applicable to you from the list on pages 10-11. Then work through the questions. You can see that the first strategy row has already been completed as a model. There are two copies of the table of pages 15-16 for you to use, one worksheet for two of each of the four strategies you select.


	50 minutes




	A. Strategy
	B. Would it reach my target market?
	C. How many new customers or cross-selling opportunities can I expect?
	D. How easy is it for me to do?
	E. What resources are needed?
	F. Will it be cost-effective?

	
	
	
	
	Time
	Money
	

	1. Give a talk
	Yes, if I choose the right group
	50 people will attend the talk.
	I love speaking in front of group
	2 hours including preparation
	2.00 for transport
	Yes, the potential results will be increased sales for very little investment

	Start Time: 2:50
	BREAK
	10 minutes


	Start Time: 3:00
	SECTION 5: MARKETING THAT WILL WORK FOR YOU continued
	30 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	22

	15-16
	Debriefing


	Directed Large Group Discussion:  Find out which strategies were selected, writing them down on a flip chart. Ask for volunteers to read the completed table for one of their strategies.

At the conclusion of the discussion, tell them: “Now that you have selected your four marketing strategies, your next step will be to create a plan to implement them."
	

	Start Time:  3:30
	SECTION 6:  SUMMARY AND EVALUATION 
	30 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	23-24
25
26
27

	19-20
17
18

	Individual worksheet

Next Steps
Post-Test

Individual assessment and Report outs

Overview of next sessions and schedule


	Evaluation:  Have each participant complete the evaluation form for the session, tear it out and hand it to you or put it on a table.

[Note: You never want to end a training session with an evaluation, because all of the energy of the group dies down.]

Next Steps:  Tell them: “You have just identified marketing strategies that are worth investing in. Now you need to create a marketing plan so that you can start to implement these strategies. On page 17, you will see a table template that asks you to identify: (1) the strategy you will use for which product/service, (2) the target market it is intended to attract, (3) how many new customers or cross-selling opportunities you expect, (4) who is responsible, (5) when will it be done, and (6) what resources will be necessary for its successful implementation.”

Post-Test: Hand out the Post-Test and have the participants complete it. Go through the answers, drawing them from the group, so they can mark what is wrong (using the honor system). (Just have them put a check mark in front of the questions they got wrong and then add them up, placing the number wrong in the upper right hand corner.) Hand them their Pre-Tests for comparison purposes. Give a small prize to the people who learned the most (decreased the number wrong by the greatest amount). Then collect all Pre and Post Tests.
Key Takeaway:  Have each participant identify the most important idea or technique that they gained from the session and write it down.

Tell them:  “In lieu of a summary by me, all of you are going to stand and take turns (when you have a ball in your hand) identifying your key take away from the session. Once you have spoken, throw the ball to someone else to speak and then sit down. It will then be easy to tell who has yet to speak by those who are left standing. Don’t be concerned if someone says what you planned to say. If that was your key takeaway, say it anyway.”

Series Overview:  Make sure that everyone knows what the next session is (subject and agenda) and the necessary logistical information so that they can attend: day, time, place, how to enroll, etc.)

Thank them for coming, remind them about the Next Step, and close the session.
	5 minutes

5 minutes

10 minutes

10 minutes


	End Time:  4:00
	ADJOURN 
	


DISCLAIMER

The author’s views expressed in this publication do not necessarily reflect the views of the United States Agency for International Development or the United States government.


