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Abstract: Tzf ‘d;fd kfhe success of healthcare services and diagnostic laboratories depends on their use of the marketing mix. 
Price optimization, service expansion, better health education, and more funding are also crucial. Clinical decisions depend on 
laboratory diagnosis and test results, helping customize medication for a particular patient. Diagnostic labs are considered a "cash 
cow" for healthcare organizations. Marketing mix has been considered critical in the success of any service organization, and the 
same applies to Healthcare too. A modern and valuable marketing tool in healthcare services is the marketing mix. Patient 
satisfaction has been the goal of any healthcare organization's marketing activity, which is significantly influenced by the 7Ps of the 
service marketing mix. Hospitals have been using the 7Ps of the marketing mix for a long time, and a lot of literature is available. 
At the same time, the literature on the applicability of marketing mix tools in the diagnostic industry is limited. Doctors and 
patients disagree on what variables should be considered when picking a lab. This study seeks to review the marketing mix of 
hospitals and their applicability in the diagnostic industry. A systematic review of relevant websites, articles, periodicals, and peer-
reviewed journals on google scholar, the Internet, EBSCO host, and ProQuest was done. The paper enriches the literature on 
marketing characteristics of health services from a diagnostic lab perspective. This study will be helpful for professionals in 
laboratory business and count on their theoretical knowledge. Moreover, this article paves the way to further research in this field 
to find an appropriate marketing mix for the diagnostic industry. 
  
Keywords: Healthcare, 7Ps, Clinical laboratories, Marketing Mix, marketing mix of diagnostic lab, diagnostic lab marketing, 
healthcare marketing, etc. 
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1. INTRODUCTION 
 
The service industry in India has received significant foreign 
direct investment and is considered a critical sector in India's 
GDP. It is 54% of total GDP and four-fifth of total foreign 
direct investment (FDI)1. Regarding revenue and employment, 
Healthcare has become one of the largest sectors of the Indian 
economy, employing 4.7 million people directly2. In 2020, the 
estimated total market size of the healthcare industry was 
$194Bn, which is expected to reach $372Bn by 20222. The 
healthcare service market comprises hospitals, diagnostic 
laboratories, radiology services, health insurance, etc. The 
diagnostic service is an integral part of the healthcare industry. 
However, it contributes 3-5% of total healthcare revenue but 
is instrumental in 70% of medical decisions3. Laboratory tests 
contribute 80% of the objective medical information needed 
for making health decisions3. Diagnostics is the primary step in 
deciding the action plan for treating patients4. The domestic 
diagnostic industry in FY21 was ~US$ 10B and is expected to 
compound annual growth rate (CAGR) growth of ~14% over 
the next five years5. Nowadays, laboratory tests monitor 
disease progression and alter the treatment based on patient 
response. That's why laboratory medicine has been 
considered a critical component of the healthcare system3. 
The diagnostic industry in India is highly fragmented, and its 
structure differs per its ownership6. Medical laboratories are 
considered cash cows in the healthcare system7. During the 
Covid-19 pandemic, the laboratory market rapidly expanded, 
and more than 2500 National Accreditation Board of 
Laboratories (NABL) accredited labs were operational in 
India8. Managers need the right marketing mix to succeed in 
today's fast-paced, globally competitive business world. As a 
commercial function, marketing involves preparing, 
announcing, pricing, and distributing goods and services with 
the end user in mind. It also comprises several interrelated 
elements that must coordinate to achieve this goal. The 
marketing mix is often referred to as the "4Ps," which stands 
for "product," "pricing," "place," and "promotion" in most 
businesses. It is essential to consider the customer's 
perspective, the service provider's resources, the timing of 
events, and the procedures involved. Therefore, besides the 
above four, "people, physical environment, and process" 
constitute the service marketing mixtures and are often 
known as the 7Ps. The marketing mix model influences the 
buying decision of a consumer. 9. Many factors impact industry 
performance, including the marketing mix employed10. 
Researchers have found that marketing Mix is a critical success 
factor, especially for service industries 11,12. Increased public 
knowledge of healthcare and therapeutic issues, along with the 
proliferation of healthcare service providers, has made 
attracting, keeping, and pleasing patients more difficult since 
consumers now have more healthcare options13. The 
marketing mix is essential to customer satisfaction and hospital 
revenue growth of hospitals14. In this context, there is a stark 
lacuna in the academic studies on the Indian diagnostic 
industry. Very few studies outline the marketing mix employed 
by the diagnostics laboratories. It is critical for suppliers of 
medical and therapeutic services to use marketing 
components like any other business to thrive. The marketing 
mix seems crucial for optimizing service costs, increasing 
surgical operations, raising health awareness, altering the 
mindsets of service providers, boosting the hospital's financial 
resources, and easing the communication gap between 
clinicians and patients. The study aims to review the literature 

on the marketing mix of the healthcare industry and discuss its 
applicability to the diagnostic industry. 
 
2. RESEARCH METHODOLOGY 
 
A systematic review of healthcare marketing from a diagnostic 
laboratory's perspective was carried out. A detailed online 
search for articles related to the marketing mix, healthcare 
marketing mix, and diagnostic labs' marketing practices was 
done in relevant articles, periodicals, and peer-reviewed 
journals on google scholar, the Internet, EBSCO host, and 
ProQuest. Various websites, magazine articles, and industry 
reports were also reviewed. In addition, the search included 
academic and business management databases to find 
information on healthcare marketing, marketing mix, and 
diagnostic market. The research question was "marketing mix 
in healthcare" and "marketing practices of diagnostic 
laboratories." 
 
2.1. Review of Marketing mix elements 
 
2.1.1. Concepts of Marketing & its Elements  
 
Marketing creates, communicates, and delivers benefits to 
satisfy customers' needs. As per the chartered institute of 
Marketing15, marketing is a management process responsible 
for profitably identifying, anticipating, and satisfying customer 
requirements. The marketing mix is a fundamental concept of 
marketing. The marketing mix affects consumer buying 
decisions because strategic exchanges are created in the 
market field to achieve company goals16. Isoraite17 described 
the marketing mix in terms of actions and decisions taken to 
achieve the company's goal and satisfy customer needs. The 
marketing mix is defined as a set of controllable variables and 
their levels that a firm uses to influence the target 
market18. Cengiz and Yayla19 defined marketing mix as a 
combination of tactics a business uses to achieve its objectives. 
After defining the target audience and understanding the 
competition, the key function of strategic marketing is to build 
the correct marketing mix. The marketing mix is not a science 
but a conceptual framework to configure the company's 
offerings so that these offerings can meet the customer's 
needs. These tools are used to develop both long-term 
strategies and short-term tactical programs20. Scholars give 
various definitions to the marketing mix:- “Marketing mix is a 
combination of all of the factors at the command of a 
marketing manager to satisfy the target market”21.  “Marketing 
mix is the controllable variables that an organization can co-
ordinate to satisfy its target market”22. “A marketing mix is the 
set of controllable marketing variables that the firm blends to 
produce the response it wants in the target market”23 

Culliton24 described marketing executives as a mixer of 
ingredients to create a recipe that helps an organization 
achieve its goals. Borden25,26, while lecturing at Harvard 
business school, used the term "marketing mix," which he 
called "mixing of ingredients" by the marketer. Initially, 
Borden25 gave 12 elements of the marketing mix, which were 
further regrouped into 4Ps by McCarthy26, namely product, 
price, place, and promotion. Since McCarthy proposed the 4Ps 
of marketing, it was criticized widely. Möller highlighted the 
shortcomings of the 4Ps marketing mix framework, as the 
pillars of traditional marketing management have frequently 
become the target of intense criticism27.
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Table-1 Strengths & Weakness of 4Ps 
4Ps of Marketing 

Strength Weakness 
Simple easy to understand and memorize 

Good for introductory marketing 
Useful conceptual framework 

Ability to adapt to various problems 
Establish marketing theory and practice 

Too simple and static 
Don't take consumers into consideration 

Lacking people, participants, Process, and Physical evidence 
Relationship marketing 

 
Table-1- Adapted from Rafiq and Ahmed (1995) and (Goi, 2009)28,29 Booms et al. 30 added the 3Ps (participants, physical evidence, 
and Process) to the original 4Ps so that they can be applied to service marketing. Goldsmith31 added the 8th P in the marketing 
mix, which was personalization.  In the service industry, the marketing mix needs to be designed in a way that, once implemented, 
should lead to performance 33.  
 

 
 

Fig 1: 7Ps of the marketing mix. 
 
2.1.2. Marketing Principles of Health care system 
 
Marketing principles applied to the complex field of the 
healthcare system are called health marketing34. Purcarea 
(2019) described healthcare marketing as an indispensable 
element of a health brand35. Healthcare has certain features 
not found in other industries, so it needs a specific marketing 
approach36.  It is also noteworthy that hospital services have 
no money equivalent and patient satisfaction in terms of 
effectiveness and convenience of getting assistance is of utmost 
importance. The essential outcome of medical care is the 
patient experience, primarily related to patient safety and 
clinical significance37,38. Service quality positively influences the 
healthcare industry's patient experience and satisfaction level 
39. Abedi et al. (2019) have emphasized the criticality of the 7Ps 
of the marketing mix in healthcare management and healthcare 
marketing40. Various studies on prioritizing marketing mix 
elements have given different results. 41 Bekele (2020) claimed 
that all the 7Ps marketing mix components positively affect 
customer satisfaction42. The process is the most powerful 
influence on customer (patient) satisfaction. People and the 
physical environment have the highest status in the marketing 
mix 43, 44. But all of them agree that the 7Ps of the marketing 
mix are essential in increasing the profitability of the hospital 
business and achieving patient satisfaction. The priority of the 
marketing mix element can vary based on the type of hospital. 
In public hospitals, the determining factors are the following: 
price, products, physical assets, place, people, and promotion. 
In private hospitals, the relevant factors are products, physical 
assets, promotion, place, process, people, and price14. The 
operational cost of services and the value provided to a patient 
constitute the price element in hospital services. Besides that, 
the hospital should consider patients' paying ability when 
deciding the service price13. Like other service industries, 

people play a vital role in smoothly and successfully delivering 
services. People in the hospital industry include doctors, 
nurses, and administrative staff13. Operational efficiency is 
dependent on processes defined by the hospital service 
provider. Thus, processes become a critical element of the 
marketing mix of hospital services13. A good layout, hygiene 
better information system become part of physical evidence. 
Previous studies have concluded that public hospitals must pay 
more attention to various marketing mix elements40. 
 
2.1.3. Marketing in Diagnostic laboratories 
 
The clinical laboratory is essential to health care, and medical 
treatment depends on laboratory test results3. Until the 1960s, 
the hospital laboratories' work was restricted to hospital 
inpatients, emergency room patients, and some outpatients45. 
With better insurance coverage and treatment of patients with 
OPD, the need for a laboratory outreach program was 
recognized45. Lab outreach is defined as receiving lab 
specimens from sources other than inpatients47. Laboratories 
have a particular fixed cost of operation, and as the volume of 
tests increases, the cost is reduced48. However, it is not the 
cost reduction per test, but with increased patient inflow, 
laboratories increase the number of tests offered46. The 
success of a laboratory outreach plan is dependent on many 
variables, including48:- 
 
· Administration: Commit to providing support and 

resources 
· Pathologist: Champion and physician liaison-general PR 
· Laboratory manager: Coordinate inpatient and outreach 

services 
· Outreach manager: Develop outreach services 



 

ijlpr 2023; doi 10.22376/ijlpr.2023.13.5.L14-L20             Diagnostic industry 

 

 

L17 

 

· Marketing or sales manager: Develop marketing and sales 
team 

  
Root (1990) 50 and Beatty (2001) 51 emphasized meticulous 
planning and execution that require market-oriented 
performance analysis and establishing marketing opportunity, 
strategy, and program; there is vital importance for the sales 
and marketing team in increasing laboratory outreach 
programs. The marketing team becomes the torch bearer and 
provides the strategy and instrument to acquire new business 
besides maintaining an existing business48. Sales enablers like 
leave-behind leaflets, brochures, newsletters, literature, and 
communication tools produced by the marketing team to help 
educate doctors and provide information to prescribers. 52 In 
the medical laboratory, services include inquiry about tests 
(customer care or reception), arranging phlebotomist, 
preparation of patients, samples collection, transportation, 
storage, processing and examination, test validation, 
interpretation, reporting, and doctor consultation or 
counseling53. These are services offered along with safety and 
ethics carried out during medical laboratory services 53. All 
marketing mix elements influence the patients' satisfaction 
with medical laboratory services. The people element includes 
customer care providing the test information and test results 
explained by laboratory doctor or counselor. Process 
elements influence the waiting time to receive laboratory 
results and the availability of ordered laboratory tests. 

Cleanness of the laboratory and accessibility and hygiene of 
washrooms are part of the place element54. Berkowitz (1995) 

55 emphasized the importance of effective marketing of the 
pathology practice in an increasingly competitive industry. A 
successful laboratory marketing program's aim is to accurately 
assess the consumer's requirements and develop methods to 
supply them with their demands50. Kanina (2013) 56 studied the 
promotional mix of Kenya's most significant diagnostic lab and 
found that promotion strategies, including direct selling below-
the-line and above-line promotions, positively influence 
customer growth. Pathology service providers could use the 
marketing mix to measure the client's satisfaction and enhance 
their marketing management. All elements of the marketing 
mix are essential to customer satisfaction. Gosavi (2016) 57, 
found that chain labs effectively use all marketing mix elements 
in their strategy. Overall, it is evident that all the 7 Ps of 
marketing are relevant to the marketing strategy of a 
diagnostic lab. There are limited studies on the marketing mix 
strategy of a diagnostic lab. Also, little literature comparing 
different lab marketing strategies based on their ownership. 
Online test booking and mobile phlebotomy services are 
available, so the importance of place element in the diagnostic 
industry needs to be evaluated58. The convenience element of 
Lauterborn's 4Cs marketing mix model can replace the place 
element from the 7Ps marketing mix model of the diagnostic 
lab.

  

 
 

Fig 2: 7Ps of marketing in the diagnostic industry 
 
The product can be a good or a service. It is a package of 
advantages provided to customers at a price59. Like other 
service industries, healthcare organizations offer intangible 
products, and customers can't feel the taste and touch of the 
product. The service mix of the diagnostic lab includes tests 
offered under various departments, including pathology, 
microbiology, clinical genetics, hematology, histopathology, 
and biochemistry60. The pathologist's reputation and goodwill 

are crucial in the standalone lab. The brand name of the 
laboratory is also a critical factor for laboratory success4,61. 
Consumers are increasingly adopting preventive and wellness-
related tests5. Special packages are created for various age 
groups and gender. Nowadays, customized panels of tests are 
designed for multiple age groups and gender—figure-3 
Elements of product in the diagnostic industry.

 
 



 

ijlpr 2023; doi 10.22376/ijlpr.2023.13.5.L14-L20             Diagnostic industry 

 

 

L18 

 

 
 

Fig 3: Elements of product in the diagnostic industry 
 

Pricing is the most frequently used to express the actual fee 
made by an organization. Pricing in hospital services is usually 
done by keeping in mind the cost of operating the hospital, the 
overheads, wages of the physicians, nursing staff, and 
administrative staff, cost of infrastructure, bed occupancy, 
quality of service, cost of investigations, etc.13. For laboratory 
services, price is the charges patients pay in exchange for 
laboratory services. The price charged for the test depends 
upon the nature of the test4. For example, the price of a panel 
of tests is 30% lesser than the individual tests (industry 
source). Testing protocols and algorithms optimize patient 
costs45. The place is one of the essential factors for Healthcare. 
The collection centers or pathology labs should be readily 
accessible and have well-maintained sample collection areas. A 
diagnostic lab has a pathology center or collection center to 
collect samples from the patient4. Labs provide a home 
collection facility to collect samples4. ~75% of the customers 
prefer home collection over lab walk-ins and are willing to pay 
rupee 75 - 100 extra for the same5. New labs are coming into 
the market, which strive only for home collection as they need 
physical collection centers62. Laboratories have dedicated sales 
and marketing departments to contact prescribing doctors and 
hospitals. Special promotional schemes for senior citizens are 
designed to get maximum workload from that segment of 
society. Blood testing camps are organized, and their 
awareness is spread through pamphlets and paper cutouts61. 
There are generally three channels of promotion in a 
diagnostic lab: 
 

· Direct Promotion-Sales team, product marketing 
· Retail Promotion-ATL and BTL activities, customer loyalty 

program 
· Digital Promotion-social media, google ads 
  
People contribute to or are involved in developing or 
supplying a service. They could influence the quality of the 
provided service and the consumer's perception. To offer 
excellent care, several hospitals operate medical and nursing 
schools to educate the personnel according to their needs. 
Patients also have a significant role in hospital care delivery13. 
The laboratory personnel include a Pathologist, senior 
technicians, technicians, marketing personnel, delivery boys, 
and administration staff personnel4. The customer interacts 
with these people at various levels, from sample collection to 
report delivery. Customer care in any lab is essential in 
answering patients' queries. If the patient needs to speak to 
the doctor, then the doctor's role is to satisfy the patient's 
queries4. Front-desk employees at reception, phlebotomists, 
and those receiving incoming calls (including billing) become 

critical to the people element. All tangible representations of 
service refer to the environment in which a service is 
delivered, and the seller and customer interact as part of 
physical evidence 32. The building, reception area, display 
window/board with information of tests and price list, news 
on medical fraternity related to diagnostics, certifications of 
external assessment for quality, awards won by 
pathologist/laboratory, etc.4. Even the report copy is part of 
physical evidence of laboratory services.  It encompasses 
"procedures, mechanisms, and flow of activities"28. A strategy 
should be designed for the customer's convenience and, 
judging from his point of view, thus focusing on his specific 
needs 32. The Process for laboratory service begins when a 
patient enters a laboratory at the reception counter, the 
information provided, waiting time, etc. It is the nodal point of 
contact between the patient and the laboratory. Once the 
technician collects the blood sample, the patient's job is over, 
but the blood sample takes the patient's place4. Laboratories 
should create yearly marketing strategies to prepare for 
confronting the future. All seven elements of marketing are 
essential for laboratory marketing practice. The marketing 
manager must use them to create a niche for themselves and 
build a competitive advantage for the organization. Price, TAT 
(Turn Around Time), and Convenience are three significant 
elements of differentiation. These can be used in gaining 
marketing share and satisfying customer needs. Laboratories 
have to be in touch with society. All marketing planning should 
be done keeping the customer in mind. Therefore, hospitals 
and laboratories must embrace the marketing idea with a 
mindset that all planning must be done with the patient 
requirements addressed first and foremost. Clinical testing is 
a complex business. It is an honorable profession with a code 
of ethics and a statutory entity called the medical council of 
India to preserve the dignity of medical work. But regrettably, 
these organizations are inert and ineffectual in preventing 
illogical behaviors and malpractices. Somehow, the excessive 
clinical investigation expenses have to be brought under 
control. Proper communication with the right set of 
customers is a critical task of the marketing team in 
laboratories. Laboratories offer plenty of tests, so the 
marketer must do a thorough STP analysis (Segmentation, 
Targeting, and Positioning) for all diagnostic tests offered by 
medical laboratories. They were finally creating a panel of 
multiple tests related to specific disease diagnoses to help 
improve diagnostic accuracy and reduce the cost of tests and 
MRP for the patient. It also helps in avoiding multiple lab visits 
to patients and sample collection. A lab manager, in 
consultation with a clinician, can help create an algorithm of 
tests to diagnose a specific disease. Wellness packages 
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consisting of a battery of tests are essential for preventive 
health check-ups. The diagnostic laboratories must create 
packages including reflex tests based on guidelines and 
suggestions from clinicians. 
 

3. CONCLUSION  
 

A marketing mix is critical for the success of healthcare 
services. Service Marketing Mix is significant in today's 
diagnostic industry and is the most incredible instrument to be 
creative. All the services and marketing mix components are 
consumer-centric. Therefore, all elements of the 7Ps of the 
service marketing mix are crucial in delivering quality care and 
achieving patient satisfaction. The relevance of each 
component may vary depending upon the type of lab, whether 
chain lab or standalone lab.  Newer diagnostic modalities and 
advanced technology are creating more dependence on 
pathological services. Test packages and algorithm-based 
reflex testing can redefine diagnostic centers' services and 
significantly reduce the price per test. The marketing team of 

a diagnostic center should take cognizance of these facts and 
create an appropriate marketing mix strategy suited for their 
organization. Diagnostic services are not just for consumers 
who require tests, but creating the desire in healthy people for 
health checkups is also now the job of the marketing team of 
diagnostic labs. 
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