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CAseE SCENARIOS FOR TRAINING AND GRouP DiscussION

Bourguiba Clinic Develops a
Marketing Plan

“Thank youfor coming,” said HarounaCheikh
Ahmed, head nurse of BourguibaClinic and coordinator
of theclinic’smarketing team, whichincludesEl Hadrani
Salek, Director of Family Planning Services; Jamila
Daddah, Director of Maternal and Child Care Services,
and Cherif Sidi Mohammed, Chief Financia Officer.
“Please wel come our new marketing team member,
NuraAhmed, whoisour Board representative. To start
our team mesting today, | will summarize our marketing
effortsover the past two years.

“Withthegoal of sustainability inmind, webegan
two yearsago to reexamine our service mix and think
about offering new servicesthat could increasethe
volumeof our services, increase our revenues, and help
usrecover moreof our costs. We analyzed our market
nicheand determined that in our area:

*  Wewerethemost respected provider of family
planning services, which we provided at prices
that people can afford;

* Duetoreductionsinfunding, the public-sector
clinicswerefinding it difficult to providethesame
qudity of maternal and child health servicesthey
wereproviding before;

* Theprivateclinicsweretoo expensivefor people
who useour services.

“Asaresult of thesefindings, we began offering
M CH services, but we have not had the demand for
them that we anticipated. We devel oped two marketing
goals: toincrease demand for MCH services, andto
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changeour imagefromthat of afamily planning service
provider toaprovider of MCH and family planning
services. Wea so carried out amarketing audit. Cherif
Sidi Mohammedwill present thefindings.”

Cherif stood up and cleared histhroat. “In doing the
marketing audit, welooked at six elementsof our
marketing mix: our product, our target popul ations, our
prices, thelocation of our services, our capacity to meet
demand, and our promotional activities,” hesaid.“I'll
run quickly throughthemgor findings. Intermsof
product, many peoplein our community are not awvare
that we have added M CH services. They still think of us
asonly aprovider of family planning services. Asfor
population, themost important clientsfor our MCH
servicesare children under fiveyearsold and women of
child-bearing age. Our pricesarein linewith what our
clientscan pay.

“Qur findingsfor place show that our current clients
have no problems accessing our services. However, our
MCH clientsdon’t likewaitinginlinewith our family
planning clients, and they feel uncomfortablein our
waiting room becausethey don’t want the childrenwho
accompany them to hear thefamily planning education
talks.

“Qur findingsfor productiontell usthat our current
MCH staff could effectively handlean increased volume
of MCH services. Andfinaly, our limited promotion
efforts, such asproviding flyersinthewaiting roomand
adding MCH servicestothelist of servicesonour sign
outside, have not been effectivein changing our image.”

Case Scenario for Marketing Your Organization’s Services



Case Scenario: Bourguiba Clinic Develops a Marketing Plan

“Thank you very much, Cherif,” said Harouna. “The
marketing audit hasprovided uswith useful information
for devel oping amarketing plan. Doesanyone haveany
comments?’

“1 think that we should focus on devel oping
strategiesrelated to place and promotion, asthese seem
tobeour problem areas,” said JamilaDaddah.
“Motherswho comewith children don’t feel
comfortableinlineor inthewaiting room, and many
community membersdon’t know about our new
services. | think we should create aseparate reception
and waiting areafor motherswith children and develop a
promotion planthat changesour image.”

“Let’sthink about thesetwo findingsoneat atime,”
said Harouna. “First, let’sconsider place. How should
we go about making our MCH clientsfeel more
comfortableabout coming herefor services?’

“1 volunteer to talk with the staff who provide
servicesfor mothersand children and ask what they
think would be needed to create amorewelcoming
environment,” said Jamila,

“Asfor devel oping apromotion plan,” said Cherif,

“weneed to try somenew things, such asidentifying
additiona client needsand making referrals. Weshould

make surethat everyoneon our family planning staff, for
example, knowshow to recognize when client needs
present an opportunity totell them about our MCH
services. | volunteer to investigate waysto provide
traininginthisareato our staff, and the costsinvolvedin
providingthistraning.”

El Hadrani added, “ Perhapswe could offer a
couponto our family planning clientsfor afreeMCH
carevidt. That might bring ussomenew clients. |
volunteer toinvestigatethefeasbility of thisand the
possibleexpensesinvolved.”

“Hasanyone approached our community and
religious|eadersto let them know about our MCH
services?’ asked NuraAhmed. “| volunteer to dorthis,
but | would liketo learn more about our servicesand
what to say about them, first.”

“Thesearedl good ideas. And thank you for
offering to lead these efforts,” said Harouna. “ Nura, can
you meet with me now, so we can talk about theMCH
services? Andfor the otherswho havevolunteered, |
wouldlikeyouto give usan update at our next meeting
onwhat you havefound. Wewill usethisinformationto
develop amarketing plan.”

Case Discussion Questions: Bourguiba Clinic Develops a Marketing Plan

hasalready undertaken.

asaresult of doingamarketing audit?

1. What wastheBourguibaClinic’'sgoal in decidingto offer mater nal and child health care
services, and what hashappened so far ? Discussthe mar keting activitiesthe or ganization

2. What did themarketing team discover about thesix elementsof theclinic’smarketing mix

3. What activitieshaveteam member svolunteered todoin order to begin to develop
strategiesfor amarketing plan, and what marketing elementsdo theseactivitiesrelateto?
What other marketing activitiesdo you suggest that they consider ?
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Case Analysis: Bourguiba Clinic Develops a Marketing Plan

1. What wastheBourguibaClinic'sgoal in deciding to offer mater nal and child health care
services, and what hashappened so far ? Discussthe mar keting activitiesthe or ganization
hasalready undertaken.

TheBourguibaClinic’'sgod inadding maternal and child health care serviceswassustainability. The
clinic hoped that providing the new serviceswould increase service volume, increaserevenues, and help the
clinic recover moreof itscosts. However, the demand for their new services hasnot been ashigh asthey
had hoped.

Prior to adding M CH services, the marketing activitiesthat the organization undertook wereto:
* Formamarketing team;
* Look at their market niche.

After finding that demand for their M CH serviceswasnot ashigh asthey had hoped, the marketing
activitiesthat the marketing team performed wereto:

* Developmarketinggods;
» Carry out amarketing audit.
Thesefour activitiesarediscussed bel ow.

* Marketingteam. Theorganization formed amarketing team with five members. the head nurse, the
director of family planning services, thedirector of MCH services, the chief financial officer,anda
board member. The marketing teamisin charge of theclinic’'smarketing efforts.

e Market niche. Inlooking at their market niche, theteam discovered threethings: the Bourguiba
Clinic wasthemost respected provider of family planning servicesintheir areaat pricesthat people
could afford; the public-sector clinicsintheir areawerefinding it challenging to providethe same
quality of MCH servicesthat they were before, dueto reductionsinfunding; and the privateclinicsin
their areaweretoo expensvefor peoplewho usethe Bourguiba Clinic’sservices.

* Marketing goals. The marketing goalsthat the team has devel oped areto increase the demand for
theclinic'sMCH services, and changetheclinic' simageinthe community fromthat of afamily
planning service provider to that of aprovider of MCH and family planning services.

e Marketingaudit. Theteam looked at the six marketing e ements. Thefindingsrelated to placeand
promotion areparticularly relevant for devel oping marketing strategies.

2. What did themarketing team discover about thesix elementsof theclinic’smarketing mix
asaresult of doingamarketing audit?

The marketing mix e ementsthat theteam hastaken into account in doing amarketing audit and
developing amarketing plan are: product, populations, price, place, production, and promotion.
Thefindingsof themarketing audit for each of thesesix elementsare:
* Product. Thecommunity doesnot know that the clinic hasadded maternal and child hedlth care
services.
» Populations. Themost important clientsfor theclinic’snew servicesare children under fiveyears
old and women of child-bearing age.
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Case Analysis: Bourguiba Clinic Develops a Marketing Plan

e Price. Theclinic'spricesareinlinewith what people can pay.

* Place. Theclinic'scurrent clientshave no problemsaccessing their services. However, MCH clients
don't fed comfortablewaitinginlinewiththefamily planning clients, and they don't liketo havetheir
children hear thefamily planning education talkswhilethey wait in thewaiting room.

* Production. Thecurrent M CH staff could handlean increasein servicevolume.

¢ Promation. Theclinic'slimited promotion efforts have not been effectiveat changing theclinic’'s
imagefromthat of afamily planning services provider to aprovider of MCH and family planning
sarvices. Promotion efforts so far have been limited to providing flyersinthewaiting roomand
adding M CH servicestothelist of servicesonthesignoutsidetheclinic.

3. What activitieshaveteam membersvolunteered todoin order to begin to develop
strategiesfor amarketing plan, and what marketing elementsdo theseactivitiesrelateto?
What other marketing activitiesdo you suggest that they consider ?

Theactivitiesthat theteam membershave offered todo sofar are;

*  Oneteam member hasvolunteered to speak with the staff who provide servicesfor mothersand
children, and ask them what they think would be needed to create amorewel coming environment
for theseclients. Thisactivity relatesto the marketing element “ place.”

» Theactivitiesthat team members have volunteered to do related to the marketing el ement
“promotion” areto:

* Invedtigatewaysto provide staff with training inidentifying additional client needsand making
referrastotheclinic’ sMCH services, and the costsinvolved in providing thistraining;

* Investigatethefeasbility of offering acoupontofamily planning clientsfor afreematerna and
child health carevisit and the possible costsinvolved;

» Approach community and religiousleadersto | et them know about the new services.

Other marketing activitiesthat might beuseful to consider are:

* Holdingahedthfair;

» Holding anopen house;

» Scheduling timesto give peopletoursof theclinic'sservicearea, especidly theMCH areg;

» Having staff provideclientswho arebeing referred to M CH serviceswith informational cardsthat
havethe M CH service hoursand priceson them;

» Having MCH daff ask their clientsto recommend the M CH servicesto their family and others, and
providethese MCH clientswithinformational cardsto hand out.
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