
 
El Khair and Aini. Scr Med. 2024 Nov-Dec;55(6):785-92.

CURRENT TOPIC
DOI:10.5937/scriptamed55-50708

Received: 28 April 2024
Revision received: 17 August 2024  
Accepted: 18 August 2024

1.	 Hospital Management Study Program Universi-
ty of Muhammadiyah Yogyakarta, Yogyakarta, 
Indonesia.

Citation:
El Khair R, Aini Q. Healthy connections: crafting 
compelling healthcare marketing strategiess. Scr 
Med. 2024 Nov-Dec;55(6):785-92.

Corresponding author:
RIAT EL KHAIR
E: dr.riat@yahoo.co.id

Healthy Connections: Crafting Compelling Healthcare 
Marketing Strategies

Copyright © 2024 El Khair and Aini. This is an open access article distributed under the Creative Commons Attribution License (CC BY), which permits unrestricted use, distribution and reproduction in any medium, provided the original work is properly cited.

Abstract
Due to the importance of healthcare on both an individual and public 
level, the efficient functionality of the healthcare system is a fundamental 
component of society's overall well-being. The primary purpose of this 
research was to assess how academic contributions to healthcare mar-
keting investigations have evolved over time. The paper delved into vari-
ous aspects from 2015 to 2024, including publishing trends, core journals, 
authorship patterns, institutional affiliations, nation-wise contributions, 
theme distributions, author collaborations and keywords. Data was col-
lected from the Scopus database by using appropriate keywords. The col-
lected dataset underwent meticulous analysis and visualisation using the 
VOSviewer software. This analytical approach facilitated the identification 
of significant bibliometric metrics, enabling a deeper understanding of the 
dynamics and peculiarities of healthcare marketing research throughout 
the specified period. The most fruitful affiliation or institutional source for 
healthcare marketing was University Sains Malaysia. Top 5 most produc-
tive authors contributing to the field of healthcare marketing were Bellio 
et al, Buccoliero et al, Djakeli et al, Ghinita et al and Harrison et al. The 
United States was the nation that produces the greatest number of sci-
entific articles related to healthcare marketing. The most important journal 
for healthcare marketing was International Journal of Pharmaceutical and 
Healthcare Marketing. The most common subjects in healthcare market-
ing were business, management and accounting. With twenty-one pub-
lications, the number of international scholarly publications on healthcare 
marketing reached a peak in 2023. Eleven writers were closely associated 
with the ownership of two or more documents. There were 24 keywords 
with a significant human correlation.
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Introduction

Due to the importance of healthcare on both an 
individual and public level, the efficient func-
tionality of the healthcare system is a fundamen-
tal component of society’s overall well-being.1 
Therefore, healthcare is an essential component 
of society’s long-term progress and its prosper-

ity should be a top concern for all stakeholders 
involved.2 At global scale, maintaining people in 
good health is widely recognised as crucial to a 
nation’s long-term prosperity.3 Applying a sus-
tainable development perspective to healthcare 
systems can provide clear guidance on how mar-
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A combination of bibliometric analysis and a de-
scriptive quantitative approach was used.14 The 
study relied on scientific publications that evalu-
ated healthcare marketing as the primary source 
of research data.15 The unit of analysis used in 
this study was scientific paper.

This study leveraged healthcare marketing-re-
lated worldwide publication data gathered from 
the database Scopus (www.scopus.com).16, 17 The 
data collecting process entailed performing a 
literature search in Scopus spanning from 2015 
to 2024. The search was conducted using the 
keywords “healthcare marketing” in combina-
tion with the article title, abstract and keywords 
categories. After obtaining the search results, 
researchers analysed the data in the Scopus da-
tabase. Their aim was to examine patterns in 
research advancement, prominent journals, pro-
ductivity and collaboration among researchers, 
growth of publications based on institution or af-
filiation and the number of publications by coun-

keting can help to achieve the objectives of a sus-
tainable healthcare system overall, as well as of 
sustainable healthcare organisations.4

One of the most pressing issues facing those in-
volved in healthcare is “engaging with users and 
improving the patient experience,” two areas 
that fall squarely within the purview of market-
ing. Healthcare facilities should prioritise under-
standing consumer behaviour and preferences 
in order to create individualised programs that 
satisfy each patient expectations. People in the 
healthcare industry have also proposed that 
businesses take advantage of new technologies 
to better communicate with their patients. This 
includes telemedicine, virtual reality and so-
cial media.5 Research shows that hospitals can 
enhance their operational and financial perfor-
mance by focusing on the patient experience. The 
presence of a marketing department is correlated 
with enhanced market orientation and improved 
performance in hospitals.

Applying marketing concepts and approaches 
to the “broad, heterogeneous and complex field 
of health” is what healthcare marketing is all 
about.7 The term “healthcare marketing” has 

Methods

been used to describe social marketing, health 
service marketing and life science marketing.5 
Healthcare marketing is quite similar to the mar-
keting of intangible services, which is a big part 
of mainstream marketing.8 One of the main goals 
of healthcare marketing is to identify and com-
prehend the needs and requirements of potential 
patients so that one may provide them with the 
best possible treatment.9

Since all businesses compete to some extent 
on a foundation of quality, service quality has 
emerged as a critical differentiation and a basic 
source of advantage in competition.10 Just like 
any other business, private healthcare providers 
face market forces. As a result, there is growing 
demand on them to provide exceptional health-
care and ensure service excellence to satisfy pa-
tients.11 This will help them gain a competitive 
edge.12 Consistent with modern consumer trends, 
healthcare consumers are demanding more from 
their providers in terms of value for money and 
quality is now a major element in their deci-
sion-making process. This is because healthcare 
has far-reaching effects on mortality, morbidity 
and lifespan.13

try. Visualisation of the progress of healthcare 
marketing research was performed by utilising 
the VOSviewer software.18 The technique for gen-
erating a keyword map involved exporting the 
search results from the Scopus database in CSV 
format and then inserting the contents of the CSV 
file into the VOSviewer software.19

The information collected in the current research 
analysed using a combination of qualitative and 
descriptive methodologies. The researchers ob-
tained data and analysed statistics in JPEG for-
mat. There was secondary data accessible in 
Scopus’s CSV format as well. The researchers also 
utilised Excel and VOSviewer for data process-
ing.15, 19

A summary of the methodology used in this study 
can be seen in Figure 1. The Figure 1 shows a to-
tal of 122 documents collected from the Scopus 
database between 2015 and 2024 that discuss 
healthcare marketing.
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The database collected from the Scopus website 
was analysed using VOSviewer and Biblioshiny, 
obtaining primary information on research relat-
ed to healthy connections for the period 2015 to 
2024.20

Number of scientific publications on healthcare 
marketing by affiliation/institution showed the 
most active affiliates and institutions in terms of 
healthcare marketing-related scientific publica-
tions (Table 1): Xi’an Jiaotong University, Sun Yat-
Sen University, University Bocconi, University of 
Technology Sydney, University of Massachusetts 
Boston, KU Leuven, University of Georgia, Uni-
versity of Southern Mississippi, The University of 
Texas at Austin and University Sains Malaysia, all 
published three times each. 

There were ten researchers who demonstrated 
high productivity in disseminating research find-
ings related to healthcare marketing (Table 2). 
Bellio E, Buccoliero L, Djakeli K, Ghinita G, Harri-
son K, Maruseac M, Purcarea VL and Yoo B have 
each authored two scholarly papers. Ab Wahab 
MN and Abidi MH have each authored one scien-
tific publication.
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Results

Figure 1: Publication selection in Scopus

Id
en

tifi
ca

tio
n

Sc
re

en
in

g
In

cl
ud

ed

Previous studies

Reports of studies
included in the
previous version of 
the review (n = 2)

Records identified from Scopus (n = 255)

Records screened (n = 122)
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Reports of total included studies (n = 122)

Reports assessed for eligibility (n = 120)

Records excluded** (n = 133)

Reports not retrieved (n = 2)

Identification of new studies via databases and registers

Table 1: Affiliates/institutions that were productive in scientific 
publications on healthcare marketing 

N: number of publications; Source: secondary data processed, 2024;

Affiliation/Institution name N

University Sains Malaysia
University of Georgia
University of Southern Mississippi
The University of Texas at Austin
Xi'an Jiaotong University
Sun Yat-Sen University
University Bocconi
University of Technology Sydney
University of Massachusetts Boston
KU Leuven

3
2
2
2
2
2
2
2
2
2

Ten nations were particularly active in the publi-
cation of research findings pertaining to health-
care marketing (Table 3). With 36 publications, 
the USA ranked first, followed by India (19 pub-
lications), Italy (7 publications), the UK (7 publi-
cations), Malaysia (6 publications), China (5 pub-
lications), Romania (5 publications), the UAE (5 
publications), Australia (4 publications) and Can-
ada (4 publications) in terms of healthcare mar-
keting scientific output.
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Table 2: Productive researchers with scientific publications on 
healthcare marketing

Table 6: Trend of scientific publications on healthcare mar-
keting

Table 3: Countries that were productive in scientific publication 
on healthcare marketing

Table 5: Subjects of scientific publications on healthcare marketing

Table 4: Scientific journals with publications on healthcare 
marketing

N: number of publications; Source: secondary data processed, 2024;

Year: year of publication; N: number of publications; %: percentage of total 
number of publications on subject; Source: secondary data processed, 2024;

N: number of publications; Source: secondary data processed, 2024;

N: number of publications; Source: secondary data processed, 2024;

N: number of publications; Source: secondary data processed, 2024;

Researcher

Year 

Country

Subject

Journal name

N

N

N

N

N

Reference

%

Bellio E
Buccoliero L 
Djakeli K
Ghinita G
Harrison K
Maruseac M
Purcarea VL
Yoo B
Ab Wahab MN
Abidi MH

2015
2016
2017
2018
2019
2020
2021
2022
2023
2024
Total

United States of America
India
Italy
United Kingdom
Malaysia
China
Romania
United Arab Emirates
Australia
Canada

Business, management and accounting
Medicine
Computer science
Economics, econometrics and finance
Engineering
Decision sciences
Social sciences
Health professions
Environmental science
Energy

International Journal of Pharmaceutical
and Healthcare Marketing
Health Marketing Quarterly
Developments in Marketing Science Proceedings of
The Academy of Marketing Science
International Journal of Healthcare Management
BMC Health Services Research

2
2
2
2
2
2
2
2
1
1

15
5
8
7

13
14
16
17
21
6

208

36
19
7
7
6
5
5
5
4
4

57
47
29
20
20
12
12
7
6
5

7

6

4

4
2

21, 22
22, 23
24, 25
26, 27
28, 29
26, 27
30, 31
28, 29

32
33

12.30 %
4.10 %
6.56 %
5.74 %

10.66 %
11.48 %
13.11 %
13.93 %
17.21 %
4.92 %

100.00 %

Table 4 shows the five journals with the highest 
number on healthcare marketing. There were 
seven publications in the International Journal of 
Pharmaceutical and Healthcare Marketing, six in 
Health Marketing Quarterly, four in Developments 
in Marketing Science Proceedings of The Academy 
of Marketing Science, four in International Journal 
of Healthcare Management and two in BMC Health 
Services Research.

According to Table 5, the following fields had the 
most scientific articles published on healthcare 

marketing: business, management and account-
ing (57), medicine (47), computer science (29), 
economics (including econometrics and finance) 
(20), engineering (20), decision sciences (12), so-
cial sciences (also 12), health professions (7), en-
vironmental sciences (6) and energy (5).

In 2023, healthcare marketing had the most schol-
arly papers indexed on Scopus, with a total of 21 
publications (17.2 %). The following is a detailed 
view of the number of publications arranged by 
year: With 17 publications in 2022, 16 in 2021, 15 
in 2015, 13 in 2020, 8 in 2019, 7 in 2018, 6 in 2024 
and 4 in 2016, the percentage of publications was 
13.9 %. In 2020, there were 14 publications, 14 
in 2020, 13 in 2019, 8 in 2017, 7 in 2018 and 13 
in 2019. The trend of scientific publications on 
healthcare marketing is shown in Table 6.

Out of 389 writers included in the analysis, 11 
were closely associated with the ownership of 
two or more documents.34 The authors’ joint ef-
fort is graphically represented in Figure 2.
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Figure 2: Visualisation 
of author’s collaboration 
analysis

Figure 3: Keyword visual-
isation of scientific pub-
lications on healthcare 
marketing

Keyword analysis 
The study’s key word analysis consisted of se-
lecting 24 human-related keywords from a pool 
of 1.000 using a cut-off of 5 occurrences per key-
word. “Human” was the author’s go-to key word. 
Figure 3 shows the results of the study’s keyword 
analysis.

Figure 3 shows four clusters were formed from 
search results using the phrase in the develop-
ment map of healthcare marketing research pa-
pers indexed in the Scopus database from 2015 to 
2024. There were eight red keywords in Cluster 
1, six green keywords in Cluster 3, six blue key-
words in Cluster 4 and three yellow keywords in 

El Khair and Aini. Scr Med. 2024 Nov-Dec;55(6):785-92.



790

In this digital age of information overload and 
fierce competition, healthcare marketing strat-
egies have become a key factor for healthcare 
institutions to not only survive but thrive. An 
effective marketing strategy helps healthcare 
institutions in increasing their visibility and rep-
utation among the public, which in turn attracts 
and retains patients. This not only contributes to 
an increased patient base, but also strengthens 
the relationship between the healthcare institu-
tion and the community, building trust and loyal-
ty. In addition, by understanding patients’ needs 
and preferences through market research and 
data analysis, healthcare institutions can pro-
vide more relevant and satisfying services, there-
by improving the overall quality of healthcare. 
Therefore, a strong healthcare marketing strate-
gy is not only essential for the business success of 
healthcare organisations but also for improving 
service quality.

This analysis reveals that most of the scholarly 
research on healthcare marketing is published by 
the International Journal of Pharmaceutical and 
Healthcare Marketing, which highlights the im-
portance of the journal in disseminating knowl-
edge and advancements in this field. The United 
States emerged as the most prolific country, con-
tributing a large number of research publications 
on healthcare marketing. The research identified 
University Sains Malaysia as the most prolific 
institution. This underscores the importance of 
collaboration between institutions and health-
care professionals in generating knowledge and 
driving progress on healthcare marketing. The 
authors’ collaboration visualisation provides a 
glimpse into the network of researchers work-
ing in this domain, highlighting interconnections 
and opportunities for collaboration in future re-
search efforts on healthcare marketing.

The most common subjects in healthcare market-
ing are business, management and accounting. 

Discussion

While bibliometric studies offer powerful tools 
for understanding research dynamics and im-
pact, they also require careful consideration of 
methodological design and parameter selec-
tion to avoid biases and ensure comprehensive 
insights. The findings provide a solid founda-
tion for further research in this domain.

Conclusion

This study was a secondary analysis based on the 
currently existing dataset from the Scopus and 
did not directly involve with human participants 
or experimental animals. Therefore, the ethics 
approval was not required in this paper. 
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