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Abstract. Topicality of the theme is determined by the increased role and influence of patients on the formation of
the reputation of healthcare organisations in the conditions of active use of social networks by patients as a source of
information when choosing a doctor. The purpose of the article was to identify the specificity and stages of the process
of development of enterprise reputation management in the sphere of medical services. In the process of achieving
this purpose there were used such scientific research methods as logic generalisation, comparative analysis, synthesis,
graphical method as well. For gathering the feedback from the patients, the survey method based on quantitative analysis
of responses and net promoter score was used. The specifics of medical services and their types were substantiated as
the main results of the research, as well as elements that determine the value of medical services for the consumers.
The features and trends of reputation management in the field of medical services have been considered and the stages
of the process of development of reputation management of the healthcare organisation have been substantiated. As
a result of the propositions, considered in the article, it has become possible to solve the reputational contradictions
at enterprises in the field of medical services. With the purpose of improving reputational management the algorithm
for the application of Search engine reputation management technology elements was developed for the work with
consumers’ feedback. Practical meaning of the results is in increasing the effectiveness of reputational management
and its development due to the implementation of elaborated algorithm into the process of everyday work with clients
of healthcare organisation. It can be the basis for planning changes in business processes and operational management
as well as for optimisation of the use of resources
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¢ INTRODUCTION

In today’s difficult economic environment, enterprises
face the need to adapt to changes quickly and flexibly in
both internal and external environments. In the work [1]
it is said that the economic crisis, caused by the global
coronavirus pandemic in 2020-2021, highlighted the
need to find new ways to communicate with consumers,
and hence the importance of development of enterprises
reputation management. Today, health care has a special
role among the most important sectors of the economy.
On the one hand, the state of health and working capac-
ity of the population, the ability to provide employment
for many groups of workers, the situation on the labor
market, etc., depend on its effective functioning. On the
other hand, the results of the medical enterprises func-
tioning depend on their reputation. This determines the

topicality of the development of reputation management
at healthcare enterprises.

To form and maintain a reputation in this area, in a
saturated market, it is not enough to develop a new qual-
ity product, set an optimal price for it and choose effec-
tive distribution channels. It is important to be able to
resolve problems and contradictions faced by consum-
ers, employees, partners, stakeholders, as well as inter-
nal contradictions in the enterprise. The main sign of
development is the solution of contradictions. In the re-
search [2] the authors described that the development of
reputation management at healthcare enterprises means
solving the contradictions associated with the formation
of its reputation among consumers and stakeholders, as
well as among its own employees. In this study, special
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attention is paid to those problems of the development
of reputation management, which are related to solving
contradiction in interaction with consumers. Examples of
such contradictions are as follows: the high level of trust
of patients to the brand of the clinic, but their dissatisfac-
tion with the specific doctors of this clinic; the presence
of a significant number of primary patients and spending
of significant resources for their care. But there is insuf-
ficient number of regular consumers and the need to re-
distribute available resources and other contradictions. If
reputation management solves these and similar contra-
dictions, it can be considered as its development.

Reputation management is becoming an important
component of management in various areas of modern
business. Reputation can be considered as a type of in-
tangible assets of the enterprise. The development of rep-
utation management at healthcare enterprises is closely
connected with the communication policy of these enter-
prises. In the research [3] it is said that the leading role
belongs not only to marketers, but also to call center em-
ployees, administrators, sales department, and, above all,
to the doctors. These categories of staff are in direct con-
tact with consumers. An important problem of the devel-
opment of reputation management is the understanding
of the fact that the presence of negative consumer feed-
back is normal. The main condition for the development of
a positive reputation is effective work with such feedback.

Reputation management of the enterprise will be suc-
cessfully formed and developed if the manager has enough
information about the features of the company’s services.
Enterprises in the field of medical services have certain
features in the organisation of management, development
and substantiation of communication policy.

The purpose of the article was to identify the specific-
ity and stages of the process of development of enterprise
reputation management in the sphere of medical services.

To achieve this purpose, the following tasks were
solved: to identify features of medical services; analyse
types of medical services; consider usefulness and value of
medical services; analyse the stages of the process of de-
velopment of enterprise reputation management and also
SERM-technologies when organising the work with con-
sumers’ feedback on the basis of reputation management.

e LITERATURE REVIEW

Reputation management has been the subject of research
by many scholars. K. Campbell considers reputation man-
agement as the “effort to influence what and how stake-
holders think of a brand or person. To a large extent, rep-
utation management seeks to influence people sentiment
by changing what they see during search, social, and other
online interactions. Reputation management can also af-
fect the offline world as well” [1]. O. Gonchar [2] analysed
the reputation management of the enterprise in times of
economic crisis, A. Zaverbnyj, Ju. Lomaga [3] considered the
problems and prospects of formation of reputation manage-
ment by Ukrainian enterprises and organisations in order to
increase their competitiveness, O. Gromova, Ye. Bicheva [4]
studied the methodological foundations of the formation
of enterprise reputation management system. Special at-
tention to the mediating role of hospital reputation in the
effect of doctor reputation on patients’ loyalty is paid in the

work of authors M. Akbolat, A. Amarat, O. Unal [5].]. Ziemba,
S. Arenberg, H. Reustle, M. Allaf, D. Haldeman discovered the
connection between consumers’ perception of hospital rep-
utation and quality of treatment [6]. “Foreign scientists con-
sidered many reasons for necessity to have good reputation.
They declare that online reputation management is critically
important for business. The truth is, having a great reputa-
tion can either make or break a business! Hiring someone to
help you take control of your online image could be exactly
what you need to repair your reputation and reinforce your
brand with positive content and search results for people
to find” [7]. Business reputation management is especially
important for the enterprise which offers medical services.

It is important to pay special attention to the works
in which the issues of development of reputation man-
agement in the medical field are covered. For example,
Z.Ba, Y.C. Zhao, S. Song, Q. Zhu [8] studied the impact of
the clinic’s reputation as a charity and its social capital on
the level of medical crowdfunding, the collection of dona-
tions for health needs and expenses. In the medical field,
the concepts of trust and reputation are very closely linked.
The influence of factors on patients’ choice of physicians
in online consultations, in the context of trust theory, was
studied by Y. Gong, H. Wang, Q. Xia, L. Zheng, Y. Shi [9]. Ap-
proaches to building the online reputation among patients
were considered by L. Kim, D.A. Tylor, K.Y. Chang [10].
S.A. Torabzadeh, R. Tavakkoli-Moghaddam, M. Samiein-
asab, M. Hamid [11] developed an algorithm for assessing
and improving the performance of medical centers based
on trust indicators. A separate guide, which covers issues
of reputation management has been developed for profes-
sionals in the field of psychiatry [12].

In the context of reputational management of enter-
prises that provide medical services J. Chen and Ch. Wang
examined the relationship between hospital ranking and
healthcare spending [13]. These authors studied the influ-
ence of factors such as cost, location and reputation on the
choice of health care provider for mothers and children af-
ter deciding to seek medical care.

Thus, the issue of reputation management is consid-
ered in modern works on both economics and medicine.
However, insufficient attention is paid to the level of med-
ical enterprises, as well as tools for the development of
reputation management in the field of medical services.
Despite the sufficient number of works devoted to the
study of processes of formation and development of rep-
utation management, there are still certain aspects of rep-
utation management that deserve attention of scientists,
which substantiates the relevance of the study.

e MATERIALS AND METHODS

In the process of the research, the theoretical and practical
materials, presented in the scientific works of Ukrainian
and foreign economists, were analysed.

At the first stage of the study the importance of the
development of reputation management for enterprises in
the field of medical services was substantiated. For these
purposes the logical generalisation method was used.

The second stage of the study was devoted to analy-
sis of existing works on reputation management, includ-
ing the field of health services. The method of comparative
analysis was used to prove the insufficient coverage of the
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stages of the process of development of reputation man-
agement in the medical field.

At the third stage, the peculiarities of medical servic-
es that influence the choice of measures for the develop-
ment of reputation management were substantiated. The
theoretical basis was the recognised features of services
that distinguish them from goods. These included insep-
arability from the source, intangibility, inconsistency of
quality, coincidence in time of production and consump-
tion of the service, heterogeneity of services. These fea-
tures were revealed in relation to the specifics of medical
services. Taking into account the peculiarities of medical
services, those elements that create value for the consum-
er were identified. At this stage, the methods of analysis
and synthesis were used.

To distinguish the types of medical services from the
consumer’s point of view, a three-level model of the prod-
uct was used according to Ph. Kotler and G. Armstrong,
who proposed to separate the core product, actual prod-
uct and augmented product [14]. This model provides an
opportunity to understand where joint efforts can create
added value to the product. An important point in the ap-
plication of this model is also the creation of a framework
to increase adaptability, competitiveness and substantia-
tion of product differentiation. Using the method of logical
generalisation and the basic provisions of this model, the
levels of formation of the usefulness of medical services as
a basis for the development of reputation management in
the medical field were developed.

At the fourth stage the peculiarities and trends of de-
velopment of reputation management at the enterprise in
the field of medical services were determined. The method
of analysis and synthesis, the method of comparative anal-
ysis were used for this purpose.

At the fifth stage of the study, the sequence of stag-
es of development of reputation management at the
enterprises of the medical services was developed. The
graphic method was used to visualise these stages. In re-
vealing the essence of the stages, special attention was
paid to work with different types of consumer feedback
and the use of SERM-technologies in the organisation
of work with consumer feedback on the basis of reputa-
tion management. The leading role in determining the
development of reputation management was played by
the method of consumer surveys. This method was the
basis for calculating the NPS index (net promoter score),
which demonstrates the level of consumer loyalty. In the

survey, consumers, who already have experience of inter-
acting with a healthcare company, were asked only one
question: “How likely would you recommend our clinic to
your friends, acquaintances or relatives?”. The question
was scalable, so the survey results were obtained in points
from 0 to 10. The survey was not completely anonymous.
Patients could optionally indicate or not indicate their
contact data. The need to provide the opportunity to indi-
cate their contact data was due to the fact that otherwise
it would be impossible to verify the authenticity of the
complaint and give a response to it. After processing the
survey results, the NPS index was calculated. This index
was an information basis for determining the degree of
consumer loyalty, their desire to make repeat purchases,
positive or negative attitude to the purchase of addition-
al services, willingness to recommend the clinic to their
friends. Therefore, this index was determined by the
method of survey (scale questions), as well as the method
of arithmetic calculation. In general, it reflects the pros-
pects of such a channel for the promotion of medical ser-
vices as “Word of mouth”. This channel of promotion is
one of the most effective in the medical field.

All these methods are designed to improve approaches
to interaction with consumers and improve the reputation
of the enterprise in the field of medical services.

e RESULTS AND DISCUSSION

Reputation for the medical services enterprises and doc-
tors is the main factor influencing the flow of consumers
and the positive perception of the medical brand by po-
tential consumers. Reputation management is a system of
activities aimed at managing a brand’s reputation on the
Internet and beyond.

Reputation management includes SERM - reputation
management in search engines, including working with the
negative comments in the network, creating positive feed-
back, etc., and PR — a set of methods to create and maintain
a positive image of the product/company, long-term com-
munication with consumers and partners [15].

The development of reputation management in the
field of medical services is possible if you understand the
essence of these services and their features.

The specifics of medical services are determined by
certain characteristics that are inherent in all services, as
well as the specifics of health care. Figure 1 shows the fea-
tures of medical services that affect the choice of measures
for the development of reputation management.

Coincidence in the phase of production and
consumption of medical services

Inconsistency of quality

Features of medical services that influence the
development of reputation management

/ Inseparability from the source

V\
v

Intangibility

N

Heterogeneity

Accompanied with the intervention in the body
and the health of the consumer

Figure 1. Features of medical services that influence the choice
of measures for the development of reputation management

Source: compiled by the authors
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The intangibility of medical services makes it im-
possible to demonstrate them to the consumer until the
moment of provision. Moreover, the determination of the
required amount of medical services is strictly individual.
It usually occurs after direct contact between the medical
doctor and the consumer of the medical service, which usu-
ally consists of several stages (conversation with the pa-
tient, visual, instrumental, laboratory examination, etc.).

Despite the coincidence in time of the phase of pro-
duction and consumption of medical services, consumer
participation in the production of medical services is in-
significant compared to other types of services. It is limited
only by their presence, providing the necessary information
and careful implementation of all doctor’s appointments.
While the possibility of influencing the process and qual-
ity of medical care is minimal. The inseparability of the
medical service from its source emphasises the paramount
importance of the qualifications of doctors and other med-
ical staff and other health professionals who are in direct
contact with patients (consumers of medical services).

The degree of uncertainty in medical services is very
high. Another specific characteristic should be a positive
effect or, at the very least, safety for the health of the con-
sumer. Most medical services are accompanied by human in-
tervention, which requires the informed consent of the con-
sumer of these services, often in writing. The heterogeneity

of medical services determines the difficulties of standard-
ising their quality and provision process. Issues of medical
ethics and confidentiality of information obtained in the
process of interaction with the consumer play an impor-
tant role in the production of medical services. The choice
of reputation management measures is determined by the
specifics of medical services, as well as situations that cre-
ate the need for these services.

First, medical services are those in which demand
is passive. That is, consumers may not even suspect the
existence of these services, or not consider them as an ob-
ject to purchase, until there is an actual (often acute) need
for these services. No one plans the disease in advance, as
they plan a trip to the resort or a trip to a restaurant with
friends. In some situations, people are even afraid to go to
the doctor, for example, to the dentist, until the pain be-
comes unbearable. All this creates an attitude to medical
services as those that are purchased forcibly. As a result,
it is very difficult to persuade people to spend money on
them because the campaign is active or because something
may happen in the future. At the same time, when there
is a need for medical services, they become a priority over
all other purchases. From the point of view of classifica-
tion, medical services can be pre-selection services, special
demand services, and passive demand services, which are
shown in Figure 2.

Types of medical services (marketing classification)

v

Pre-selection medical services ‘

v

v

| Medical services of special demand |

’ Medical services of passive demand

v

Characteristics and examples of medical services

v

v

v

Medical consultation services, for
example, a therapist. In this case a
person usually makes extra effort and
studies reviews, asks for advice from
friends, which doctor is better to go to
(if it is not an acute emergency), so go to
the doctor who is advised by respected
and authoritative for a person people

Very expensive medical services, such as
implantation. Thus the person will study
the offer very carefully and compare the
prices and responses as the price of an
error is very big, not only from the
financial point of view, but also from the
point of view of serious possible
complications after operation if to
choose erroneously not so professional
specialist

These are medical services that the
average consumer knows nothing about,
and if they do know something, they
usually do not think about buying them.
This is, for example, aesthetic
cosmetology, when rhinestones and
other jewelry are installed on the teeth,
or various types of specific new cosmetic
procedures, etc.

Figure 2. Types of medical services in terms of consumer demand

Source: compiled by the authors

The directions of development of reputation manage-
ment in the field of medical services depend to some ex-
tent on the types of medical services and the perception of
these services by consumers. The value and usefulness of
medical services can be the basis for building the compa-
ny’s reputation in the field of medical services.

Second, reputation management is very closely linked
to trust marketing, because the purchase of medical services
of poor quality has vital consequences. This means that
consumer decisions about purchasing medical services, es-
pecially in pediatrics, surgery, obstetrics, and other critical
areas of medicine, are influenced not only by traditional

11

factors such as price, brand and others. There are also a
number of additional specific factors: the doctor’s person-
ality and trust in him, the recommendations of acquaint-
ances and friends, etc. Third, consumers of medical centers
and clinics cannot assess the quality of medical services in
the same way as they assess the quality of other services
(such as hairdressing or dry cleaning). This is because they
do not have the professional knowledge that doctors have
and sometimes do not understand the seriousness of their
condition, as well as treatment protocols. Thus, the per-
ception of patients (consumers) of the quality of medical
services is a very subjective phenomenon.

Development Management. 2022. Vol. 20, No. 4
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Fourth, reputation management and communication
policy in the field of medicine are still the prerogative of
the private sector, although in the last few years, due to
the spread of coronavirus, the public sector has become
increasingly focused on communicating with patients and
promoting certain topics.

Fifth, the main actor in the process of providing med-
ical services, which can most effectively sell additional
services and increase the average check, is the doctor who
treats the patient, not the manager, as in other fields. It is
the doctor who determines the amount of additional exam-
ination, the need for repeated visits, etc. Of course, doctors
are guided by the Hippocratic oath and adhere to medical
ethics, but if you need to undergo additional examinations,
the patient (consumer) will not listen to the manager, he
will listen the doctor.

Sixth, medical services are not bought “in stock” or
under the influence of discounts, they are consumed when
the need arises (except for some preventive examinations,

or comprehensive programs designed for a long time). This
causes the low efficiency and effectiveness of traditional
promotions and discounts. In the field of medical services,
the opposite principle sometimes applies, people believe
that the lower the price of consulting a specialist, the lower
is his/her qualification. Thus, sales promotion in the medi-
cal field has its own specifics.

Seventh, the marketing mix of health services includes
7P, that are product (medical service), price, promotion,
place, physical evidence, people (health professionals) and
process. Patients’ (consumers’) perception of the quality
and value of medical services is important for the devel-
opment of reputation management measures. According to
the model of V.A. Zeithaml [16], the perception of the value
of consumer services is influenced by the following factors:
quality, intrinsic characteristics, external characteristics,
price in monetary terms, price in non-monetary terms and
time. Adaptation of this model to the specifics of medical
services is shown in Figure 3.

Elements that determine the value of medical service

Perception of the level of quality of
medical services (usually subjective)

Price in monetary terms
(including its level relative to similar |
services of competitors)

Price in non-monetary terms:
- time spent on medical services (waiting
in line, etc.)
- psychological costs (nervousness,
stress)
- physical condition (presence or absence
of pain during procedures)

Availability of additional services: drug
delivery, transporta tion, etc.

the reputation of the clinic and
doctors, promotional materials

L External attributes:

Figure 3. Elements that determine the value of medical services for the consumer

Source: compiled by the authors

Thus, the value of medical services for the consumer is
determined primarily by its usefulness, as well as the pres-
ence of additional variations of the service. Variations of
additional services should be considered within the model
of Ph. Kotler and G. Armstrong, who developed three levels
for consumer products: the core product, the actual prod-
uct and the augmented product. The core product provides
the consumer with key basic value and satisfies the basic
need. According to Ph. Kotler and G. Armstrong “at the
most basic level, the company asks, ‘What is the consumer

really buying? For example, people, who buy an Apple iPad,
are buying more than just a tablet computer. They are buy-
ing productivity, and connectivity — a mobile and person-
al window to the world’” [17]. As for the actual product, it
is considered in connection with the brand name, quality
level, packaging, design, and characteristics of a particular
product. The augmented product includes a few addition-
al services, such as delivery and credit, after-sales service,
warranty, etc. Let’s consider the levels of the medical ser-
vice according to the three-level model (Table 1).

Table 1. Three-level model of medical service according to Ph. Kotler and G. Armstrong

Medical service according to the core
value

Meeting basic health and safety needs

Actual medical service

Price of consultation, doctor’s name, brand of clinic, location of clinic and convenience to
reach, service inside, modern equipment, speed of service without queues, etc.

Augmented medical service

Availability of loyalty program — discounts for regular consumers, opportunity to
purchase a subscription to the service of the family doctor therapist, etc., guarantee

Source: compiled by the authors
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ent levels on the example of the service “consultation of
the therapist (the family doctor)” (Fig. 4).

Based on this model, it is advisable to consider the pro-
cess of forming the usefulness of medical services at differ-

Level of usefulness formation

v

Basic functional usefulness
(core service)
Consultation of the therapist (family doctor)

v

List of additional characteristics (necessary and added
services — create additional value and allow to differentiate
the service)

Necessary services — medical laboratory services (or
instrumental examinations), i.e. different types of tests (as
well as ECG, ultrasound, etc.), without which the doctor at
the consultation will not correctly diagnose
Added services are optional, but may be recommended by a
therapist depending on the disease. For example, if a person
with a background of the underlying disease has concomitant
diseases, the therapist may send for consultation to arelated
medical specialist

v

Potentially possible additions and transformations of a
product (innovations)

Explanation
\

The basic need that is met is the need to be a healthy person,
including the need for security (ie, according to Maslow’s pyramid,
this is the need of the second level)

v

Necessary services — these services can be used to create added value
by offering them in a package with consultation, either for free or at a
reduced price, which attracts patients, because they will still have to

buy these services. And if they are offered as a package offer, it will be

beneficial to the patient
Added services - it is important to take into account the types of
diseases that are common in patients in the complex, and to consider the
client’s path (CustomerjourneyMap) in the clinic (from a medical point
of view, it is the clinical route of the patient, which is prescribed in
clinical protocols, and in terms of marketing — a set of services that can
be offered to the patient in addition and can increase the average bill

v

Telemedicine can be used for so-called “second opinion” services,
when an additional expert’s point of view is needed, for
consultations, for attracting specialists from abroad, etc. In a
coronavirus or martial law pandemic, telemedicine services can often
be the only way out for people who are unable to physically come to

Telemedicine, augmented reality, clothing with sensors
to measure blood pressure and heart rate, watches with

applications for monitoring vital signs

the clinic

Figure 4. Levels of formation of usefulness of medical service as a basis of development
of reputation management in the medical sphere

Source: compiled by the authors

The usefulness of medical services and their value are
the basis for the development of reputation management in
the field of medical services. When developing reputation
management measures, it is necessary to emphasise the
benefits of medical services that have a positive impact on
the reputation of the company (clinic) that provides them.

The usefulness of medical services is often perceived
ambiguously by consumers, as there are a number of addi-
tional factors that affect this perception. The following im-
portant contradictions related to the process of providing
medical services and building the reputation of the clinic
can be identified:

- quality treatment is sometimes not widely publi-
cised, while some ineffective treatments may be mistaken
for effective media coverage [17];

- qualified physicians who provide high-quality medi-
cal care may be ineffective communicators, have symptoms
of emotional burnout, or be in a situation of ineffective
management, with negative consequences for their repu-
tation and the reputation of the clinic [18];

- the need to measure the level of consumer confi-
dence, as it is closely linked to the reputation of the clin-
ic and the doctor, and, at the same time, the difficulty of
choosing objective indicators for such measurement [19].

Ways to resolve these contradictions are in the plane
of development of reputation management. The choice of
reputation management measures in the medical field de-
pends on the characteristics of medical services, as well as
current trends due to the coronavirus pandemic and scien-
tific and technological progress, as shown in Table 2.

Table 2, Features and trends of reputation management in the sphere of medical services

Features based on the specifics of medical services

Trends caused by coronavirus pandemic and scientific
and technological progress

The important role of content marketing, information publications
that explain the nature and purpose of medical services, increase
consumer confidence

Active use of online channels of communication with
consumers, including those for the transmission of marketing
information

The need to promote not only clinics, but also individual doctors,
on whose expertise depends the level of expertise of the medical
institution

Collaboration with pharmaceutical companies, manufacturers
of mobile gadgets for health monitoring, pharmacies, etc.

The significant impact of doctors’ communication skills on
increasing sales of medical services highlights the role of internal
communications and outreach to medical staff, conducting training
on conflict management, etc.

Finding ways and tools to deliver medical information
and services to consumers without the need to visit the
clinic (sending the results of the analysis by e-mail, online

consultations, mobile applications, etc.)

13
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Table 2, Continued

Features based on the specifics of medical services

Trends caused by coronavirus pandemic and scientific
and technological progress

Proper formation of expectations, reliable communication with
patients about the parameters that the doctor can influence. It is
not allowed to make promises that the doctor can’t keep, not to
create false expectations

Transforming the emphasis in healthcare advertising on the
need to raise awareness about maintaining public health
and protecting oneself from the dangers of the coronavirus
pandemic

Efforts directed not so much at attraction as at retaining regular
consumers who are willing to sincerely recommend the clinic and
doctors to their friends and acquaintances

Gaining popularity through communication channels such as
messengers and chatbots, the growing role of collaboration with
mobile providers

Promotion of services based on the principles of evidence-based
medicine, which declares the need and sufficiency of medical
manipulation with the patient

Increasing the role of medical portals and aggregators in
promoting medical services (their services replace the cost of
SEO-optimisation of medical sites)

Adherence to ethics and socially responsible principles and
emphasis on the physical and mental health of the patient as the
end result

Increasing the importance of CRM-systems for analysing the
effectiveness of communications and marketing activities

Motivation of patients to play an active role in the process of
consumption of services. Creating conditions for patients to

The doctor prescribes treatment, and the patient must carefully
follow these appointments. That is, the result depends on both
participants of the process

understand their own responsibility for the outcome of treatment.

Emphasis on prevention of emotional burnout, stress, support
of mental health, overcoming of fear in society in the formation
of content and communication messages

Source: compiled by the authors

Taking into account the above trends, and taking into
account the contradictions associated with the formation of
the reputation of clinics and doctors, the authors of the pa-
per propose stages of development of reputation manage-
ment at health care enterprises (Fig. 5). At the first stage, it
is advisable to conduct a reputation audit to identify incon-
sistencies and contradictions that exist at the enterprise in
the field of medical services. Information and source data
for such an audit can be obtained from both in-house staff

and external experts. The most important source is the re-
ports of the marketing department, or other department
that works on a regular basis with consumer feedback and
complaints. Not only doctors and medical staff, but also em-
ployees of call centers, the administrators, the sales depart-
ment, etc. can play an important role both in the assessment
and in the formation of reputation risks and contradictions.
This stage ends with a list of contradictions, the elimina-
tion of which will improve the reputation of the enterprise.

Number and name of the stage

Essence of the stage

v

v

Stage 1. Reputation audit

Analysis of the current state of reputation

] and identification of major contradictions
Stage 2. Development of reputation Development of measures to eliminate reputation contradictions and the
strategy > formation of the positive reputation of the clinic
I
v v
. Collection of feedback and their processin:
Stage 3. Work with feedback > L L b &
organisation of communications with consumers
. rk on bringin: fir: f search resul itive revi hy
Stage 4. Reputation management Wo '0 bringing to the L st page (? search results positive reviews about't e
. . medical center, communication with consumers on the removal of negative
and search engine marketing (SERM) X . . . .
- reviews in case if the problem is solved in favor of the consumer

v

v

Stage 5. Creating a positive image on other
online and offline communication platforms

publishing PR materials in print and online publications

Posting positive consumer feedback,

v

v

Stage 6. Analytical: preparation of a report
on the results of the implementation of
measures for reputation management and

elimination of contradictions ’

In-depth analysis of the causes and shortcomings of business processes that
caused negative feedback, recommendations on how to prevent their recurrence in
the future are passed to the company’s management

Figure 5. Stages of development of reputation management at enterprises of the sphere of medical services

Source: compiled by the authors
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At the second stage, the strategy should be formed to
eliminate the identified contradictions, and this strategy
should include a number of measures for reputation man-
agement: improving the process of working with consumer
feedback, modern SERM-technology, improving online and
offline communications.

The third, fourth and fifth stages can be implemented
graduallyorsimultaneously,dependingonthe capabilities of
theenterpriseandtheavailability of the necessaryresources.

An obligatory final stage in the development of repu-
tation management in medical enterprises is an analytical
report on the effectiveness of the implementated measures.
On the basis of such report, further actions to improve the
company’s reputation can be ajusted. It is important to sys-
tematically evaluate not only quantitative, but also qualita-
tive indicators of the company’s reputation. One such indi-
cator is the NPS (net promoter score), which demonstrates
the level of consumer loyalty. The importance of monitoring
this indicator is caused by the fact that it shows the willing-
ness of consumers to return to the clinic, as well as the desire

to recommend it to friends and acquaintances. In the field of
medical services, NPS demonstrates the potential of work-
ing with clients, their willingness to return. This indicator is
closely related to such a promotion tool as “word of mouth”.
For the healthcare industry, this tool plays a leading role.
The basis of the “word of mouth” is consumer’s feed-
back and reviews. Depending on the nature and the tone of
such reviews, the reputation of the enterprise in the field
of medical services is formed. The typology of reviews pro-
vides for their division into the following types: 1) positive
or negative, 2) those that are seen only by employees of the
medical center (channels of receipt: complaint registration
journal, e-mail, medical center website, the call center, per-
sonal appeal to the department examination of the quali-
ty of treatment), or public (channels of receipt: feedback
sites, forums, social networks, Google Maps and other pub-
lic channels), 3) true or false. Depending on which groups
the review belongs to, it is necessary to use different ap-
proaches in working with it. For example, Table 3 shows the
difference in working with negative and positive reviews.

Table 3. The main steps and responsible persons who work with positive and negative consumer reviews (feedback)

Basic actions when working with feedback by their types

Negative feedback

Positive feedback

1) Monitor and detect
2) Register

4) Reply to the consumer

imposed on those who are responsible for the situation)
satisfied with the resolution of the conflict

Marketing department

Medical unit management
Line managers of departments that received feedback

3) Conduct an internal investigation into the causes and truthfulness

5) Take measures not to repeat in the future (possible penalty may be

6) Negotiations with the consumer to withdraw the feedback, if he is

Responsible persons for working with feedback

1) Collect (through questionnaires, etc.), accept (if the
consumer wants to personally make an entry in the feedback
book) or find (on social networks, websites)

2) Register

3) Post on the site, on the Internet, in social networks

4)Give the consumer a bonus (for example, a branded souve-
nir)

5) Reward the employee who received a positive feedback

Marketing Department, administrators
Personnel Department
Line managers of the departments that received feedback

Source: compiled by the authors

In addition, it should be noted that not all negative
feedback can be solved out (if the consumer has not left
the contact, or it is impossible to identify him). In this case,
you should still answer them, but note that there is a lack of
information to confirm the reality of the feedback and ask
to leave contact. This is extremely important in cases when
the feedback is public. If the consumer has been identified,
and as a result of communication with him, the problem
has been solved, and the consumer is satisfied, be sure to
ask him to withdraw his negative feedback — this is the el-
ement of SERM, when the main goal is to remove negative
feedback from the Internet network or reduce the public
effect of negative feedback.

Figure 6 shows the algorithm for the use of elements
of SERM-technology in the organisation of work with con-
sumer feedback on the basis of reputation management.

The main result of this process is the solution of con-
flict and negative situations as a result of active commu-
nication with consumers. It should be noted that it is im-
portant to immediately classify and divide into groups all
feedback from consumers, and then sort out each group of
reviews differently.
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This algorithm is just one of the measures that can be
used to develop reputation management. Working with
consumers’ feedback resolves such reputation contradic-
tions that are associated with ineffective communications
with qualified physicians. This technology also increases
the level of trust and loyalty of consumers, helps to engage
them in the process of improving service in the provision
of medical services.

The obtained results have scientific novelty, and they
differ from the works in this field. F. Jabeen, Z. Hamid,
A. Akhunzada, W. Abdul, S. Ghouzali in their work consid-
er the leading role of trust and reputation management in
healthcare. These authors substantiated that “the patient
role has changed from a passive receiver to an active user of
online health-related information” [20]. They analysed dif-
ferent approaches and methods of collecting feedback from
patients, as well as possible vulnerabilities caused by con-
sumer’s opportunities of providing unreliable or malicious
reports. The valuable results of the mentioned research are
the elaborated trust and reputation system requirements
for mitigating different attacks on this system (adaptive
behavior, time sensitivity, context compatibility, reliability,
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fear treatment of new users, changing identities, priva-
cy and confidentiality, security, interoperability). But the
mentioned requirements do not explain the mechanism of

identification of attacks. That means that this mechanism
has to be considered to understand which of consumers
complains can be classified as attacks.

The consumer is identified

The consumer is not identified

v

v Public response with a request to give his/her name

The analysis of the reasons is carried out

and leave contacts

v

v

Response and communication with the

The consumer leaves contacts ‘

consumer and suggestions for resolving
the situation

v &

| The consumer does not leave contacts

— N

The consumer is satisfied

The consumer is not satisfied

We answer publicly that We do not answer at all if the

v v

the consumer did not situation does not allow us to

The consumer either denies the
negative comment or withdraws

feedback from the publication lawyers or other authorities

Various options are possible,
including the involvement of

identify himself, so the give an answer due to legal
reliability of the reasons, or if further discussion
feedback is questionable | | will lead to even bigger conflict

Figure 6. Algorithm of application of elements of SERM-technology
when organising work with consumers’ feedback on the basis of reputation management

Source: compiled by the authors

The connection between reputation of physicians and
healthcare organisations and their activity in social nets is
considered in the work of S. Mishra [21]. The author of this
work considered the most beneficial and challenging as-
pects of patients connecting with physicians on Facebook
(now Meta). Effective strategies for physicians who deal with
challenging aspects of communications and formation of
reputation on social networks are considered as well. Tak-
ing into account the practical issue of this work, it should
be mentioned that, when healthcare organisations use so-
cial networks with the purpose of reputation management,
they have to take into account the types of medical services.
And it means that the types of medical services should be
considered from the point of view of consumers’ demand.

V. Chaudhri, T. Oomen, J. Pridmore and A. Joon [22]
paid attention to problems of formation of reputation in
healthcare sector using social networks. The authors elab-
orated CARE model of social media use where each dimen-
sion - C (control), A (accessibility), R (responsiveness) and
E (engagement) has positive and negative sides. So, the sci-
entific contribution of this research is in systematisation
of four dimensions in dualistic perspective and assessment
of the role of social media in reputation management of
healthcare organisations.

J. Cordina and S. Greenberg discovered the role of in-
formation transparency in consumer decision-making in
healthcare and its impact on the reputation of healthcare
organisation [23].

In the short article devoted to the description of social
media role in reputation management of healthcare organ-
isations L. Vogel said that “the balance of power has shifted
as social media has enabled conversations and compari-
sons across social and geographic divides” [24]. On the one
hand, the big advantage of the article is in using a lot of
practical cases and experts’ points of view for substantia-
tion of social media influence on reputation of clinics, but
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on the other hand, there is lack of fundamental research
data as a basis for the conclusions.

Taking into account the mentioned above studies and
the problems these studies have not considered, the pre-
sented results of this article are based on the survey of
more than 2 000 patients’ feedback. The distinction of the
article in comparison with the described works of other
authors is in the use of systematic approach to the study
of patients’ attitude and readiness to recommend the clin-
ic to their friends, as well as description of elements of
SERM-technology for reputation management in health-
care organisations.

e CONCLUSION
The main results of this scientific research are as follows:

— first, the specifics of medical services are sub-
stantiated, their types and elements that determine the
value of medical services for the consumer are analysed.
This made it possible to determine the levels of forma-
tion of the usefulness of medical services as a basis for
the development of reputation management in the med-
ical field;

- second, the features and trends of reputation man-
agement in the field of medical services are considered.
These trends were taken into account when developing the
development stages of reputation management at enter-
prises in the field of medical services;

— third, the stages of the process of development of
reputation management of the enterprise are substantiat-
ed. The main result of the implementation of the specified
stages is the resolution of reputation contradictions at en-
terprises in the field of medical services;

— fourth, the algorithm for the application of elements
of SERM technology was developed in the organisation of
work with consumer feedback on the basis of reputation
management.
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Given the leading role of such a channel for the pro-
motion of medical services as “word of mouth”, the ar-
ticle focuses on working with consumer feedback. This
tool of reputation management provides long-term pos-
itive relationships with clients, their loyalty and will-
ingness to recommend the clinic to their friends and
acquaintances.

Reputation management is a way to success and com-
petitiveness of the enterprise in the field of medical services.

Prospects for further research are related to the search
for new methods for assessing the effectiveness of reputa-
tion management in social networks as well as to the elab-
oration of personalised approaches for communications
with clients of healthcare organisations.
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PO3BUTOK penyTauilHOro MeEHeMKMEHTY NianNpMueMcTBa
y chepi MeauUYHUX nocnyr

MapuHa BikTopiBHa MapTUHeHKoO, AHacTacia OnekcaHapiBHa MapTUHEHKO

XapKiBCbKMM HaLiOHaNbHMM eKOHOMIYHUM YHiBepCcUTET iMeHi CeMeHa Ky3Heud
61166, npocn. Hayku, 9A, M. XapkiB, YKpaiHa

AHoTanjis. Y cTaTTi O6IpyHTOBAHO 3HAUMMICTb PO3BMUTKY PEIyTaliifHOTO MeHeIKMEHTY JJIsl YOOCKOHATEeHHS POOOTH
HignpuemMcTB y chepi MeOUUHUX MOCTYT. AKTYa/IbHICTh TeMU BMU3HAYAETHCS MiJBUIEHHSIM DOJi Ta BIUIMBY Ialli€HTiB
Ha GopMyBaHHS peryTalil NiAIpUEMCTB y cdepi MeIMUHMX MOCTYT B yMOBaX aKTMBHOI'O BMKOPUCTaHHS MalieHTaMu
COIliaTbHUX MepeX sIK mkepena iHdopmarliii mpu Bub60pi gikaps. MeTa cTaTTi mossirae B 06IPyHTYBaHHI 0COGIMBOCTEN
Ta eTalliB MpPOLECYy PO3BUTKY PeIyTalliiHOr0 MeHEemKMEHTY Ha MiAnpueMcTBi cdhepyu MeguMuHMUX MOCIYT. Y Mpoieci
MOCSITHEHHSI TTOCTaBJE€HOI MeTu Oy BUMKOPUCTAHI Taki METOAM HAYKOBOTO MOC/iIKEHHS, K JIOTiYHE y3arajbHeHHS,
TIOPiBHSUIBHUI aHasi3, CMHTe3, a TaKoX rpadiunmii Meton. [jis 360py BiATYKiB Malli€eHTiB BUKOPUCTOBYBaBCS METOL
OMUTYBAHHS NAlli€HTiB, 3aCHOBaHMI Ha KibKicCHOMY aHami3i Bifgnosizeii i NPS (HeT mpomoyTep ckop). B ikocTi o0cCHOBHUX
pe3ynbTaTiB JOCTiIKeHHSI OOIPYHTOBAHO crieludiKy MeAMYHUX TOCTYT Ta iX BUIHU, 8 TAKOXK eJIeMeHTH, 10 BU3HAYAIOTh
IiHHICTh MEOVUYHMX TMOCTYT IJIS1 CIOKUBAYiB. PO3ITITHYTO OCOGMMBOCTI Ta TEHAEHIII permyTariifHOr0 MeHEeIKMEHTY Y
cdepi HaaHHI MeIUYHMX TIOCIYT Ta OOI'PYHTOBAHO €TaI IIPOLeCy PO3BUTKY PeIyTalliiiHOr0 MeHeI;KMEeHTY opraHisairii
OXOPOHMU 3J0pOB’Sl. Y pesyabTaTi IMPOIO3uIlili, PO3ISTHYTUX Y CTATTi, CTAa€ MOXKJIMBMM BUPILIEHHS pPemnmyTaliiiHux
MPOTUPIY HA MiANpreMCTBaxX chepy MeIUUHMX ITOCTYT. 3 METOIO ITOKpaIlleHHsI PelyTalliiiHOro MeHeIsKMeHTY PO3p0o6IeHo
aJTOpPUTM 3aCTOCyBaHHS efeMeHTiB TexHonorii SERM (Search Engine Reputation Management) ajist po6oTu 3 Biarykammu
crioxkuBaviB. IIpakTVUHe 3HAUEHHS PE3y/IbTATiB TOJSITA€ B MiABUIIEHHI e(heKTUBHOCTI pemyTaliiffHOr0O MeHEeIKMEHTY
Ta JI0r0 PO3BMUTKY 3@ PAXYHOK BIIPOBA/KEHHS PO3POOIEHOTO JITOPUTMY B IIPOIIEC ITOBCSIKAEHHOI POGOTH 3 KITi€HTaMU
MenuyHoi opraHisariii. Lle Moyke 6yTM OCHOBOIO [/l IJIAHYBAHHS 3MiH y 6i3Hec-TIpoliecax Ta ornepaliifHoMy yIipaB/IiHHi,
a TaKOX JiJIs1 ONITMMIi3allii BUKOPUCTaHHS PecypciB

KirouoBi c1oBa: opraHisaiiii 0XOpoHM 370pOB’Sl; MapKeTUHT B MeOUIMHI; pobota 3i ckapramu; crenudika; Biaryku
CTIOXKMBAUiB
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