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ABSTRACT

Now-a-days, Social Networking Sites emerges as e innovative medium of advertising. In India,
Social Networking Sites like Facebook, LinkedIn,iffer etc. are gaining more popularity among thanggeneration as
well as professionals. Healthcare Industry is &&king at them as effective medium to reach oatrttarget audience.
It is the place where they get a wide variety ofliance, which could be their prospective custom&fss review
undertakes in-depth study of Hospital Marketingtlyh Social Networking Sites. Numerous studies @intdthe fact that
Social Networking Sites is the place where the akpcan tap their Target Group effectively whistin turn helpful to
them to building brand, new product launch, un@emding the customer's preferences and choices. fEview also

focuses on how the brands are using social netwgiites for getting attention and showing theésgnce online.
KEYWORDS: Professional Relationships, Social Layer, Sociaindeking Sites

INTRODUCTION
WHAT IS A SOCIAL NETWORKING?

Social network service usually means an indivieheadtered service whereas online community serviges
group-centered. Online social networking has becanfairly common way to keep in touch with frienalsd family,
and it holds equal promise for building businesd professional relationships. Online social netwoake relationships
that develop out of computer-facilitated d discomsiabout shared ideas or common interests. Ostio@l networking
continues to move into the mainstream through pesand professional computer use, with hundredsibibns of hits
per month on a variety of sites Frequently usesssastmong the general public, such as Facebook, dtgSBebo, Orkut,

and Zude, are gaining popularity among businesses.
HISTORY OF SOCIAL NETWORKING SITES

Early social networking websites started in therfof generalized online communities such as TheLWE
(1985), Theglobe.com (1994), Geocities (1994) amgotl.com (1995). These sites included Classmatss.(1995),
focusing on ties with former school mates, & SixBegs.com (1997), focusing on indirect ties. Betw2@®2 and 2004,
three social networking sites emerged as the mamstlpr form of these sites in the world First ther@s Friendster in
2002 (which Google tried to acquire in 2003), thdySpace and LinkedIn a year later, and finally, 8By 2005,
MySpace, emergent as the biggest of them all, wpertedly getting more page views than Google.d852 Facebook
opened up to the non US college community, andthegewith allowing externally-developed add-on épaions,

and some applications enabled the graphing of dsusen social network. Social networking begarfloarish as a
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component of business internet strategy at arouadcM2005 when Yahoo launched Yahoo! 360°. Soa@alorking
began to flourish as a component of business ietestnategy at around March 2005 when Yahoo lauhdtehoo! 360°.

Twitter, launched in 2006, has as recently as 2a0i@sed many other social network services.

SOCIAL NETWORKING SITES (SNS) IN THIS REVIEW WERE

Facebook

Facebook launched Gifts on February 8, 2007, whildws users to send virtual gifts to their frisrttiat appear
on the recipient's profile. On May 14, 2007, Faadbtaunched Marketplace, which lets users post ftassified ads.
Facebook Ads gives a hospital extraordinary prenign reaching exactly the audiences they wanty e able to target

according to any combination of these filters:

* Languages

e Country
» State

e City

+ Gender
* Age

e Any Interest Keyword
* Educational Status
»  Workplace

LinkedIn

LinkedIn is a business-oriented social networking site. Eednin December 2002 atalnched in May 2003,
it is mainly used for professional networking. Léwkn provides the advertising solutions as pematheertising budget of a
Hospital Direct Ads: - Small to medium advertiserdio are looking for deeply- targeted text ads kitlk advertising

sales: - Large advertisers who are looking for tistkedIn advertising solutions whose budget is enitvian 25000%
Plus.google.com

Google has described Google+ as a "social layat' énhances many of its online properties, andiths not
simply a social networking website, but also arharghip tool that associated web-content direcith its owner/author.

It is the second-largest social networking sittheaworld after Facebook.
www. twitter.com

Twitter is a free social networking and micro-biatg service that enables its users to send ardi messages
known as tweets. Senders can restrict deliveryhtmse in their circle of friends or, by default,oal open access.
Ever since late 2009, users can follow lists ohatg instead of following individual authors-Twitter users were writing
5,000 —tweetsl per day in 2007, 2.5 million per day in 2009 and now (2010) 50 million tweets per day, an average of

600 tweets per seconds.
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HOW THE SNS CAME INTO PICTURE?

It is different from advertising on social media laere brands do not speak, but consumers do.alt a&bout
participating, sharing and creating value for eattter. No more of "us" and "them", but it isowhe work together to meet
our very different needs and objectives. Marketaes hunting for the most authentic data in theit toi catch the huge
mass of consumers young. The Indian youth is emgrgs a key decision maker and the most targetgohesg for
political advertising by the campaigning partiedba@a has just created history by exploiting the groaf the online
revolution. This high in demand and somewhat pasgenass of Indian youth are socializing in greahipers at various
social networking sites forming communities, vogeitheir opinions, showcasing talents, living vittliges, breaking and
building governments. Social networking sites acelanger a place to hang out for only the urbanli&hgspeaking

population of the country.

TYPES OF SOCIAL NETWORKING WEBSITES

Social Networking Websites
Examples: Facebook, Google+, MySpace, and Bebo

This usually involves creating a profile page, iaddvaluable content or applications, and promoiintp the
wider community. Mainstream online advertising opipoities are also available such as creating pafid banner

advertising.
Social Media Websites
Examples: Digg, Mixx, Reddit

The marketing approach involves developing refeiops and leveraging this through providing irdérey or
valuable content. When done well there's dual eéffie® increased traffic to brand‘'s website andoiming links are

obtained through bloggers in particular linkingotand's content.
Social Bookmarking Websites
Examples: StumbleUpon, Del.icio.us

This involves participating in communities, promgt valuable and interesting content, and building

relationships, ultimately to create a high levetddibility from which you can gain visibility forour content.
Niche Social Networking Websites
Examples: Twitter

New niche social networking websites are beingi¢hed all the time, but one which has really takéhis
Twitter, a micro-blogging site. To succeed you néede active and provide valuable content fromclhbrand can

hopefully create a list of followers. This visilhlican then be leveraged towards brand's blog disite.
RESEARCH METHODOLOGY

Research methodology undertaken is Descriptivee&eh study. The information on the Hospital Mariget

through Social Networking Sites is collected by fibliéiowing stages:-Secondary Data
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» Articles published in the Newspapers, magazineshaads.

» Inferences, opinions and views of the media people.

» Various websites and the hospital's website.
OBJECTIVES OF THE STUDY

This report is undertaken with the aim-

* To understand How the social networking site ipimgl the process of brand building online

* To analyze an impact of SNS on the consumers dsaasbrands

e To understand the ways the current brands manaigémgselves on the social networking

e To study the way the brands are managing consuanergetting a better way to interact with theirsumers.
LIMITATIONS OF THE STUDY

e The research is totally based on secondary data.

e Technological Barriers

»  This study is limited to specific SNS.

With the above objectives and hypothesis a revies prepared and the result of review is summairizagext

section of research paper.

KEY FINDINGS (AT THE TIME OF WRITING A RESEARCH PAP ER)
Top 10 Social Networking Sites in World- (Report byComscore)

Table 1

Social
Networking Site
Facebook.com
Twitter.com
LinkedIn.com
WordPress.con]
vk.com
Weibo.com
tumblr.com
pinterest.com
instagram.com
Fropper.com

Rank

Blo|o(~jo|o|s|win|-

Top 10 Social Networking Sites in India

Table 2

Rank Soqial .
Networking Site
1 Facebook.com
2 Twitter.com
3 LinkedIn.com
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Table 2: Contd.,
Myspace
Orkut
Imbee.com
Sconex.com
Google+
Cafemom.com
10 | 43things.com
Sourcevaytosites.com, November 2013

O|o|N|o|01

FIVE WAYS TO BUILD BRAND ON SOCIAL NETWORKING SITES

» Listening (Research): Observe online discussions of your audience to gatheepemunderstanding of their

opinions, needs, desires, etc. This can be a lpgiméentifying opportunities to engage with thedience.

» Talking (Marketing): Participate in conversations. This becomes an aémypromoteyour Hospitals position

and message.

* Energizing (Sales):ldentify enthusiastic brand advocates and creattesfies teempower them to be even more

effective as ambassadors of your brand.

e Supporting (Customer Support): Build networks of customers for the purposéelping each other to get more

out of the hospital's products or services.

« Embracing (Development):Once you have a solid understanding of where gastomers are, invite them into

the discussion of where the hospital is headedrimg of new products or services.
SWOT ANALYSIS OF SNS

With the vast growth of Internet use nowadays,iness advertising has enjoyed a more advanced phase
There are more options to advertise. Marketer haemselection for media, advertising cost, adsery purpose,
and market range. The challenge is to find whicle da focus and set as priority. Among the many o]
social networking site has turned out to be ontghefmost promising media today. The advantageseasubstantial if

businesses utilize them optimally, while the dragksacan be tactical.
STRENGTHS

e Build Strong Customer Relationship

Social networking sites are great for buildingtounser relationship. It is so easy to interact witlstomers at
social sites. Marketer basically need to set upaats at popular social sites, gather the commuorityustomers of their
product, provide relevant and useful informatiomd apdate the networks regularly. Customers wilpleased to join the

community as they regard it as a place to shaiegkperience and find relevant information abdéit purchase.

Once the community is set, you can add more fesitsueh as poll, question and answer, discussi@hrenew.
The more engagement of the people, the deepemtiifigel the personal attachment to brand. Soegivorking sites are
really powerful to serve for building customer telaship. In long term, business will be able taldbdpetter customer

loyalty.

| Impact Factor(JCC): 1.3423 - This article can be denloaded from www.impactjournals.us




[ 142 Shital Naikwade & Nitin Sippy |

e Attracting More Customers

Social networking sites are great for attractingrencustomers. The network is unlimited. If a costo is
connected to a particular product or brand, hisfaeiily or friends will be able to see the inforieatabout that product in
the account as well. You know words of mouth sprgaitkly. The network can soon grow wider and eveore.
Also, many social sites have integrated widgets faatures that help businesses to promote thediyote and services.
There are fan box, fan page, profile badge, custednlink, collaborated features that enhance théhads of updating

information, and many other examples. Marketer khmake the most of them as the exposure is urdinit

* Increase the Sale Leads

Social sites can increase leads and sales. Markateput the relevant links to their business logirtprofile.
If there is information about new products, speotétrs, or others that encourage purchase, custooas react soon and
take actions. As social site has become a consikepmrt of most people's life nowadays, they aréne for hours in a
week doing activities and interact with their netilwvoBy updating the vital information at socialesiccounts, marketer
presents the news directly in front of their waligl profiles. The chance to be read is much betsar if marketer post on

the traditional methods of advertising.
WEAKNESSES

e Brand awareness is usually built through big adsemient on TV, banners, newspapers, and other texpads
which focus mainly on the brand. However, socialessi help to build brand awareness indirectly,
especially through long term satisfaction and iefice of community. This is the most obvious weaknafs

social sites.
» Brand awareness becomes limited in technologically.
* SNS branding can never supersede word of moutheaijgpion.

* In a service sector and especially in hospital §iduSNS can create only a perception in the Pialecustomer

but faith and loyalty to the brand cannot be endtineough SNS.
e Access to SNS can also create undesired views gintps to the same masses.
OPPORTUNITIES

e Online Purchase/ Buying

The brands can also open up the option of onlurehl@ase/ buying, which in turn would be advantageouthe

brand itself to increase the sales of the brand.
» Video Conferencing

The ideas of video conferencing will a give manteractive look to brand, so that they are ablectanect their
customers more personally. As this way, the brammdsable to give more personal feel to their tasgetience, which is

right cord of every consumer.
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e Live Webinar

Live Webinar helps to learn how to apply changeagement best practices across all departmente dfdalth
organization. In the exclusive webinar, the leadixgerts will explore the implications of socialtwerking technology
for the future of medicine. The patients are usingial networks to learn more about their condgiand seek treatment

information, thereby facilitating the provider-pait relationship and realizing efficiencies in tealthcare system.
* Online CME
e Maedical Second Opinion
e Google Ad Words

THREATS

e The biggest threat for every brand is the numbirmet users available; in India the internet useesvery less,

i.e. 4.7% of the total population. But the sighr@lfef would be they are growing at fast rate.

* There are lots of brands going on social networlsitgs to tap the right mixture of their target i@ndes, but the

consumers are getting frustrated by constant adiregtof brands on the internet.

» Advertising on social networking sites (SNS) is mming to be the only solution. The first paradigimift,

therefore, is to move from information to involvemhe

» Advertisers will need to be extra cautious notteiirupt the flow of dialogue and find the optimadment when

they can deliver their message without intruding.
EXISTING BRANDS & THEIR STORIES

In the age of tweets, re-tweets and live updatmsous businesses are contending to leverageaWwerpof social
media to grow their businesses. The healthcaresinglis also joining the bandwagon. Hospitals idianhave started
using social media as a tool to boost their busigsSuper-specialty hospitals like Apollo Hospit&lortis Healthcare and
Max Healthcare are the forerunners in aggressipalguing social media marketing. Let's see how halspare using

social media.
Fortis Healthcare

Fortis Healthcare, a leading, integrated pan Asaific healthcare delivery provider, has its pnesein
11 countries. It has 647 video uploads on Yout#0 followers on Twitter and 59,120 likes on i@cEbook page.
The hospital also boasts of a Facebook applicdtimugh which a user can book an appointment witloctor anywhere
in India. On the occasion of Holi, it launched FoMalloon Pop challenge on its Facebook page amitteF and also
includes interesting cartoons depicting human bfadys. The hospital's blog is a wonderful exampfethee hospital
extensively markets its services and offers andiesout to patients through Health Check Screefatgents Education

Series and Get an Appointment.
Max Healthcare

Max Healthcare, one of the best hospital chainigdiia, has around 200 video uploads on Youtubeiaclddes
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testimonials as well. The leading healthcare chas an impressive 80, 895 likes on Facebook, 14fléwers on
Twitter and even a substantial presence on Pirtenids 179 pins and 10 boards. The hospital hatbeamt presence on
Facebook with Pink Connect, a breast cancer inidato inform and educate women about breast canoér the
importance of early detection, along with a forusn discussions and interactions. Enlighten — oreBaok provides an
interactive forum that offers educative and supgertices for obesity and bariatric treatment, @lasth success stories,
and aims to create awareness about fighting obdzitgdle of Joy, an interactive portal, offers peirey and mother and
child care related information and advice on FaokbMax Healthcare's fan page contains videos twide information

about healthcare to be taken during pregnancy ceslyefor women in their late thirties.
Narayana Nethralaya

One of the best super specialty eye hospitalscheatered in Bangalore, Narayana Nethralaya otfeesbest
service in eye care. It has 7600 fans on Facebodkhas been actively using Facebook to promote ammgp like
Eye Donation campaign and interactive posts likevHmod is your Glaucoma quotient?, Free Glaucomeesing for
patients, Bangalore Glaucoma Walkathon, etc. Iipieewith its social responsibilities, Narayana MNataya Foundation

funds KIDROP as its core belief is thatno child must go blind for want of financial resoes.

KIDROP also has a substantial presence in Facelamuk it uses the channel to create awareness about
Retinopathy of Prematurity (ROP), which is the legdcause of infant blindness in the world. Thefiias$ also uses a

SaaS-based social media tool, Simplify360, to cditipely implement social media concepts.

Several recent surveys and reports confirm tlatibhdern age patients seem to rely heavily oneselts of their
Internet search. People today log on to varioussited to gather information regarding their healtthile more than
60% of hospitals globally use social media platferriindian hospitals too need to cash in on the fiisnef using
social media by marketing their services and féedieffectively and utilize the social media piath for patient feedback

and improving patient care. After all, social medi&ere to stay and is not a passing fad!

WHY SOCIAL NETWORKING SITES?

Online Advertising on Social Networking Sites is Esential

Nowadays, not just teens but a lot of adults aregiSocial Networking Sites. All social media helgpromoting
your brand irrespective of what it is. The followiare the reasons due to which, the social netwgrgites are helpful to
build the brands.

» Targets Specific Group of People Makes Effective Agrtising

Marketer can target specific audience for adviedisheir product. People join groups in Faceboad ather such
networking sites. These groups consists of likemihdudience which may be very to target audienceasketer for their
brand promotion. As this way the marketer can gagilot their target audience and understand theme rolosely,

which in turn helpful to associate their productstte target audience.
» Helps to Establish Their Expertise and Relationshigvith Their Audience

The marketer share their knowledge with peoplevimm they are targeting. By sharing their knowledgel

expertise on any particular subject, they can &stalthe strong relationship with their audienciefeis. Once they win
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trust of people their chances of doing online besinwill increase tremendously. People like to dsifess with experts
they know. The marketer can establish their brandhixing with people in social networking sites. l@e advertising on
social media can get name more quickly than angrdtrm of online marketing. People visit sitesatetl to person they

know more often than any other site. That is whffitt of social networking sites is doubling eacay.
* Update Activities and Shares New Message Very Eaand Fast

Updating information on Twitter, Facebook, LinkedDrkut take only seconds. Addressing frienddp¥agrs,
community members and other connections is muciereissocial media. There are several free ondipglications that

allow marketer to update their status across skwétheir social media accounts simultaneously.
» Social Networking Sites Offer Free Online Advertisig

Most of the social networking sites are free. Ehisrno fee of any kind. Some of the free netwagldites are
Facebook.com, Twitter.com, and Orkut.com etc. Unkkarch advertising based on pay per click thiabnly consumes
time and money, social networking sites consumee tonly. The marketer can know their audience mdosety in

networking sites than PPC marketing.
* Reach Globally

Social networking sites are not limited to geodiiegl locations. There are 50 - 60 millions of eetmembers on
Facebook alone. Similar figures are there for otiters as well. People living in India are sellithgeir products in
US and vice versa. Live tweets are possible in fEwifThere are different communities and groups @éuno promote the

brands. Online advertising has reached beyondithensions of single country.
»  Community Involvement, Which Helps to Increase théAudience Base

Once people become member of Facebook, LinkedikutOTwitter etc. they can create their own groaps!
community and send invitations to fairly a largegy of members. Once they make the community, gtéeple join their
community who are interested in that communityprduct becomes obvious. There is no limit numbanembers that
join community or group. So the marketer can spribmir message with just few key strokes. The bigisig is that

marketer needs not any well planned hi-fi stratieggromote their products.
e Use of Social Media to Partner with Competitors

In spite of cut throat competition, in social netking sites marketer can team up with their coibprstto reach
interested audience. This spirit of co-operationetteps because advertising on social media isdreemarketer do not
lose anything as in PPC marketing. People are readyeven their competitors are ready to share thgierience to
promote their brand. There is more emotional toirchsocial media than any other platform of onlinarketing.

The number of customers/audience on these sodiabrigng sites is fairly large, so there is room &most everyone.

There are many more reasons why marketer shoeldasial networking sites for online marketing. ¥toan
develop strategies once they are into it. Doinginass, promoting brand and attracting and reachingotential

audience/clients are much easier on social mediadhy other form of online advertising.
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CASE STUDY
THE SUCCESS STORY OF APOLLO HOSPITALS
Apollo Hospitals

Apollo Hospitals is an integrated pioneer healteaarganization with owned and managed hospitédsgnbstic
clinics, dispensing pharmacies and consultancyigesyun addition to the group's service offeringattinclude healthcare
at the patient's doorstep, clinical and diagnosgevices, medical business process outsourcing,aahdst of other
services. The hospital boasts of more than 100ovig@oads on Youtube that include FirstAid, Pati€estimonials,
Chairman Speak, Apollo Hospitals' Initiatives, elfthe hospital has a massive 706,657 likes on Fatebod actively
engages its users through health quizzes, Tweetindr activities that help users to win vouchers amditing
merchandise. It also has 3967 followers on Twiffdre objective of the Health Quiz (launched on Fgjust 2012) was

to reinforce the health awareness of users andrdetivase who fare well in the quiz.

Apollo Prism, the cloud-based online Personal theRecord (PHR) service, helps users to receivecaganize
their health information, track and monitor heatid store their data securely. Apollo Hospitalspdgdore, has also tied
up with Groupon to launch health check programsafbage groups, thus leveraging the web-basedoptatto enhance

awareness about their medical services.

Meanwhile, Apollo Hospitals are building an incitdd awareness campaign through their social meefeork
and showcasing themselves as a social media saxggniaation. The organization through its adCelebrating
5 lakh fans on Facebook invited fans to join tieige list of 5 lakh friends by liking the page tarficipate. Users had to
complete the phrase-Health for me is... in 3-4 sentences and the bestesnivould receive gift vouchers. Thus, the
Apollo Hospitals' celebration drives home its oltjee: to create awareness about health and buildnéine community
for the long term. The organization is also quitéve on Twitter with regular quiz contests and ¢tiears at the end of a
month. Apollo Hospitals had recently held a tweation sports related injuries where queries wemvared by a

qualified joint care specialist, specializing inoBis Medicine.
SUGGESTIONS AND RECOMMENDATIONS

The following are some suggestions and recommamdatvhich would be helpful to brands to attractreno

attention of their target audience.
*  Online Purchase / Buying

The brands can also open up the option of onlimeh@ase/ buying, which in turn would be advantageouthe

brand itself to increase the sales of the brand(fdjne ordering of simple pathology tests & orlireporting.
* Video Conferencing

The ideas of video conferencing will a give marteractive look to brand, so that they are abledtanect their
customers more personally. As this way, the braads able to give more personal feel to their targedience,

which is right cord of every consumer.
* Live Webinar

e Online CME
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e Medical Second Opinion
e Google Ad Words
CONCLUSIONS

It is time to reap the benefits of this new dynamiedia called social networking site. They providenpetition
to traditional publishers for consumer attentiod ah the same time, facilitate new ways for pulgishand advertisers to

connect with their audiences.

Social media is about relationships and connectiorsocial media, the entire marketing philosofdhypuilt on
direct mass marketing. It helps to brand to undecstwhat people are talking about, is their highd bws with a

particular category or brand; it also influencess prirchase decision.

When brand listen they are into a position to gautocio graph and figure out, who is connected homy

who is talking to whom on a regular basis and wthay are talking about.
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