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Abstract: The necessity to improve the quality of health services is a growing concern of all
stakeholders involved in providing medical assistance.
Effective communication establishes interpersonal relationships with patients, enabling timely and
accurate treatment decisions.
This study aimed to assess the perception of Medical Rehabilitation specialists regarding the usage
of Marketing Communication principles.
It was conducted in the The National Center of Neurorehabilitation for Children “ Dr. N.
Robanescu” Bucharest, Romania and included 85 participants with the following positions:
physicians, psychologists, physiotherapists and medical assistants.
According to the findings, 80% of medical staff stated that all useful information is provided to
patients in a clear and accurate manner, which is also the desired quality management.
In the current study, “face-to-face” communication was found to be the most successful method of
communication.
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1. Introduction

It is acknowledged that there is a need to improve the quality of health services at a
world wide level and there is a growing concern for all the stakeholders involved in
providing healthcare assistance [1]. To address this need, health care organizations have
to be compliant with the demands of medical staff, because the behavior of satisfied
personnel may be observed in the interactions with patients [1].

Limiting clinical errors, while simplifying the resources and services provided so as to
improve the standard of medical care, is a challenge for any health care service providers
[2].

Since 1922, when the Society of Medical Hydrology and Climatology was founded in
Romania, the Romanian School of Recovery, Physical Medicine and Balneoclimatology
has experienced continuous development, the SPA practice integrating the scientific
acquisitions of Physical Medicine and giving a special importance to prevention [3].

The indicator of patient long waiting time before benefiting from recovery services
reflects the patients” pressing needs, with implications for them in limited activities and
decreased quality of life [4].
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The efficiency of the recovery service is offered by the modern therapeutic devices, but
alsoby the most appropriate communication between specialists, between them and
patients, because appropriate communication significantly contributes to an increase in
the health care quality of services [5].

As such, communication improves the efficiency of medical services by providing clear
information to ensure proper case management. Given that it takes time for a medical
team to build the required expertise and interpersonal skills, teamwork is an essential
component of health careservices.. To ensure that patients receive high-quality care,
medical specialists should be trained to actively listen to patients and interact with
colleagues in other field [6].

Moreover, the literature also shows that teamwork and effective communication are
considered essential for providing quality and safe health services [7].

Communication is the basis of the relationship with the patient in the medical
environment, it ensures the stability of interpersonal relationships through which
information and decisions related to treatment are provided. Medical decisions are taken
in collaboration with patients to improve the quality of the medical act, which, according
to the specialised literature, enhances the efficacy of therapeutic interventions, as well as
patient compliance [8, 9].

Marketing communication consists of informing, persuading, influencing, and
reminding the available public about the services [10]. Marketing communication within
health services is conducted internally through the interaction between employees, or
externally through meeting the needs of health care services [11].

In addition, health professionalsrevealed that achieving quality communication
ensures optimal results in the treatment of patients [12].

Marketing, as a basic process of development and provision of medical services in the
health system, operates on specific practical principles. The aim of Marketing is to create
and investigate the demand for such services, as well as the supply of such services.
Consequently, on the health market, patients for whom the optimization of treatments
depends on the proper functioning of health services assume the role of consumer [13].

Health organisations can improve patient satisfaction by providing patient-centred
health care services [14].

Thus, theaim of this case study is to assess the perception of the specialists working in
a health care organization about the marketing communication used in The National
Center of Neurorehabilitation for Children “ Dr. N. Robanescu” Bucharest, Romania

The specific objectives of the study are (1) to analyze the level of communication and
collaboration between the employees of the National Center and the pacients’ family
members or caregivers, and (2) to ascertain how the medical staff from the The National
Center of Neurorehabilitation for Children “ Dr. N. Robanescu” Bucharest, Romania
communicates with the patients and family members or caregivers.

2. Materials and Methods

The sample of specialists who were included in the study was 85 and they were all
employed in the The National Center of Neurorehabilitation for Children “ Dr. N.
Robédnescu” Bucharest, Romania. Specialists had the positions of physicians,
psychologists, pharmacists, biologists, physiotherapists, and medical assistants, being 61
(71,76 %) women and 24 (28,24 %) men.

Participants in the study agreed to take part, after presenting the aim of the research
and the conditions of confidentiality and anonymity.

The data was collected with a self-administered questionnaire, which consisted of 36
items, but only 4 were selected for this study. The 4 questions related to the perceptions
of the specialists regarding the communication process with the patients or their
caregivers or family members.
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The study received a Ethical approval from the Ethics Committee from the National
Center of Neurorehabilitation for Children “ Dr. N. Robanescu” Bucharest, Romania, no.
7514/ 25.09.20109.

The data was analyzed with SPSS version 22, and the Chi-square test was used at a p

value < 0.05, as considered statsitically significant.
3. Results

Participants
Of the 85 subjects, 37 (43 %) persons were medical specialists, 2 (2 %) had paraclinical
positions and 46 (55 %) had paramedical positions (Table 1).

Table 1. The distribution of the staff by education level

Category No | Percentage
Position Physician 37 | 43%

Paramedical | 46 | 55 %
Paraclinic 2 2%
Level of education | High-school | 22 | 25,88 %
University | 63 | 74,12 %

Out of the total, 22 persons (74.12 %) had higher education.

The subjects’ mean age was 41 and ranged from 23 to 53.

The vast majority of respondents stated that they collaborate with the patients’ family
in carrying out the medical/ therapeutic act (91,8 %), but there were (8,2 %) persons who
admitted they sometimes collaborated with the caregivers of the patients (Table 2). In
addition, there were 29 (93,54 %) physicians who usually collaborate with the patients’
caregivers and there were 49 (90,74 %) of the participants who sometimes collaborate
with the patients’ caregivers (Table 3 and Figure 1).

Table 2. Frequency and percentage of collaboration with the patient's family in carrying
out the medical/therapeutic act

Do you collaborate with the patient's family |Frequency |Percentage

in carrying out the medical/therapeutic act?

a) Yes 78 91,8 %
b) Sometimes 7 8,2 %
c) No 0 0 %

Total 85 100,0 %
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Table 3. Collaboration with the patient's family in carrying out the medical/ therapeutic act

by professional position

Do you collaborate with the patient's| Total
family in carrying out the medical/
therapeutic act?
a) Yes b) Sometimes |c) No
Professional |Physician 29 (93,54 %) |2 (6,45 %) 0 31
position Other categories |49 (90,74 %)|5 (16,12 %) |0 54
Total 78 7 0 85
80
70
60
>0 B Other categories
40
20 Physician
20
10 -
0 B
Yes Sometimes No

Figure 1. Collaboration with the patientss caregivers to perform the medical/ therapeutic
act by professional category

Regarding to what extent the patients or the patients’ caregivers are informed about
the offered services by the organization, the majority of the staff stated that they are very
informed (29; 34,1%) and well informed (43; 50,6%) about the health care services (Table

4).

Table 4. Frequency and percentage regarding informing the patient/ relative/ visitor about
the services offered by the organization

To what extent do you think that the patient/ relative/ visitor is |Frequency |Percentage
informed about the services offered by the organization you
represent?
a) Very informed 29 34,1 %
b) Well informed 43 50,6 %
c) Satisfactory 11 12,9 %
d) Little informed 2 2,4 %
e) Uninformed 0 0 %
Total 85 100,0
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In Table 5 it may be observed that physicians are convinced that the information provided
to patients and to their caregivers is accurate, but there are employees who believe that the
patients and the caregivers are both little informed (9; 16,67 %) and uninformed (2; 0,37 %)
(Table 5 and Figure 2).

Table 5. Informing the patient/ member/ visitor about the services offered by the

organisation depending on the professional position

To what extent do you think that the patient/ member/|Total
visitor is informed about the services offered by the

organization you represent?

a) Very b) Well ¢) Little d) Uninformed
informed informed informed
Category |Physician (14 (45,16 %) |15 (48,39 %) |2 (6,45 %) 0 31
Other 15 (27,78 %) |28 (51,85 %) |9 (16,67 %) |2 (0,37 %) 54
Total 29 43 11 2 85

Uninformed

Little informed

S
N
[y
(6]

Phisician
Satisfactory
H Other
Well informed
Very informed 14 _

0% 20%  40% 60%  80% 100%

Figure 2. Patient / member / visitor information about the services offered by the

organisation depending on the professional position

Table 6 reveals that the vast majority of respondents prefer to inform or communicate
with the patients and their caregivers face to face (57; 67,1%) and by telephone or online
(20; 23,5%) (Table 7 and Figure 3).
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Table 6. The frequency and percentage regarding the achievement of communication/

information/ patient/ relative/ visitor

What is the preferred method to inform or|Frequency |Percentage
communicate with the patients or with his
caregivers?
a) Face to face 57 67,1 %
b) Through the organization's website 20 23,5 %
c) By e-mail 4 4,7 %
d) By telephone 20 23,5 %
e) Through conferences 9 10,6 %
f) Through video presentations within the Center (9 10,6 %
g) Through printed materials 18 21,2 %
h) All of the above 0 0 %
Total 85 100,0

All of the abrove | §

Through printed... q1§ 1.2

Through video... = 906

Through conferences
By telephone
By e-mail

Through the...

Face to face

B jos B Percentage
—263.5

T

—2 $35
—57 67.1

Frequency

0 20 40 60 80

Figure 3. The preferred physician and staff’'s methods for informing or communicating

with the patients or caregivers

The analysis of the responses by professional positions reveals that, with the exception

of the "Face-to-face" method of communication, the percentages for all other methods of

communication with the patient are higher for the physicians (Table 7 and Figure 4)

Most of the times, the patients and the caregivers are informed in a face to face manner
(30; 96,8 %), by telephone (22; 71 %), and by printed materials (21; 67,7 %) (Table 7).

Moreover, the vast majority of participants communicate to patients and to their

caregivers all useful information (68; 80 %).
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Table 7. Frequency and percentage regarding communication/ informing/ patient/

relative/ visitor by professional position

How is the patient/ member/ visitor|Physician Other qualification
informed? Frequency |Percentage |Frequency|Percentage
a) Face to face 30 96,8 54 100,0 %
b) Through the organization's website |21 67,7 26 48,1 %
c) By e-mail 13 41,9 19 35,2 %
d) By telephone 22 71,0 26 48,1 %
e) Through conferences 17 54,8 19 35,2 %
f) Through video presentations within|18 58,1 20 37,0 %
the Center

g) Through printed materials 21 67,7 24 44 4 %
h) All of the above 0 0 0 0 %
Total 31 100 54 100,0

Table 8. The type of information provided to patients or caregivers by the physicians or

other category of employees

Do you communicate to patients/ relatives/ visitors|Frequency |Percentage
only information about the services you offer?

a) All useful information 68 80,0 %

b) Only related to my work 14 16,5 %

¢) General information only 3 3,5 %

d) Sometimes 0 %

e) Never 0%

Total 85 100,0 %

The following figure shows us that the percentages of responses to the question "I
communicate all useful information" are roughly the same in the “physician” (80.7%)
versus “other” (79.6%) professional categories. The chi-square test for concordance gives

a p-value of 0.991, suggesting that the distributions of the responses in the two categories

correspond.

Never d
Sometimes d
Only general... :
Only related to my... 5914)
All useful information

0 50

100

25 MaTean)

150

Phisician
Other
Total

Figure 5. Communication of information regarding the services offered by professional

categories to patients/ relatives/ visitors
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4. Discussions

Marketing communication helps recovery specialists create a positive image of the
services they provide, which leads to the establishment of correct and building
trustworthy relationships with patients [15].

Patients benefit from Marketing Communication by developing positive relationships
with the healthcare facility and its specialists, exchanging information, and having easier
access to medical care.

To provide the best possible patient care, healthcare workers must adjust their
attitudes and behaviours [10].

According to the scientific literature, good communication and consultation between
specialists is reflected positively in the patient's state of health, as well as in the quality of
the medical act, strengthening patients' confidence in the medical services offered.
Communication is indispensable in health services and is becoming a habit in medical
practice .[16]

According to a study carried out in 2020, a good patient partnership is built on
knowing the patient as a whole and his functional demands [17].

The “face-to-face” communicationwas selected by most of the respondents, and is also
considered in the medical literature as the most useful form of communication [17].

Furthermore, the literature shows that the forms of communication that have appeared
in the digital age are not as effective as face-to-face communication; although patients are
satisfied, the medical staff do not have the same perception [17].

According to the quality management perspective, 80% of medical professionals
believe that all useful information and services offered by medical specialists are
communicated to patients in a clear and accurate manner.

As a result, it is preferable for all medical workers to attend training and
communication enhancement courses to understand how to achieve good communication
between medical service providers and their patients [18].

Limitation

This findings of the study carried out within the The National Center of
Neurorehabilitation for Children “ Dr. N. Robanescu” Bucharest, Romania referred only
to the perceptions of the employees of this health care organization and cannot be
generalized or extended to other medical organizations. Another limitation consists in
the small sample of respondents, so the findings of the case study should be analyzed with
caution.

The cross-sectional approach measures the outcome through simultaneous exposure
and response time is a limitation. In this study, no reference was made to the past or to
the evolution in the future.

5. Conclusions

Face-to-face communication remains the most effective type of communication in a
health care organization.

Employees who have a positive perception of their health care organization will
transfer that confidence to their patients. As a result, Marketing Communication may be
a useful strategy for improving health care brand promotion reputation. The efficient
implementation of Marketing Communication is closely linked to employee
communication and external marketing efforts.

A larger sample size may increase statistical power and allow us to better understand
our results.
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6. Patents
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