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Abstract:  Marketing co mmu nication i n  healthcare has i n t h e p ast involved  the  use of t he  one  wa y lo w risk, fear 
ap peals,  which have i n  mo st c ases been ineffecti ve.  Anal ysi ng t he potential o f  mar keting f o r the  medical and 
healthcare organizatio ns,  t his r esearch highlighted  the signifi cance o f a val ue -based appro ach, incl uding persona l -
ised digital  marketi n g and rele vant  solutio ns. E xploring four  healt hcare ca mpaigns and conducting an o nline que s -
tionnaire  wi th 50  participants,  incl uding healthcare  an d  non-healt hcare pro fessionals, the  st ud y co mpared the e ff i-
cienc y o f affir mative and pers onalised  messa ging a gainst  fe ar ap peals. T he d ata wa s colle cted  through self -
co mpleted  questionnaires  wi th fifty participan ts; b oth  healthcar e pro fessionals (do cto rs a n d nurses) a nd  non -
healthcare professiona ls. T here is eval uation o f the ca mpaigns  with the help o f the  frequenc y anal ysis usi ng t hree 
ca mpaigns  fro m 202 3 and o ne ca mpaign fro m 201 4. T hese ca mpaigns  were co n sidered  acco rd ing to the tone o f the 
message s  where t he p ositi ve tone, the fear e voke, the to ne of personalizatio n, and the  so lutions offers a spects  were 
co nsidered . T he stud y sho wed  that the  solutio n -oriented  ca mpaigns  were consider ed the  most persuasive. Micr o -
ca mpaigns recei ved consider a b le inte r est due to its abilit y to  d irect the ca mpaign at uniq ue  groups and cons u mers. 
Co mpared  with  fear ca mpai gns, there  was  ver y lo w favour  f o r the latter i mpl ying t hat the y ar e not p referred  b y the 
consumer.  Such observa tion r e affirms t he  need especiall y i n health ca r e  mar keting  where  the solutions ap pro ach 
and cons umer -ce ntric co mmunication do minate s to establis h a u nique co n nectio n  with the consumers t ha n dra wing 
hence,  full y disco uragi n g the  use o f fear ap p eals in co mmun ic atio n.

Key words: Healthcare  mar ket ing, pe rceived ris k, brand lo ya lt y, custo mer  tr ust, personaliz ed  messa ging, c usto m-
ized  solutions.

1 .  INTRODUC TION

Marketing, bo th traditional a n d digital, has beco me t he b ack bo ne for busine sse s, raising aware ness about 

business a nd lead in g to its develo pment. Ho w ever, a n area  where  marke tin g principle s are not full y ap plied is 

healthcare.  Despite bein g 10% of the GDP  o f mos t d evelop ed co untries, healthcare i ndustr ies still see m to b e  wor k-

ing i n silo  when it co me s to using mar keting principle s ( Mo nce y & Bas karan, 2 0 2 0 ). W hile  marketi n g toda y is i n -

dispensab le in b usi ness, esti mated  to  reach a cost o f $7 86.2 billion for  digital  marke tin g alone globall y b y 20 2 6, this 

is a sign that  marketing is i mp o rtant in creati ng  visib ilit y a n d  brand loyalt y, a s noted b y  P urcarea, ( 2 0 19). T he 

healthcare industr y still appear s hesita nt concer ning t he  full a p plication of the se p rinciples.  For instance,  withi n the 

UK alo ne, it is anticipated  that  £276  b illion  will be spe nt on  healthcare b y the  year 2 0 25 . Despite this fact, t he i ndus -

tr y still use s effective  market  mecha ni s ms s uc h as targeted  a d vertising, personalized  messa ging a nd social  media 

outreach that  might  work to wa r d s bridging the gap t hat exist s bet wee n hea lthcare p ro viders their custo mers, and 

patients (Krup skyi  & Stasiuk,  2023) . T o further support this assertion, it ca n be identi fied that only 35% of the to tal 

healthcare service s operating withi n the UK  make acti ve u ti lizatio n of di gital  marketing te chniques to e n gage  with 

their audie nce effecti vely ( Aggar wal  et  a l., 2020). T his is significant becau se the p ro ble m wit h the co re  o f thi s r e-

search involves two i nefficie n t  market ing strategies that ca nnot help to  b uild and  ma i nta in tr ust a nd lo yalt y fro m  their

cu sto mers i n the heal thca re industr y.
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2. LITERATURE REV IEW

Custo mer tr us t, perceived risk and custo mer lo yalt y act as a  guide to  mar keting and  sustai n ing custo mer r e-

lations hip. Ho we ver, in the he althcare and  medical pro d ucts industr y these d yna mics  ha ve their o wn speci fic  fe a-

tures due to  the  specific  sensit ivit y of consumers t o que stions of sa fet y, e ffectivene ss a nd  complia nce  with the r e-

quire ments o f the e xistin g le gi slation (Nel sen, Nel sen  & Wal lace, 2 0 21). T his liter ature r ev ie w t herefore foc uses on 

ho w the se factors are r elated, p ar ticularl y i n the co ntext o f the UK hea lthc ar e i ndustr y, co mpri si ng orga ni sations  suc h

as t he National Hea lth  Se rvice (NHS) and the Med ici ne s and Healt hcare pro ducts Regulator y Agency  (MHRA).

In ge neral, custo mer tr ust is  widel y considered to  b e a major factor that leads to brand lo ya lt y, especiall y in 

suc h ind ustries as hea lthcare ( P urcarea, 2019). I n the UK, tr ust i n  medical pro d ucts is ofte n backed  up b y li nks to 

cred ib le regulator y agencies.  Another i mportant  factor is the r ole o f the NHS and MH R A as their approval gives 

confide nce in sa fety and  effect ivene ss o f the product. Greszc zuk  et a l. ( 2 01 8 ) sho w that U K consumers are  more 

likel y to trust  medical pro d ucts connected  with t he NHS,  wh ich is evidence o f tr ust i n publ ic  healthcare organiz a -

tions. T his trust d irectl y tra nsl ates to  lo yalt y since c u sto mers  are  more like l y to conti n ue patronizing br ands that the y 

co nsider trust wort hy, e speciall y for brands in t he over -the-counter a nd other  essential  healthcare pro ducts (Bir khä u -er

et a l., 2017). As Po rtal  et  a l. (2 019) noted tr ust leads to attitudina l  lo yalty  whereb y consumers have a  fa vorab le 

attitude to wards trusted brands. For instance, co mpanie s suc h as Gla xoS mithKline (GSK)  operating in the UK  have 

benefited  fro m t his phe no me n o n because t he y have lo ng co mp lied  with the regulatio ns o f the British  m arke t and  have

significa ntly contributed  to  p ublic health pro gra ms (B er lin & B ünder,  2 02 2) T his trust  lead s to r ep eat patro n-age and 

brand lo yalty especial l y in i ndustries  where the co nsequences o f choosing t he  wro ng br and ar e d ire such a s the 

phar maceut ical and  heal th  sectors. Ho we ver, the co mpeti tive na ture of the private a nd NHS -e ndorsed  p rod ucts ma y 

pose so me pro blems in t h is pr ocess of developin g trust. A stud y b y Mi yake  & Kuntsman (20 2 2) shows that 

consumers are  more lo ya l to  pro d ucts  with t he NH S logo  tha n those  fro m private brands, e speciall y whe n there is 

little infor ma tion on the effect ivene ss o f pro d ucts. T he private healthcare brands such as B o ots have, ho we ver,  sho wn

that tr ust ca n be built thro ugh the deliver y o f qua li t y prod ucts and  services, c usto mer relations, and p r od uct reliab ilit y 

(Nelse n et a l., 2021).

Per ceived  r isk pla ys a n esse ntial r ole in influe ncing br and loyalty,  mai nly across t he healt h care and  medical 

products sectors as consumers  will o nl y use brands to  whic h the y per ceive a s sa f e and effe ctive. W o rk do ne by El 

Sheri f et al. ( 20 18) states that  per ceived  r isk is a  factor contributing to cu sto mer i ndec isio n  co ncerning the use o f 

medical pro ducts. Nonet heless, these outco me co me  with the  assumptio n of ha ving specific  appr oval such as  t hose  of

the  ‗NHS appro ved  UK o r MHRA‘  which  makes these  findings restricted to  the  mar ket s that are not developed . Zhou

et al. (201 7) stress the  n ecessit y to follo w t he give n regulation s and disclose i nfor ma tion, ho we ver, the pr op o -sitions 

of t he authors  ar e b ased more o n UK r elated  wor ks t hat  ma y  not incl ude rich relati o nships  with different global 

regula tor y conditions. Like wise, N AMS A (20 24 ) examines difficult ies of  ne w or f o reign brands but a lac k of sur ve y 

evidence diminis hes t h e author‘s as sertion t h at perce ived  risk i s invariabl y a pr o b lem for b r and uptake. E ven authors  

who  state t hat  mana gi ng ri sks regardin g the  flo w of  infor mation  mi g ht be solved  t hro ugh co mmunication  and 

co nsumer educat ion, such as B o ve & Benoit (2 02 0) , do not co nsider the ca ses  w hen consumers ca n not trust t he 

source b y default. For ins tanc e,  the  wa y app lied to ed ucation of t he consumer  which led t o  the succe ss of Sano fi 

(P errot  et a l., 20 19) might  not work  for ne w brands. In additi o n, Aggar wa l  et a l. ( 20 20) state that perceived r i sk  ful -l y

mediate s the rel atio nship bet wee n trust and lo yalt y; ho we ver, so me other  factors  mi g ht  also exist, i ncl uding pr o d-uct 

quality a nd brand  image. It  r evealed quite an i mpor ta nt perspective b ut d oes not p ro vide  muc h insi ght into  ho w 

exactly the se d yna mics cha n ge over ti me due to the abse nce  o f a longitudi nal dataset.
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T his literature co ncern s the influence o f perceived risk bo th o n the iss ues of reg ulator y app r oval and o n the 

nature o f the relatio ns hips bet wee n a b rand lo yalt y and its cl ients i n t he sph er e o f healt hcar e.  Ho wever, a significant 

dr a wback is that t he give n  wo rk is conducted  t heo reticall y r ather  tha n e mpirical l y, a nd the  furt her discussio n  mos tl y 

refers to case studies of t he consolidated  co mpany,  suc h a s Sno fi (P erro t  et a l., 2019;; Slinn,  2 01 7 ). Relevant r e -

search tha t ha s focused  o n pe r ceived  ri sk has  made fe w atte mp ts to realise co mpetitive  forces or the aspect o f ma r -ket

fa miliarit y (Bove  & Benoit, 2 0 20 ; Aggar wal et a l., 2020). Moreo ver, while literature r evie w revealed  t hat reg u -latory 

e nd o rse me nt or targeted  co mmun icatio n a ffects consumer attit ude and lo yalt y do minant l y and acro ss diffe rent 

healthcare  markets, there i s lit tle int e grated  r esearch do ne in this area. Suc h researc h gaps  reco mmend that  f u ture 

work overco me the limi tatio ns  o f th i s stud y b y e mp lo yi ng e mp irical as  well a s cross -mar ket r esearch and p ro viding 

pr actical i mplications for fir ms as the y enter o r o p erate within regulated healthcare  mar kets. Such r esearc h could offer

a  b etter understandi ng o f  the relation betwee n perceive d  risk assurance o f trust and brand lo yalt y in high risk, highl y 

regulated  i ndustrie s.

3. M ETHODS

T his stud y used quantitative r e search  method olo gy to  gather  and  analyse data,  co ncentratio n on the aspect  of

healthcare  mar keting ca mp aigns. T his research  wa s  d evel o ped  a  structured  questionnair es for the purpose o f data 

co llection T o  imple ment t hi s research, a cross section o f a sa mp le population  was reac hed  through the ad mi nistr a-tion

of a str uctured  questio nna ires,  which enabled  the resear cher to  co llect p rim ar y data t h at  wa s in line  with t he objec tive 

since it see n fro m t h e follo wing; T he use o f quanti tative d ata  was especial l y ap pro p riate for this research since 

qua nti tati ve data  gather s  factua l r esponses,  mixes t he range o f feeli n gs, a nd  helps to compare ra tin gs across the 

groups of particip ant s. T his  method ac co rd s  with the other s ystematic researc h tha t found t he analys is of t he str u c-

tured  d ata as crucial to stud yi n g the c usto mers ‘ beha viours ( Susila wati  et a l., 2 0 25 ).

T his stud y involved t he 5 0 particip ants,  whic h inc lude d octo rs, nurses as  well a s other  p racticing  medical 

do cto rs. T o achieve t his, t he decision wa s  made to target only healthcare pro fessionals to  make  sure t hat t he co llec t-

ed  d ata sho ws a level o f profe ssional  wisdo m a nd p ractical experien ce i n healt h care  mar ke ting ca mpai gns. T his 

ap pr oach avoided the b iases that  might  ha ve b een brought b y responding population  ge nerall y and  guara nteed  that 

the feedback made  was infor med b y professionals  wi th in t he  health care centers ( Ahmed, 2 0 24 ).

In co llectin g t he d ata structure d ad minis trative que stio nnaire *  was  used,  maj o rl y, close end ed  q uestions  were
used to  facilita te the co ll ec tion of data.  T hese questions  were desi g ned  to assess parti cip ants ' impressio ns of 
healthcare  marketin g ca mpa ig ns across  fo ur ke y di mensions : positive co mmunications, thr ea t ap peal,  individualiz a -
tion, and call to  action. T his is in line  wi th the qua ntitative r e search par ad igms  whereb y c losed ended questions  were 
used  in or der  to co mpare  and q uantif y the r e spon ses recei ve d . Since the purpose  was  not t o  o btain quantitative d ata, 
there  was  no need  to b ias the s a mple to wards a n y sp ecific  ge ograp hic region Ho we ver, si n ce the questio n naires  were 
to b e filled online  via e ma il, t his  wo uld ensure tha t the par ti c ip ants are co mfortab le at  their  workstation or at ho me  to
co mplete s the m.

T his data  was e val uated  using  Frequenc y  Anal ysis, a tec hniq ue o f stat istic s tha t foc uses i n i d entifyi n g the 
number o f ti me tha t cer tain or ce rtain types o f variables app e ared  in the data set. T he use of this  method  wa s  most 
ap pr opriate co upled with t he nature of s urve y as it  helped  the  researchers to establis h simila r ities and d ifference s of 
participants ‘ perceptions. Fr eq uency  Anal ysis  was t he ke y in identifying  what par ts of heal thcare  mar keting ca m-
paigns ap p ealed to  the participants, t hus the i mpact o f t he str ategies  used  co uld b e easil y deter mi ned.

4 . RESULTS AN D DISCUS SION

T he surve y sho ws that c a mpai gns using positive  messagi n g are more ap p ealing and li kel y to receive su p -
po rt; co mpared  to those that ar e negative,  fearful, o r disgusting. 40 % of t he participants lik ed  the ―HearHer‖ ad  for 
being  more p ersonab le. In contrast, smo king a nd tob acco  ads  were per ceived  as  more  fearful and difficult to r elate to
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by 31 %. T he sur ve y al so ai me d to  understand the tre nds i n " fearful"  healt h ca mpaigns ove r the p ast 10 years. It  was 
observed that the tob acco  ad  in 20 14  wa s perceived  as  more  fearful and difficult to relate t o  b y 21% co mpared  to the 
s mo king ad  in 20 2 4,  which  wa s perceived  as suc h b y 10%. 4 0% of the p artici p ant s expressed  their  willi n g ness  to 
supp ort ca mpaigns providin g solutio ns, and 2 8% pr eferred  more personal ized  ca mpaigns.

"T he Fear-Persuasion  Relatio nship"  was previousl y studied b y R.F. Soame s Jo b . On the potential har m of

ineffect ive  healthcare  ca mpai g ns, it s tates " the ine ffecti ve us e o f fear in  healt h promotio n c a mpaigns  ma y have  more 

serious con seque nces than t he  tangible  wa ste of time, e ffort,  and  mone y: s uc h ca mpai g ns  ma y prod uce the oppo site of

the d esired ef fects,  ma king the target a udience  more  likely to continue  with the unhealt h y be havior. T he argument 

that ineffective  fear ca mpai gns  ma y immu nize t heir audienc e  against t he  me ssage is  not ne w (Greszcz uk  et a l. ,  20 1 8).

Ho we ver, the lo w appeal o f the ―Smoking 2 0 1 4 ‖   campaig n suggests that fear -based strate g ies  might not 

work at t he sa me le vel of s ucc ess i n the prese nt conte xt of t h e healthcare  market ing. W hile  i mple menti n g the t hreats 

of smo king the  mes sage o f t hi s ca mpaign  ma y not have  focused  o n the personal,  which  ma de it not as reco gnizable 

or  effective. T he boring app eal o f the  ―Smoking 2 0 2 4 ‖  camp aign i s clearl y inter m ed iate bet wee n that of t he 20 14 

ca mpaig n but  still belo w the c a mpaign of ―HearHer 2 0 2 4 ‖  and ―Diabetes 2 0 2 3 ‖ .  Mo st imp o rtantl y, these result s 

highlight t he significance o f ar riving  at ca mpa ig n me ssages that not o nl y ed ucate b ut are  also positivel y fra med, 

targeted and presented in a  ma nner t hat dep icts an ind ivid ual  exper ience. T hus, it  would b e b est if the  healthcare 

marketer s did not rel y on fear  ap peals but co ncentrate o n cre atin g lo ng-lasti n g relations  wi t h the i nte nded audience s 

(El Sherif et a l. 2 01 8 ).

Similar l y, there  wa s about 11  tick  mar ks  for the happ y and f u n that ca n be related  to  campaigns. T his sho ws 

that  fun -killed ap pro ach in communicatio n wor ks i n t he hea lthcare  sett i ngs, alt hou gh it is l ess po wer ful tha n t he s o -

lution-seeki n g or  p ersonal appeal ca mpaig ns. T he least po pu lar ca mpaigns are the  fearful o nes, and  o ut o f the r e -

spondents o nl y 4 li ke thi s kind  o f a ca mpaign. T his i mpl ies t hat threat -based  messa ges b e l east pe r suasive, p er haps 

bec ause o f t he negati ve feel ings the y el icit, i mpl ying a a udi en ces ‘ reaction of averti ng ins tead  o f pr omoting. T o  b e 

precise, the results sho ws  ho w impactful a nd enga gi n g healthcare ca mpaigns  wit h specific  mechanical  solutio ns a nd 

tailore d me ssages are needed while  not ruled out is the conv e ntional p osit ive a nd engaging ca mpaigns. P unis hment 

based campaig ns ho wever  see m to b e the  most ine f fective in  motivat in g peo ple (Gur, 2020). T hese results s upp ort  the

need  to e mp hasise o n posit ive ca mp ai g ning,  where solutions to the p ro ble ms are offered  and  personalised  to fit the 

targeted  consumer ‘s i ntere st in  health care in an e ffort to  enhance consumer ‘s confidence and  loya lt y.

Fi gure 1 Th e most appealing ad 
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0

HearHer 2024 Smoking 2024 Smoking 2014 Diabetes 2023

Fig .  (1).  The most app ealing ad.
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Fig. ( 1 ).  P resents a co mparison of four healthcare  mar keti n g  ca mpaigns: T here ar e so me succes sful e xa m-

ples: ―HearHer  2 0 2 4 , ‖  ―Smoking 2 0 2 4 , ‖   ―Smoking 2 0 1 4 , ‖   ―Diabetes 20 23 . ‖  T he chart demo n strates that t wo ca m-

paigns,  which  were p ro b ably mo st attracti ve to the sur ve y ed  p eop le, received  the hi g hest mark of roughl y 20 . On t he 

other hand t he ca mpai g n ―Smoking 2 0 2 4 ‖  wa s fa ir l y appealing,  ―Smoking 2 0 1 4 ‖  ap p eal wa s quite lo w and onl y a fe w

of t he participants  felt the  ca mpaigns  were ap pealin g.It  wa s also established tha t th e  ―HearHer  2 0 2 4 ‖   and ―Dia-betes 

2 0 2 3 ‖   campaigns receiv ed a  lo t of su p p ort due to its positive, call to ac tion  feel t hat  worked  well  with t he ta r -get 

group. T he y pro bab ly also  used aspects o f indi vidua li s m;  detailing partic ular healt h t hreats in wa ys t hat cou ld  b e 

easil y understoo d and fun. T he success of these ca mpa igns i s  we ll aligned  wit h finding o f p ast research that 

healthcare  marketin g is  most e ffective  for  audience based o n  support rather than  fear.

Similar l y, there  wa s about 11  tick  mar ks  for the happ y and f un that ca n be r elated  to campai gns. T his sho ws 

that  fun -killed ap pro ach in communicatio n wor ks i n t he hea lthcare  settings, alt hou g h it is l ess po wer ful tha n t he s o -

lution-seeki n g or  p ersonal appeal ca mpaig ns. T he least po pu lar ca mpaigns are the  fear ful o nes, and o ut o f the r e -

spondents o nl y 4 li ke thi s kind  o f a ca mpaign. T his i mpl ies t hat threat -based  messa ges b e l east persuasive, perhap s 

bec ause o f t he negati ve feel ings the y el icit, i mpl ying a a udi en ces ‘ reaction of averti ng ins tead  o f pr omoting. T o  b e 

precise, the results sho ws  ho w impactful a nd enga gi n g healthcare ca mpaigns  wit h specific  mechanical  solutio ns a nd 

tailored  messa ges are needed  while  not ruled o ut is t he conve ntional p osit ive a nd engaging ca mpaigns. P unis hment 

based campaig ns ho wever  s ee m to b e the  most ineffective in  motivat ing peo ple (Gur, 2020). T hese results s upp ort  the

need  to e mp hasise o n posit ive ca mpai g ning,  where soluti o ns to the proble ms are o ffered and personalised  to  fit  the 

targeted  consumer ‘s i ntere st in  health care in an  e f fort to enha nce co nsumer ‘s co nfidence  and loya lt y.

Most appealing  health care 
campaigns
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When  the
campaign he lps
fin d a soluti on
to your heal th

need s

when the 
campign is

fearfu l

When  the            When the 
campiagn is         campign is

more hap py and  more pe rsonal
fun

Fig .  (2)  Mo st app ealin g Health care campaigns .

Fig. ( 2 ).  Helps in understa ndin g which  healt hcare ca mpaigns  ar e appealing to p eop le.  T hese are petty -

selve s, j o yful a nd humorou s, s car es, and  find -solutio n-to -hea lth -problem ca mpai gns. T he mo st attractive ca mpaig ns 

thereb y represented  b y the highest bar  ar e those tha t assi st p eo ple in getti ng a  solutio n to whate ver  ails the m. T his  has

been app arently the  most r e sponded  category  with about  2 2 r espo ndents  who  p referred  this  kind o f ca mpaign. T his 

implies that p eo ple  wo uld rather co nfor m to healt hcare  ca mpaigns t hat are solution -oriented and p ro vide the m wit h 

the sol utions to so me o f the p ro blems the y  ma y  b e fac i ng i n their health. Co nsequentl y, the ot her closest ca m-paigns  

which are  more p erson alized  were the  ne xt  mos t attractive,  with 13 per sons being pi cked. T his means t hat whe n a 

ca mpaign i s personaliz ed  and clo sel y relates to an individual, t hen it  wi ll ha ve a gr eater  i mpact in hea lt hcare. T he 

r esults i mp l y t hat peo p le might b e  more a ffil iated  with ca mpaigns  whic h per tain to th eir self -i nterest,  which, i n turn,  

ma y mea n tha t indi vidua ls are  more inclined to  commit  to wards  mea ni ngful  message s  that are clo ser to the m.

5



2025, Vol. 1, Issue 1 
doi:10.x/journal.x.x.x

Keyaan  Nanj wani

Improvement in 2024 smoking ad
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Fi g .  (3)  Impro vement  in  2 024 smo kin g ad .

Fig.  ( 3 )  D epicts  t he  responde nts'  p er cep tions  o f  what  wo uld  make  t he  a nti -s moking  ca m paign  b etter.  Fro m 
this  fi g ure,  the  mo st  crucia l  modi ficat io n  t hat  co uld  b e  ma d e,  acco rding  to  ab out  2 8  respo ndents,  is  b y  " ad ding  d e -
sired  behavior  in  the  ca mpai g n  to  obtain."  T his  see ms  to  imp l y  t hat  the  p ar ticipants  ac k no wledged  p o or  framing  o f 
the  ca mpai g n  and  co nducti n g  it  witho ut  clea rl y  s tati ng  what  d esired  behavior  p r ospects  should  ad op t.  From  t he  pe r -
spective  o f  thi s  stud y,  this  kno wledge  e mp hasises  t he  r o le  o f  behavioral  significatio n  in  societal  marketi n g  co mm u -
nication, e speciall y i n the heal thcare sector.

T he findings of this stud y are i n accor d  with previous l iter atur e co ncerning the  nat ure and c o ntents of 
healthcare  marke tin g and the r ole o f trust a nd  perceived risk.  W ith the se id enti fied, using t he arg ume nt o f Ajina 
(2019) , it is possible to assert that perceived r isks are b est elimi nated  b y conte xtua lisi n g the tar ge ted  behavio ur to b e 
as tangible as possible. I n sup p or ting the a ssertion  made b y Hari yanti  et  a l. (2 0 23), the study al so stressed  t hat a c-
tion-based co mmunicatio ns are i mportant i n trust and brand patr onage creatio n. T his is being  suppor ted b y Agar wal 
et a l. (2020 ) who confir med  that there is a p ositive co rrelatio n of consumer tru st to busi ness sustainab ilit y in 
healthcare.  Mor eo ver, Hariya n ti  et a l. ( 2 023) also gave another suppo rt that proved ho w ed ucation red uce s anxiety 
and ho w peo ple came  up  with b etter d ec isions.

Furt her, literature s uppo rt  the transitio n fro m the perceived  mass  mar keti ng t ype o f hea lth care communic a -

tion to personalized HC co mmunication suc h as the assertio n b y Purcarea ( 20 23 ) that healthcare sho uld b e  marketed 

as an i ndivid ual product. T he idea o f  mass ca mpai gns  ma y sound e ffective i n pr a c tice  when impleme nted but do es not

cater  for specific  needs or stimula te a cha nge o n peo ple‘s habits  re gard ing  health. Sc h olars like F uchs  et a l. (2017)  

and Gammoh et  a l. (2 0 20 ) also o bserved that it is tr ue that such  ge neral  messa ges  ma y n o t find a fa vourable recep tio n

fro m consumers. Ho wever, o ther st u dies includi ng that of s mit h  et a l, ( 2 02 1) actuall y e xpou nd that  mass 

co mmunicatio n ca n also b e useful in creati ng aware ness of health is sue s to the p ublic. S till,  this  work  has de mo n -

strated  that, i n line  with t hi s argume nt, the res ult s of this tria ngul a tio n for the  me ssage o f segmentin g, action -

or ientation, and  message tailor ing are  not o nl y more persuasive tha n  mass  media ap p eals, but also s uitable i n light o f 

improve ments in the c haracteris tics o f consumer  in healthcare.

CONCLUSION

In conclusion, trad itiona l a nd  d igital  marketing appro aches are crucial for r aising awareness and e ncou rag -

ing des ired behaviors in t heir t arget audie nce. Ho wever,  in t h e healthcare  i ndustr y, these to ols can be  mor e effecti ve if

appr oached  with personaliz ed , empat hetic, and positi ve  messaging. W hile  mass  media t ec hniq ues are val uable,  the y 

req uire  more per sonalize d  and focused  messa ging to resonate  with the audie nce. Per suasio n using  fear -based 

techniques i s general l y  more har mful a nd often disco urage s t he target  market. T his researc h ha s identified  the  si gnif-

icant  mediating ro le of per ceiv ed risk in t he relatio n ship bet wee n custo mer tr ust a nd b r and loyalt y within the
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healthcare and  medical pro d ucts sector in t he UK.  T he results indicate t hat  while custo mer  trust i s a crucial ele ment 

in developing brand  lo yalty, the per ceived  risks associated  with  healthcare pro d ucts can very stron gl y a f fect this 

relationship. For exa mple, per ceived  r isks fro m pr od uct sa fet y or  effici enc y  ma y result i n l ess trust i n an e ntity a nd 

thus ne gati vel y affect brand lo yalty. T he ava ilab le evidence  sho ws t hat e f fective  mar keti n g strategies ca n be one o f 

the direct and  positive  ways o f  mitigating perceived  r is ks a n d hence increa sing c usto mer  tru st i n a brand, leading to 

strong brand  lo yal t y.

LIM ITATIONS AN D FUTU RE DIREC TION S

One si g ni ficant  wea k ness of t his stud y is t he  minimal  findin g of existing theoretical  materi als that  subs ta n -

tiate o r j ustify the theo retical  mod el  used i n thi s research. Si n ce the t heoretical fo undatio ns are being examined , the 

presented  results  ma y  not be suppo rted  b y a sufficie nt nu mb er  o f e mpirical sources.  Al so, there is a rationale t hat t he 

sa mple o f pars  for the current  stud y is  not ver y lar ge, and, therefor e, the resul t s can not b e g eneralized for all 

healthcare co nsumer s. Anot he r  li mitatio n of the focu s on healthcare  professio nals i s the e xclusio n of the  wider po pu-

lation of act ual consumers, inc ludin g what one  might call  ‗feature custo mers‘ of  healthcare  marketi n g me ssa ges. In 

addition, there is a threat of co mmo n  method  varia nce,  wher eb y the i nfor mation given i s only based o n the p ar tic i-

pants‘ per cep tion and experience. Future  work  might d eve l o p  these limitations b y using lar ger and  more incl uding 

sa mples and b y st ud yi n g consumer beha vio ur even  more ex p licitl y.
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