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 In March 2022 will be exactly two years when we are in the situation of the 

coronavirus disease-19 (COVID-19) pandemic. It is not a short time for 

hospital management to evaluate and take lessons from the disruption crisis 

caused by this pandemic. Many hospitals must change hospital policy, 

service flow, and even their excellent services to COVID-19 cases. A case 

study to observe and know-how the development and marketing of 

endoscopic service in a new university-based hospital, Universitas 

Indonesia Hospital that was inaugurated in 2019 was immediately hit by 

the storm of the COVID-19 pandemic be a precious experience. We 

conducted a qualitative study approach with observation, in-depth 

interviews with various stakeholders, and literature searches during a 

residency at the hospital. Optimization of the marketing mix 7p strategy is 

an effective method for the hospital's resilience. The priority service change 

from non-COVID-19 services to COVID-19 cases impacts some services 

that need more resources but could be revenue center if it is well managed. 

It was actively involved in handling the pandemic. Efforts to continue to 

pioneer various local government programs in addressing the pandemic 

have made it compete with other hospitals in its class. 

 

 

 

   

 

This work is licensed under a Creative Commons Attribution Non-Commercial 4.0 

International License. 

 

 

1. INTRODUCTION 

The COVID-19 pandemic is not the only pandemic in world history. From 3000 years BC to the modern era, 

it was recorded that the 20 worst epidemics and pandemics caused by various viruses have occurred on this 

earth with the main principles of prevention, which generally have similarities related to health protocols 

distance, and mobilization restrictions, and vaccinations [1], [2]. 

 

Seeing the reality of the implementation of national and global health protocols in general and the uneven 
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distribution of national and global vaccination programs, the decision to loosen restrictions too early is 

unwise. It has been proven by several waves of increasing active cases of COVID-19 in several countries that 

have loosed health protocols too quickly, such as the United States, Europe, Canada, and several Asian 

countries such as Malaysia and Singapore [3]. The World Health Organization (WHO) designated B.1.1.529 

as a variant of concern (VOC) on November 26th, 2021, based on advice from the WHO's Technical Advisory 

Group on Virus Evolution. This technical brief summarizes newly available evidence on critical aspects of 

Omicron infection, including transmission, severity, and Impact on diagnostics, therapeutics, and vaccines. It 

outlines a set of priority actions for the Member States. As of December 22nd, 2021, the Omicron variant was 

detected in 110 countries spanning all six WHO Regions. 

 

Omicron is a highly divergent variant with many mutations, including 26–32 mutations in the spike protein, 

several of which may be associated with humoral immune escape and increased transmissibility. The 

emergence of new variants with more infectious mutation characteristics, causing more severe cases and even 

death, has proven to be a challenge in achieving the condition of Herd Immunity [4]. 

 

The COVID-19 pandemic is part of a disaster marked with a sudden or gradual increase in demand for health 

services and associated with a decrease in the supply of resources available to provide the treatment. It will 

lead to a response to the implementation of various "surge" strategies capacity," which includes steps taken 

to reduce the need for hospitalization (e.g., by implementing community-based triage skills and risk 

communication about when a case should be treated) and capacity building outpatient service. For responding 

to crises/disasters such as COVID-19, several countries are trying to implement a system that has been used 

in previous pandemics (influenza), namely by sharing medical services into 3 phases: conventional, 

contingency, and critical phases. Health systems and facilities are expected to keep in the conventional and 

contingency phases not to disrupt patient care [5]. 

 

1.1 Materials and Methods 

This study is exploratory with a qualitative approach using the triangulation method in medical service units, 

innovation, hospital business development, and hospital cost unit center from October-November 2021. First, 

interviews and brainstorming with unit heads were conducted to identify problems and choose the problem 

priorities. Next, we observed the flow of patients and reviewed written documents as part of the triangulation 

process. Finally, a literature review was performed to find the best solution and complete the 

recommendation. 

 

2. FINDINGS AND DISCUSSION 

Problem identification uses two methods: analytical and political methods. First, by looking at and analyzing 

existing data and directly observing the endoscopy service unit, problems can be identified through analytical 

methods. The sources of information used are the results of focus group discussions and interviews with the 

team in the development and innovation unit and the cost unit center at the hospital and interviews with 

patients as consumers who use this endoscopy service product. 

 

Based on the results of interviews with the Outpatient Manager and Head of Nurse in the Outpatient Unit, as 

well as with the Business Development Manager and the marketing team as well as the tariff and cost unit 

team, we can then identify the following problems: 

1. The focus of patient care is still towards COVID-19 and COVID-19 vaccination. 

2. There is no clear flow of endoscopic services since the patient is admitted from the outpatient or 

emergency unit. 

3. There is no clinical pathway for most endoscopy cases or other gastroenterology-hepatology cases. 

https://www.teikyomedicaljournal.com/
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4. The calculation of the cost of the endoscopic procedure according to the unit cost cannot be carried 

out because the number of cases is still small, so it is difficult to know the difference between the cost and 

the payment of the National Health Insurance. 

5. The resources of gastroenterology and hepatology subspecialist doctors are still part-time, so practice 

time is insufficient. 

6. There is no roadmap for the future development of endoscopy services. 

 

When prioritizing issues, the criteria for selecting priority issues are determined, i.e., by differentiating the 

problem by the severity of the problem and its Impact and capturing the factors of one situation from another. 

From the various problems found, it is impossible to solve all problems simultaneously, so it is necessary to 

determine the priority of the problem. The method used to prioritize issues is the ultrasonic matrix method. 

This matrix uses a score from 1-5. According to Kapner and Tragor (1981), to determine the importance of a 

problem relative to other problems, the following can be done: 

1. How serious is the problem in terms of its current Impact on productivity, personnel, resources, and 

funds?  

2. In terms of available time, how urgent is it?  

3. What is the best idea about the possible development of the problem? 

4. The evaluation uses the Urgency, Seriousness, and Growth (USG) method to determine the priority 

of the problem, which includes three aspects: the magnitude of the problem, the gravity, and the Impact of 

the problem. Each aspect is given weight with a weight range of 1 to 5. 

 

According to Kapner and Tragor (1981), to determine the importance of a problem compared to other 

problems, it can be seen from the following aspects: 

 

The major problem (Urgency) 

It is an urgent need and must be done because it affects program achievement/performance/security, and 

comfort. How urgent is seen from the time available? The more urgent a problem to be solved, the higher the 

problem's urgency. 

Value 1: not important 

Value 2: not too important 

Value 3: important 

Value 4: very important 

Value 5: very important 

 

Seriousness  

Seeing the Impact of the problem on work productivity, its effect on success, endangering the existing system 

or not. The higher the impact on the organization, the more serious the problem 

Value 1: not bad 

Value 2: less serious 

Value 3: bad 

Value 4: very bad 

Value 5: very bad 

 

Growth/development of problems (Growth) 

Has the problem developed so that it is difficult/impossible to prevent? 

Value 1: very small 

Value 2: small 



Jasirwan, et.al, 2022                                                                                                      Teikyo Medical Journal 

 

5326 
 

Value 3: big 

Value 4: very large 

Value 5: very big 

 

Table 1. Problem Priority Matrix 

No Problem U S G Total 

Scores 

Priority 

1 The focus of patient care is still towards  

COVID-19 and COVID-19 vaccination. 

2 3 4 24 6 

2 There has been no clear flow of 

endoscopic services since the patient 

was admitted from the outpatient or 

emergency department. 

4 5 5 100 1 

3 There is not yet any clinical pathway for 

most cases of endoscopy or other cases 

of gastroenterology-hepatology. 

4 4 5 80 2 

4 Calculation of the cost of appropriate 

endoscopic procedures unit cost cannot 

be done because the number of cases is 

still small, so it is difficult to know the 

difference between the cost and the 

payment of the National Health 

Insurance. 

4 4 4 64 3 

5 Consultants of Gastroenterology and 

Hepatology are still limited and part-

time doctors, so practice time is not 

sufficient. 

3 4 4 

 

48 5 

6 There is not any yet roadmap for future 

development of endoscopy services. 

3 5 4 60 4 

 

Problems Urgency in Range of Priority  

1. There is no clear flow of endoscopic services since the patient is admitted from the outpatient or 

emergency unit. 

2. There is no clinical pathway for most endoscopy cases or other gastroenterology-hepatology cases. 

3. The calculation of the cost of endoscopic procedures according to the unit cost cannot be carried out 

because the number of cases is still small, so it is difficult to know the difference between the costs and the 

payment of the National Health Insurance. 

4. The resources of gastroenterology and hepatology subspecialist doctors are still part-time, so the 

availability of practice time is insufficient. 

5. There is no roadmap for the future development of endoscopy services. The focus of patient care is 

still towards COVID-19 and COVID-19 vaccination 
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Problems Seriousness in Range of Priority  

1. There is no clear flow of endoscopic services since the patient is admitted from the outpatient or 

emergency unit. 

2. There is no roadmap for the future development of endoscopy services. 

3. There is not yet a clinical pathway for most endoscopy cases or other gastroenterology-hepatology 

cases. 

4. The calculation of the cost of the endoscopic procedure according to the unit cost cannot be carried 

out because the number of cases is still small, so it is difficult to know the difference between the cost and 

the payment of the National Health Insurance. 

5. The resources of gastroenterology and hepatology subspecialist doctors are still part-time, so the 

availability of practice time is insufficient. 

6. The focus of patient care is still towards COVID-19 and COVID-19 vaccination 

 

Problems Growth in Range of Priority  

1. There is no clear flow of endoscopic services since the patient is admitted from the outpatient or 

emergency unit. 

2. There is no clinical pathway for most endoscopy cases or other gastroenterology-hepatology cases. 

3. The calculation of the cost of endoscopic procedures according to the unit cost cannot be carried out 

because the number of cases is still small, so it is difficult to know the difference between the costs and the 

payment of the National Health Insurance. 

4. The resources of gastroenterology and hepatology subspecialist doctors are still part-time, so the 

availability of practice time is insufficient. 

5. Not yet roadmap future development of endoscopy services. 

6. The focus of patient care is still towards COVID-19 and COVID-19  

 

The COVID-19 crisis is affecting every aspect of human lives. The COVID-19 crisis impacts consumer 

behavior and, consequently, on the way marketing can be used. [6] synthesized the most pertinent research 

on the effectiveness of marketing efforts during economic downturns and upturns. However, the 

characteristics of this crisis, which will be followed by a recession (contraction), are distinct from those of a 

recession. Along with a decline in consumption because of diminished consumer confidence, lower incomes, 

consumer defaults on loans, and diminished financial means because of falling share prices, shifts in 

consumption between product categories are also occurring. 

 

Purpose 

Numerous managers take a short-term view and struggle to ensure that their new, short-term actions align 

with their longer-term strategic plans. At this time, businesses are also encouraged to calibrate and redefine 

their Purposes, Products, Channels, and target Customers. First, we observe that businesses are adapting their 

goals and launching initiatives to combat COVID-19. We observe numerous calls for marketing to assist 

seniors and vulnerable members of society and support and encourage those in need of emotional support. [7] 

discover that the effect of cause-related marketing is more significant when carried out by a well-known brand 

of a utilitarian product, when a significant amount of money is donated, and when the cause is less well-

known. 

 

Product 

Consumers are more receptive to new products/services during recessionary periods than during expansionary 

periods. Communication about investments and the results of (Research and Development) R&D also assists 

investors in developing a complete understanding of the business [8]. 
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Channel 

Marketing was confronted with a significant challenge during the COVID-19 crisis: how do authors get their 

products to buyers? Distribution is constrained, and several retail chains have been forced to close their doors 

(temporarily). Simultaneously, the increased demand for their products necessitates the development of novel 

solutions. For instance, a well-known department store in the Netherlands (HEMA, where online sales have 

tripled) uses approximately twenty stores as distribution centres to avoid long wait times at the central 

distribution centre. In addition, semi-finished and finished products no longer require shipping but can be 

manufactured (printed) locally. Local retailers, for example, can use platforms such as Streetify, as mentioned 

above, to offer their wares for pickup or home delivery (temporarily or permanently). 

 

Target Customers 

The increased use of the online channel enables businesses to gather new customers. This information can be 

used to profile these customers (e.g., by comparing them to similar customers based on their purchasing 

behavior), which may identify new target groups. 

 

The Impact Of Covid 19 On Marketing Policies 

The authors discussed the most critical directions for evaluating and changing marketing strategies in the 

COVID-19 era in the preceding section. Next, the authors discuss some suggested changes to marketing 

policies in assortment, private labels, price and price promotion, and communication in this section. 

 

Assortment 

Numerous businesses are capitalizing on the COVID-19 crisis. Numerous businesses are using the COVID-

19 crisis to conduct a critical analysis of their range's size (breadth and depth) to increase profitability. We 

examined the short- and long-term effects of a 25% reduction in item prices on category sales. They 

discovered that a significant range reduction could result in significant short-term category sales losses but 

negligible effect on long-term sales. COVID-19 demonstrates the importance of critically evaluating the 

assortment's product supply. This is also due to the possibility of reconsidering their use of products and 

services in the post-COVID-19 period evaluating the size (breadth and depth) of their range in order to 

increase profitability. 

 

Private Labels 

Private labels gain market share at the expense of national brands during recessions and lose market share 

during expansions. [9] The brand's sustainability is also critical, as the COVID-19 crisis coincides with 

ongoing discussions about climate change and its implications for the planet and its inhabitants. 

 

Price And price Promotions 

Consumers' price sensitivity increases during a contraction [10]. The degree to which several variables 

determine price sensitivity increases. Simultaneously, price promotions can spark a price war and result in a 

lower reference price (the price consumers expect to pay for a product). 

 

Communication 

In times of crisis, businesses tend to cut back on communication/advertising expenditures. According to [11], 

advertising expenditure is significantly more sensitive to business fluctuations than the overall economy. 

Additionally, private label sales are growing faster in countries with more volatile advertising spending, 

implying significant losses for brand manufacturers. Therefore, communication content must be tailored to 

the current situation. Promotional advertising makes no sense when products are (temporarily) unavailable. 

Instead, certain managers reach out to their customers through highly targeted, one-of-a-kind direct mailings. 

https://www.teikyomedicaljournal.com/
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This has ramifications beyond marketing communication. It is possible to reallocate resources by requiring 

sales personnel to take on additional responsibilities, such as assisting with developing new product ideas and 

contributing to content marketing. 

 

The pandemic has made this hospital prioritize services for COVID-19 cases so that some services that should 

be revenue centres have to be ignored for a moment. However, this makes the development of this service 

very late. The service flow that has not been made yet and the unit cost that has not been calculated has forced 

cooperation with national insurance to be postponed. The results of this field study have made us try to 

recommend a form of service flow that can be used to make clinical pathways. 

 

 
Figure 1 The Proposed Patient Entry Flow for Endoscopy from Outpatient Clinic 

 

3. Conclusion 

Efforts will be made to combine various inputs that have been obtained to generate component ideas for 

solutions to existing problems. Patients undergoing endoscopy will usually be admitted from the outpatient 

unit or the emergency department. These patients were referred for endoscopic procedures for diagnostic and 

therapeutic indications. Currently, this hospital endoscopy service unit is more optimized for diagnostic 

services first because this hospital does not have various additional equipment or related medical consumables 

for therapeutics. However, various obstacles are still faced with developing and optimizing this service unit. 

Various factors related to input for bringing in patients referred for endoscopy have not been optimized. In 

addition, the obstacles faced were related to the determination of personnel who would be assigned 

responsibility for each stage of the natural flow services to endoscopy services. New personnel can be 

determined if the service flow has been determined and there is a straightforward standard operating 

procedure (SOP) for this service. Through this case study, we will try to make suggestions according to the 

existing problems and the hospital's needs. 
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