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Prezenta lucrare vine cu recomanddari
pentru dezvoltatorii de curriculum Tn domeniul
instruirii medicale la nivel de licenta si mas-
terat, precum si pentru cadrele didactice, pri-
vind aplicarea marketingului social in domeniul
sanatatii publice. Studiul efectuat este unul
aplicativ, care utilizeaza metode de cercetare
pedagogica si cuprinde doua etape: (1) testarea
nivelului de cunostinge al masteranzilor Scolii de
Management in Sanatate Publica a USMF
,Nicolae Testemitanu”, Tnainte si dupa frecven-
tarea cursului de Marketing al serviciilor de
sanatate, si (2) analiza planurilor de invata-
mant, nivel licenta, privind prezenta aspectelor
de marketing social (USMF ,,Nicolae Testemi-
tanu” din Republica Moldova si trei universitati
din Romania). S-a demonstrat ca, Tn urma cur-
sului, cunostintele masteranzilor privind marke-
tingul social cresc substantial, iar la licentd,
conceptul este predat doar tangential si Se reco-
manda a fi inclus in curriculum.

Cuvinte-cheie: marketing social, sandtate
publica, promovarea sanatatii, dezvoltare curri-
culum.

JEL: M31, A2, 119.

Introducere

Actualitatea temei cercetate este exprimata
prin faptul ca marketingul social poate ajuta
programele de promovare a sanatatii sa atinga
rezultate pe termen lung, dar, pana n prezent, nu
s-a discutat despre pregatirea specialistilor-medici
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This paper comes with recommendations
for curriculum developers in medical education
at undergraduate and master level, as well as
for teachers, regarding the application of social
marketing in the field of public health. The study
is an applicative one, uses methods of peda-
gogical research and comprises two stages: (1)
testing the knowledge level of School of Public
Health Management master students of Nicolae
Testemitanu SUMPh before and after the Mar-
keting Health Services course; and (2) analyzing
the educational plans, undergraduate level, on
the presence of social marketing issues (Nicolae
Testemitanu SUMPh of the Republic of Moldova
and three universities in Romania). It has been
demonstrated that the knowledge of master stu-
dents on social marketing is growing substan-
tially, and the concept is tangentially taught in
the undergraduate level and is recommended to
be included in the curriculum.

Keywords: social marketing, public health,
health promotion, curriculum development.

JEL: M31, A23, A22, 1109.

Introduction

The topicality of the research is expressed
by the fact that social marketing can help the
health promotion programs to achieve long-term
results, but, so far, the training of the doctors
has not been discussed (who implement and
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(care sa implementeze si sa participe in astfel de
proiecte) Tn domeniul marketingului social.
Domeniul care conecteaza cel mai vizibil
marketingul social si sandtatea publica este pro-
movarea sanatatii. Pentru a putea fructifica bene-
ficiile pe care le prezinta reuniunea dintre aceste
domenii, este necesard 0 intelegere profunda a
ting Tn promovarea sanatatii, fapt ce poate fi
realizat prin instruirea, n acest sens, a specialis-
tilor din domeniul medical, la diferite niveluri,
cum ar fi cel de licenta sau masterat. ,,Sunt putini
profesionisti din sanatate, indiferent de specia-
litate, a cdror activitate nu presupune anumite
elemente de promovare a sanatatii, prin urmare,
este important ca cei care se pregatesc sa activeze
n domeniul medical sa aiba o0 intelegere solida a
promovarii sanatatii si relevanta acesteia pentru
viitoarea lor practica profesionala” [4, p.1]. Asa
cum promovarea sanatatii este indispensabild
pentru domeniul medical, marketingul social este
indispensabil promovarii sanatatii, fapt pentru
care cele trei sectoare trebuie sa lucreze la unison.
Importanta introducerii unor discipline privind
promovarea sanatatii Tn curriculumul medical este
constientizata, tot mai mult, in ultima perioada.
,»Organele educationale de varf, cum ar fi Consi-
liul Medical Australian (AMC) si Asociatia Cole-
giilor Medicale Americane (AAMC), au recunos-
cut, de mult timp, ca promovarea sanatatii si
medicina preventiva sunt componente integrante
ale educatiei si practicii medicale” [4, p.68].
Trebuie remarcat faptul ca introducerea
instruirea viitorilor medici este o practicd ras-
pandita, inclusiv Tn spatiul roméanesc, dar marke-
tingului social nu i se acorda importanta cuve-
nita. ,,Marketingul social adauga inima in cadrul
mixului si foloseste apelul la emotii pentru a
rezona cu partea creierului care determina
oamenii sa actioneze, spre deosebire de ceea ce
stiu ca ar trebui sa faca (Weinrich N., 1999,)” [1,
p.420]. Vedem ca partea forte a marketingului
social o constituie elementul de plasare a con-
sumatorului Tn centrul atentiei dezvoltatorilor de
programe prin cercetarea preferintelor, atitudi-
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participate in such programs) in the field of
social marketing.

The field that is most visibly linking so-
cial marketing and public health is health pro-
motion. In order to be able to take advantage of
the reunion between these areas, a deep under-
standing of the possibilities of applying mar-
keting techniques to health promotion is needed,
which can be achieved through the training of
medical specialists at different levels such as the
undergraduate or postgraduate level (Master
degree). “There are few health professionals, re-
gardless of their specialty, whose activity does
not involve certain elements of health promo-
tion, so, it is important that those who are pre-
paring to enter the medical field have a solid
understanding of health promotion and its rele-
vance for their future professional practice” [4,
p.1]. Just as health promotion is indispensable
to the medical field, social marketing is indis-
pensable to health promotion, which is why the
three need to work in unison. Lately, practicians
become more and more aware of the importance
of introducing in the medical curriculum certain
disciplines on health promotion. “High-level
educational institutions such as the Australian
Medical Council (AMC) and the American Me-
dical College Association (AAMC) long recog-
nized that health promotion and preventive me-
dicine are integrated components of education
and medical practice” [4, p.68].

It should be noted that the introduction of
such a discipline in the training of future phy-
sicians is a widespread practice, including in
Romanian speaking territory, but social marke-
ting is not given due importance. “Social mar-
keting adds heart to the mix and uses the appeal
to emotions to resonate with the part of the brain
that causes people to act, unlike what they know
they should do (Weinrich N., 1999)” [1, p.420].
As we can see the strength of social marketing is
the element of placing the consumer in the focus
of program developers by researching their pre-
ferences, attitudes and setting the mix elements
according to the results obtained. In general,
social marketing techniques can be summed up
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nilor acestuia si stabilirea elementelor mixului Tn
functie de rezultatele obtinute. In general, teh-
nicile de marketing social pot fi rezumate la 5
pasi: identificarea obiectivelor; segmentarea
audientelor; cercetarea pietei; dezvoltarea si
implementarea; evaluarea [2]. Tn cazul instruirii
medicinistilor sau a specialistilor medicali n
domeniul marketingului social, este important sa
fie relevate toate aceste tehnici. Tn cadrul unei
investigatii realizate, in anul 2006, la Univer-
sitatea din Pittsburg din SUA, care avea drept
scop pregatirea prestatorilor de servicii medicale,
pentru a oferi ingrijiri ajustate la nevoile per-
soanelor cu grad diferit de alfabetizare in dome-
niul sanatatii, s-a demonstrat ca cunostintele de
marketing social au crescut semnificativ dupa o
studiere de 2 ore a materialelor didactice si insar-
cinarilor longitudinale, care, la randul lor, Tmbu-
natatesc competentele de interactiune a medici-
nistilor cu pacientii din diverse medii, Ti fac mai
sensibili la nevoile acestora [3]. Astfel, compe-
tentele de marketing social 1i ajuta sa se dezvolte
ca profesionisti in ansamblu.

Studiul de fata are ca scop formularea unor
recomandari pentru dezvoltatorii de curriculum in
domeniul instruirii medicale la nivel de licenta si
masterat, precum si pentru cadrele didactice,
privind aplicarea marketingului social ih dome-
niul sianatatii publice. In acest sens, a fost testat
nivelul de cunostinte al masteranzilor Scolii de
Management in Sanatate Publica a Universitatii
de Stat de Medicina si Farmacie ,,Nicolae Tes-
temitanu” din Republica Moldova, inainte si dupa
cursul de Marketing in serviciile de sanatate,
pentru a afla daca acestea se modifica substantial,
si s-au analizat programe de studii la nivel de
licentd pentru a determina daca este studiat
conceptul de marketing social (la USMF ,,Nicolae
Testemitanu” si la trei universitati din Romania).

Metode aplicate

Studiul realizat este unul aplicativ si inter-
disciplinar, deoarece formuleazi recomandari
practice si prezinta importanta pentru trei domenii
distincte: marketing, medicina si educatie. Pe
langa analiza si rationament deductiv, au fost
utilizate metode de cercetare pedagogica (colec-
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in 5 steps: goal identification, segmentation of
audiences, market research, development and
implementation, evaluation [2]. When teaching
social marketing to medical professionals or
medical specialists, it is important to cover all
these techniques. In a study conducted in 2006 at
the University of Pittsburgh in the United States,
which aimed at preparing healthcare specialists
to provide tailored care to the needs of people
with a different degree of health literacy, it was
demonstrated that social marketing knowledge
increased significantly after a two-hour inter-
venetion of didactic materials and longitudinal
assignments, and these in turn can improve the
interaction skills of medical practitioners with
patients from different environments, be more
sensitive to their needs [3]. Thus, social mar-
keting skills help them develop as professionals
as a whole.

The present study aims to make recom-
mendations for curriculum developers in the
field of medical education at undergraduate and
master level, as well as for teachers, on the
application of social marketing in the field of
public health. In this respect, the level of know-
ledge of the master students of the School of
Public Health Management of “Nicolae Teste-
mitanu” State University of Medicine and Phar-
macy of the Republic of Moldova was tested
before and after the Marketing Health Services
course in order to determine if there are signi-
ficant changes; also the undergraduate study
programs were analysed to determine whether
the concept of social marketing is studied
(“Nicolae Testemitanu” SUMPh and three uni-
versities in Romania).

Applied methods

The study is an applicative and interdis-
ciplinary one, because it makes practical recom-
mendations and is important for three distinct
domains: marketing, medicine and education. In
addition to analysis and deductive reasoning,
pedagogical research methods were used (data
collection: docimological test and observation,
results processing: weighted average and gra-
phical representation). The level of knowledge
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tarea datelor: testul docimologic si observatia;
prelucrarea rezultatelor: media ponderata si repre-
zentarea grafica). A fost testat nivelul de cunos-
tinte al masteranzilor Scolii de Management in
Sanatate Publica (SMSP) a Universitatii de Stat
de Medicina si Farmacie ,,Nicolae Testemitanu”,
din anul Il de studii, nainte si dupa cursul de
Marketing al serviciilor de sanatate (care include
si tematica marketingului social), prin intermediul
unui test docimologic. Totodata, au fost analizate
planurile de invatamant (pentru anul universitar
2017-2018) ale USMF ,Nicolae Testemitanu”
din Republica Moldova si ale celor trei univer-
sitati din Roménia (UMF Targu Mures, UMF
Gr.T. Popa din Iasi, Universitatea ,,Dundrea de
Jos”, Galati), Tn special pe componentele: promo-
varea sanatatii, marketing social si management
sanitar pentru a identifica elementele de mar-
keting social predate studentilor la nivelul licenta.

Pentru inceput, s-a recurs la observatie
pentru a estima, la etapa initiala, cunostintele si
atitudinile participantilor la studiu fata de mar-
keting, Tn special cel social. La Scoala de Mana-
gement in Sanatate Publica a Universitatii de
Stat de Medicina si Farmacie ,,Nicolae Testemi-
tanu” din Republica Moldova, masteranzii (actua-
lii si viitorii manageri din sistemul de sanatate)
sunt instruiti in domeniul marketingului ser-
viciilor de sanatate Tn cadrul unui modul, predat
in anul Il de studii, care cuprinde 24 de ore aca-
demice de contact direct, dintre care 4 sunt
dedicate marketingului social. Cursul, pe care I-a
dezvoltat autorul acestui articol si implementat
incepé@nd cu anul 2016, are drept scop familia-
rizarea masteranzilor cu conceptul si principiile
marketingului, dezvoltarea abilitatilor practice n
domeniu si Tncurajarea aplicarii marketingului Tn
serviciile de sanatate. Principalele tematici, pe
care le cuprinde disciplina, sunt: particularitatile
aplicarii marketingului Tn sanatate; cercetarea
pietei; segmentarea; politica de produs, pret,
plasament, promovare (in conexiune cu politica
de personal); marketingul social Tn promovarea
sanatatii. Pentru atingerea obiectivelor propuse,
a fost utilizat un mix de metode de predare,
printre care: conversatia semistructurata, discu-

El—

of the 2nd year master students of the School of
Public Health Management (SPNM) of “Nicolae
Testemianu” State University of Medicine and
Pharmacy was tested before and after the
Marketing Health Services course (which also
includes the topic of social marketing) through
a docimological test. At the same time, the
educational plans (for the academic year
2017-2018) of “Nicolae Testemitanu” SUMPh
of the Republic of Moldova and of three
universities from Romania (UMPh Targu Mures,
Gr. T. Popa UMF lasi, “Dunarea de Jos” Univer-
sity of Galati), were analysed especially on the
components: health promotion, social marketing
and health management to identify social mar-
keting elements taught to students at the under-
graduate level.

For the beginning, the observation was
used to estimate at the initial stage the know-
ledge and attitudes of the study participants
about marketing, especially the social one. At
the School of Public Health Management of
“Nicolae Testemitanu” State University of Medi-
cine and Pharmacy of the Republic of Moldova,
the master students (current and future managers
of the health system) are trained in the field of
marketing health services in a module, taught in
the second year of the master program, which
includes 24 academic hours of direct contact, 4
of which are dedicated to social marketing. The
course, developed and implemented since 2016,
aims at acquainting master students with the
concept and principles of marketing, developing
practical skills in the field and encouraging the
application of marketing in health services. The
main subjects covered by the discipline are: the
particularities of applying marketing to health;
marketing research; segmentation; product policy,
price policy, placement policy, promotion policy
(in connection with personnel policy); social
marketing in health promotion. To achieve the
proposed objectives, a mix of teaching methods
is used, including: semi-structured conversation,
discussions and debates, case studies, Table Top
exercises, bunch technique, snowball, brainstor-
ming, synectics, creativity exercises, and others.
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tiile si dezbaterile, studiile de caz, exercitiile
Table Top, tehnica ciorchine, metoda bulgarele
de zapada, brainstorming, sinectica, exercitiile
de creativitate s.a. Exercitiul Table Top este una
din metodele care cuprinde o buna parte din
timpul rezervat pentru instruire si care presu-
pune dezvoltarea in echipa a unei clinici de
sanatate, In baza informatiilor oferite treptat de
catre profesor. Ultima zi de curs este rezervata
marketingului social (dupa ce au fost puse
bazele cunostintelor de marketing general), iar in
decursul celor 4 ore masteranzilor li se prezinta
conceptul si principalele definitii, e realizeaza
delimitarea de alte notiuni cu care poate fi
confundat (cum ar fi: social media, publicitatea
sociala, relatiile publice s.a.), se identifica com-
ponentele marketingului social, se dezvoltd o
strategie de marketing mixt in promovarea sana-
tatii si se descrie modul de implementare a pro-
gramelor de marketing social.

In vederea evaluarii nivelului de cunos-
tinte al masteranzilor de la SMSP, acestia au
indeplinit un test, la Tnceputul si la sfarsitul
cursului, desfasurat in septembrie 2018. Testul
cuprinde 8 intrebari din domeniul marketingului,
cu mai multe variante de raspuns, dintre care 3
se refera la marketingul social. Pentru fiecare
raspuns corect, a fost atribuit un punct sau 0,25
puncte pentru fiecare varianta corectd selectata
n cadrul intrebarilor cu raspuns multiplu (daci a
fost selectata cel putin 0 varianta gresita, scorul
atribuit a fost 0 ,,zero” pentru intrebarea respec-
tiva). Astfel, punctajul maxim, care putea fi obis-
nut, a fost 8. Cele doua grupe de masteranzi (anul
I) au infaptuit testul, dupa cum urmeaza: din
grupa 01 — 17 persoane au completat testul initial
si 13 — cel final; din grupa 02 — 19 masteranzi au
completat testul initial si 14 cel final. Mentionam
ca testele au fost benevole, fara a fi aplicate tehnici
de motivare sau punitive, acestea fiind semnate
conventional la alegerea respondentilor. Media
ponderatd a rezultatelor a fost calculatd pentru
fiecare grupa de masteranzi in parte, corespunzator
pentru testul initial si cel final.

Rezultate si discutii

Rezultatele Tnregistrate Th urma prelucrarii
testului sunt prezentate n figura 1. Observam ca
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The Table Top exercise is one of the methods
that take the most of the time reserved for
training, and implies developing in groups
healthcare clinics, on the basis of the details
provided gradually by the teacher. The last day
of the course is dedicated to social marketing
(after the foundations of general marketing have
been laid), and during these 4 hours the main
concepts and definitions are presented to the
master students, is made the delimitation of
other notions that can be confused with (such as
social media, social publicity, public relations,
etc.), are analysed the components of social
marketing, a mixed marketing strategy is deve-
loped to promote health and is described how to
implement social marketing programs.

In order to assess the knowledge level of
the SPHM master students, they completed a test
at the beginning and at the end of the course in
September 2018. The test encompasses 8 mul-
tiple choice marketing questions, 3 of which are
related to social marketing. For each correct
answer, a point per question was assessed, or
0.25 points for each correct selected variant in a
multiple choice question (if at least one wrong
variant was selected, the assigned score was 0
“zero” for that question). Thus, the maximum
per test score that could be obtained was 8. The
two groups of master students (second year of
study) completed the test as follows: in the
Group 01 — 17 persons completed the initial test
and 13 - the final one; in the Group 02 — 19
master students completed the initial test and 14
the final one. We mention that the tests were
voluntary, no motivating or punitive techniques
were applied, the papers were conventionally
signed by the respondents at their choice. The
average of the results was calculated for each
group of master students, corresponding to the
initial and final test.

Results and discussions

Results achieved from processing the tests
are shown in figure 1. As it is represented, there
is an average increase of 2.4 times in the first
case (Group 01) and about 3.5 times in the
second (Group 02). Thus, although the first
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se atesta 0 crestere a mediei de 2,4 ori, in primul
caz (grupa 01) si de aproximativ 3,5 ori, in cel
de-al doilea (grupa 02). Astfel, desi prima grupa
a avut un rezultat initial mai bun, cea de-a doua
a nregistrat o crestere mai mare.

group had better initial results, the second group
registered a higher growth. Based on these
results, we can conclude that the level of mar-
keting knowledge has increased significantly.

Evaluarea cunostintelor de marketing/

4,92

2,05

o N W o1 oo ©©

Initial (01) / Initial (01)

Final (01) / Final (01)

Evaluation of marketing knowledge

Initial (02) / Initial (02)

Final (02) / Final (02)

Figura 1. Media rezultatelor la testele (initiale si finale) de evaluare a cunostintelor
de marketing ale masteranzilor SMSP din anul II (grupa 01 si 02) /
Figure 1. The average of the results (initial and final tests) of the marketing knowledge
of the second year master students (Group 01 and 02) of SPHM
Sursa: elaborata de autor / Source: developed by the author

O analiza similara am efectuat si separat
pentru chestiunile ce tin de marketingul social.
Rezultatele au fost reflectate in figura 2, care
ilustreaza si aici 0 crestere a nivelului de cunos-
tinte, de la o medie pentru grupa 01 de 0,44
puncte, pentru testul initial, la 1,25 pentru cel
final, iar la grupa 02 media a crescut de la 0,54
la 2,29 puncte.

A similar analysis has also been done
separately for the questions regarding social mar-
keting. The results were reflected in figure 2,
which illustrates that the increase in knowledge
level is also significant from an average of 0.44
points for the initial test in the Group 01 to 1.25
for the final one, and in Group 02 — the average
results increased from 0.54 to 2.29 points.

Evaluarea cunostintelor privind marketingul social /

0 1
I

Initial (01) / Initial (01)

O P P N N W

Final (01) / Final (01)

Evaluation of social marketing knowledge

1
]

Initial (02) / Initial (02)

Final (02) / Final (02)

Figura 2. Media rezultatelor la testele (initiale si finale) de evaluare a cunostintelor
de marketing social ale masteranzilor SMSP din anul II (grupa 01 si 02) /
Figure 2. Average results of initial and final test for the social marketing knowledge
assessment of second year masters students (Group 01 and 02) of SPHM
Sursa: elaborata de autor / Source: developed by the author
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Trebuie mentionat faptul ca cei mai multi
dintre masteranzi au recunoscut ca, pana la
curs, nu cunosteau nimic despre aplicabilitatea
marketingului social in sanatatea publica si
despre scopul de modificare a comportamentului
pe care 1l presupune.

Pentru a verifica reprezentativitatea rezul-
tatelor, Tn a doua etapa a studiului, au fost selec-
tati doar respondentii care au completat ambele
chestionare (la nceput si la final) si au fost
exclusi pe ceilalti. Astfel, din grupa 01 au ramas
9 chestionare si din grupa 02 — 11 chestionare.
De acecasta data, a fost analizat[ evolutia (dife-
renta) punctajelor la testul final fata de cel initial.
In prima grupa de masteranzi, s-a nregistrat, in
medie, 0 crestere cu 2,25 puncte a rezultatelor
finale, fata de cele initiale, iar in cea de-a doua cu
3,89 puncte. Mentionam ca, intr-un singur caz
din 20, nu s-a inregistrat nicio crestere a punc-
tajului obtinut, iar cea mai mare crestere a fost cu
6,25 puncte.

Din analiza programelor de studii, pentru
anul 2017-2018, ale Universitatii de Stat de
Medicina si Farmacie ,,Nicolae Testemitanu” din
Republica Moldova, au fost identificate trei
discipline care ar avea tangente cu marketingul
social, si anume: Promovarea sanatatii, la libera
alegere (LA) pentru studentii inscrisi Tn anul 111
la specialitatea Medicina; Management si
marketing Tn sanatate — disciplina obligatorie
pentru anul 1V, specialitatea Medicind preven-
tivd; Promovarea sanatitii si educatia pentru
sanatate — disciplind obligatorie pentru anul V,
specialitatea Medicina preventiva. Componentul
marketing social se regaseste printre tematicile
predate la disciplina Management si marketing
in sanatate (alaturi de subiecte ce tin de mana-
gementul marketingului), dar nu si la celelalte
doua cursuri. Tn ceea ce priveste cele trei
universitati din Romania analizate (Universitatea
de Medicina si Farmacie, Targu Mures, Uni-
versitatea de Medicind si Farmacie ,,Gr. T.
Popa” din Iasi si Universitatea ,,Dunarea de
Jos”, Galati), acestea au inclus Tn program,
pentru specialitatea Medicina, disciplina obli-
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It should be noted that most of the master
students mentioned that until the course they did
not know about the applicability of social
marketing to public health and the purpose of
changing the behaviour it implies.

In order to check the representativeness of
the results, in the second stage of the study we
selected only the respondents who completed
the both tests (initial and final ones). Thus, for
the Group 01 there were 9 questionnaires left
and for Gr. 02 — 11 questionnaires. This time we
analysed the difference (score) between the final
test scores and the initial test results. In the first
group of master students there was on average
an increase of 2.25 points of the final results
compared to the initial ones and in the second an
increase with 3.89 points. We mention that only
in one case out of 20 there was no increase in the
score obtained and the highest increase was of
6.25 points.

From the analysis of the study programs
for the 2017-2018 academic year of “Nicolae
Testemitanu” State University of Medicine and
Pharmacy of the Republic of Moldova, we iden-
tified three disciplines that would have connec-
tions to social marketing, namely: Health Pro-
motion, a selective discipline for 3rd year stu-
dents, the General Medicine specialty; Manage-
ment and marketing in healthcare — a compul-
sory discipline for the fifth year students, Preve-
ntive medicine specialty; Health promotion and
health education — a compulsory discipline for
the fifth year students, Preventive medicine spe-
cialty. The social marketing component is
among the subjects taught during Management
and marketing in healthcare course (along with
marketing management topics), but not in the
other two courses. Regarding the three universi-
ties in Romania (Targu Mures University of
Medicine and Pharmacy, “GR.T. Popa” Univer-
sity of Medicine and Pharmacy of lasi and
“Dunarea de Jos” University of Galati), they
included in the curriculum of the Medicine spe-
ciality the obligatory discipline entitled Public
Health and Health Management, taught to the
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gatorie Sanatate publica si management sanitar,
predata la anul VI de studii. Notiunea de
marketing social se regaseste 1n fisele detaliate
ale disciplinelor de la UMF Targu Mures si
Universitatea ,Dundrea de Jos”, Galati.
Informatia este prezentata in tabelul 1, inclusiv
numarul de ore (curs, seminare, lectii practice) si
numarul corespunzator de credite.

6th year students. The notion of social marketing
is found in the detailed disciplines factsheets of
UMPh in Targu Mures and “Dunarea de Jos”
University of Galati. The information is pre-
sented in table 1, including the number of hours
(course, seminars, practical lessons) and the
corresponding number of credits.

Tabelul 1/ Tablel

Analiza programelor de studii pentru anul 2017-2018 privind instruirea medicinistilor
n domeniul marketingului social /
Analysis of study programs for 2017-2018 on the training of medical students
in the field of social marketing

=y ° -2 3 —
— o — 1o w
L < S22 32 5|
Institutie / | Specialitate/|  Disciplini / 835 S 22 8 g£ & E
Institution | Speciality Discipline v S 'E' é = > g§ Q0
20 <= 3 °
1 2 3 4 5 6 7 8 9 |10
US_MF Med¥c¥na/ Pfo?w?ygrea NU / LA
»Nicolae Medicine sanatatii / . Il 10 13 12 | 2
. . No | Selective
Testemitanu” Health Promotion
dinRM/ Medicin M tsi
“Nicolae e 1c11.13u/ ankang[FemeAn si
Testemitanu” Ereven?va njarv e m/g in oar | obLs
SUMPh of N:e:;-en- ve :jlmatate o Ya c . vV 10 75 ) )
the RM edicine anaggme_n an es omp.
Marketing in
Healthcare
Medicina Promovarea
preventiva / | sanatatii si
Preventive | educatia pentru
Medicine sdnatate / Nu/-| Obl./ V 20 25 25 | 3
. No Comp.
Health Promotion
and Health
Education
UMF Targu | Medicind/ | Sanatate publica
Mures / Medicine si management
UMPh of sanitar / Da/ | Obl./
. Vi 28 28 - 4
Targu Mures Public Health Yes | Comp.
and Health
Management
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Continuarea tabelului 1/Continuation of table 1

1 2 3 4 5 6 7 8 9 |10

UMF Medicind/ | Sénatate publica
,Gr. T. Popa” | Medicine si management
Tasi / sanitar / Nu/ | Obl./

’ . VI 21 - 21 4
Gr. T. Popa Public Health No | Comp.
UMPh and Health
of lasi Management
Universitatea | Medicina / | Sanatate publica
,,Dundrea de | Medicine si management
Jos” Galati / sanitar /
,» Dunarea Public Health 325/ ((:)obr:; / Vi 14 - 28 | 3
de Jos” and Health P-
University Management
of Galati

Sursa: elaborat de autor in baza programelor de studii [5] [6] [7] [8] /
Source: developed by the author based on the study programs [5] [6] [7] [8]

Concluzii

In baza rezultatelor inregistrate la testele
docimologice, putem concluziona ca nivelul de
cunostinte al masteranzilor SMSP privind mar-
ketingul (inclusiv cel social) a crescut substan-
tial ca urmare a cursului Marketingul serviciilor
de sanatate. Considerdam absolut necesara instrui-
rea si in continuare a masteranzilor in domeniul
marketingului social, mai ales ca multi dintre ei
sunt manageri de diferit nivel n sistemul de
sanatate din tard si ar putea fi, la un moment dat,
fie initiatorii unor programe de promovare a
sanatatii, fie responsabili de implementare. In
ceea ce priveste numarul orelor (de contact
direct), ar fi recomandabil sa fie majorate de la 4
la 8 ore academice (din contul orelor rezervate
pentru marketingul general), astfel, incét sa Tnsu-
seascd si mai bine tehnicile de marketing social.
Totusi, este important ca instruirea viitorilor
specialisti medici Tn domeniul marketingului
social sa inceapa inca de la etapa de licenta.

Din céate se pot vedea din analiza efectuata
asupra programelor de studii universitare de
licentd, studentii de la specialitatea Medicina
generala a USMF ,Nicolae Testemitanu” nu
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Conclusions

On the basis of the results of the docimo-
logical tests, this study has shown that the level
of knowledge of SPHM master students in
marketing (including social marketing) has in-
creased significantly as a result of the Marketing
Health Services course. It is absolutely neces-
sary to further train master students in the field
of social marketing, especially since many of
them are managers of different levels in the
health system in the country and could be at
some point the initiators of health promotion
programs, or responsible for implementation.
Regarding the number of hours of direct contact,
it would be advisable to increase them from 4 to
8 academic hours (from the hours reserved for
general marketing) in order to better understand
social marketing techniques. However, it is
important that the training of future physicians
in the field of social marketing starts as early as
the undergraduate period.

As far as we can see from the analysis
made to the study programs of the undergraduate
level, students from the General Medicine spe-
cialty of “Nicolae Testemitanu” State University

_  wm




BUSINESS ST ADMINISTRARE / BUSINESS AND ADMINISTRATION

urmeaza un curs obligatoriu, care ar include
tematici cu privire la marketingul social. Potrivit
planurilor de studii, doar cei de la Medicinad
preventivd ar trebui sd cunoasca tangential as-
pecte din acest domeniu. Nivelul lor de cunostinte
si atitudinea fata de marketingul social ramane a
fi subiect pentru cercetarile ulterioare. Tn ceea ce
le priveste pe cele trei universitati din Romania
analizate — doua dintre ele au inclus n fisele
disciplinelor conceptul de marketing social, fapt
ce confirma inca 0 data importanta domeniului.

Este recomandabil ca notiunea de marke-
ting social sa fie predata studentilor de la toate
specialitatile, Tndeosebi la Medicina generala si
Medicind preventiva. Pentru ca instituirea unei
discipline separate ar putea provoca dificultati
(numar insuficient de ore pentru disciplinele
clinice, lipsa profesorilor special instruiti s.a.),
propunem ca marketingul social sa fie integrat
in cele trei discipline existente, dupa cum
urmeaza: la disciplina Management si marketing
sa se includa predarea conceptului de marketing
social (definitii, aplicare), inclusiv cum se reali-
zeaza segmentarea audientelor si cercetarea
pietei, cum se stabilesc corect obiectivele de
marketing. La disciplinele Promovarea sanatatii
si Promovarea sanatatii si educatia pentru sana-
tate si se predea urmitoarele elemente: cum se
dezvolta o strategie de marketing mixt in pro-
movarea sanatatii (in corespundere cu cei 5P:
produs, pret, plasament, promovare, personal),
cum decurge procesul de implementare si cel de
evaluare a unor programe de marketing social n
sanatatea publica. Prezinta o foarte mare impor-
tanta aplicarea aici a exercitiilor practice de dez-
voltare a competentelor.

Prin studierea notiunii de marketing so-
cial, in cadrul a cel putin doua cursuri si utiliza-
rea tehnicilor pe care le ofera, tinerii vor putea
aplica cunostintele obtinute si vor contribui la
dezvoltarea marketingului social in domeniul
sanatatii publice, atdt In calitate de medicinisti,
cat si, ulterior, ca medici-specialisti. Astfel,
experienta SMSP descrisa in prezentul articol,
care s-a dovedit a fi rezultativa, poate fi extinsa
si la nivelul studiilor de licenta.

m——

of Medicine and Pharmacy do not follow a
compulsory course that would include topics
related to social marketing. According to the
study plans, only those from Preventive Medi-
cine should have tangential knowledge in this
field. Their level of knowledge and attitudes
towards social marketing remain the subject of
further research. Regarding the three analysed
Romanian universities two of them included
the concept of social marketing in the discipli-
nes plans, which confirm once again the impor-
tance of the field.

It is recommended to teach the notion of
social marketing to students from all specialties,
especially General Medicine and Preventive
Medicine. Because the establishment of a sepa-
rate discipline could cause difficulties (insuffi-
cient number of hours for clinical subjects, lack
of specially trained teachers, etc.), it' s recom-
mended to integrate social marketing in all three
existing disciplines, as follows: the course Mana-
gement and Marketing in Healthcare could
include topics on the concept of social marketing
(definitions, application), how to segment audien-
ces and how to implement market research, how
to correctly set marketing objectives. The Health
Promotion and Health Education course should
include: how a mixed marketing strategy is
developed in health promotion (corresponding
to 5P’s: product, price, placement, promotion,
personnel), how the implementation process
takes place, and how is done the assessment of
social marketing programs in public health. It is
very important to apply exercises for practical
skills development.

By studying social marketing in at least
two of these courses and using the techniques it
offers, students will be able to apply their
knowledge and contribute to the development of
social marketing in the field of public health,
both as medical students and later as specialists.
Thus, the SPHM experience described in this
article, which has proven to be successful, can
be extended to the undergraduate level.

In order to generalize the above mentio-
ned conclusions for other institutions that pre-

Revista / Journal ,,ECONOMICA™ nr.2 (108) 2019



BUSINESS ST ADMINISTRARE / BUSINESS AND ADMINISTRATION

Pentru a generaliza concluziile prezentate
mai sus si pentru alte institutii, care pregatesc
specialisti in domeniul medical de diferit nivel,
mentionam ca numarul minim de ore recoman-
dabil pentru predarea marketingului social n
promovarea sanatatii este de 4 ore academice
(echivalentul a 3 ore astronomice), care pot fi
incluse intr-o disciplind separatd sau una apro-
piatd (management si marketing, promovarea
sanatatii, educatie pentru sandtate, medicind
sociala s.a.). Metodele de predare utilizate
trebuie sa fie diverse, interactive si sa contribuie
la dezvoltarea competentelor privind: stabilirea
obiectivelor, desfasurarea cercetarilor de mar-
keting, realizarea segmentarii, dezvoltarea
strategiei de marketing mixt, implementarea si
evaluarea programelor.

pare medical specialists of different levels, it is
good to mention that the minimum number of
hours recommended for teaching social mar-
keting in health promotion is 4 academic hours
(equivalent to 3 astronomical hours), which can
be included in a separate or a close discipline
(management and marketing, health promotion,
health education, social medicine, etc.). The
teaching methods used should be diverse, inter-
active and contribute to the development of
competences in: setting goals, conducting marke-
ting research, segmenting, developing mixed
marketing strategy, implementing and evalua-
ting programs.
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