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RESUMO

O setor de servicos no Brasil vem crescendo desde a década de 80 e nos
paises desenvolvidos mostra-se o principal setor gerador de empregos. Na
Europa e nos Estados Unidos os estudos do marketing de servigos séo
respectivamente proporcionais a importancia dos servicos na economia.
Apesar do crescimento nacional, estudos realizados por académicos brasileiros
ainda sdo escassos. Para melhor trabalhar os servigos € preciso compreender
as suas peculiaridades e caracteristicas. A intangibilidade, heterogeneidade,
perecibilidade e inseparabilidade sao car acteristicas determinantes que diferem
bens de servicos. O composto de marketing deste setor também possui
especificidades. Aos chamados 4 Ps foram acrescidos mais trés elementos,
totalizando 7 Ps. Este estudo se propbs a verificar o nivel de adog¢do do
composto de marketing de servigcos e o entendimento do conceito de marketing
em clinicas e policlinicas de Montes Claros — MG. A pesquisa de natureza
exploratoria utilizou uma abordagem qualitativa, envolveu entrevistas semi-
estruturadas com gerentes e administradores das clinicas e policlinicas.
Observou-se que o conhecimento do conceito de marketing esta relacionado a
formacdo académica. Quanto ao uso do ferramental do mix de marketing,
percebeu-se que clinicas e policlinicas, em geral, devido a natureza dos
servicos meédicos, se assemelham na aplicagdo das ferramentas. As
divergéncias entre o0s dois grupos analisados se deram por questbes
estruturais, precgo, capacidade de atendimento em consequéncia do perfil dos
pacientes.

Palavras-Chave: composto de marketing de servi¢os, servicos meédicos,

Servigos.



ABSTRACT

The service sector in Brazil has been growing since the 80's and developed
countries shows that the main sector to create jobs. In Europe and the United
States of America studies the marketing of services are respectively
proportional to the importance of services in the economy. Despite the national
growth studies by Brazilian scholars are still scarce. To better work the services
you need to understand the peculiarities and characteristics. The intangibility,
heterogeneity, perishability and inseparability are determining characteristics
that differ goods services. The marketing mix in this sector also has specific.
The so-called 4 Ps were added three more items, totaling 7 Ps. This study
aimed to verify the level of adoption of the marketing mix in services and
understanding of the concept of marketing in clinics and polyclinics of Montes
Claros - MG. The exploratory research used a qualitative approach involving
semi-structured interviews with managers and administrators of the clinics and
polyclinics. It was observed that the knowledge of the marketing concept is
related to academic education. The use of the tools of the marketing mix, it was
noted that clinics and polyclinics, in general, due to the nature of medical
services, are similar in application of the tools. The differences between the two
groups studied were due to structural issues, price, service capacity as a result
of the profile of patients.

Key words: marketing mix of services, medical services, services.
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