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Treatment Of Acute Conditions
	Individuals from distinct cultures have unique beliefs, practices, and values. These distinctions make it problematic to offer health care that billets each individual. Some members of the religious group uniquely respond to illness and pain. At the same time, some do not believe in specific types of treatments. One of the culturally sensitive elements includes religious and faith beliefs. Specific religious groups might refuse surgeries, blood transfusions, and prescription medications, or other critical life-saving treatments due to their beliefs. Medical professions struggle to understand these beliefs and disagree with the client's decision to decline particular treatment. Therefore, developing sensitivity to various religious beliefs is crucial.
	Patients with chronic illness drive almost three-quarters of healthcare spending countrywide; however, marketing to this segment demands cautious communication. Chronic illness is a disease that lasts more than three months and affects more than 30 percent of the adult population in America. About 35 million citizens are limited in their usual activities because of chronic conditions, including cancer, mental illness, hypertension, diabetes, and chronic pain. Chronic illness patients tend to be loyal to a specific hospital or physician. They aim to continue their treatment journey with a provider who is well informed about their condition (Berkowitz, 2016). 
Another marketing element that is appropriate to such patients is offering online assistance. The majority of such patients begin their healthcare journey on the internet. Search engines are essential for individuals with chronic illness for basic information about their different conditions, news about directories of specialist providers, and directories. It is possible to reach patients looking for treatment data Using google geotargeting tools and long-tail keywords. Other culturally sensitive marketing elements include sex orientation, immigration experience, and ethnicity. Another crucial element in the marketing plan is language. It is crucial to ensure that all the patient forms and marketing materials are printed in the first language of the patients who seek the services. Cultural values dictate what is unacceptable and acceptable in the community. Such aspects influence the marketing plan as group marketing works better in countries with collective group values while marketing focuses on individuals doing better in individualistic nations (Uzun & Sevinç, 2015).

