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Summary Description

Empowered healthcare consumers are changing the way hospitals market their products and services.  A new, patient-centric marketplace has created an environment where customer choice reigns supreme and changing business models affect every healthcare provider.  Market and economic factors in the coming decade will likely create the most competitive market in history.  Hospitals will face major economic hurdles as Medicare continues to reduce reimbursement rates and operating margins reach record-setting lows.  

Retail has become an important tool for hospitals that want to secure their customer base and increase operating margins. See examples of a wide variety of retail strategies, including retail stores, ecommerce sites, loyalty programs, direct marketing catalogues campaigns and private label product strategies.

Learning Objectives

1.  
Gain a broad understanding of Retail Healthcare as a strategy that encompasses the sale of non-reimbursed healthcare-related products and services.

2.
Discover the keys to operating retail initiatives that have proven successful at hospitals across the United States.

3.
Learn how to communicate the benefits of consumer-driven healthcare marketing to your executive team, auxiliaries and Boards.

Faculty Information

Tony Paquin has extraordinary vision developing retail business opportunities within healthcare systems. He has more than 20 years experience leading strategic companies in the insurance and healthcare industries. He previously founded and managed one of the largest technology companies in the insurance sector, and was CEO of a NASDAQ-listed healthcare services company. Tony and his team have worked at more than 200 hospital locations across the United States implementing successful retail strategies.

Tony believes that hospitals need high-margin, cash-and-carry revenue delivered via onsite retail operations. Also, patients need a reliable and authoritative source for high-quality healthcare products to augment the services they receive from their healthcare providers. Furthermore, hospitals must create a competitive advantage to secure their position in the healthcare marketplace, and to protect against non-healthcare organizations, such as traditional “big box” retail stores, from infringing on their consumer base.

Tony has extensive experience in public policy at both the state and national level. He has participated in strategic sessions at the Naval War College and has run as a candidate for the United States House of Representatives.

Executive Summary

Change is inevitable in any system, and seismic shifts in the American healthcare industry include cuts to Medicare, the high cost of health insurance, the many uninsured and underinsured Americans, and the economic collapse of the traditional reimbursement-based healthcare system. These are the obvious, negative shifts we’re becoming cognizant of as the system becomes progressively more difficult to navigate for both patients and healthcare providers.

However, there are also positive, less obvious changes occurring in healthcare at a cultural level. Americans have never been better informed about their healthcare options and, in general, are more proactive in caring for themselves, eschewing smoking and saturated fats, getting more exercise and supplementing their diets when needed. Healthcare information, once accessible only to medical professionals, has moved into the public domain.

Informed, educated and proactive Americans don’t see themselves as patients who only consult a medical expert when they need critical care, but as consumers fully educated on the choices available to them. They make healthcare choices based on informed opinions and increasingly spend money on maintaining their wellness — the “ounce of prevention that’s worth more than a pound of cure” philosophy.

Healthcare consumers also don’t automatically default to their doctors’ recommendations: they research options, get second opinions and, in general, address their wellness in a proactive rather than reactive manner. To a healthcare consumer, doctors and hospitals are no longer last resort options; they are resources to maintaining a healthful life.

As a result, the retail end of healthcare, the over-the-counter, cash-in-hand business of providing wellness has exploded just as the reimbursement-based system has seemingly run aground. 

The medical establishment has been slow to recognize this wholesale transition from patients to consumers. However, those who recognize that the current system is untenable and see their patients as informed, discriminating consumers have transitioned to providing wellness options in addition to traditional acute care. This transition to wellness-based medicine, from physician-centered care to consumer-centered care, and from largely reimbursement-based healthcare to one which retail healthcare plays a significant role, isn’t merely an option for augmenting existing healthcare institutions.

It’s essential to fiscal survival.
Twenty years ago, most healthcare providers would have recoiled at the notion of integrating their existing practices with retail; however, the current reimbursement-based system is so thoroughly inefficient that attitudes have changed and retail has now become an industry salvation. 

Just as Wal-Mart has brought healthcare to the retail industry, modern hospitals, clinics and medical practices are bringing retail into the healthcare business. Hospitals once relied almost exclusively on acute care for their patient base, but that’s no longer true. Those patients relying on hospitals almost exclusively for immediate health needs have become consumers hungry for information, services and products. Hospitals that decline to provide what consumers want will invariably lose business to more accommodating, retail-driven health and wellness purveyors. 

See concrete examples of how hospitals have implemented retail strategies including specific store plans, online strategies, wellness centers and retail partnerships with corporate giants like Wal-Mart.

1. Retail Healthcare Defined

a. Cash-and-carry vs. reimbursed

b. Products and services

2. Market and Demographic Factors

a. Economic drivers

b. Wellness movement

c. The “organic” consumer

3. The Role of the Internet

a. Explosion of choices 

b. Online activities of empowered healthcare consumers

4. Culture Issues

a. Impact on employees

b. Leadership

c. Community

d. Auxiliaries and foundations

5. “Silos” of Retail

a. Risks and losses in non-integrated retail

b. The retail most hospitals have and why it falls short

6. Four Avenues of Retail

a. Bricks-and-mortar stores

b. Ecommerce and online strategies

c. Retail medicine and wellness services

d. Catalogue and direct marketing
7. Non-healthcare Players Impacting Your Healthcare Market

a. Wal-Mart and convenience care clinics

b. Google, Microsoft and personal health records

c. RevolutionHealth.com and WebMD.com

8. Marketing to Empowered Consumers

a. Retail as a marketing strategy

b. Loyalty programs as a CRM-building strategy

c. Direct marketing: electronic and “snail” mail

d. Permission-based marketing

9. Extending the Patient Care Continuum

a. It’s all about the touchpoints

b. Life as a series of retail events
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