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Summary Description

Marketers and clinical management are always looking for feedback from their customers and potential customers to guide and improve their efforts.  One approach has been the use of customer advisory groups.  Customer Advisory Groups (CAG) are not new to marketers in general.  A survey of 550 chief marketing officers across all US industries released in 2006 noted that 25% of the organizations used CAGs.  A study in 2007 of 40 chief marketing officers from academic medical centers across the US, indicated that none of the marketing departments sponsored customer advisory groups suggesting that health care marketers are not using CAGs as extensively as marketers in other industries.  Customer advisory groups are one way to bring customers into the marketing or clinical operations conference room to develop more customer-focused and  competitive strategies.  By educating a group of customers/potential customers, and building trust over a period of meetings, deep, honest conversations are possible, and new, more insightful opportunities can be identified.

Learning Objectives

1)  Become familiar with Customer Advisory Groups (CAGs) and how they are used in other industries and in health care

2) Learn the advantages/disadvantages of CAGs compared to other customer feedback/input techniques

3) Understand how to recruit, operate, manage and use CAGs to benefit your marketing and your organization

4) Review and discuss results and implications of interviews with 40 Chief Marketing Officers from large health care organizations regarding their use of CAGs

5) Benefit from the presenters insights as they share their experiences with managing eight CAGs.

6) Learn the rationale, roles, and structure of a Patient and Family Advisory Council (PFAC).

Faculty Information

William R. Gombeski, Jr. currently serves as director of strategic marketing for UK HealthCare in Lexington, Kentucky.  UK HealthCare is the clinical enterprise of the University of Kentucky with over 11,000 employees.  Bill oversees all communication and advertising, customer service, service line marketing, market research, physician marketing/relationships and the call center.  He has served in marketing and sales roles in a variety of organizations including Yale New Haven Health Systems in New Haven, Connecticut; Henry Ford Health System in metro Detroit; the Cleveland Clinic, Baylor College of Medicine in Houston; UTMB in Galveston; and the Southwestern Company, Nashville, Tennessee.  A strong proponent of the consumer’s role in healthcare marketing decision-making, Bill speaks and writes regularly on the role marketing plays in helping consumers acquire the best care available.  He has a Master’s in Public Health from the University of Texas, School of Public Health and a Master’s in Business Administration from the University of Houston and is currently editor of Marketing Health Services, a quarterly publication produced by the American Marketing Association.

Jason Britt is the Senior Manager, Market Research for UK HealthCare in Lexington, Kentucky.  Jason oversees all marketing research activities to understand awareness and perceptions of the UK HealthCare brand, monitors the success of marketing initiatives, and acts as an internal resource for marketing research related.  He has served in similar roles at Tempur-Pedic International, Inc. in Lexington, KY and at Aon Corporation in Chicago, IL.  Additionally, he has served as adjunct faculty, teaching economics at Sullivan University.  Jason has a Master’s in Business Administration from the University of Chicago.

Christy Harrison is the Administrator of the Oncology Service Line at Tallahassee Memorial HealthCare, Inc.  Christy oversees all of the day-to-day operations of the TMH Cancer Center (the longest continuously accredited comprehensive community hospital cancer program in the State of Florida), as well as patient, donor, community and physician relations.  She has designed and opened several successful services in her career, including the Sharon Ewing Walker Comprehensive Breast Health Center.  She designed and implemented the TMH Cancer Center Patient and Family Advisory Council (PFAC) 4 ½ years ago.  She also oversees the Pastoral Care Department, Palliative Care Services, End of Life Care/Bereavement Care, Integrative Medicine, Music and Arts Therapy for Tallahassee Memorial.  She has served as adjunct faculty, teaching nursing and community health.  She is a Registered Nurse,  has a Bachelor of Science in Nursing and a Master’s of Science in Community Health Education from Florida State University.

Executive Outline

I.  
Definition of Customer Advisory Groups

A.  Kinds of groups

B. Use across all industries

C. Examples in health care

II. Benefits of Customer Advisory Groups

III. Survey of 40 health Care Chief Marketing Officers

A.  Kinds of marketing–run CAGs

B. Other approaches

C. Side-effect of having CAGs

IV. Overview of UK HealthCare Customer Advisory Groups

A.  Physician Marketing Advisory Group

B. UKHC Employee Marketing Advisory Group

C. University Employee Advisory Council

D. Consumer Advisory Group

E. Community Email Survey Group

F. Medicare Patient Advisory Groups

G. Referring Physician Roundtable

H. University Employee Marketing Advisory Group

V. Creating CAGs

A.  Steps in creating a CAG

B. Recruitment

C. Group maintenance

D. Tips for success

E. Issues to avoid/manage

F. How long will it take for the group to gel?

VI. Ways to use Customer Advisory Groups

A.  Reaction to strategies, tactics

B. Early input into options

C. Insights into survey data

D. Identification of emerging trends

E. Disaster checks for new marketing programs

VII. Case Studies:  CAG agenda topics to be presented with resulting information generated to show how they work, interaction techniques, lessons learned.

VIII. Patient and Family Advisory Councils (PFAC)

A. Rationale and Role

B. Structure

C. Maintaining Participation

D. Development as Faculty

E. Tips for Success

IX.
Conclusions
A.  The most important signal this sends to employees, management, customers and public is that the customer is #1

B. Tell management, board and organization that Marketing/Clinical Management is listening

C. Provides the evidence the organization needs that Marketing/Clinical Management is providing leadership
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