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 Poor	
  Management	
  Practices	
  
 Low	
  staff	
  morale	
  at	
  ward	
  and	
  clinic	
  levels	
    Provide	
  training	
  to	
  management	
  staff	
  in	
  supervisory	
  best	
  



practices:	
  delegation,	
  motivation,	
  performance	
  
management	
  



 Survey	
  staff	
  to	
  identify	
  their	
  concerns,	
  	
  
 hear	
  their	
  recommendations,	
  and	
  	
  
 make	
  changes	
  to	
  improve	
  morale	
  



	
  



 No	
  systematic	
  human	
  resource	
  management	
    Institute	
  HR	
  optimization	
  	
  
	
  



 Procurement	
  practices	
  not	
  tender-­‐based	
    Institute	
  standard	
  transparent	
  procurement	
  procedures	
  
and	
  tendering,	
  which	
  should	
  reduce	
  costs.	
  The	
  cost	
  savings	
  
can	
  be	
  used	
  to	
  offset	
  patient	
  fees	
  
	
  



 Limited	
  capacity	
  
 Half	
  the	
  number	
  of	
  hospital	
  beds	
    Since	
  there	
  is	
  little	
  room	
  for	
  expansion:	
  



 	
  either	
  open	
  a	
  satellite	
  hospital	
  in	
  another	
  more	
  accessible	
  
and	
  underserved	
  area;	
  or	
  	
  



 increase	
  the	
  quality	
  and	
  type	
  of	
  services	
  provided	
  to	
  
attract	
  higher	
  market	
  customers	
  



 Market	
  the	
  idea	
  of	
  personalized	
  service	
  
	
  



 Half	
  the	
  number	
  of	
  staff	
    Deploy	
  staff	
  more	
  efficiently	
  and	
  effectively	
  
 Add	
  staff	
  
 Ensure	
  all	
  staff	
  are	
  competent	
  and	
  well	
  trained	
  



	
  



	
  










	

 

Poor	Management	Practices	
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Low	staff	morale	at	ward	and	clinic	levels	

 

Provide	training	to	management	staff	in	supervisory	best	
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management	

 

Survey	staff	to	identify	their	concerns,		

 
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 

make	changes	to	improve	morale	

	

 

No	systematic	human	resource	management	

 
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 
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 
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 

Deploy	staff	more	efficiently	and	effectively	

 

Add	staff	

 

Ensure	all	staff	are	competent	and	well	trained	
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Duration:  7 hours [9 a.m. – 4 p.m.]
Learning Goals:  Health professionals will recognize that their customers are not just individuals seeking health care; they are paying customers and organizations- and the participants need to know why their customers come to their practices and what their needs, wants and expectations are [what] if the participants want to continue to have customers and grow their practices [why]. They will also learn how to be competitive in their health care market.

Learning Objectives: 
During this session, the participants will:

a. Identify who their customers are;
b. Rank the factors that made their customers choose them;
c. Analyze why it is important to know who their customers are;
d. Determine who their competition is;
e. Describe how to be more competitive in their market;
f. Propose how to help small medical practices become more competitive;
g. Discuss the next steps; and
h. State their key takeaway from the session.
Pre-Session Preparation:

	Start Time:  9:00
	SECTION 1:  WELCOME
	30 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	1-2
3-5
6

	1

2

3

4


	Pre-Test

Lecturette overview of session format, agenda, and learning objectives

Brief introductions


	Pre-Test:  Hand out the Pre-Test and have everyone complete it and give it back to you in order to compare to the Post-Test at the end of the session. Score each Pre-Test by putting a check mark in front of the questions participants answered incorrectly and then adding up the checkmarks, placing the number of wrong answers in the upper right hand corner.

Common Ground Questions:  Welcome the group and ask: “How many of you know why your customers decided to come to you?” “How many of you know who your competitors are?” “How many of you know how to be competitive in your health care market place?” 

As you ask the questions, model raising your hand, so the participants know to raise their hand if their answer to a question is “yes.”

Keep asking questions until everyone has raised their hand at least once. 

“Well, by the time you leave the session today, you will be answer all of these questions in the affirmative.”

Opening Comments: Introduce yourself. Ask people to raise their hands if they have attended a previous session in this series. Explain the format of the session (start and stop times, 10-minute breaks approximately every hour, etc.)

[NOTE:  If this is the same group of participants who attended the previous session, all you need to do is to mention: “The materials are laid out the same way as before.” 

If the group has new participants, provide the complete explanation that follows:
Materials: Review how the materials are laid out in their manual.  Point out that the Table of Contents contains documents in bold print (agenda items), documents in italicized print (participant activities), and documents in regular print (reference materials). 

Training Approach: Explain the training approach: the major content is in their participant packet and not in the PowerPoint, which is why they will not receive a copy of the PowerPoint.

Agenda and Learning Objectives:  Read these out loud.

[Brief introductions, if necessary]
Learning Contract: Establish a “learning contract” with the participants. Tell them: “If at any time you feel that the program is not meeting your needs, please tell me. At the end of the session, instead of standing in front of the group telling you what you should have learned, I will call on each of you to identify your key learning or takeaway from the session."
	10 minutes

20 minutes



	Start Time:  9:30
	SECTION 2: WHO ARE YOUR CUSTOMERS?
	10 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	7-8

	5


	Large Group Discussion


	Large Group Discussion:  Say: “Customers are the individuals who come to your medical practice seeking health care. Is this accurate?” [Wait for responses.] Then say:  “If we define customers as those who make the decision to get health care and who pay for it, then who are your customers?”[Wait for their answers, posting them on a flip chart.] [Possible answers: patients, their families, health insurance, employers, health networks, hospitals, organizations, etc.]
Ask, "How does broadening the definition of your customer to include those who pay for the services affect to whom you promote your business?  [Possible answer:  Often it is organizations (insurance companies and employers) who choose with which medical practice they want to do business, so you need to promote your practice to those decision makers.]

	10 minutes




	Start Time:  9:40
	SECTION 3: WHY DID YOUR CUSTOMERS SELECT YOU?
	20 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	9
10-11
12

13

14

15

	6

7

	Individual Assessment

Debriefing

Fill in the Blanks
	Individual Assessment: Tell them: “Now that we are clear that your customers are more than the individuals you treat every day in your medical practice, you need to understand what your customers are buying and what goes into their health care buying decisions. For example, they might choose to go to a pharmacy that is closest  to them or is open 24 hours per day. 

What do your customers buy? Is it quality, or expertise, or reputation, or price? Do you know what made them decide to come to you for their health care needs? If you turn to page 6, you will see a list of 12 factors that can impact health care customers’ choices. Place each factor in order of importance to (1) your individual customers, and then to (2) your organizational customers. Be prepared to discuss whether these priorities are different under different circumstances.”

Debriefing:  [Note: There are no right or wrong answers for the reasons that individual customers select health care providers- with the exception that price is rarely the deciding factor. However, price is the deciding factor for organizational purchasers of health care.] [First, work with the deciding factors for individual customers. Go down the list of factors, asking participants to raise their hands if they ranked that factor #1. For each factor, ask them to explain the reason for their ranking.

Then go down the list of factors for organizational customers.

Fill in the Blanks:  Ask them: “Before we began this assessment, how many of you were sure that lowering your prices was the only way to attract more customers?”  [Wait for their responses.]

“Let’s turn to page 7, The Bottom Line, and fill in the blanks.” [As you read each partial statement, let the participants fill in the blanks.]
“The only customers who think about price first
are your ​ORGANIZATIONAL customers.

When your individual customers decide where to get their health care,

PRICE   is not their first consideration.
[Note that they understand the value of the other factors:  high quality, good customer service, cleanliness, specialization, etc.  To emphasize this point, mention that If price was the most important factor for all health care customers (individual and organizational), everyone would only go to public health facilities where services are free, but that is not the case because of the other factors we have discussed.]
You do not necessarily have to LOWER your prices  to attract and keep

your individual customers.

Does this give you some ideas about how to better organize your practice to appeal to your customers?

	10 minutes

10 minutes
5 minutes


	Start Time: 10:00
	BREAK
	10 minutes


	Start Time:  10:10
	SECTION 4: WHY DO YOU NEED TO KNOW YOUR CUSTOMERS?
	40 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	16
17

18

	8

	Case Studies

Report Outs


	Case Studies:  “We’ve talked about who your customers are (the ones who seek your services and the ones who pay for those services.) We’ve explored what attracts them to your practice. Why is this information important? Well, let’s see how this information might help in two very typical situations that medical practices can experience.

Please turn to page 7, The Benefits of Knowing Who Your Customers Are. Working with your table group, please review the situations and answer the question that follows each situation. You will have 10 minutes to discuss both situations.
Report outs:  [Read the scenario and question. Then conduct a round robin, getting one answer from each table until all answers have been received. Do this for both situations.]

Situation #1:  Overwhelmed with Customers

Your colleague has left the practice, so you are the only clinician. You have two nurses. Your practice is doing so well that you are overwhelmed, seeing 100 patients a day.

Question:  If you know who your customers are and what their needs and expectations are, how can you better manage your patient load?

[Possible answers: schedule differently so there is less waiting time; extend hours; contract another clinician for busy times; buy a TV and magazines for the waiting room to make waiting more palatable; have nurses do more; establish different pricing options (maybe two hours a week for those who can’t afford to pay much); refer some patients to another practitioner or to the public health clinic; set emergency hours, delegate administrative duties to others; etc.]

Situation #2: Not Enough Customers

You have recently opened a new pharmacy. You have had some walk-in customers, but not enough to generate the amount of income you need. 

Question:  If you know who your target customers are and what their needs and expectations are, how can that help you attract new customers?
[Possible answers:  If you know their buying behaviors, you can design your services to meet them: pricing, range of products (adding other items like shampoo, dental care products, and even snacks), hours, providing medical advice, other services (injections, blood pressure checking, home delivery, private room for certain categories of drugs), etc.]

Ask: “How many of you see the value of knowing your customers?”

	10 minutes

15 minutes



	Start Time: 10:50
	TEA BREAK
	10 minutes

	Start Time: 11:00
	SECTION 5: WHO ARE YOUR COMPETITORS?
	30 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	19
20

	9
9

	Paired Activity

Debriefing

Directed Large Group Discussion


	Paired Activity: Tell them: “You may know who your customers are, but do you know if you have any competition for them?  Please pair up with someone who has a similar health care practice to complete the table on page 9: Do You Have Any Competition?  Identify where else your customers might go for products or services and why your customers might choose to go there.
Before we start, is there anyone here who thinks that they have no competition?” [Wait for their answer. Hopefully, no one will raise his or her hand.  If a clinician says s/he is the only clinician in the area, ask if there is a pharmacy or traditional healer in the area? If a pharmacist raises his or her hand, ask if there is a clinician or a traditional healer in the area?]

Debriefing:  [Have the same type of medical practices report out at the same time. For example, if there are four pairs of clinicians, have each pair take turns identifying one competitor and explaining their selection. Then go on to the next type of medical practice and repeat the process.]
[Possible competitors: public health facilities, pharmacy, traditional healer, self-medication , specialty medical practices ,etc. They go there because: culture, tradition, location, convenience, hours, low cost, more easily accessible, a matter of trust, etc.]

Directed Large Group Discussion: Point out:  “Many people go to clinicians when it is too late, after traditional approaches have failed. What can you do to influence a change in their behavior so that they come to you first, even for prevention before they show signs of illness?’ 

[Possible answers: Through education and media, instruct the patients and health decision makers in the household about the value of modern medicine, demonstrate the efficacy of modern medicine, discourage self-medication, work with local healers to refer patients sooner if the condition is serious and cannot be treated through traditional methods,]
	10 minutes

10 minutes

10 minutes


	Start Time:  11:30
	SECTION 6:  HOW COMPETITIVE IS YOUR PRACTICE?
	30 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	21
22

	10
	Individual Assessment


	Individual Assessment: Tell them: “Every practice has its strengths and weaknesses. So do your competitors. On page 10, How Does Your Practice Compare?, please identify your nearest /most important competitor and then assess your relative strengths and weaknesses against that competitor for any factors you consider relevant from the exercise on page 6 (such as location, tradition, hours, specialty areas, price, etc.) Make sure to explain your ratings in the last column.
Ask them: “How many of you were able to identify factors that make your practice more attractive than your competitor?” [Wait for their responses.] “Great!” “How many of you found that your competitor was more attractive in certain factors?” [Wait for their responses; then say, Let’s see how you can make your practice be more competitive. ]

	10 minutes

5 minutes



	Start Time:  12:00
	BREAK
	10 minutes

	Start Time:  12:10
	SECTION 7:  HOW CAN YOUR PRACTICE BE MORE COMPETITIVE?
	50 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	23
24-25

26

	11
12
	Individual Assessment

Small Group Brainstorming
	Individual Assessment: Tell them: “If you know where your practice stands in relation to your major competitor, you can often maximize your strong points and minimize your weak points. Please turn to How to Increase Your Competitiveness on page 11 and answer the first two questions, working independently. Refer to the rankings from the exercise you just did on the previous page.

Small Group Brainstorming:  “Now turn to page 12 to work with your small group, helping each other answer the three strategic questions, #3 #4, and #5, on that same page."

	10 minutes

30 minutes




	Start Time:  1:00
	LUNCH BREAK
	60 minutes

	Start Time:  2:00
	SECTION 8:  ADDRESSING COMPETITIVE DISADVANTAGES
	40 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	27-28
29


	13
13
14
15

	Small Group Assessments
Debriefing


	Small Group Assessments:  Say: “Now that you know how to assess your degree of competitiveness in your market and plan steps to improve it, let’s have you lend your expertise to two different medical practices that are in difficult situations.
On page 13, you will see Big Dogs Run in the Tall Grass. Working with your table group, please read the case scenario and follow the directions posted after it.
Big Dogs Run in the Tall Grass 

Furaha Estate has four general practitioner-run medical clinics, but Afya Hospital has been the only medical clinic with a 20-bed maternity wing in Furaha Estate for many years. 

The hospital is located in the older part of the Estate, which is now down market. There is little room on the compound for expansion. The hospital is manned by 3 doctors, 1 obstetrician, 1 pediatrician, 6 clinical officers, 2 midwives, 10 nurses, and occasional locum doctors and nurses. 

Patient referrals either come from former patients, word of mouth, or from these surrounding private medical clinics, whose owners have visiting rights in Afya Hospital. 

The hospital is owned and run by a 60-year-old obstetrician, Dr. Juma, who has become set in his ways. The hospital management has become accustomed to the command and control management system of the owner. However, staff morale is low at the ward and clinic level.  

Procurement procedures are not tender based.  Employees are not recruited, trained or managed in any systematic manner, and instead are initiated only when Dr. Juma decides that hiring is necessary. The hospital customer care philosophy is supply-side driven and patients have a number of complaints: long wait times before being treated; harried and sometimes unfriendly staff; frequent drug stock outs; and a reputation for delivering many babies by “unnecessary” Caesarean sections. 

The Obstetric/ Gynecology Clinic, Pediatric Clinic and Internal Medicine Clinics are held once a week and are sometimes manned by general practitioners. The hospital only accepts patients with medical insurance from two insurance companies, as well as those with National Hospital Insurance Fund (NHIF) coverage. Patients with other insurance coverage either have to pay out of pocket to receive services at Afya Hospital or to travel to other hospitals for treatment.

Recently, the Comprehensive Hospital chain opened a satellite hospital with a 40-bed maternity wing in Furaha Estate. The new hospital is situated on a newly constructed road and is easily accessible by public transport. 

Each satellite hospital in the chain is headed by a hospital director who leads a well- structured management team. The satellite hospital has double the number of doctors, specialists, nurses and midwives that Afya Hospital has. The satellite hospital also has a constant supply of part-time, locum staff, some of whom are actually employees of Afya Hospital. 

The chain has a good national reputation for customer satisfaction, good clinical outcomes, and high quality service. Quality control in all of the clinical and nonclinical areas is frequently monitored so that the hospital chain can maintain its ISO certification.  

Procurement is done through a centralized supply chain department that follows a tender procedure and sources directly from manufacturers, where possible. The Human Resources Department has clear standard operating procedures. 

The hospital chain accepts medical insurance cards from ten insurance companies as well as the NHIF. The planned patient target market includes all of the surrounding suburbs and beyond. 

The Comprehensive satellite hospital brings a new dynamic to the business of health and maternity care. Patients in and around Furaha Estate are excited by the entry of the new hospital into the mix. Even though the fees may be slightly higher than those charged by Afya Hospital, the novelty factor is likely to drive a number of higher economic status patients towards the Comprehensive satellite hospital.

Debriefing:   [Have each table identify a competitive disadvantage and the remedial actions they propose, drawing additional recommendations from the other tables. Repeat this process until all disadvantages have been addressed.]
	10 minutes
10 minutes

20 minutes
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Labpath’s	
  Competitive	
  Disadvantages	
   Proposed	
  Remedial	
  Actions	
  
Lost	
  reputation	
  for	
  accurate	
  results	
  
 Lack	
  of	
  laboratory	
  standards	
  	
  
 No	
  quality	
  control	
  (pathologist	
  does	
  not	
  



countersign	
  test	
  results)	
  
 The	
  last	
  quality	
  control	
  assessment	
  of	
  the	
  



Laboratory	
  and	
  technologist	
  calibration	
  was	
  done	
  
2	
  years	
  ago	
  



	
  



 Get	
  quality	
  control	
  certification	
  from	
  a	
  National	
  
Accreditation	
  Service	
  



 Nepotism-­‐	
  unknown	
  if	
  the	
  two	
  nephews	
  are	
  
competent	
  laboratory	
  technicians	
  
	
  



 Ensure	
  laboratory	
  technicians	
  are	
  competent	
  and	
  
properly	
  trained	
  
	
  



 Only	
  1	
  pathologist	
  to	
  sign	
  off	
  versus	
  competitor’s	
  4	
  
phlebotomists	
  to	
  do	
  the	
  testing	
  
	
  



 Increase	
  the	
  number	
  of	
  pathologists	
  or	
  add	
  
phlebotomists	
  



	
  
	
   	
  










Labpath’s	Competitive	Disadvantages	 Proposed	Remedial	Actions	

Lost	reputation	for	accurate	results	

 

Lack	of	laboratory	standards		

 

No	quality	control	(pathologist	does	not	

countersign	test	results)	

 

The	last	quality	control	assessment	of	the	

Laboratory	and	technologist	calibration	was	done	

2	years	ago	

	

 

Get	quality	control	certification	from	a	National	

Accreditation	Service	

 

Nepotism-	unknown	if	the	two	nephews	are	

competent	laboratory	technicians	

	

 

Ensure	laboratory	technicians	are	competent	and	

properly	trained	

	

 

Only	1	pathologist	to	sign	off	versus	competitor’s	4	

phlebotomists	to	do	the	testing	

	

 

Increase	the	number	of	pathologists	or	add	

phlebotomists	
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Long	
  turn-­‐around	
  time	
  
 Length	
  of	
  time	
  to	
  receive	
  test	
  results-­‐	
  competitor	
  



gets	
  it	
  back	
  immediately	
  
	
  



 In	
  order	
  to	
  increase	
  the	
  turn-­‐around	
  time	
  of	
  results:	
  
 Invest	
  in	
  IT	
  hardware	
  and	
  software	
  
 Start	
  sending	
  results	
  signed	
  by	
  a	
  paid	
  pathologist	
  	
  by	
  



email	
  or	
  text	
  message	
  
 Start	
  an	
  emergency	
  24-­‐	
  hour	
  service	
  manned	
  by	
  a	
  



single	
  technologist	
  
	
  



 Broken	
  equipment	
  	
    Invest	
  in	
  new	
  equipment	
  and	
  equipment	
  maintenance	
  
	
  



 Inconsistent	
  procurement	
  of	
  reagents	
    Establish	
  a	
  standardized	
  schedule	
  to	
  ensure	
  reagents	
  
are	
  available	
  	
  
	
  



 Not	
  computerized	
  
	
  



 Invest	
  in	
  IT	
  hardware	
  and	
  software	
  
	
  



	
  
	
   	
  










	

Long	turn-around	time	

 

Length	of	time	to	receive	test	results-	competitor	

gets	it	back	immediately	

	

 

In	order	to	increase	the	turn-around	time	of	results:	

 

Invest	in	IT	hardware	and	software	

 

Start	sending	results	signed	by	a	paid	pathologist		by	

email	or	text	message	

 

Start	an	emergency	24-	hour	service	manned	by	a	

single	technologist	

	

 

Broken	equipment		

 

Invest	in	new	equipment	and	equipment	maintenance	

	

 

Inconsistent	procurement	of	reagents	

 

Establish	a	standardized	schedule	to	ensure	reagents	

are	available		

	

 

Not	computerized	

	

 

Invest	in	IT	hardware	and	software	

	

	

	 	



	Start Time:  2:40
	BREAK
	10 minutes

	Start Time:  2:50
	SECTION 8:  ADDRESSING COMPETITIVE DISADVANTAGES continued
	40 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	30
31

	16
13
14

18

	Small Group Assessments
Debriefing


	Small Group Assessments:  Say: “On page 16, you will see Battling the Export-Import Trade. Working with your table group, again, please read the case scenario and follow the directions posted after it.
Battling the Export- Import Trade

Labpath is a private medical laboratory in Wote, which is now a county capital in the newly devolved system of Kenyan government. The laboratory is owned by Dr. Makau, a general pathologist who employs five Laboratory Technologists, two of whom are his nephews. The laboratory handles samples sent from the thirty doctors operating in Wote, as well as from doctors and clinical officers outside Wote.

The laboratory provides a wide range of basic laboratory services in-house, including: microscopy, culture and sensitivity, rapid ELISAs, hematology, blood chemistry. When equipment or reagents are not available, a few test samples are sent to a hospital- based laboratory in Nairobi.  

Over the years, due to a lack of competition and general management deficiencies, equipment has been allowed to break down, reagents have been procured inconsistently, and many test results are signed by the laboratory technician who performs the test rather than being countersigned by the pathologist. Consequently, the laboratory has increasingly demonstrated an inability to deliver prompt and accurate results every time tests are requested. 

There is only one computer in the laboratory director’s office, with no Internet or intranet access. As a result, the testing, reporting and storing of results are not computerized, and all of the laboratory reports and requests are paper-based. The last quality control assessment of the laboratory and technologist calibration was conducted two years ago.

Most of the local doctors were trained in large teaching hospitals where laboratory standards are vigorously maintained. They question the ability of Labpath to deliver accurate results, particularly when test results occasionally do not match the clinical picture. In addition, the local doctors are not happy with the turn-around time for the tests they have ordered. 

Frustrated by Labpath’s inefficiencies and ineffectiveness, Dr. Musyoki, a newly qualified physician in Wote, decides to start his own laboratory service. Called Tests in Time Limited, the new laboratory employs four phlebotomists and three support staff.  Samples are collected at his central office in Wote and couriered to the Pathsure Laboratory in Nairobi the same day. As soon as they are ready, the test results are sent to the requesting doctor via email and text message, with a copy to Tests in Time. 

Pathsure is the local franchise of an Africa- wide pathology service with state of the art equipment, reagents, and an arrangement to ship samples to their head office for rarely ordered tests. It has a reputation for accurate results. 

There are standard operating procedures and systems in place, management is structured and accountable, and Pathsure is internationally certified. Procurement and human resource management are streamlined and designed to get the best value for their money.  

Tests in Time is required to pre-pay Pathsure before the laboratory will run the tests. To this end, Pathsure has arranged the capacity to accept all types of electronic money transfers from Wote. The doctors in Wote are excited by the service that Tests in Time provides because of their improved diagnostic ability, which translates into better clinical outcomes. As a result, Tests in Time has begun to charge a premium for its excellent service and is now slightly more expensive than Labpath.

Dr. Makau, the owner of Labpath, is forced back to the drawing board and hires your services as a Business Development Consultant. Please advise him how to get back into the medical laboratory game with a bang.

Debriefing:   [Have each table identify a competitive disadvantage and the remedial actions they propose, drawing additional recommendations from the other tables. Repeat this process until all disadvantages have been addressed.]
	10 minutes

10 minutes

20 minutes
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Assumption	
  that	
  lack	
  of	
  competition	
  means	
  customer	
  service	
  is	
  not	
  necessary	
  
 Provides	
  only	
  basic	
  laboratory	
  services	
  	
  
 Have	
  to	
  send	
  test	
  samples	
  to	
  a	
  hospital-­‐based	
  



laboratory	
  in	
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 Start	
  doing	
  more	
  complex	
  tests	
  on	
  site	
  
 Specialize	
  in	
  a	
  particular	
  set	
  of	
  tests	
  e.g	
  	
  hematology	
  or	
  



blood	
  chemistry	
  which	
  is	
  core	
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  laboratory	
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 Lost	
  competitive	
  advantage	
    Provide	
  new	
  customer	
  services,	
  such	
  as:	
  
 Start	
  a	
  home	
  and	
  clinic	
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  collection	
  service	
  
 Become	
  a	
  collection	
  centre	
  for	
  the	
  same	
  or	
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laboratory	
  in	
  Nairobi	
  
	
  



	
  










	

Assumption	that	lack	of	competition	means	customer	service	is	not	necessary	

 

Provides	only	basic	laboratory	services		

 

Have	to	send	test	samples	to	a	hospital-based	

laboratory	in	Nairobi	

 

Start	doing	more	complex	tests	on	site	

 

Specialize	in	a	particular	set	of	tests	e.g		hematology	or	

blood	chemistry	which	is	core		to	all	laboratory	tests	

currently	being	performed	

	

 

Lost	competitive	advantage	

 

Provide	new	customer	services,	such	as:	

 

Start	a	home	and	clinic	sample	collection	service	

 

Become	a	collection	centre	for	the	same	or	different	

laboratory	in	Nairobi	
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Afya	
  Hospital’s	
  Competitive	
  Disadvantages	
   Proposed	
  Remedial	
  Actions	
  
Low	
  customer	
  satisfaction	
  
 Supply-­‐side	
  customer	
  care	
  philosophy	
    Adopt	
  a	
  quality	
  service	
  approach	
  to	
  customer	
  care	
  



	
  



 Only	
  accepts	
  medical	
  insurance	
  cards	
  from	
  2	
  
insurance	
  companies	
  	
  



 Customers	
  have	
  to	
  pay	
  out	
  of	
  pocket	
  or	
  go	
  
elsewhere	
  if	
  not	
  covered	
  by	
  the	
  2	
  companies	
  



 Contract	
  to	
  accept	
  medical	
  insurance	
  cards	
  from	
  more	
  
insurance	
  companies	
  



 Reduce	
  costs	
  (by	
  tendering	
  procurement,	
  etc.)	
  to	
  lower	
  
fees	
  or	
  provide	
  sliding	
  scale	
  fees	
  
	
  



 Long	
  wait	
  times	
    Institute	
  administrative	
  and	
  IT	
  changes	
  to	
  decrease	
  Patient	
  
turnaround	
  times	
  	
  



 Change	
  reception	
  and	
  triage	
  procedures	
  
	
  



 Obstetric/Gynecology,	
  Pediatric	
  and	
  Internal	
  
Medicine	
  clinics	
  held	
  only	
  once	
  a	
  week	
  	
  



 Increase	
  the	
  number	
  of	
  clinics	
  to	
  make	
  it	
  easier	
  for	
  
customers	
  to	
  schedule	
  and	
  receive	
  care	
  in	
  a	
  timely	
  manner	
  
	
  



 Frequent	
  drug	
  stock	
  outs	
    Standardize	
  drug	
  procurement	
  
 Install	
  a	
  computerized	
  records	
  management	
  system	
  so	
  that	
  



drugs	
  are	
  ordered	
  before	
  they	
  run	
  out	
  
	
  



	
  
	
   	
  










Afya	Hospital’s	Competitive	Disadvantages	 Proposed	Remedial	Actions	

Low	customer	satisfaction	

 

Supply-side	customer	care	philosophy	

 

Adopt	a	quality	service	approach	to	customer	care	

	

 

Only	accepts	medical	insurance	cards	from	2	

insurance	companies		

 

Customers	have	to	pay	out	of	pocket	or	go	

elsewhere	if	not	covered	by	the	2	companies	

 

Contract	to	accept	medical	insurance	cards	from	more	

insurance	companies	

 

Reduce	costs	(by	tendering	procurement,	etc.)	to	lower	

fees	or	provide	sliding	scale	fees	

	

 

Long	wait	times	

 

Institute	administrative	and	IT	changes	to	decrease	Patient	

turnaround	times		

 

Change	reception	and	triage	procedures	

	

 

Obstetric/Gynecology,	Pediatric	and	Internal	

Medicine	clinics	held	only	once	a	week		

 

Increase	the	number	of	clinics	to	make	it	easier	for	

customers	to	schedule	and	receive	care	in	a	timely	manner	

	

 

Frequent	drug	stock	outs	

 

Standardize	drug	procurement	

 

Install	a	computerized	records	management	system	so	that	

drugs	are	ordered	before	they	run	out	

	

	

	 	


[image: image8.emf]


	
  
 Harried	
  and	
  unfriendly	
  staff	
    Conduct	
  hospital-­‐wide	
  customer	
  care	
  courses	
  



 Recognize	
  the	
  employee	
  of	
  the	
  month	
  based	
  on	
  positive	
  
customer	
  feedback	
  



 Survey	
  customers	
  as	
  they	
  leave	
  the	
  hospital	
  to	
  identify	
  
what	
  they	
  liked	
  and	
  disliked	
  



 Improve	
  staff	
  morale	
  
 Add	
  staff	
  
 Deploy	
  staff	
  more	
  efficiently	
  



	
  



 Located	
  in	
  down	
  market	
  area,	
  possibly	
  less	
  
accessible	
  



 Provide	
  transportation	
  or	
  bus	
  passes	
  
 Increase	
  security	
  measures	
  so	
  customers	
  feel	
  safe	
  
 Improve	
  the	
  facility	
  and	
  grounds	
  so	
  they	
  are	
  more	
  



appealing	
  
	
  



 Questionable	
  Clinical	
  Outcomes	
  
 Obstetric/Gynecology,	
  Pediatric	
  and	
  Internal	
  



Medicine	
  clinics	
  held	
  only	
  once	
  a	
  week	
  by	
  
general	
  practitioners	
  
	
  



 Staff	
  the	
  clinics	
  with	
  the	
  necessary	
  medical	
  specialists	
  to	
  
increase	
  clinical	
  outcomes	
  and	
  customer	
  confidence	
  



 Lack	
  of	
  quality	
  control	
  
	
  



 	
  



 Reputation	
  for	
  delivering	
  babies	
  by	
  
“unnecessary”	
  Caesarean	
  section	
  



 Review	
  delivery	
  practices	
  and	
  make	
  changes,	
  as	
  necessary	
  
 If	
  Caesarean	
  sections	
  are	
  medically	
  necessary,	
  take	
  time	
  to	
  



provide	
  complete	
  education	
  to	
  the	
  patient	
  and	
  her	
  family	
  
	
  



	
  
	
   	
  










	

 

Harried	and	unfriendly	staff	

 

Conduct	hospital-wide	customer	care	courses	

 

Recognize	the	employee	of	the	month	based	on	positive	

customer	feedback	

 

Survey	customers	as	they	leave	the	hospital	to	identify	

what	they	liked	and	disliked	

 

Improve	staff	morale	

 

Add	staff	

 

Deploy	staff	more	efficiently	

	

 

Located	in	down	market	area,	possibly	less	

accessible	

 

Provide	transportation	or	bus	passes	

 

Increase	security	measures	so	customers	feel	safe	

 

Improve	the	facility	and	grounds	so	they	are	more	

appealing	

	

 

Questionable	Clinical	Outcomes	

 

Obstetric/Gynecology,	Pediatric	and	Internal	

Medicine	clinics	held	only	once	a	week	by	

general	practitioners	

	

 

Staff	the	clinics	with	the	necessary	medical	specialists	to	

increase	clinical	outcomes	and	customer	confidence	

 

Lack	of	quality	control	

	

 

	

 

Reputation	for	delivering	babies	by	

“unnecessary”	Caesarean	section	

 

Review	delivery	practices	and	make	changes,	as	necessary	

 

If	Caesarean	sections	are	medically	necessary,	take	time	to	

provide	complete	education	to	the	patient	and	her	family	
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	SECTION 9:  SUMMARY AND EVALUATION 
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Next Steps
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	Evaluation:  Have each participant complete the evaluation form for the session, tear it out and hand it to you or put it on a table.

[Note: You never want to end a training session with an evaluation, because all of the energy of the group dies down.]

Next Steps:  Tell them: “You have spent some time today making assumptions about why your customers come to you. To remain competitive, you need to know exactly why they chose you.

1.
Create a survey that asks your customers to tell you why they decided to come to you and if they have any suggestions for you to improve your medical practice.
2.
Give the survey to your customers while they are in the waiting

          room and collect the survey before they leave your practice.
3.
Based on your customers’ responses, answer the questions below:
A.
If a new competitor enters my market, will my strong points help
 my practice survive?

 A1. 
If your answer is “yes,” please explain your rationale.
A2.
If your answer is “no,” what will you have to do to help your practice survive?

B.
Could a competitor exploit my weak points and take customers away from my practice?
  B1.
If your answer is “yes,” please describe what you can do differently to keep your customers.

                   B2. If your answer is “no,” please explain your rationale.
4.   Consider surveying potential clients to find out: What factors are important when they choose a medical practice? Where do they go now? What would need to happen for them to consider coming to your practice?

Large Group Discussion:  Ask if anyone has had any experience with writing and administering customer surveys?  And if so, could they share what they learned, both in process and substance?

Ask how many have suggestion boxes in the waiting room?  And can anyone share any changes they made to their business because of customers’ suggestions?

Reference:  Refer the participants to Customer Loyalty Surveys: Do You Include All 3 Critical Elements? on pages 20-21, and the Sample Customer Satisfaction and Loyalty Survey Questions on pages 22-23.
Post-Test: Hand out the Post-Test and have the participants complete it. Go through the answers, drawing them from the group, so they can mark what is wrong (using the honor system). (Just have them put a check mark in front of the questions they got wrong and then add them up, placing the number wrong in the upper right hand corner.) Hand them their Pre-Tests for comparison purposes. Give a small prize to the people who learned the most (decreased the number wrong by the greatest amount). Then collect all Pre and Post Tests.
Key Takeaway:  Have each participant identify the most important idea or technique that they gained from the session and write it down.

Tell them:  “In lieu of a summary by me, all of you are going to stand and take turns (when you have a ball in your hand) identifying your key take away from the session. Once you have spoken, throw the ball to someone else to speak and then sit down. It will then be easy to tell who has yet to speak by those who are left standing. Don’t be concerned if someone says what you planned to say. If that was your key takeaway, say it anyway.”

Series Overview:  Make sure that everyone knows what the next session is (subject and agenda) and the necessary logistical information so that they can attend: day, time, place, how to enroll, etc.)

Thank them for coming, remind them about the Next Step, and close the session.
	5 minutes

5 minutes

10 minutes

10 minutes

	End Time:  4:00
	ADJOURN
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