TRANSITION GUIDE

Essentials of Health Care Marketing
THIRD EDITION

This new edition if Essentials of Health Care Marketing has been updated throughout. Below you will find information on the main points of revision to aid you in updating your course syllabus.
Part  I  The Marketing Process
  Chapter  1  The Meaning of Marketing- updated!
- discusses the concept of the Accountable Health Care System structure
  Chapter  2  Marketing Strategy- updated!
- introduces trust as a key differential advantage for health care organizations
  Chapter  3  The Environment of Marketing Strategy- updated!
- discusses trends, including transparency of information on quality and price and consolidation amongst insurers
- explains the government formula that is used to assess overall competitiveness in a market

Part  II  Understanding the Consumer
  Chapter  4  Buyer Behavior- updated!
- details the changes in the external search process for consumers introduced by transparency and the WEB access
  Chapter  5  Marketing Research- updated!
- highlights data mining techniques organizations use to analyze their customer base, as well as use of the WEB to conduct surveys 
  Chapter  6  Market Segmentation- updated!
- lays out the benefits of refining marketing strategy based on market segmentation
  Chapter  7  Developing Customer Loyalty- updated!
- introduces the new dimension of the Customer Recovery Paradox 
Part  III  The Marketing Mix
  Chapter  8  Product Strategy- updated!
- identifies some criteria that are unique to health care in the adoption of products and technologies
  Chapter  9  Price- updated!
- introduces the Five Forces Model and how it interacts with pricing
  Chapter  10  Distribution- updated!
- focuses on the impact the WEB has on health care, including “virtual clinic” models of care
  Chapter  11  Promotion- updated!
-  discusses the Web as a strategic communication platform and the nature of a WEB 2.0 world
- explores the increased concern over conflict of interest that many health care organizations are experiencing with their medical staffs and the gifts being received from third party vendors as a marketing tactic
  Chapter  12  Advertising- updated!
- details WEB and social media as a component of advertising and the multiple tactics available to health care organizations in this new environment
  Chapter  13  Sales and Sales Management- updated!
- introduces the Internet’s impact on sales management, including the new concept of e-detailing.
 Chapter  14  Controlling and Monitoring- updated!
- highlights the components of an effective measurement system for any health care organization
 Appendix  A  A Sample Business Planning Manual- updated!
- demonstrates the structure of all the components of a detailed and well constructed business plan
 Appendix  B  Glossary- updated!
