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Chapter 1: Strategy Development and the Strategic Mindset
Chapter One has been enhanced in a significant way with a major discussions on several key aspects of strategy to set the framework for the balance of this text. 

· Creating a difference –this section of the chapter has been enhanced with an updated discussion of some research by Thoirnhill and White of 2300 companies and the nature of strategic advantage. This discussion is continued with today’s firms both in and outside of healthcare that will be particular relevant to readers (Target, Wal-Mart, IBM and Abbot Northwest Hospital in Minneapolis, Minnesota) as it relates to their strategic formulation.

· “Searching for the Driving Force” – An entirely new section has been added to the discussion of chapter one entitled “Searching for the Driving Force” as it pertains to strategy. This issue pertains to the area within a company or health care organization that gives it the edge over the competition.

· “Beware of Growing and Shrinking at the Same Time—Market Share is Key” –A third new key discussion is this concept of growing and shrinking and focusing on market share. It is particular relevant to health care that in many sectors is a mature industry which may force leaders to consider strategy trade-offs.

Chapter 2: Understanding the Strategic, Business, and Marketing Planning Process
Previous users of this book will notice that the title of Chapter two has changed from the previous editions (“Outlining the Marketing Planning Process”). This indicates the major revision of this new edition.

· An explanation is provided to put the Strategic plan in a context with the overall business plan. And there is a significant discussion of the Strategic plan relationship to the business plan and the resultant marketing plan.

· A new section is added to discuss the issue of multiple business plans for healthcare organizations

· A critical new section has been integrated into this chapter entitled “The Process of Starting a New Venture: What is Might Look Like”—it works the student through the process of how one might work through a business plan from the fruition of a concept through a market driven approach (data gathering, developing strategies, developing a plan, and developing control procedures).
· An additional new section is “When the Customer View Is Different From Your View” Examples are provided from Intel as well as from Dartmouth Medical School.

· A final new section to this significantly expanded chapter is “The Overall Strategic and Marketing Model.” This section describes the integration between the organization’s overall strategic pan and the marketing plan as well as the critical steps in the completion of the plan.
Chapter 3: The Challenge of the Competitive Marketplace

The health care environment is dramatically changing. As a result, in this edition, there has been a significant update of major environmental changes.
· The ethnic composition and distribution geographically in the U.S. has been noted in this edition.

· The differences among Hispanics and African Americans in terms of internet usage are highlighted as a significant consideration for health care providers.

· In 2009 the American Recovery and Reinvestment Act added additional considerations to the HIPAA provisions that pertain to marketing strategies. These are highlighted in this edition.

· This edition has added a detailed discussion and overview of the Stark laws as they significantly impact marketing strategies.

· Additional regulatory discussion has also been provided with regard to mergers of hospitals.

· The discussion of the Internet’s impact has been significantly expanded and changed from the previous edition.

· An overview is provided of the increasing presence and utilization of social media by health care organizations. A discussion has also been included regarding the clinical impact of the internet.

· This chapter’s discussion on competition has also changed significantly from previous editions. The growing impact and trends of mergers is reviewed among provider organizations and insurers. Additionally, there is a discussion of global competitive forces.

· A new section has been added to this chapter entitled “ External Outcome Sources for Consumer Search and Transparency”. This focuses on three dimensions of transparency: regulatory, self-motivated, and third party services (such as Angie’s List).

Chapter 4: Step 1 Conducting the Internal/External Assessment
This chapter for previous adopters of this text is by title similar to Chapter 5 in earlier editions, however, from the beginning instructors will notice significant changes with new material to frame the strategic discussion for students.

· This chapter has a new section entitled “It is Uncomfortable to Challenge What We Think We Know.” It highlights the need as one moves forward in planning to challenge the planning assumptions and leads into the chapter’s two new sections. 

· “Get an Outsider’s View” and “When Data Isn’t Data: Looking at the SWOT Analysis Method,
These highlight the need to not be insular as the planning process proceeds, and then presents a detailed critique of the SWOT approach.
· This new edition has added a detailed discussion of “Using the five Forces Mode” by Porter as a framework to consider in the planning process and the questions it suggests to organizations as strategy is formulated. 
· A totally new major section to this chapter has been added entitled the Environment.

· Within this section there is a major discussion entitled “Market Share as Baseline Information” which is a key discussion as to the relative information as opposed to the absolute indicator information of volume or revenue.
Chapter 5: Creating the Mission, Vision, and Critical Success Factors
Instructors who used the earlier editions of this text may recall Chapter Four entitled “The Vision Thing.” In this edition, Chapter 5 is a greatly expanded and restructured Chapter of concept of the earlier editions’ Chapter 4. Almost every element of this Chapter is new compared to previous editions.

· “Constituent Participation” new discussion in this chapter that is really specific to the health care environment. It highlights the challenge of an operating environment that has a vast array of constituents in which strategy must be formed and is sensitive to in terms of its implications.

· This edition has a greatly enhanced discussion of understanding the difference between mission and vision, which is always a confusing dichotomy for students. Real examples are given as well as with challenging questions posed to the reader to consider.

· The “narrow or “broad” mission discussion has been significantly enhanced and clarified in this text. There is a detailed discussion provided as it applies outside of healthcare and then it is reframed within the healthcare environment.
· This narrow to broad discussion is also now tied to the issue of target market selection. This discussion was not included in the previous editions of the text.

· This edition provides examples of Different mission statements in a new section entitled “Examples of Different Mission Statement Ideas.”

· A significant enhancement to this edition is within this chapter entitled “Tools to Work Through the Vision Conversation.” There are several new components of this section that will be helpful and new in this edition. A discussion as to checking for congruence regarding the vision for an organization. How to operationalize the nominal group process in the visioning process. A model vision outline format and the reality check process.

Chapter 6: The Strategy/Action Match

· The impact of externalities on the product Life Cycle has been underscored with recent examples in health care that will underscore the uncertainty of forming strategy.
· Updated health care examples are provided in each of the strategy/action match scenarios.

Chapter 7: Determining Marketing Actions

· In the section of “Evaluating Core quality” a more enhanced discussion is presented in light of today’s environment of transparency as it relates to quality. Specific discussion is presented in terms of outcome data.
· In the discussion of “determining Service level,” a more expanded review is presented on how consumers judge services, and the attributes on which they base those judgments.

· In the discussion on new program opportunities, examples are presented of how some clinical services and technologies by companies such as general Electric were able to capture revenue by considering the guiding questions posed within the text.

· The discussion of push and pull strategies is related to pharmaceutical spending with data provided.

· On the discussion of controlling the channel, the new issue of economic credentialing is discussed as a form of coercive power.

· The changing nature of channels is health care is discussed in this edition as it is discussed in terms of web based, direct solutions for care. This discussion was not included in the previous edition.

· This edition now includes an overview of when price shopping may be relevant for the consumer in health care as consumers are increasingly negotiating for price.

· Several alternative and new health care pricing examples are provided.
· A new section is added to this edition entitled “The Changing nature of promotional Strategy in a Web 2.0 World.” It discusses the implications for health care providers in the pre WEB 2.0 environment to today’s WEB based world.

· In the section of media alternatives a new discussion has been added in terms of the use of the Internet.
Chapter 8: Integration of the Marketing Plan With the Business Plan and the Strategic Plan

This chapter will be very familiar to instructors who have used previous editions. The major change in this 4th edition includes updated graphics and simplified figures and charts.
Chapter 9: The Approval and Monitoring Process

· A new section has been added to distinguish between monitoring the strategic plan vs. monitoring the business plan.

· An extensive section has been added revolving around using the Balanced Scorecard and a monitoring tool. Much has been written about the Balanced Scorecard method, and many hospitals use this method. However, in the text it is pointed out that hospitals have a tendency to over complicate the application of the Balanced Scorecard method.

· The text outlines a manageable approach to using the Balanced Scorecard model.

Chapter 10: Conclusion

This chapter brings together key aspects of the text along with advice to marketing and strategic planning professionals. The advice and material in this chapter is largely unchanged from previous editions.

Appendices 
The traditional appendix section of the book has been completely revamped.

Appendix A continues to be a list of key questions to ask in a strategic analysis. The questions have been updated and modified to reflect new and emerging issues in market research, web based promotion and other issues.

Appendix B is a completely revised case study involving the Metz clinic. More narrative and more extensive information is provided along with a re-designed plan is provided so that readers can specifically understand how a plan comes together from early conversations to a final document including day to day accountabilities.

Appendix C is a short form strategic document example. The authors recognize that there are a significant number of smaller medical groups and health care organizations that would like to move through the strategic process but lack the need or ability to accomplish the model as outlined in Appendix B. Therefore, Appendix C is a short form model designed specifically for smaller organizations. Based on the design of Appendix B and C, it is easy to see how the models compare.
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