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Defining Quality:  Our View

Outcomes

Defining Quality:  Customer’s View

Treated well?

Clean office? Trustworthy?

Outcomes

Doctor nice?

Did they say thank you?

Well
Organized?

Merging of Two Different Worlds

Refractive
Surgery

Treating Patients Serving Customers

Refractive
Surgery RETAILMEDICAL

Procedure Key Benefit Typical Pricing

LASIK See better $4,000 - $5,000

Premium IOL See better $4,000 - $10,000

Breast Aug Look better $5,000 and up

Smile Makeover Smile better $20,000 and up

Laser Hair Removal Look better $2,500 and up

Hair Restoration Look better $12,000 and up

Snoring (Pillar 
Implants) Sleep better $2,000 – $3,000
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ServicesServices

StageStage

ExperiencesExperiences

Progression of Economic ValueProgression of Economic Value

Intangible activitiesIntangible activities

Memorable eventsMemorable events

Service EconomyService Economy

Experience EconomyExperience Economy
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MakeMake

GoodsGoods

CommoditiesCommodities

ExtractExtract

DeliverDeliver

Natural stuffNatural stuff

Tangible thingsTangible things

gg

Agrarian EconomyAgrarian Economy

Industrial EconomyIndustrial Economy

yy

AUGUST 1, 2005

Which Airline Do You 
Aspire to Be?

Photo – Singapore Airlines Photo – United Airlines

C diti

Goods

Services

Experiences

Commodities

Economic Value (price per cup)

4¢ 10¢ $1.50 $4.00

Stages of ExperienceStages of Experience

Attracting Attracting 

EnteringEntering
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During During 

Extending Extending 

Exiting Exiting 

Source: Doblin Group

What is the single biggest reason 
companies lose customers?

A. Dissatisfaction with the product

B. Attitude of indifference by an employee

14%

68%
C. Competitor lured them away

D. Friend convinced them to switch

9%

8%
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Is She Answering Your Telephone?

National survey of
medical patients:

“…only 38% of patients 
agreed their Doctors’ front-
office team was courteous”

- USA Today,  October 3, 2005

Sharp HealthCare’s Signature Moment

Thank You Notes to Patients at Home
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Zagat Enters Medicine

Dining
• Food
• Décor
• Service

Doctors
• Trust
• Communication
• Availability

• Cost
y

• Office 
environment

Sensory Assessment

Advertising,
News,
Friends

Initial
Phone 
Contact

Office Visit
and

Consult

Procedure
Day

The Customer Experience - CURRENT

Post-op
Day 1

☺

Initial
Phone 
Contact

Office Visit
and

Consult

Procedure
Day

The Customer Experience - DESIRED

Post-op
Day 1

☺☺☺☺☺

Advertising,
News,
Friends

Delight the customer…at every step in the process!

REMARKABLE 
experience

The Cycle of Great Customer Experience

Enhanced
word-of-mouth

Increased referrals

More 
procedures
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Increasing Value
To You and Your

Customers 

“With companies increasingly 
selling similar products, CEOs 

said the quality of customer 
service was often the only 

differentiator.”
- NYSE CEO Survey, August 2007

• 240 CEOs
• 24 Countries
• 20 Industries
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What business are you in?

“The People Business”

“The Entertainment
Business”

“Consumer Electronics
and Music Retailing”

What business are you in?

• Image enhancement
• Self esteem
• Performance
• Convenience

“Transformation”

“Restoration”

THANK YOU

More Resources: www.SM2consulting.com 

• Over 60 articles on marketing for doctors/staff
“Id  i  A i ” E il N l• “Ideas in Action” E-mail Newsletter

• Recommended reading list

The site is geared towards helping surgeons 
deliver a better customer experience.
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