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What is ‘Healthcare Retail’ ? 
 Offering products in order to provide a full care solution for your 

patients 

 Other considerations: 

 Patient-centric healthcare choices 

 Not Provider-centric 

 Cash and Reimbursed 

 Products and Services 

 Patient as a Consumer 
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Healthcare Retail Today 

 Massive market size (billions of dollars) 

 90% of healthcare products are sold outside of healthcare industry 

 Industry wide billions in high margin retail revenues are being lost 

 Patient compliance with prescriptions and products is very low 



Demographic Factors 

 Women 

 I – Generation 

 Baby Boomer Generation 

 Wellness Consumers 
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Who are the buyers? 

 Patients 

 Caregivers, visitors, family members 

 Staff, employees and affiliated physicians 
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Patient expectations  
 Shift from Acute to Chronic conditions 

 Over 90 million Americans are living with chronic health 

conditions 

 Currently spending billions on healthcare products 

 Aging population will demand a continuum of services from 

wellness to hospice 

 Patients want Services combined with Products and Information 



Empowered Healthcare Consumers 
 Focused on wellness and disease prevention 

 A sense of personal responsibility 

 Informed about choices 

 Consulting experts 

 Using retail to find healthy products and services 

 

Consumers Are Empowered Through Healthcare Retail 
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Why now? 
 The impact on patient outcomes is huge 

 Patient expectations are changing 

 The potential impact on your revenue has never been greater 

 Less ethical providers are entering the market 
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Patient outcomes improve 
 Patients get the right ‘condition-appropriate’ product 

 Patients get high quality products 

 Convenience and trust improves compliance 



11 

Patients’ Expectations Changing 

 Historically, Providers provide Services 

 Now, Patients want Services, Information and Products 

 They are currently going elsewhere and are often getting Bad 

Information and Inferior Products 



Patients Trust Healthcare Providers 
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Retail Healthcare Products and Services -$500 Billion 

 

 Vitamins 

 Tapes and Books 

 Exercise supplies 

 Wellness 

 Sports and recreation 

 Maternity 

 Diabetes 

 Senior Living Aids  

 Cancer-related 

 Sleep 

 Weight Loss 

 Anti-Aging 

 Skin Care 

 Cosmetics 

 Health-related clothing 

 Orthopedic 



Common Sleep Products  
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 DME 

 CPAP 

 Bedding / sheets / cooling pillow 

 Heated mattress pad 

 Body pillows 

 White noise machines 

 Sleep masks 

 Bedroom humidifiers 

 Dawn simulating alarm clocks 

 



Monitoring Devices 
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Home Sleep ‘Retail’ Devices 
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Monitoring vitals and activities 
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Monitored data back to EMR 
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Healthcare Retail: 

A Science within a Science 

 Proper integration of retail in a health campus setting 

 The Clinical Connection 

 Compliment your core mission 

 Extend the continuum of patient care 

 Emphasize product selection / education 
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The ‘Clinical Connection’ 

 Involving Physicians, Nurses … all of clinical staff 

 Clinical Staff as an “Inside Customer” 

 Input on Product Selection and Patient Feedback 

 Introduction to retail opportunities at point of care 

 Clinic is equivalent of ‘dressing room’ 



Branded Provider Ecommerce Stores 
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Making a Recommendation 
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Ecommerce as a Retail Strategy  

23 

 Reimbursed and retail products 

 Patients are comfortable buying online 

 Low to no inventory costs 

 Outsourced customer service 

 

 Healthcare in the Age of Amazon 

 

 



Amazon  
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 Founded 22 years ago 



Amazon  
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 Pricing reality 

 Lack of supply chain protection 

 Why people buy from Amazon 



Key components  
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 Must have ePrescribe capability (Clinical Connection) 

 Providers must control product offering 

 Order capture 

 Fulfillment 

 Shipping  

 Order tracking 
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Assess and Plan 

1. Assess market potential 
 Patient, staff, visitor demographics 

2. Evaluate operational issues 

3. Determine product offering 

4. Reimbursed and/or Retail 

5. Source technology and fulfillment partner 

6. Focus on strategy, mission and patients 

7. Create three year master plan 

8. Create a Clinically Connected Retail Culture 
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Summary Points 

 Patients are seeking trustworthy advice and sources for healthcare 

products 

 Patient compliance increases with Retail Healthcare 

 Retail will impact core revenues through market differentiation 

 Retail science can be applied to Healthcare 

 Results are predictable 



iRemedy: The ‘Amazon’ of Healthcare 
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