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Learning Objectives 

Upon completion of this course, attendees will be able to: 

1.     Understand the service attributes that are important to patients and properly 

define “what” and “who” is “competition” based on consumer behavior. 

2.     Conduct an inward evaluation of an urgent care center’s strengths, weaknesses, 

opportunities and threats, focusing on how well the center meets patient 

expectations and identifying what patients “like” and “dislike” about the center. 

3.     Develop a structure to assess each competitor’s strengths and weaknesses relative 

to location, facility, scope of services, operating hours, staffing model, technology, 

process, insurance participation, cash pricing, leadership, funding, branding and 

marketing tactics. 

4.     Consider the impact of competition on business strategy including operating model, 

market and site selection in order to create a plan to respond to competition 

through patient segmentation, service innovation, customer loyalty, marketing 

differentiation and acquisition. 

5.     Know the various methods of competitor research, recognize and abide by ethical 

and legal guidelines, and realize the value of identifying and implementing best 

practices observed from competition.  
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Drivers of Urgent Care Visits 
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• Insurance referrals 

• Drive-by visibility 

• Clear signage 

• Repeat visits 

• Word-of mouth 

• Paid advertising 

• Grassroots tactics 

• Employer referrals 

• Physician referrals 

• Media exposure 

• Internet search 



Forecasting Model Components 

Density: 

Trade Area Factors 

Site: 

Real Estate Factors 

Operations: 

Delivery Factors 

•Households or Establishments 

•Population or Employees 

•Demographics or SIC Codes 

•Propensity to Utilize Services 

 

 

 

•Retail Adjacencies/Draw 

•Signage Visibility 

•Traffic Counts/Accessibility 

•Aesthetics 

 

•Operating Hours 

•Medical Providers/Training 

•Equipment/Capabilities 

•Customer Service 

Marketing: 

Limiting Factors 

Volume Projection 

•Payer Penetration 

•Competition 

•Marketing Budget 
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On learning from competitors… 

 “If you get one good idea, that’s one more than you went 

into the store with, and we must try to incorporate it into 

our company. ”   --Sam Walton 
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No matter how strong at the moment, no business is 

immune to competition and demographic changes. 
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Follow what’s going on with the industry  

and with the competition. 
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Pair the competitors… 
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Pair the competitors… 
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Who is competition for urgent care? 



Urgent Care Competition 
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Urgent Care Competition, cont’d. 
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Urgent Care Competition, cont’d. 
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Urgent Care Competition, cont’d. 
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Urgent Care Competition, cont’d. 
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Urgent Care Competition, cont’d. 
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Urgent Care Competition, cont’d. 
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Five-Step Process of  

Competitive Differentiation 

Step 1: Define the business you’re in. 

Step 2: Identify the universe of competitors. 

Step 3: Assess each competitor’s business model. 

Step 4: Identify competitor strengths/weaknesses. 

Step 5: Differentiate from the competition. 
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Step 1: What business are we in? 

 Working definition of urgent care: 

 Non-scheduled, walk-in treatment of acutely arising 

episodic medical conditions that require immediate 

attention but are not medical emergencies. 

 Adding value from a consumer perspective: 

 Help me feel better, sooner. 

 Get me back to work and life. 

 Give me peace of mind. 

 Make me compliant. 
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Consumer-Centric Marketing Strategy 

Market Analysis: 
•Changing consumer trends 

•Current and potential competitors 

•Company strengths and weaknesses 

•Technological, legal and economic environments 

 

 

Marketing Mix Strategies: 
 

                    Product      Promotion   

                    Price          Brand 

                              Place 

Market 

Segmentation: 
 

Group consumers with 

similar behavior and needs 

that differ from those of 

the entire market: 

•Demographic 

•Situational 

•Psychographic 

•Behavioral 

Implementation in 

Marketplace 
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Consumer Urgent Care Demographics 
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  Married Couple with Children Present    College Graduate Age 35-54                 Owner-occupied Single Family Housing 
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Growing Suburbs of Major Metro Areas  Employer-Provided Health Insurance       Household Income $50,000 to $100,000 



Suburban Soccer Moms 
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The Business of Urgent Care 

 Urgent care is successful to the extent it: 

 Understands the wants, needs, and motivations of: 

 Patients 

 Employers 

 Payers 

 Partners 

 Creates a delivery model to meet those needs: 

 People 

 Processes 

 Technology 
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Step 2: Identify the Universe of Competitors 

 A competitor is any existing or potential option available to 
consumers to meet the same need that an urgent care center 
intends on meeting. 

 Competitors include: 

 Other walk-in urgent care centers 

 Primary care offices (advance- and same-day appointments) 

 Hospital emergency rooms 

 Freestanding emergency rooms 

 Pediatric after-hours 

 Retail health clinics 

 Occupational medicine clinics 

 Employer worksite clinics 

 Student health centers 

 Telemedicine (Internet, telephone consultations) 
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Urgent Care Competition: 5 Mile Radius of  

Upper Arlington, Ohio (Population 34,000) 

WorkHealth 

Urgent Care 

Pediatric Urgent Care 

Emergency Room 

Emergency Room 

Retail Clinic 

Primary Care 

Primary Care 

Emergency Room 

Urgent Care 

Primary Care 
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Urgent care’s biggest competitors are likely… 

 Self-treatment (over-the-counter, Internet research) 

 Doing nothing (letting condition resolve on its own) 
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Step 3: Assess each competitor’s business model. 

 Physical Facility 

 Operating Hours 

 Operating Model 

 Scope of Services  

 Technology 

 Staffing Model 

 Providers and Staff 

 Reimbursement/Collections 

 Marketing Tactics 
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Competitor Assessment Grid 
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Step 4: Identify competitor strengths/weaknesses 

 What can we learn from each competitor? 

 What is each competitor doing that’s unique? 

 What is each competitor doing better than us? 

 What are we doing better than each competitor? 

 What is each competitor doing that we can improve upon? 

 What products/services can we add to better serve our target 

customers? 

 What systems/processes/technology can we implement? 

 What’s the reputation and turnover of the competitor’s 

providers and staff? 

 How do we respond to “non-traditional” or “emerging” 

competition? 
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Seek out and learn from best-in-class providers.  

CareNow—Web Check-in, Mobile App, Mass Marketing 

    Texas MedClinic—Real Estate, Signage, Mass Marketing    MedExpress—Scalability, Success in Secondary Markets 

Patient First—Integration of  Primary Care, Hospital JV 
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Signage Visibility 
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Step 5: Differentiate from the Competition 

Differentiation is not… 
 

•What’s important to doctors 

•What patients can’t see or 

understand 

•Board certified physicians 

•Digital x-ray, CLIA-certified 

lab, and EKG on-site 

•Electronic medical record 

•Walk-in care open nights and 

weekends 

•In-network insurance provider 

 

Differentiation is… 
 

•What’s important to patients 

•Respectful, welcoming, skillful 

patient experience 

•Great workplace culture 

•Peaceful, aesthetically-

pleasing environment 

•Patient self-service technology 

•Web registration, Wi-Fi, short 

waits 

•Transparent self-pay pricing 
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Center Aesthetics 
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Tangibles: Environment of Care 
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Differentiate from the Competition, cont’d. 

 Identifying customer segments you can best serve 

 Defining your service offering in terms that are 

important to those customers 

 Developing a unique infrastructure to support 

delivery of your service offering 

 Building your brand around what makes your center 

unique 

 Communicating your brand message clearly and 

frequently 
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Research suggests consumers feel health care companies focus too 

much on their financial bottom lines, rather than a dedication to 

individual patient care.  And they want a better patient experience. 

The combination of a retail experience with 

quality health care is a unique offering. 
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Our Opportunity… 

http://www.airliners.net/photo/Southwest-Airlines/Boeing-737-7H4/1750839/L/&sid=c68058156338667af38840d33d87e8e0


Contact Information 
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Alan A. Ayers, MBA, MAcc 

Dallas, Texas 

alanayers1@gmail.com 

www.alanayersurgentcare.com 

 

 


