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Introduction/Overview
The case selected for this assignment is the "Just Blame Marketing", a case study that looks into the problems of fixing dwindling customer sales in the medical profession. Eagle Ridge Optometry, owned by Dr. Wayne Lucas and DR. Sheila Moore is a clinic that offers optometry services. The clinic is located in Fremont and was established about fourteen years ago. Up until recently, the clinic was unrivaled in the area, serving close to all the patients within its proximity. However, in recent times, due to the influx of new settlers, as well as the threat of the Internet, business at Edge Ridge Optometry has seen reduced sales. Competitors have set up shop in the town, which has eaten into a chunk of the market base that was previously enjoyed by Edge Ridge Optometry. To counter this, the business has tried to revamp its marketing presence, an effort it didn’t need to make previously since it enjoyed a significant market share in the region. To ease the burden of Ted Sullivan, the Office Manager, the clinic decides to hire Allison Bradford, a recent graduate of Bachelor of Business Administration from the New England University to the role of Marketing Coordinator. Allison's youth means she lacks practical experience in the field, something she makes up for through her intelligence. In the course of designing marketing plans and implementing the strategies, Allison comes to the realization that what ails the clinic more than the external factors is internal inefficiencies. The staff at Edge Ridge Optometry are poorly versed in customer relations and customer handling, which Allison attributes to be the main reason for dwindling sales. The Marketing Coordinator knows she can't tackle this alone without the risk of losing her job. She invites the executives and explains her issue. Will they heed her recommendations? That remains to be seen.



Identify Key Issues/Concerns
Edge Ridge Optometry is the victim of modern day corporations that are fighting reduced sales due to the influx of cheaper alternatives and increase in competition in the market. Edge Ridge Optometry is not alone in this. The Internet has proved to be a nightmare and a game changer for companies that have relied on traditional means of doing business. For the case of the clinic, the Internet has made them to lose revenue since clients can get easily and conveniently buy eyeglasses and contact lenses online in various online stores. Previously the sole optical service provider in the region of Freemont, Edge Ridge Optometry finds itself in a pool of many clinics offering the same services, these factors have seen the sales drop significantly, and the company decides it's time to intervene if there is hope of saving the clinic. But isn't this a little too late? Did Edge Ridge Optometry take too long to react to their declining revenues and market share? A report by the Review of Optometry Business in 2013 stated the weaknesses of independent practices in optometry which include: inefficient management discipline, poor merchandise sales, unfavorable working hours, poor business management practices and low buying power (Vision Source, 2013).
Back to Edge Ridge Optometry, while looking at external threats to business, Edge Ridge Optometry, as suggested by its Marketing Coordinator might want to look at itself internally, to fix its problems within the company before venturing to solve problems brought about by external forces. Allison Bradford notes that customer service is at rock bottom at the clinic where employees use casual tones, minding themselves more than the patients, disrespectful to patients. Allison notes that some staff are notably unenthusiastic about the work, an attitude that reflects poorly on the company. These staff members project the impression that the clinic is disinterested in service delivery that can make patients avoid a particular clinic. Also, the inefficiencies at Edge Ridge Optometry are to blame for declining sales. Customers hate having to be made to wait for long. The clinic's inability to streamline its record keeping and backlog means that patients who hate being kept waiting would avoid seeking treatment or services at Edge Ridge Optometry. Thus, more than anything, the clinic seems to be offering an inferior product to the market that can explain why it cannot attract customers to its business. It is thus imperative that as it seeks to address the external factors, it must start by fixing its internal inefficiencies and redundancies.
Determine Solutions/Alternatives/Options for Organization
A report by the Review of Optometry Business in 2013 estimated that independent providers of optical services depended mostly on the sale of devices as their main revenue stream. The report estimated that device sales accounted for between fifty-five to sixty-five percent of income while professional services accounted for the rest of the revenue stream. Businesses run by independent doctors of optometry are estimated to have a return of not more than one and a half million dollars in annual revenue and a small workforce of fewer than twelve employees. Small independent businesses such as Edge Ridge Optometry are also estimated to command close to half the market share of professional eye care services and forty-two percent of the revenue stream from primary eye care (Vision Source, 2013).
The strengths of independent doctors of optometry include stronger patient relationships, low staff turnover, community engagement, and early adoption of new technology (Vision Source, 2013). Neil Gailmard, in an article on how to increase productivity and sales in a dispensary, advises businesses to increase their frame inventory. He says, "If you do not have a large inventory of current frame styles, patients may turn elsewhere” (Gailmard, 2004).
	Edge Ridge Optometry first and foremost should fix its customer service delivery and discipline amongst its staff before it ventures into fixing external issues. The recommendations by Allison Bradford must be taken into consideration. Furthermore, the clinic must push measures that will ensure that their staffs are better equipped with service delivery. That entails workshops, training, mandatory qualification in handling customers before hiring. The management must rethink their perception of the business and start to think of it more as service delivery and treat patients as clients. By recognizing that they offer services to clients, the clinic will be bound to increase efficiency and to improve on customer service. In a business dominated by competitors virtually offering the same services and products, businesses must find new ways to remain attractive, and client satisfaction can be that edge that puts a company ahead of its competitors (Gailmard, 2004).
As recommended by Neil Gailmard, Edge Ridge Optometry must expand its frame inventory so as to attract a wider clientele. Variety ensures that customers’ needs, however diverse, are catered for. Moreover, the clinic must find a way of tapping into the Internet niche. Research by Vision Watch estimates that about sixteen percent of customers turn to the web at some point during their search and purchase of eyewear merchandise. This is a field that Edge Ridge Optometry can tap into, by advertising in online stores such as eBay or opening their website and offering customers to the option to purchase the products on their website (Gailmard, 2004). The convenience of online commerce cannot be underestimated. To remain afloat, the clinic must expand its range of lenses and make an online presence, offering sales as well as customer interaction. Edge Ridge Optometry must push aggressively to capture the market share it has lost (Toor, 2014).

Select best Solution/Alternative/Option for Organization
The best solution that Edge Ridge Optometry must undertake to revamp its business is to look at the customer service delivery. The current business strategy of high marketing quality and poor product quality cannot sustain the business within the cutthroat competition that exists. First, the business must retrain the customers on how to deal with patients and clients. Their tone during working hours must be respectful, professional, welcoming and appreciative. Use of mobile phones in the presence of patients must be banned unless such calls are emergencies, for which staff must seek to excuse themselves from the patient they are attending to. While previously the business had prospered despite its poor customer relations, the presence of external threats means that a client has the freedom to choose so it is upon the business to offer a quality product that will attract the customer to the business. Businesses that deliver services are marketed through word of mouth; thus excellent services mean referrals while poor services translate to poor customer retention and no new customers. In addition to customer relations training, Edge Ridge Optometry must sort out its backlog. Operational inefficiencies must be iron out, even if that means hiring more staff to sort out the inefficiencies that might be due to under staffing. The clinic must develop a service delivery charter that states how long delivery of each service offered should take. Adhering to the service delivery charter thus becomes the hallmark of efficiency in the clinic. If successfully implemented, the executives will see a reduction in the backlog and an increase in patients and clients (Steiner, nd). 



Justify
Optometry is a service delivery industry, which means that customer relations and customer handling are essential to customer satisfaction, which should be the main aim of the service provider. Poor customer relation means clients are not satisfied with the services offered, hence loss of such customers. Businesses such as Edge Ridge Optometry have an excellent opportunity at reclaiming part of their lost market share by revamping their handling of clients. Management must thus allow Allison Bradford to implement her strategies since, as the Marketing Coordinator, she appreciates that before anything else, a customer is king in the service delivery industry.
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