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From Service to Commodity: Corporization, Competition, Commodification,
and Customer Culture Transforms Health Care
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Corporate medical practice, a market economy, and a consumer culture are transforming health care.
The service relationships of doctors with patients are now commodities. The doctor, directed by
disease management protocols (to improve outcomes, reduce costs, and standardize care), is, in
effect, providing programmed service commodities. In addition, medical-surgical specialties, now
“packaged” for the care of body parts and conditions (as Breast, Stroke, Obesity, Aneurysm Centers),
are also made service commodities, marketed by newspaper advertisements, TV, radio, and Internet
to patient-customers in search of a healthy body. In sum, the promise of corporate practice in a
competitive market economy is greater efficiency and productivity to reduce the costs of care that are
a burden on industries and the state. Viewed from office encounters with patients, such
transformation of services to commodities changes the doctor-patient relationship and the moral
mission of care.
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