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Service as an indicator of quality for

reimbursement, and in an era of increased consumerism, will be a key
part of your health system’s brand identity and affiliation. In terms of
patient experience, it’s necessary to create a culture of service for every
touch point within the system – including and especially with providers.
This paper looks at the strategies employed at EvergreenHealth to
make every patient feel like the only patient – specifically as it relates to
provider communication. This includes efforts performed in conjunction
with Corrigan Consulting to work diligently with providers to help them
truly live EvergreenHealth’s brand promise..

About EvergreenHealth
EvergreenHealth is an integrated two-hospital
healthcare system offering a breadth of
services and programs that are among the
most comprehensive in its region. Formed in
1972 as a public hospital district, EvergreenHealth now serves nearly 850,000 residents
in north King and south Snohomish counties,
with medical facilities located throughout the
area for easy access.

healthcare leaders such as Seattle Cancer
Care Alliance and with the Eastside Health
Alliance. They also serve the community with
a Contact Center that includes 24/7 Nurse
Navigation for help and access, centralized
scheduling for practices and hundreds of
community health education classes and
presentations each year.

The main campus is located in Kirkland, WA,
and includes a 318-bed medical center and
four medical specialty buildings. EvergreenHealth Medical Group, a nearly 300-member
physician multi-specialty group, provides 12
primary care centers, three urgent cares and
25 specialty care practices located throughout
their service area.

EvergreenHealth has consistently increased
its market share, consumer perception and
patient experience scores over the past several
years. Data shows they are perceived as the
“most preferred,” with the “highest awareness,”
“best reputation, safety, nurses and doctors.”
They were the first hospital in Washington
state to earn five stars from CMS and only one
of two rated five stars by CMS this year.

EvergreenHealth offers care in 70 clinical
specialties, from primary care to specialty care,
from the family maternity center to senior care
and hospice care. To further bolster their
capabilities and extend access to services,
EvergreenHealth has partnered with regional

The philosophy of Kay Taylor, EvergreenHealth’s
Senior Vice President of Marketing, Communications and Customer Engagement, is to invest
in Service and the Brand Experience as a key
driver of employee and provider engagement
and in turn, patient and community loyalty.

EVERGREENHEALTH’S MISSION, VISION AND VALUES…AND PURPOSE STATEMENT
The culture at EvergreenHealth designates:
■ The

mission is why we exist.

■ The

vision is where we’ll be in five years to protect the mission.

■ The

values are how we get our work done and the way we treat each other in doing so.

■ The

purpose statement summarizes the goals and rolls the mission, vision and values into
one. For EvergreenHealth that purpose statement is:

“Working together to enrich the health and well-being of every life we touch.”
.

Enabling Providers’ Delivery of Brand Experience
In the white paper “Branding Service in Healthcare,” we discussed the importance of service as
the most integral part of EvergreenHealth’s brand. We introduced the Art of Caring model – a
service excellence program which helps the organization live its values. But how does living the
brand and buying into the Art of Caring model resonate with providers?
The patient experience is the sum of the
clinical and the personal interaction that a
patient (and their family) has in interacting
with practice and provider. A good patient
experience meets the practical needs and
the emotional wants of the patient/their family.
Here’s the conundrum as it relates to
physicians: A patient determines the quality

of their clinical care based on their service
experience.
Providers often struggle with that notion.
“You aren’t posting anything about my clinical
outcomes.” Physicians need to realize that
all patients already assume their physician is
an “A” in terms of clinical expertise…so their
service experience becomes the true satisfier
patients use to determine their overall care
experience.

Translating the Art of Caring for Providers
While resistant and hesitant, providers generally value coaching and training provided to them.
EvergreenHealth has found that while they’re working to make the patient experience better,
another benefit is that the physicians’ lives/jobs are improved as well. They, too, feel better
about the time they spend with their patients.
When creating this process for translating the Art of Caring for providers, a committee of physicians was formed composed of both the most negative and cynical providers and positive and
supportive providers. Input was solicited and the marketing team learned. If marketers listen to
physicians – and really hear them – providers will likely give clues for the tools they need to
best learn and the most efficient ways to change their behaviors.
One thing learned early on was that training providers didn’t work well in a big group setting. It
became clear it would be best to do one-on-one training with providers. This training is referred
to as “coaching” the provider.
A N OV E RV I E W O F TH E COAC H I N G PRO C E S S
Step One: Analyze the data and determine
which providers to reach out to (or respond to
a direct request for assistance)
Step Two: Pull reports/data to share and
discuss with providers; a personal communication card is created with data and scores,
areas for improvement, tips and service
breakthrough moments (please see example
card on next page)
Step Three: Conduct interview sessions
Step Four: Complete rounding observation –
Marketing follows the provider through at
least three patient visits
Step Five: Share feedback in one-on-one
sessions; all of the information shared is
around those established behaviors that were
set up front; the report is broken down into
four sections:
1. Current Best Practices These are things
that they are already doing well; encourage
them to keep it up.

2. Suggestions These are “consider these
actions” to be a little better. For example,
listening skills:
■ Point

your toes toward the patient and
you’re more likely to listen

■ Sit

down if you can – for every one
minute of sit down time, you get three
minutes’ worth in the patient’s eyes

3. Tips Things to do every time. For
example, say “time” three times (the provider
decides how):
■ “How

would you like to spend your time
with me today?” Or before leaving the
room he or she might say, “I have time
for you – is there anything else you
wanted to discuss today?”

4. Service Breakthrough Moments If the
provider really wants to take it over the top,
here are some things to do.
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Current Best Practices

Keep doing
	
You are very respectful of the patient, and you listen with and
without judgment.
	
You are fully present, have good eye contact and are engaged
with the patient when not focusing on computer.
	
You do well at integrating open-ended questions into the visit.
This is great practice and can really engage your patients.

• For instance, you were observed asking, “Is there any chance
you want to quit smoking?” This is great as it puts the patient
in control of their health and positions you as their partner,
health expert and advocate.

	
Your are very effective at leveraging teachable moments.
You are also very resourceful in gathering information and
providing to the patient. Patient may view your searching for
information as a distraction so ensure they know your intent.
You may wish to pause and explain to them you want to see if
you can find something quickly for them.



Tips

Do every time
 R emember to introduce the computer and the value of the
computer to the visit. Be sure to turn the screen so you can face
the patient and make sure to maintain eye contact throughout. Be
cognizant to spend more time looking at the patient than screen.
Share the screen with them when possible.
	
Organize the visit.

• Recognize anyone else (scribe, family) in room –
introduce yourself to thepatient.
• Make a personal connection if possible (you do this well). Use
the first 60 seconds to establish a rapport and set tone for
visit.
• Clarify the situation/reason for the visit.
• Listen to the patient. Be careful to not interrupt the patient,
they may perceive that you are rushing them.
• Determine next steps in partnership with the patient. Make
sure they comprehend, and are keeping up with your thought
and energy.
• Understand if their needs have been met, ask them if they
have further needs.
• Summarize – Confirm agreement, conclusion and next steps
and thank them for choosing you and your practice.
	
Recognize and build upon caring moments.

• Ask – “What is most important today?”
• Reflect back what you heard your patient say.
• Allow patient to talk without interruption.
	
Continue your use of open-ended questions in your interaction.

• “Is there anything else you are concerned about, or what are
you thinking...?”
• “Tell me more...”



Suggestions

Consider these actions
 Warm Welcome – First impressions are formed in 7 seconds
– set tone and be personal and professional.

• Review chart before entering room.
• Take a deep breath before entering room. Make this patient
the only focus at the moment.
• Address if you are running behind. Acknowledge it will not
impact your time to meet their needs.
• Acknowledge everyone in the room upon entering – and
introduce yourself. Understand all participants’ roles in the
patient’s decision process.
• Demonstrate professional expertise in being their healthcare
partner.

	Caring Moments – Be fully present during the visit.
• Introduce the computer, it’s role and do not let it become
a focus or distraction to the communication.
• Seek to understand “What is most important to you today?”
• Reaffirm the intent of the visit.
• Do not interrupt patient as they talk.
• Repeat back what you heard the patient say.
	Fond Farewell – Conclude the session by confirming satisfaction, and leave with fond farewell.

• Acknowledge next steps (set expectations of roles,
and time frames).
• Ask if all needs have been met for the visit.
• Thank all present for their visit.

Service Breakthrough
Moments
Congratulations!
 Warm Welcome. Make a personal connection – Use the birth
date, or information in the chart from a previous visit as a
follow-up touch point.
	
Caring Moments. Involve patient – “What are you thinking
about your condition?”
	
Listening. Be cognizant of the value of the patient’s time.

• Access needs to be met. “This is your time, what is most
important to you?”
• If entering late, acknowledge and move forward, “Sorry
I am running behind...it will not affect our time together.”
• Confirm satisfaction and needs for visit have been met.
“Before I leave, what questions do you have? I have time.”

	
Fond Farewell. Conduct a follow-up call to check-in.
• Close the loop. “I phoned to see how you are doing and to let
you know your results were normal. Let’s do this next...”

Living Our Values
Compassion | Respect | Excellence | Collaboration | Accountability

Who Needs Coaching?
Any provider may request service coaching at any time. But what about those physicians who
don’t realize they need coaching? EvergreenHealth analyzes the results of patient satisfaction
surveys – which are available in monthly reports to all medical directors in the practices as well
as the physicians themselves.
These monthly reports list patients’ actual comments, too. Some providers may find themselves
offended by the comments; however, when they realize that these patients are already saying
these comments – often on social media or to friends or at church – they realize this represents
an opportunity. Once they have the knowledge of what their patients are saying – they gain the
chance to make service improvements.
E V E RG R E E N H E A LTH U S E S TH E DATA TO D E TE R M I N E
W H O M I G HT M OS T N E E D COAC H I N G :
■ I f

a provider scores 80% or above on the
key indicator “recommend this physician
to a family member or friend,” the provider
receives recognition. Medical directors are
provided training and a tool kit regarding
the Art of Caring. Part of the tool kit contains
ways to recognize and reward providers.
Those providers scoring over 80% consistently are also invited to serve as an
example for other physicians to shadow.

■ Providers

who score above 50% on the
same “recommend to family” metric receive
feedback from their medical director and
are offered support as desired.

■P
 roviders

who score below 50% are given
one-on-one coaching from an on-site coach
as well as other support as needed.

The Results Are In
The results are in – and they are impressive;
all employed providers collectively earned an
“always recommend” rating of 94.5% recently.
EvergreenHealth’s providers are the highest in
the market on provider satisfaction scores.

Of 144 “live” providers (those with 30+
surveys):

EvergreenHealth recently switched over to
star ratings – they were among the last in
the market to go to star ratings because they
wanted to make sure they were ready for
the results. They prepared their providers
internally first, including the education of
practice managers. They began preparation
for star ratings six months ahead of the
fully-transparent go-live with the ratings.

■ The

■ 137
■7

have a rating of 4.5 stars or higher

have a 4-4.5 rating

highest is 4.99 stars; the lowest is
4.41 stars.

Additionally, provider “buy-in” of the Art of
Caring is at an all-time high; when asked “how
much patient feedback matters,” providers
report it matters at a rate of 90-100%.

Q U I C K TA K E - AWAYS
■K
 ey

principle is that all providers are
provided tools, coaching and support based
on their personal communications style –
the intent is to help them understand their
strengths and weaknesses; learn skills,
messages and behaviors that help them
achieve their personal best; and fully
understand how their style is experienced
by others.

■E
 nsure

physicians understand the value of
patient feedback and data (credibility).

■M
 ake

sure physicians also see the value of
success to themselves and their own
experience.

■R
 emember

that most providers are open
to direct feedback.

■R
 emind

providers (and all clinical staff) to
continue to develop and evolve their
personal practice of Service just as they
do Clinical.

■ Direct

observation/shadowing for underperforming physicians is a must. Prompt
feedback with tools for improvement is key.

■ Reinforce

positives and provide reminders
on what to practice.

■ Lead

a physician patient experience council
to gain insight and garner provider buy-in.

■ Personal

coaching (over group coaching)
demonstrates more respect – and providers
are more open to feedback.

■ Marketing

should be to service what Quality
Management is to quality. Quality officers
don’t determine how many infections a
hospital has – they influence it; they track it;
they provide help and offer information.
Try to model that in terms of service – a
marketing staffer doesn’t make a provider
offer good service – but they can influence it;
track it; provide help and offer information.
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Kay Taylor is responsible
for marketing, public relations, customer engagement, contact center, food
service, and community and employee wellness at EvergreenHealth. Previous
positions have included Trinity Health in Michigan and similar roles as Chief
Marketing Officer for Clarian Health in Indianapolis (now IU Health), and
Greater Baltimore Medical Center in Maryland. Kay joined EvergreenHealth
in December 2010 from Exempla Healthcare, a three-hospital system in
Denver, where she was the system’s Vice President of Communications and
Marketing for seven years. She has more than 30 years of experience as a
senior marketing executive in the healthcare industry. She received a
Bachelor of Arts degree from Alma College (Michigan) and is a member of
several national healthcare organizations.
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Brian
currently serves as the President and CEO of Corrigan Consulting. He leads
a team of Executive Vice Presidents, Senior Consultants and Communications
Consultants to support the competitive strategy needs of health systems
across the nation. Brian provides counsel to healthcare organizations on
competitive strategy, merger and acquisitions, product and brand development, partnership development, and customer experience. With 30+ years
of healthcare marketing experience, he has been responsible for all aspects
of marketing, communications, and competitive strategy. Brian was previously
a Vice President at Indiana University Health, Bloomington. Brian holds a
Master of Businesses Administration in Healthcare Management.
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Corrigan Consulting is a healthcare competitive strategy firm. We combine vast experience,
thought leadership, best practices, strategic thinking, and marketing intelligence to optimize our
clients’ competitive position, potential, and marketing operations for strategic growth.

