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Outline

▪ Virtually every hospital talks about improving the patient experience as a key 
objective.  Actually making significant and systemic improvements can be 
extremely challenging. Patient experience initiatives aspire to work across 
silos, but often exist with various teams and initiatives struggling to coordinate. 
In addition, the complexity of the range of patients and patient experiences 
served by a hospital system can be overwhelming, compounding the inability 
to make transformative change.

• Learning Objective 1: Participants will be able to improve their own patient experience 
transformation by using a care journey framework.

• Learning Objective 2: Participants will be able to align patient needs (core, functional, and 
experiential) with hospital metrics to build a measurable business case for patient experience.

• Learning Objective 3: Participants will be better able to work across internal silos by inviting 
leaders to align to patient journeys.



A Quick Question to Get Started

What one word would you use to describe the 
primary barrier to the success of patient 

experience initiatives in your organization?



In spite of our best efforts and intentions…



Source: Highland and the Children’s Hospital PX Cohort
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Identify the Three Needs

Core 

Needs

Functional 

Needs

Experienti

al Needs

The medical care or 
resources your organization 

can uniquely provide

Progress patients need 
to make and tasks they 

need to accomplish

Social and emotional 
needs that exist beyond 

core and functional needs 
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Identify the Three Needs

“Help me 

advocate for 

my child and 

educate 

people who 

care for 

them.”

“Set my 

expectations 

for when this 

will be 

resolved”
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Align Care Journeys to Business Value

Complexity

FrequencyName the 
tension:
What is the 
balance 
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cost for your 
patient 
population and 
the creation of 
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to have?
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Clarify the Journey Touchpoints

Siloed PX initiatives produce disconnected touchpoints:

Touchpoints in a Care Journey Framework result in 
cohesive, connected experiences:

Patients Expect Seamless Experiences
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Touchpoint
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Putting it into practice…



Building a relationship with 
Children’s Mercy Kansas City 
through great experiences
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Family Welcome 

Experience
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Connected Experience, Value, and PX Initiatives

Building a relationship with 
Children’s Mercy Kansas City 
through great experiences

Family Profiles

Family Welcome 

Experience

Start here
with Same-day 
surgery as a Clinical 
partner.



Mapping the Experience: Welcome to Exit

As a parent, I need

Someone to walk with me 
throughout the day

This allows Children’s Mercy to

Put the patient at the center, helping them to be prepared,  
arrive on time and have a great experience. 
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Impact

“I had so much anxiety about the whole process of my 

daughter getting surgery. That anxiety instantly subsided 

right when I was greeted by Alex at the door. From there on 

out, every person we interacted with was phenomenal and 

the whole experience was pleasant! Thank you for taking 

my daughter under your wings as if she was your own 

child!!”



Impact: Assessment

• Feedback supports this experience is impactful continue to 
pursue “welcome” services

• Find opportunity to refine and make processes efficient, critical 
to scalability 

• Align with Guest Services 2.0



Activating Guest Services

Give Guest Services the data they need to 
provide a tailored welcome experience:

• Is this the family’s first Children’s Mercy 
visit?

• Where are they traveling from?

• How many appointments do they have 
today?



Leverage data that we already have in our systems

30

Deliver it to the right team(s) at the right time in the right way

Enabling staff to provide a “know me” experience

Identify the Data 
Source

Procure & 
Deliver the Data

Use the Data

Activating Guest Services



City and Distance 

Traveled

Number of 

Appointments

“First-time” 

Indicator

Language

Activating Guest Services



Three Key Take-Aways

▪ It’s helpful to begin with a proven method and framework when 
you start this work.

▪ There is a tremendous pay-off when you take the time to 
understand your patient and family’s experiential needs in 
context.

▪ Creating solutions that scale requires addressing the tension 
between patient needs and business value.



Questions?
Please be sure to complete the session evaluation!
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