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Class

@OBJECIVES

Is 99% Good Enough?

* 2,000,000 documents will be lost by the IRS
this year

» 22,000 checks will be deducted from the
wrong account in the next 60 minutes.

+ 18,322 pieces of mail will be mishandled in
the next hour.
Is 99% accuracy good enough for EMS
activities?
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Customer & Market
> Focused Strategy & Action Plans B
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STAR CARE - BayStar Medical
“The Ritz Carlton
Experience enlivens the Safe Customer-
senses, instills well being T accountable
. eam-Based
and fulfills even the Appropriate
unexpressed wishes and Adttentive to

needs of the guest.” Human Needs
from the Ritz Carlton Credo Respectful Ethical

Reasonable

Developed by Tom Hillson and Mike Taigman

Vision

* “Built to Last” by Collins & Wi O’ S
Porras

—Core ideology = core values and Re S p O n S i b I e ?

purpose

—Johnson and Johnson’s “To
alleviate pain and disease”

* Tylenol scare




Characteristics of Admired
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Leadership * Honest
/Custm -
fesed Sl el » Forward-looking

* Inspiring
» Competent

Inspirng High=Periormance
Ceadership

(GOAIL 1S 10 cCOmIMURICALE: Personally involved
— Vision & mission In performance
— Organizational direction review
— Performance expectations Involved in
— Evaluate & improve leadership system visible activities

[Ceadershi P SySte A= Gontinued)

Communicate
values

Involved in teams




Inspirng High=Performance
Ceadership

Decisions based
on data

Meet to review
organization’s
performance

Routinely check
effectiveness of
leadership 1

The World On Time =

Can you MEASURE

Leadership?

Customer
Focus




ENMS
(CUSIOMErS

(AllNtherSame?)

How do you know
what customers
want?

Key: Clinical
Custemer Groups

Sort Ol callstbyschicifcomplamt:
IDeteimime]argest CUStOME SrOUS:

(Eontact past PALICHALS:

(What was most important to you
when YOU called 911?)

Ask them!




@ustemer
Feedback

THE RITZ-
CARLTON

» Three Steps of Service
— A warm & sincere greeting. Use the guest
name, if and when possible.
— Anticipate and compliance with guest needs.

— Fond farewell. Give them a warm good-bye and
use their names, if and when possible.

u l

Looking Outside of EMS...
Learn from OTHERS!

THE RITZ-
CARLTON

 Allows cleaning staff to spend up to
$2000 to correct a customer complaint.




CUSTOMER FOCUS

Examines oW, Organization

detenrmines expectations;és

requirements ot key  CuStomers
— o are yourKey CUSIOmErS?

= Sow.doyeuldentin/thelnecds?

—\\What meliods, deryoUUse o determilie
el salisiaction?

Strategic
Planning

Customer & Market
> E S % Action P

What do you NEED?

Strategic:-Planning

VehiclSrbyswilichiran organization.
Wwinites action steps tiequired tor il
liSpVaSTOn Statemer




Purpose of-Strategic-Plan

Stiategic Planning; Process

IDEScribES) ViSTon & iiSsior Internal

. o Strengths & Weaknesses
Wittt plan detailinghoy you: SR

. . . . 5. External
intend toM il SouEVision/mission

Opportunities & Threats
Identificstaction stepsinecdecdito Creation of Strategy / Intuition
ACHICYE YOI VIsIon Social Responsibility & Managerial Values
[ncludesimeasures tomonitors: Choose Strategy

VOUIRPLOEICSS . Implement

From Mintzberg, H. (1994). The Rise and Fall of Strategic Planning

3-Reasons to-MEASURE
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Information

& Analysis . Business Performance Drivers
> Focused Strateqy & Action Plans S
&

Key Performance Indicators

Balanced Scorecard «...

ATaT

@--[ WELCOME TO ATAT

* Financial Viability o Customer Service
 Customer Satisfaction « Operational Excellence
« Employee Satisfaction * Financial Responsibility & Accountability

« Operational Efficiency * Proficient and Motivated Workforce

L




Features off an Excellent Features of an| Excellent
Measurement System Vieasurement System

Providesimiionmation=rclhrdata IVICasTteEs atie casy  torunderstand

e ' (14 ' ))
WhiChis=achionabie McAstcs are cost=cliicctive, tor collcet

(EontamsinioHmALion en CHICICHCY:
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or
severity?




GO0 KRBV IIRASSHOUIG,
arsweriie quesion:
\Which criticaliperformance
outcemes MUSIFyeu
achieve?.

Cardiovascular Emergencies

Cardiac Arrest

Chest Pain

Stroke




Respiratory Emergencies Trauma-Related Emergencies

Intubationy, Shortness
AirwayManagement of Breath

’—’—‘ Process
. . . Management
Cardiovascular Respiratory Major Trauma - T —
l_l_l

l_l'l—|
Cardiac | Chest | Stroke Intubation | SOB
Arrest | Pain




What is a process?

Supplier Customer

— Processor

Process

Macro EMS Process

Unit Hour Distribution

Patient Accounts Management

1st Responder Support Services
Subscription Membership Program
Strategic Investments

Operating Unit Management and Admin.
Management Development

Core Business Pricing

Macro EMS Processes

Unit Hour Production

Recruitment & Pre-Service Orientation
Personnel Scheduling and Labor Relations
Clinical CQI and Training

Fleet Operations

Materials Management and Make-Ready
Field Operations

UHP Management and Supervision

Micro EMS Processes

Starting an IV

Intubating patients

Documentation

Cardiac resuscitation (all clinical and non-clinical
protocols)

Time to defibrillation




Iihe PDSA Cycle

Precess Vianagement
Sample Best Practices
[dentifiy ke products! 8z Services

|dentity customerreduitements
& expectations

dirackapetiotmanceusing daia

Data should be analyzed in a
way that is useful for making
improvements and that is

statistically sound.

Todd Hatley
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CP to 911
Pain relief

MI recognized

Major Trauma

I_l_l

Respiratory
I_l_l

Intubation)| SOB

"
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: Scene Scene

% ETs time time
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hospital
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discharge k]




Wihat'stthe St

Viest valued reseurce
i any ENMSTsysten?
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Employee Training /
Recognition Education




Human Resource Vianagement

Woortkdorcensideveloped dautilized
tortsHulNpotential

Iaining isHlimked
o) Onganizational KRAS

Riecogniition s inked
10 organizational KIRAS

What kinds of things should you

Salic sz licalthyswvorksenvatonment

recognize? a 2

PERFORMANCE RESULITS

Performance IDisplays 01‘ga1']izati Of1 SPEHOHNAnCE
Results nesults(graphicallyy)
e — customer satisfaction
S hlmanesources
— Process managenment

—inancial perormnance

IData shouldimeldercompanison
Lo COMPELItoLnS




Benchmarking... eyt

If you don’t look — enchmarking

outside your
organization... _
how do you . Identifying the process(es)

know you’re not - h you most want to improve, then...
just the Find others who are the best

Cream Of the CRAP')I at those processes.
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—Jnadustryaverage
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Quality-Assessment-Road-IViap

Assemble team

Selcettiacilitator

(Conduct finst seli=assessment
Identiy  Sticng s
SOpPOLUNIHESHORMPLOVEmCHl
(Ercalc ImpLoyemenicams
(Conductsecondiselicassessmerit
REPEal Process

RESOURCES-Availableto-You

INEAISA

— Www.nhitsa.dot.gov/people/injury/ems
NationalFASsoc EVISI@uality Professionals
—WWW.IEENSapIorg|
Tlodd HatiCy Consulting
—hittpr//hiome. attnet/tdhatley/toddhaticyconsulting
Mobile i ealthcarc o

—www.mhiinet/cmscompass/quality:
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