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Of consumers say the 
top strategic priority for 
healthcare providers 
should be improving 
the patient 
experience1.

1.  Black Book, Q2 2018 healthcare consumer study
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Insights from the Outside

3 Ways to Create 
an Exceptional Patient Experience
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Oaxaca, Ong, Jensen Team - Seal Beach, California



“Patients have chosen 
you and given you 
permission to lead 
them to the right 

healthcare choices.”



Patient Journey “GAP”

Fear - Money - Time Purpose - Culture - Education

Patient
Overcome barriers to care 

YES

Reasons for Treatment
Age, Balance, Safety, 
Memory Loss, Family, 
Confidence, Health, etc.

Audiologist
Offer a picture of a better future

Symptoms
Age, Balance, Safety, 
Memory Loss, Family, 
Confidence, Health, etc.



Leadership ● Your WHY
● Culture
● Communication



1. Your WHY
Patients do not buy what we do; they do 
not buy how we do things; they buy why 
we do it. 
➔ What

The products we sell or services 
we offer.

➔ How
The things that make us special or 
set us apart from competitors

➔ Why
It’s the purpose, cause or belief. 
It’s the reason your organization 
exists.



What is the 
specific contribution
you, your practice 
or your organization 
has made to the 
lives of others?

WHY Statement



Tip
➢ It is the reason we 

get up in the 
morning.

➢ It is what motivates or 
inspires us.

➢ It is the connection 
our patients seek.

The Golden Circle



3 Main Takeaways

Once you have 
your WHY, practice 
sharing it as much 
as possible.

Recount stories 
from your past to 
find your WHY.

Use your HOWs to 
be efficient in 
implementing your 
WHY.



2. Culture
The customs or beliefs of a 
particular group of people:

➔ Who
Who we are

➔ What
What we do 

➔ How
How we do 





Competitive 
Advantage

Tip

Culture is an 
equal player 
with 
performance 
and strategy. 



Culture from the Outside

➢ Starts with the origins of the 
practice, its location or brand.

➢ It’s a reason patients choose 
your practice or organization.

➢ It’s your brand!



➢Intersection of values and actions
➢“It’s how we do it here”
➢Doing what we say

Culture From Inside



“Customers will 
never love a 

company until 
the employees 

love it first.”
-Simon Sinek



3. Communication
Patients need to understand how 
irresistible your offer is: 

➔ Empathy  
Use storytelling.

➔ Relate
Create an emotional 
connection. 

➔ Compare 
Bring value through self 
leadership.



Storytelling

“People hear statistics but they feel stories.”

-Brent Dykes
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Storytelling

➢ Patients can relate to stories much more 
than models or technology.

➢ Storytelling allows patients to visualize 
their own journey.

➢ Storytelling creates empathy because you 
are sharing true examples.



Storytelling

“I want a great smile.”



Storytelling

“It was time.”



Emotional Connection

"People don't care how much you know until they know 
how much you care."
      
   -Teddy Roosevelt
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Emotional Connection

➢ Patients want to be heard.  Validate them 
by  listening and asking questions.

➢ Humanize a patient’s experience and be 
truly authentic.

➢ Patients want to belong.  Invite them into 
your culture. 



Emotional Connection

“I love coming here because of the closeness you all 
have. You can’t find that anywhere.”



Emotional Connection

“My family feels so welcomed here.”



Emotional Connection

“They always know exactly what I need.”



Bring Value

“Price is what you pay.  Value is what you get.”

-Warren Buffett



Bring Value

➢ Practice your delivery with a repertoire or 
script.

➢ Develop systems and protocols to 
support ideas.

➢ Be purposeful in educating and 
storytelling. 



TO offer a picture of a healthier state 
SO THAT the barriers of care are 
lowered, allowing a path to “yes.” 



Self Leadership

➢A leader worth following

➢Sustained influence

➢Sustained performance



“You don’t have to 
be in charge to 
take charge.”

-Clay Scroggins



A Leader Worth Following

➢Our patients are looking for a leader 
worth following.

➢Far less to do with what we say than 
how we model.

➢Patients are watching!





Sustained Influence

➢Sustained influence goes beyond 
position or title.

➢Patients have a hard time opening 
up to healthcare providers.

➢Be engaged!





Sustained Performance

➢Longevity is a major indicator that 
you are leading well.

➢A passion and pursuit of learning will 
lead to mastery.

➢Requires authenticity!





Wall of Uncertainty

Commitment Gaining



Commitment Gaining

Commitment to Meet

Commitment to Explore

Commitment to Change

Commitment to Decide



Commitment to Meet

Make it count.
They are in your chair.
They have chosen to be there.



Commitment to Explore

Investigate options together.
Educate and avoid lecturing.
Bring value to treatment.



Commitment to Change

Patients ask why shift from perceived
stability.
Patients hear they are doing 

something wrong.
The “wall of uncertainty” goes up 

without building value. 



Commitment to Decide

Patients will rarely move forward 
without value creation.
Value creation creates a sense of 

empowerment.
Appointments are kept.





Healthcare is not 
something you do “to” 

someone, it is 
something you do “for” 

and “with” someone. 





When patients say yes 
they have recognized 
we’ve come alongside 

them and done the work 
to 

“serve” them.





Patients say yes because 
they see we “love” 

what we do!



Happy Trails



Kathy Wentworth, DVM





Nola Aronson
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Build a Well-Trained, 
Committed Team
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Create a WOW
First Impression
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Build Trust!
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You, Your Team and Your Patients Gain:

• Consistency in information, message, positioning and image, 
helping minimize confusion and enabling patients to make good 
decisions

• Lower turnover and improved employee morale and empowerment

Create an exceptional patient journey because you want to do it.

Build a Well-Trained, Committed Team
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Here are a few ways we train our team:

• Track and measure production

• Staff meetings once a week

• Morning huddles every morning

• Set clear expectations (goals)

• Reward effort and achievement 

• Scripting, role playing

Build a Well-Trained, Committed Team
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Create a WOW First Impression

It’s all about your brand – which is the way you want the community, 
patients, your team and everyone else to perceive you.
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Starts before the patient walks in the door – online presence

Create a WOW First Impression
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The Initial Phone Call

• Listen more than talk

• Let the patient share 
their story before 
you tell yours

• Smile!  It “shows.”

Create a WOW First Impression
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The first phone call: capture information 

✔Custom Tracking Form

Helps the team capture 
and communicate with 
each other key patient 
information.

Create a WOW First Impression
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Create a WOW First Impression

Your Reception Area:

• Greet the patient by name.

• Welcome them into your 
“home.”

• Make them comfortable.

• Provide education every step 
of the way.
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Happens at every step along the patient journey through what 
patients see, hear and feel.

• The need to see they are welcome in our “home.”

• They need to hear the information they need to make an informed 
decision on their hearing health.

• They need to feel we care and that we are their advocate, which 
requires a patient-centric approach.

• Include 3rd party.

Build Trust!
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The consultation:  solve the patient’s problem.

Build Trust!
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The financial discussion: give patients solutions, 
not just options.

Build Trust!

✔ cash
✔major credit cards
✔ insurance
✔ CareCredit
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Exchange in Abundance

✔Patient appreciation days
✔Educational lunch and learns
✔Lunch and a movie
✔Birthday cards with lottery tickets
✔Cupcakes delivered to their door
✔Lots of follow up and care
✔Phone calls, letters
✔Patient surveys

Build Trust!
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Be an Active Part 
of the Community You Serve

✔ Involve the entire team
✔ Volunteer, make a difference
✔ Wellness and free screenings

Give Back Generously!

Build Trust!



Insights from the Outside

QUESTIONS & ANSWERS



Thank You!
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