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Why we are here...

Purpose: Health care facilities are being challenged to do more with
less these days and deciding where to apply resources can be a
hard decision.

By utilizing customer survey data and continuous improvement
practices, BloodCenter of Wisconsin’s (BCW) Diagnostic
Laboratories (DL) determined where to apply resources to increase
the value of our services for our customers.

This presentation shares the voice of our customers, the actions we
took based on survey feedback, and the results of incorporating
customer feedback through continuous improvement.
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Objectives

Committing to customer survey data opens a gateway to
the beginning of one’s value chain—-> the customer

How a consistent survey structure can lead to year over
year benefits = prioritizing projects to see improvement
In operational metrics

Able to collect, analyze, and report out survey data
trends over time and link these trends to operational
Improvements

Narrow down where to apply operational efforts so
services improve for customers
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What you will learn...

The value of seeking, acquiring, and documenting customer
feedback

Method for standardizing customer surveys with the end
goal of collecting good, actionable data - focused data
analysis

Maximize the customer feedback by letting it guide
continuous improvement efforts

What our future holds and next steps
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Who we are...

BloodCenter of Wisconsin Continuum of Care

Values:

*Excellence — To strive to be the
best

eIntegrity — To bring honesty and
responsibility to all we do

sLearning — Dedication to acquire
and share new knowledge and skills

eRespect — To affirm each person’s
dignity and worth

eInnovation — To create new
knowledge and solutions

eService — To anticipate and
exceed customer expectations

TRANSFUSION
MEDICINE

BLOOD DISEASE
TREATMENT

TRANSPLANTATION

BLOODCENTER
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Where we started...

Why did Diagnostic Laboratories initiate a customer
survey?

e In 2008, we began preparing for CAP accreditation,
“gold” standard of clinical lab accreditations

 Standard GEN.20316

As well...

e Qrganizational goal of exceptional growth in the DL
 |dentify customer’s needs and deliver solutions
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Getting at actionable data...

It all starts with asking good questions

Verbiage and structure Dby e
Ensure sample represents e
customer base

Analysis for actionable feedback
 Net Promoter Score®
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A benefit of our organization — Chris (MRA)
Other resources also available
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What i1s Net Promoter Score®?

If someone from a health care organization with similar
reference laboratory needs asked you for a
recommendation, how likely is it that you would
recommend BloodCenter of Wisconsin to this colleague?

O [Very unlikely

O | Somewhat unlikely

O Somewhat likely

QO Very likely

Used in various industries, we use it as a strategic

measurement

Focuses on the relationship and transforms customers into
advocates—> Not about the transaction

How to calculate Net Promoter:

% Promoter

% Detractor

= Net Promoter Score
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First Survey’s Structure
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Round one — What did we learn...

e Sent out around 738

surveys
 Response rate 31%

 Feedback:
e Shipping
 Billing
e Turnaround Time (TAT)
 Web Site
e Reporting
 Interface
» Access to Staff
e Test Improvements
e Ordering

Evaluate \/ﬁ Self-Discovery

Performance
Improvement

/A Effective L
l Feedback

Analyse
Causes &
Consequences

\‘_ Create !.-' /
rea i e
/
Options & K

Solutions

Discover /

Issues —> Assisted Discovery

Commit to

Action Cycle
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What did we do...

2005
Expectati o )
- Analysis of results:
Cvers Exceeds 40 « NPS—>88
zatisfaction Unmet 3
Exceeds A3
- Focused on:
Overall quality Ynmet 2
Ease of doing Exceeds 35 e TAT
businesswith  Unmet 4 e Access to staff
Met P t :
= rII:rnn:.Er . Orderlng
score (NP5 85
Recommend 2%
“Very likely’ 20
Unlikehy 1
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Where we started...

TAT

 Focus on TAT started at the end of 2008—> % Made Published
TAT (PTAT) important

e Pulled data from our Laboratory P TAT Analysis

| Order ltems Excluded from TAT Report

Information System (LIS)
o Started to perform analysis
and reporting

__| Organizations E xcluded from TAT Report
| Import Utiities
__| Database Limitations

_! Back

Access to Staff

« Hired staff in Client Services department to handle customer
calls

Ordering
* Implemented online test and result viewer
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What changed in 2009?

Increased the number of rating _ _ .
i Fe:  4ldgITEiz 1 %‘
guestions --> 23 to 25 BuoonCus B

] Onllne SerVICe = A7TER ::-'.-:r_;—rusT—s3—:-;1-;_,5::1-:.339_;5 BLEARE FﬁxtﬂiH.ﬁ&?mzs
feedback/awareness TLSEELITERE an

* Performance trending

 Removed utilization of
clinical testing in month

Changed follow up to 9 days
after initial survey fax

Sent: 701 surveys out

g, R —

- fin [ A —— ik wow dor wour affendion fothis aaioeion. Pleaice
SINGRNE SR VRS YOU AvastInal a5 fhe completed qusctisnne e o 4145372425

 Response rate: 31%
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Customer Pulse
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Key Messages Actions

Opportunities to interface « Introduced Strategy
Online test catalog and Deployment
ordering « Add two more Call

Consistent message to Center staff members
improve PTAT j> « Prepared for direct

Decrease TAT for routine customer LIS interfaces
testing « Implemented reason
Improving shipping and codes into PTAT process

logistics  Potential causes
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What changed in 20107

Ml Jamesk, Disgacs 1o Lanomioieas
TE1ZS

* Increased the number of rating S H-mrg;n::;-.ﬁ
questions --> 25 to 27 e ceim e et - et e
« Removed online awareness e o
section o :
* Broke out performance trending

 Followed up at 14 and 21 days
after initial survey

e Sent 759 surveys out
 Response rate: 28%

Heard consistent VOC o e AT T

BLOODCENTER
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Actions in 2010

Strategy Deployment (SD)

« Align strategic initiatives through Annual Improvement
Priorities 7

 Developed Key Performance Indicators (KPIs) Plan

]

TAT

* Increased awareness to PTAT at Staff level
o Celebrate success—> Candy Bowl Trophy

for best PTAT

e Lean/Six Sigma Projects
* Eliminate waste in testing process
* Improve TAT performance

Ordering

» First direct customer LIS interface in May O



What changed in 20117

Eaatcin Eatier, Disgmosthc Lshorboles

« Number of questions stayed oo I

RGEETH T e

the same T

AFTER COMBLETING THIE BHORT QUESTIONNAIRE, PLEASE FAXTO 414357.6125

« Changed follow up to 8 and 16  =sunausiorissss  frmmmesrsosee

days after initial survey fax BEEGIIIIIIT I
« Sent 839 surveys T
 Response rate: 24%

1724
TAT
%%
: 15¢
Custormer service :
13
- ) .. D2g
Eilling it oicing
a3

_:'_'_'_"_ e —— - e = e = = = = TRASE o oo aSenson fois evaluetion Plsace
Crozrall satsBolon ) = ! - #ax the completed quactionnaire 1o 4148378125

Inproving Dedimng et U S S P
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Trending Results

2008 2009 20140 2011

Sample size 229 216 219 221
Response rate 31% 31% 28% 24%
Expectation % T T T
_ _ Exceeds 40 37 43 43
Overall satisfaction
Unmet 3 1 2 2
_ Exceeds 43 38 43 45
Cwverall gquality
Unmet 2 1 1 1
_ _ _ Exceers 36 33 37 38
Ease of doing business with
Unmet 4 2 2 2
Met Promoter Scare (MP5S) BE B6 57 B6
Recommend % % % %
“ery likely” 519 EDE ED? EIE
Unlikely
BLOODCENTER
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Voice of the Customer

"Exceeds expectations”
40%

35%

30%
2008

259
2009

E.
20% 2010
15% m 2011

10%

5%

0%

Shipping Online reporting Pricing

BLOODCENTER
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Heck yes success! Celebration in 2012

 Knowledgeable & professional experts actively assisting the customers
« Easy to collect, send, and understand results
e Quick turn-around times & reliable test results
« Timely service & accessible support

» Consistent & dependable service \\
|

"Exceeds expectations"

60%

A

Staff
50%

Reporting
40%
30%
20%
10%
0%
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Let them eat cake!

sLarger test volume in HEM and
PNIL, customers consistently
reporting higher quality

eLarger HLA customers “very
likely” to recommend increased
from 83% in 2010 to 97% in 2011

70%

60%

50%

40%

30%

20%

10%

0%

"Exceeds expectations"

W”“"

CE f. E B RA TE
05 iy

B Hem Lrg0OQ
H PNILLrg OQ
I “PNILLrg OS

2008

2009

2010

2011
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What changed in 2012

Started to look at how we survey
e Important to get feedback all year long
Proposed improvements
* Methods for real time feedback
* Provide link on web site
 Solicit with test orders—> Follow up message
« Allow time between surveys
Considerations
 Don’t over-survey or bother customers
No survey in 2012 or 2013




The map to |mprovement
CISystems‘ -

L 2

Strategy Deployment

Roadmap & Milestones

Strategic Metrics

I'--'-"|l' T
Compass

Standard Work

gest known directionsand
driving method

B VisualManagement
i Dashhuard&-ﬁauge,

£ . Daily Problem Sulvmg
Detuu r5& Mauntenan-:e
T -".'I -.--ri'r"'"h‘ I v
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TAT Transparency and Dialogue: 2012-2013

One Monthly report for all DL

Broken out by laboratory
Data analysis

P-Charts

Pivot tables

Root cause analysis

 Generate weekly TAT table

oL HER

N 2334 N 640
TAT 37 TAT 4.0
% Made 96.6% % Made 95.8%
% Exceed 3.4% %% Exceed 4.2%
# Made 22564 # hade kA1
& Exceed =]l ¥ Exceed 24

IRL kAOL

# Exceed

Chyerall

# Made

¥ Exceed

FrIL

N 514153
TAT 1.7
% Made 899.2%
%% Exceed 0.5%
# Made Bh1
& Exceed 5

CCR datais already included in the individual and
avverall lab totals, This box breaks outthe CCR
data to give a snapshot of its impact on the overall
DL total.
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The Progression...

Percent Made PTAT

January 2009 - August 2013 DL % Made PTAT Line Chart

100.0%
08.0% 97.10%

96.70% P
o h A m l‘ m
96.0% VOIS AN AV
P A bl - — 9540%

94.0% -

: 94.60%
92.0% 91.04% |’

'

90.0%
88.0%
86.0% oo mEeE
84.0%
82.0%
80.0% H—+—+—+++ -+ttt
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The Call Center: A two way
conversation

Calls went right to the testing laboratory

Staff to focus on quality results and TAT improvements
Wanted to limit interruptions to Call enter Staff

Create a new space - Assigned PM

B 10/05/2012
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2014 survey

Needed to get a pulse on our
services from the customer

No changes to the structure or
guestions

Sent 736 surveys out
 Response rate: 22%
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O
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Getting to our vision

\— Self-Discovery Cl Systems
P?aluate ' Discover/ . _ o
Ie tlrrﬂal'l'ﬂ'-?l Issues —> Assisted Discovery
mprovemen

Effective
“  Feedback

Commit to

Analyse
Action CyCI e Causes &

Consequences
\ - Create |

Options & \
Solutions

Strategy Deployment
Roadmap & Milestones

Strategic Metrics

Compass

Standard Work

Best known directionsand -

drivingmethod
Y e

-V‘sua Management . “‘T ,'
Dashboard & Gauges |

]
; Daily Problem Solvmg
Detours & Maintenance 4 "

’
5,‘: A
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SD 2014 - Drilling a little deeper

What changed at SD?

e Standard work for root
cause analysis

e Drilled down into Service
KPIs

o Key Quality Indicators —
measure of customer
service

Mumber of Patients
Served

Customer Exceptions -
Clue o OEE

Service
CUS Exceptions - Oue to
Incarrect Billing
v Mlade PTAT
Corrected Reports
Quality

PAizlabeled Specimens

BLOODCENTER
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2014 — Flipping pyramid

Transparency - TAT Performance
Visual management in the labs
e No Indicator = Yellow - Red

Monitored PTAT through huddle boards

Standard work with PTAT reports
e Weekly and monthly
 Reason codes

* Process Improvement table - Actionable

| Pt —
L= o

TAT Process Improvements Currently Implemented/Manitor Phase

snapshat

performance under 35%

Opportunity for Improvement | Process Improvement In-Process | Who is working on it Hi;mp::::::i Status
Batter real-time updates and Quick waskly uodates for
communication on Weekly TAT VickWeely upastes 1ol DlA NA Implemented ek of 0/16/14

BLOODCENTER
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Did we answer the call in 20147?

Majority of calls route through Call Center

Staff maintains focus on testing

Less wait times for clients during work day

Utilize Customer Relationship Management (CRM) Software
Implemented “Problem Queue” to keep sample moving

Customer Care 3-5 year plan

MNow in 20]’!]! | IM’—Cusinnmr Support
« W2l Center Plan (Tlke) - 1l Center Design Execution {Ilke)
-.gﬂaase I = Design -yfmndardizc materials (print and

wih)
=  Reguisition first

« wPfiase 11 = Infrastructure

= Catalog
*  Wehsite (interactive = +)

. ] «  Hesule iin
106 2 alberond D

* WAl Center Infrastructure | * Implement billing
WEoftware Implementation improvements
 fohesive information Mow * develop a model to improve
within DL logistics

(modeled after Women's Health)

BLOODLENTER & BLOODCENTER
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Analysis of Trend

2008 2009 2010 2011

Expectation % % % %
_ _ Exceeds 40 37 43 43
Overall satisfaction

Unmet 3 1 2 2
overall quality Exceeds 43 38 43 45
4 Unmet 2 1 1 1
_ ‘ _ Exceeds 36 33 37 38

Ease of doing business with
Unmet 4 2 2 2

BLOODCENTER
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What actions are we taking now?

* Implementing real-time surveys
 Ability to make real-time adjustments

« Sample Management room layout change
* Process samples more efficiently
* Includes improved sample tracking

« Data analytics software — look at “Live” financial and testing
data > better serve markets

C g i [ | v | I |
FED-EX SUFFLES Chrder Enkny Stations @rder Entry Stabions
=

Call Center

BLOODCENTER
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Closing thoughts

2008 2009 2010 2011

Net Promoter Score (NPS) 88 86 87 86
Sample size 229 216 219 221
Response rate 31% 31% 28% 24%

NPS — Why it worked for us...

 Identify gaps in service offerings

* Adjust operations through process improvement
o Effort across all of DL to meet customer needs

2014

90

162

22%

« Very important your sample represents your customer base

BLOODCENTER
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Summary

Consistent customer survey structure
Use actionable data to adjust operations
 Align daily work with your strategy

Continue on your journey...It's a marathon,
not a sprint

Don’t stop learning from your customer
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Thank you very much!

www.BCW.edu

Ryan.Derus@bcw.edu

Any Questions?
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