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Highly Engaged Employees 
Drive Excellent Outcomes

Gerard van Grinsven



Healthcare is Undergoing a Seismic Shift
 Environment is becoming increasingly competitive

– HCAHPS
– Rising health consumer orientation

 Expanded choice
 Expanded information

 Implication: Healthcare systems must undergo fundamental 
change in ways they serve patients
– Simply “satisfying” patients will no longer be enough
– Change in the culture and delivery systems oriented to viewing 

patients as consumers who are both “patients” (treated) and 
“customers” (served) is mandatory
 Adapting healthcare service models to be more customer oriented (i.e.,, 

retail, hospitality)

 Measurement only no longer adequate
– System of change management driving learning to front-line



Satisfaction Is Not Enough | Three Kinds of “Satisfaction”
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Business performance among “rationally satisfied” is no better than
among “dissatisfied”.  Only “emotional satisfaction” delivers superior results



Building Stronger Patient/Customer Relationships

What Is the Solution?

 The Right Measures  
– Systems have been aiming at the wrong target:  

“satisfied patients defect.”
– They’ve had an incomplete picture of the 

patient/customer relationship:  “rational + emotional.”

 The Right Interventions 
– Wherever, however, and whenever customers are 

“touched.” 



Best Practice Human Capital 
Strategies are

Shifting to the Top…
CEO’s are moving human capital management to 
the top of the agenda, recognizing that it is an 
indispensable element of organization success…

For healthcare to survive and prosper in the 
wake of the worst workplace shortage in years, 
focused attention needs to be placed on the 
attraction, development, and retention of 
employees.     

―The Road to Recovery, AON  Healthcare Study
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BY DEFAULT — TYPICAL ORGANIZATION
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BY DESIGN — WORLD CLASS/BEST PRACTICE ORGANIZATION
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“It’s First Who, Then What”

“Greatness is not a function of circumstance. 
Greatness, it turns out is largely a matter of 
conscious choice, and discipline….
one of the most fundamental disciplines is 
“getting the right people on the bus and in 
the right seat----first who, then what”

Jim Collins—Good to Great



Building a Foundation with Impact 
Concepts, Tools, and Processes

Talent vs. Competency
– Understand the foundation of top 

performance

KNOWLEDGE
—What I know

SKILLS—What I do

TALENT—Natural predispositions, 
spontaneous, recurring patterns of 

thought, feeling, and behavior



Predictive Validity of Various Assessments
(Hunter and Hunter Model) –compared to Talent+ Interview (not in study)
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Source: Hunter & Hunter.  Validity and utility of alternative predictors of job performance. Psychological Bulletin, 96: 72-98 



( T + F ) x I = GSM

( Talent + Fit ) x Investment = GrowthSM

 Thought Process

 Influence

People Acumen

Work Style

 Drives & Values



( T + F ) x I = GSM

( Talent + Fit ) x Investment = GrowthSM& Impact

Location

Organization

Manager / Team

Role/ Position

 Pay / Benefits / Working Conditions

 Career Needs



( T + F ) x I = GSM

( Talent + Fit ) x Investment = GrowthSM  and Impact

Recognize / Reward - Appreciate

Communication – Expectations, Feedback, Dialogue, etc.

Relationships – Mgr., Team, Customers

Support & Equip – Set up for Success

 Performance Planning – Maximizing Impact

 Train & Develop – Prepare and Grow

 Career Pathing – Future Plans



Integrated Model

Emotional 
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Three Employees (US)
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Three Employees (US)
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Meta-Analysis 2003 —
Conclusions

Engaged work units have higher success rates
(improvement in probability of success: above-average performance)

Associate Retention + 50%

Customer + 56%

Safety + 63%

ENGAGED
WORK UNIT

Profitability + 27%

Productivity + 38%

+78%
Overall Performance
(composite of all five outcomes)

+94%
Composite Performance

(composite of direct outcomes)





Why is Employee Engagement 
Important?



The Value of Engagement is Real
After researching 132 Fortune 500 Companies that utilized Gallup’s Employee 

Engagement process we came up with the following business outcomes

Turnover : - 26%

Customer Satisfaction : + 12 percentage points

Safety Expenditure : - 48%

Productivity per Employee : +11%

Innovation (ideas and dollar value) :             2.6x & 3x

Engaged Workgroup Profitability : +15%

Annualized
Net Gain



Employee Engagement Outcomes
Companies in the most engaged quartile have significantly
better performance than those in the least engaged quartile

Top quartile compared to bottom quartile
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-680,000 employees
-24,000 business units
-125 companies
-37 industries



Employee Engagement Correlates with  
Malpractice Payments

Hospitals in the most engaged quartile pay $1,120,000 less in annual 
malpractice claims than hospitals in the least engaged quartile.
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Satisfaction Is Not Enough: 
Three Kinds of “Satisfaction”
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Employee Engagement is Directly 
Related to Nurse Turnover
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Understanding Customer Engagement

Customers are not strictly rational – healthy, engaged 
customer relationships have a significant emotional 
dimension which must be measured and managed.

“When it comes to customers, 
feelings are facts.”

-Simon Cooper
President & COO, 

Ritz-Carlton Hotel Company LLC.

Simply satisfying customers on a rational basis is not 
enough to drive financial performance.



Customer Engagement
What is Customer Engagement?

– Customer Engagement describes the health of the 
relationship between a customer and a brand…the 
rational and the emotional.

– Great brands and great customer relationships are 
underpinned by emotion.

– Has a stronger relationship than satisfaction to 
performance outcomes
 Physicians (i.e., referrals, share of procedures, 

retention)
 Patients (i.e., return, use of other facilities such as

Wellness Center & Spa) 



Per-Customer Revenue

87

99

107

123

Indexed Performance (100
= Average)

Actively Disengaged Not Engaged Engaged Fully Engaged

23% Premium

13% Discount

36% Net Difference

Customer Engagement Drives
Financial Performance
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