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Building the Business: Service Line Revenue Growth Strategies
Highlights frorm our recent webinar featuring Fete Dawson

With an increase in competition from retail "big brands" like Wal-Mart, Microsoft and Google, and
increasingly sawy healthcare consumers demanding more value for their healthcare dollar
hospitals and health systems need to think creatively and challenge existing business models to
drive dernand and build competitive advantage. Women's HeartAdvantage provides a strategic way
for your organization to reach a targeted segment of your local population - wormen with or at-risk
for heart dizsease - as well as a framework for evaluating how your organization can build business
across the entire spectrum of delivery channels to increase consumer demand far your overall
brand.

At our recent webinar on the topic, Pete Dawsan, COO for The Strategy Group, offered insights to
more effectively create semvice-line growth opportunities:

What is your current services mix? Examine your current mix and evaluate how much capacity
your hospital has for each of the top 10 procedures/processes. Could you take your current mix
and repackage them? |s there opportunity to expand utilizing the diagnostic mix between senice
lines?

When evaluating opportunities for growth, answer three critical questions:

1. How do you view service lines - what is the frequency of distribution?

2. Ewxamine your current mix (diagnostic, treatment, delivery channels) - ¥What do you currently
do? What is the best practice? What some potentially revenue-enhancing emerging
trends?

3. What are your desirable goals? Are you providing 80 to 95% of all related services of a
targeted service line? YWhat is the total percentage that you currently capture and what
percentage of senices are your competitors capturing?

To determine possible new sources of revenue {or of increasing revenue from existing
services), evaluate how patients currently utilize your organization:

+ Priar to interacting with your arganization (physician, in-office testing, ambulatory care ete.)
+ [uring interaction ({inpatient or outpatient senices)
*+ Post-interaction (rehahilitation, physician offices, diagnostics, etc))

Fatients experience the hospital across the continuum of care while hospitals think within the
confines of individual serdce areas. If you do not own the patient until hefshe is one-third of the
way through the systemn your opportunity to capture profitable business decreases.

When evaluating potential new revenue opportunities, describe for key stakeholders:

* The new or expanded oppoartunity

*+ How it{each) adds revenue potential




*

Barriers it rermoves to external competition

L

How services are paid for,

*

Frimary messaging for targets
* Success metrics
+ PMext steps to develop and implement

Your Wormen's HeatAdvantage program provides you with unique strategies and tools to assist in
growing your overall cardiovascular service line. Following are some suggested tools to help
facilitate that process:

+ Evaluate your current cardiovascular service line offerings by using the assessment
toaols located in Chapter 3 of the toolkit. % ou will find a Competitive Snapshot and a
Competitor Program Assessment Worksheet to help you assess your competitors'
perfarmance. While these templates focus on competing women's heart programs, you can
modify them to reflect moare of an averall cardiovascular service line approach.

+ Evaluate your organization's product strateqy - Chapter & of your toolkit has several
gquality assessment tools to help evaluate your organization's current product offering and
measure it against your competitors, The Comparative Data Worksheet assists you in
comparing the performance of competitor hospitals on indicators and metrics for cardiac
health. The Cluality Assessment Worksheet gives you a tool to assess your organization's
readiness and resource commitrent to guality improverment and measurement. The
Cluality Assessment Tool helps with ongoing quality improvernent and measurement and
has a section devoted to evaluating the patient experience.

+ Build consensus from within with any plan to grow the service line - Chapter 2 has a
Stakeholder's Warksheet that can be used to identify key stakeholders to secure buy-in
frorm when crafting service line growth strategies. Although this worksheet is geared
toweards building consensus for your Women's HeartAdvantage program, it can be modified
and used for your overall cardiovascular service line.

Diownload a PDF copy of the wehinar and contact your Women's HeartAdvantage consultant to
discuss ways that you could build on and implement Pete's suggestions to build your business.

Upcoming Webinar in November
Join Our Next Webinar “improving the Consumer Experience fo Support Your
Brand Promise” on November 28

Consurners experience your brand in many different ways depending on where and how their
interactions ocour. Whether they are scheduling a diagnostic test, an inpatient procedure, or
followe-up care, you want them to fully and consistently experience your unigque brand promise. So
how can Wormen's Heart Advantage support your organization's brand promise? YWhat are the
most important touchpoints needed to create a unigque and differentiated brand experience for your
organization?

Through our "lmproving the Consumer Experience” webinar
on Movember 28 we will look at how to create a unigue
branded experience for consumers interacting

with wour arganization across a wide range of entry paints
such as diagnostic testing, ED experiences, inpatient
procedures, or follow-up care. Wwhile the consumer
experiences at those touchpoints may be guite different,
wee will explare how each can be designed to support your
brand pramise.

Anne Theis Robin Segbers

Join us for our next webinar on November 2§ as Robin Segbers and Anne Theis, brand
axperts with The Strateqy Group™, provide the insight and tools you need to assess and
create a hetter patient experience to support your brand. Click here to register.




Upcoming Webinar in December
Save the Date: Dacember 1280 Webinaron “Tight Glveamic Confral in Cardiac

Surgens

Join us as nationally-known cardiac surgeon Dr. Robert Kramer, Director
of Quality Improvernent and Clinical Research in Cardiothoracic Surgery
at Maine Medical Center (MMC), talks about the importance of
developing an interactive, multidisciplinary approach to glucose caontral for
cardiac patients. Dr. Kramer pioneered MMC's Tight Glycemic Control
prograrn. He will address several important topics and provide practical
tips on the three phases of developing a tight glycemic cantral pragram;
hiow ta deliver the tight glycemic contral message to clinicians;
smaothing the transition from inpatient to outpatient and home care, and
mare. The wehinar will be Wednesday, Decemnber 12, 2007 at 1:00 P
EST. Click here to register.

In The Know

& Cardiovascular Benefits of Exercise Depend Little on Weight Loss

*+ Many Patients Stop Taking Cholesterol-Lowering Drugs

* Global Study Finds High Murmbers of Men and Women Overeeeight, Ohese

* “ideo - Surmmary of Clinical Highlights frorm AHS 2007 on Prevention and Emerging Trends
in C% Care

* Peripheral Anery Disease Incidence Increases Significantly among Adults 40+

# Complernentary Therapies Help Patients Recover After Heart Surgery

* Research Lacking on YWhy Heart Disease is More Deadly for Women

#+ Trasylol Marketing Halted Over Suspected Mortality Risk

+ Multiple Biomarkers for the Prediction of First Major C% Event and Death

+ Early HRT Protects a Woman's Hear

# [octors Debate Bith Control Link to Heart Disease

# Energy Drinks May Pose Risks for People with Hypertension, CYD

*+ Marketers Threaten to Put Majority of Budgets Online
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