Critical Success Factor:  Treat Greater Numbers of Veterans
Goal:  We will serve a greater percentage of the veteran population, specifically low income and service-connected veterans, while also increasing care to special populations.

Topic:  Customer Satisfaction

How do we balance targeting resources to new or emphasized populations groups while maintaining satisfaction of existing categories of customers?

	Identify groups that we serve currently
	Find out what their needs are and how we can serve these veterans better

	Creative marketing strategies (e.g. go out to the community, attend meetings, use mobile vans) 
	Explore options for financing creative mechanisms for marketing

	HMO/Health Plans – determine “hook” that makes VA attractive to their veteran enrollees
	Medicaid populations (work with counties and state)

	Senior center populations
	Non-VA hospitals’ uninsured populations

	Fill up “underutilized” panels (don’t overextend full panels
	Use IHI principles to get better efficiencies in provider panels

	Figure out what is special about VA care – what would be attractive to the populations we are targeting
	“Teach-teach-teach” staff, VSOs, and veterans about what VA is – what good customer service is 

	NiMo “disconnect list” – get this and approach these veterans
	Quick card survey focused toward special populations

	Targeting temp agencies (they typically don’t provide health care benefits)
	Our ER waiting times have increased

	Homeless patients – have shower available in ER for patients to use
	Women veterans – what are their needs and how do we encourage them


What “service recovery” strategies can we employ to manage potential perceptions of inadequate service while this VISN adjusts to new funding levels?

	Be proactive with veteran groups; open forums, attend meetings
	Address the veteran or family concerns with sincerity and immediacy

	Analyze and prioritize concerns to resolve
	Consumer council orientation

	Teaching clinics – nursing
	Customize customer satisfaction questions

	Do really good assessment of “need”
	Adopt a true biopsychosocial and spiritual model – Care Managers to cover all areas

	Patient education groups
	Good follow-up system using a holistic approach

	Integrate medical care into mental health services
	Identify special populations focused needs

	More one on one marketing in committee
	Visiting nurses

	Due to increased stress in clinics we need to create strategies to maintain customer service
	Teach staff service recovery actions including how to intercede immediately

	Significant others need to be included in wellness (i.e. nutrition/cooking class for spouse)
	Improve telephone service – answering machines give a negative initiation to VA


As this VISN increases care to special veteran populations, how will we understand whether the care strategies are perceived to better by these customer segments?

	Use of current patient/family satisfaction instruments (e.g. quick cards, surveys)
	Family/Resident Councils (inpatient/residential settings); telephone call-backs; interviews by caregivers at visits

	Must be done in a non-threatening, concerned manner
	Patient/family education regarding the value of their input regarding care and environment

	Information shared with appropriate providers/entities
	Monitor special population enrollment to track and trend exit from VA system – focus on departure “problems”


