22 FEATURE
GUIDE TO DELIVERING SUPERIOR PATIENT EXPERIENCE IN PRIVATE PRACTICE

Making your plan to
keep patients happy
Last month, Jane Braithwaite (right) described why patient experience is so
important. This month, she gets practical and discusses how to get started or
review and evolve your current strategy
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YOUR PATIENTS must be at the
centre of every aspect of your
thinking. To improve patient experience, then, patients must be put
first.
When producing any strategy,
and particularly when considering
patient experience, the key components to consider are your vision
statement and your goals and
objectives.
Your vision statement focuses on
tomorrow and describes what you
want to become. Many companies
create both a mission and vision
statement, with their mission
statement describing what they are
today.
If we take HCA Healthcare for
example, its mission and vision
statements are as follows:
Mission – Our mission is to provide
compassionate care and exceptional service to every patient,
every day.

Vision – Our vision is to be a worldclass hospital.
It also has a clear set of values,
which you can see listed on its
website and you may find these
interesting and potentially helpful.
In developing your patient experience strategy, you may wish to
develop your mission and vision
statement and your values, and I
would highly encourage this.
As a minimum, I suggest you
need clarity on what you aspire to
be and therefore your vision statement is essential.
Your patient experience vision
must be entirely patient-focused
and should describe what you
aspire to be in the experience of
your patients.
Your vision will become your
roadmap. Writing a single statement that encapsulates this is difficult and you may prefer to write a
small number of statements that
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give you clarity and communicate
these to your team.

Tangible goals
Armed with your vision statement,
the next step is to clarify the goals
and objectives that need to be
achieved to deliver this ambition
and make it reality.
It is often easier to set quantitative
goals that are tangible and we often
see these described as service levels.
But we also need to address qualitative objectives, which are softer
and more emotional and therefore
harder to define and even harder to
measure. Measurement is crucial
and we will dedicate a full article to
measurement later in this series.
A good starting point is always to
reflect on our patient expectations
and ask the question: ‘What do
patients want?’
Taking first our quantitative, tangible goals; we know that funda-

mentally our patients want a good
outcome from their treatment and
we can set very precise objectives
and measurements related to this.
We know that patients will be
able to access an increasing amount
of information regarding surgical
outcomes via the Private Health
care Information Network (PHIN),
although currently it is fairly limited – for example, the number of
cases you perform for each type of
surgery – but this will be enhanced
in time.
Your specialty or NHS hospital
may have certain goals for surgical
outcomes, but you may want to set
you own objectives that differentiate you, say, from other surgeons.
If we pose a slightly different
question such as ‘What do patients
want before, during and after treatment?’, we start to consider a
broader set of goals.
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When a patient is researching
their symptoms and the treatments available, they want access
to high-quality information from a
highly regarded source that is
accessible to them in terms of language and the way it is presented.

Website is key
There is an opportunity to ensure
that your website and any other
collateral that you provide to
patients is written accordingly and
enhances your patients’ experience of your practice.
We know that patients want to
be able to contact you easily, the
phone needs to be answered reliably and needs to be answered in a
manner t hat enhances your
patients’ experience.
New patients want quick access
to their first appointment, as they
are anxious and highly motivated
to explore treatment options. How
quickly do you want to ensure you
see new patients? Is one week
acceptable for your patients? How
quickly do you need to be able to
offer surgery?
The answers to these questions

will become your goals and will
dictate how you set up your clinic
and theatre lists and give your
team complete clarity on how to
organise your practice.
This same approach should be
taken when thinking about followup activities, such as communicating results.
Every interaction your patient
has with your practice should be
considered.
Now let us turn our attention to
the less tangible, qualitative and
emotional aspects of patient experience and set goals for our patient
experience strategy that ensure we
deliver against these important
but often overlooked aspects.

What patients ‘feel’
Again, we think about this from
the patient’s perspective by asking
ourselves questions like ‘How do
you want your patients to feel
about your service?’
We are trying to understand
what patients want in a wider
sense than merely the treatment
they receive. Another approach is
to consider ‘How do you want

patients to describe your service to
their friends and family?’
Some common phrases that we
may want our patients to use
include: ‘I trust my doctor’, ‘I feel
safe’, ‘I feel well informed’ and
‘They are easy to contact’.
When a patient is researching
your service, ideally, we want them
to feel an emotional connection:
‘This doctor understands me’.
You may find useful insights in
how your patients feel now by
looking at ‘thank you’ cards and
emails that you received recently.
What words do they use to
describe you? Are these in line
with your vision?
In fact, any patient feedback provides a good insight into how your
patients feel about your service
now and offer you a baseline to
measure yourself against. More on
this when we talk about measurement in a future issue.
You may need to review the
patient information you offer,
including your website to ensure it
reflects how you want your
patients to feel. Are you providing
enough information regarding
preventative care and aftercare ?

Price

Providing first class medical consulting
and therapy rooms at prime locations in
Central London and Liverpool
London
www.tenharleystreet.co.uk
020 7467 8300
Liverpool
www.eightyeightrodneystreet.co.uk
0151 709 7066

One aspect of private healthcare
that we shy away from considering
is price, but this is an important
part of your patient experience
strategy.
You may want to ensure that you
are highly competitive from a price
perspective or you may be more
aligned to a certain brand of lager
with a view to being ‘reassuringly
expensive’.
Either approach is good, but
your patient experience strategy
must support this.
As you confirm your goals and
objectives, you will be thinking
about who is involved in delivering your patient experience. It is
important to identify everybody in
your team who interacts with your
patients and to ensure that this
group of individuals feels and acts
as a team. Later in our series, we
will discuss in detail some ideas on
how to achieve this.
The physical environment in
which you see your patient is
clearly very important and often
limited in how much change you
can make. Ask yourself:
 Is your clinic/consulting room
easy to find?

 How inviting is the reception
area and your receptionist?
 How good are the facilities
including the waiting room, toilets
and, most importantly, your consulting room?
 How can we ensure that these
physical characteristics enhance
your patient experience?
A final point is that patient
expectations are always evolving
and your patient experience strategy will need to be reviewed regularly to ensure it addresses these
changes in expectations.
The Covid-19 crisis has changed
our patient expectations and we
need to ensure we are mindful of
this.
Six months ago, our patients
would have expected their first
appointment to be a face-to-face
consultation with you but now
many patients would prefer to have
an initial consultation by phone or
video prior to committing to travelling to see you face to face.
This may also be true for followup appointments. In time, this
may revert, but for the foreseeable
future this type of expectation
needs to be addressed.
In summary, patient experience
is about always putting the patient
first. In creating your strategy, you
will need to define your vision
statement, describing where you
want to be and then define clear
goals and objectives to allow you
to deliver that vision and make it
reality.
Your goals will be quantitative
and qualitative and will need to be
defined clearly so that they can be
communicated, understood by
everyone on your team and measurable. And you need to build in a
review process to adapt your strategy to embrace changes in patient
expectations over time.
Next month, we will be focusing
our attentions on how we put
patients first and how we deliver
excellent customer service before,
during and after their treatment.
As part of this, we will explore how
we support patients with helpful
and accurate information throughout their treatment journey. 
Jane Braithwaite is managing director
of Designated Medical, which offers
business services for private consultants, including medical secretary support, book-keeping and digital
marketing
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