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In today's competitive healthcare marketplace, a strategy for offering your products and
services in a way that will outdistance your competitors is criticzl. However, in concert with
defining the marketing strategy you must also have a well-defined methodology for
implementaticn that contains a relevant and consistent message. Further, it is of little value to
have a strategy and @ message without the resources or the expertise 1o implement them.

In Lthe process of crealing a markeling stralegy you musl consider many factors including, but
not limited to, the Four P’s of Marketing: Product, Plece, Price and Promotion. A well-conceived
marketing plan that is in concert with your strategic plan and the time and resources to putitin
moticn zre the necessary elements to increase market share and support financial success. Of
those many factors, some are more important than others. Beczuse each strategy must address
some unique considerations, it is not reasenable Lo icentify 'every' important factor at a generic
level. However, many are camman to all marketing strategies.

Plezase join Central lllinois American College of Heallhcare Execulives and ldaho Hezlthcare
Executive Forum, Angela Jaco, Keith Hoerth, Greg Weahlstrom, Ramirc Raoman, Don Stanzanio
and Randzll Carter for this 20-minute panel discussion. This event will include an apportunity
for Q&A.

With this panel discussicn, you will gain insight and tactics to:
- Understand the techniques for marketing health care and s
tition

ying ahead of the

wow phiysicians, payors and patients make their referral and seleclion process
choices
Target your merket segments for effective, tzilored marketing
- Strengthen the relationship between your strateg
- Develop marketing roaches that are driven by
- Determine your competitive edge in the health care market place
Preparing for diversity readiness

olan and your marketing message
ustomer need — current and future
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Program Description

In today’s competitive healthcare marketplace, a strategy for offering your
products and services in a way that will outdistance your competitors is critical.
However, in concert with defining the marketing strategy you must also have a
well defined methodology for implementation that contains a relevant and
consistent message. Further, it is of little value to have a strategy and a
message without the resources or the expertise to implement them.

In the process of creating a marketing strategy you must consider many factors
including, but not limited to, the Four P’s of Marketing: Product, Place, Price,
and Promotion. A well-conceived marketing plan that is in concert with your
strategic plan and the time and resources to put it in motion are necessary
elements to increase market share and support financial success.

Of those many factors, some are more important than others. Because each
strategy must address some unique considerations, it is not reasonable to
identify ‘every’ important factor at a generic level. However, many are common
to all marketing strategies. Some of the more critical are described below.
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Program Description

High Attractiveness  Low Attractiveness
Strong Position

Weak Position

1. If the market is very attractive and your enterprise is one of the strongest in the
industry you will want to invest your best resources in support of your offering.

2. If the market is very attractive but your enterprise is one of the weaker ones in
the industry you must concentrate on strengthening the enterprise, using your
offering as a stepping stone toward this objective.

3. If the market is not especially attractive, but your enterprise is one of the
strongest in the industry then an effective marketing and sales effort for your
offering will be good for generating near term profits.

4. If the market is not especially attractive and your enterprise is one of the weaker
ones in the industry you should promote this offering only if it supports a more
profitable segment. Otherwise, you should determine the most cost effective way to
divest your enterprise of this offering.




Topics
Target your market segments for effective, tailored marketing.

Strengthen the relations between your strategic plan and your
marketing messages.

How can you capitalize on these areas of competitive difference?
How do you determine the ROI of you strategic marketing efforts?

Understand the techniques for marketing health care and staying
ahead of the competition.

Develop marketing approaches that are driven by customer need —
current and future.
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Topics (cont.)
Determine your competitive edge in the healthcare market place.

What are your organizational strengths and who knows about them?

Learn how physicians, payors and patients make their referral and
selection choices.

Can your primary customers differentiate your services from those of
your nearest competitors? If so, how?

Who is involved in determining the wants and needs of your
customers and potential.
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Greg Wahlstrom, MBA, HCM
President & Chief Executive Officer
The Healthcare Executive

Greg Wabhlstrom is a result-oriented senior healthcare executive with more than 17 year’s of broad
background in business, healthcare, and human services and has extensive operational and
administrative expertise. He is currently the President and Chief Executive Officer of The
Healthcare Executive leading organizational performance assessment in multiple program areas,
followed up with customized c-suite healthcare training that speaks to identified needs.

Greg has delivered focused programming around key elements to achieve success, based upon
best practices and emerging best practices that show promise of improving health care
organizations nationally and internationally. He has led webinars and face-to-face seminars for
thousands of healthcare administrators and executives through American College of Healthcare
Executives . Prior to The Healthcare Executive, Greg worked as an Assistant Administrator, Director
of Social Services and as a Behavioral Health Case Manager.

Greg received a Master’s degree in Business Administration and Health Care Management and a
Bachelor’s degree in Business Administration from the University of Phoenix. He has also
completed studies abroad at Shanghai University in Shanghai, China. He is a member of the
American College of Healthcare Executives (ACHE). Greg is also the current Immediate Past
Chairman of the Healthcare Executive Education Committee for the Central lllinois Chapter of
ACHE.
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Ramiro Roman, M.S.

Chief Marketing Officer
Workforce Solutions at API Healthcare a GE Healthcare Company

Ramiro and his team are responsible for developing and executing the global marketing strategy for API
Healthcare Workforce Management Solutions, including market opportunity assessment, competitive intelligence,
segmentation, pricing, ad & promotion, commercial launches, messaging, and marketing campaigns. Ramiro
and his team identify global priorities, direct product & regional marketing strategies, and provide critical inputs
into the API Healthcare business strategy.

Ramiro joined GE Healthcare IT from the GE Healthcare USCAN Marketing team, where he was General
Manager, Marketing Operations. In this role, Ramiro led the Demand Generation and Install Base Centers of
Excellence, and was responsible for marketing planning, measurement, reporting, budgeting, automation
technology platforms and process improvement for GE Healthcare’s multi-billion dollar equipment and service
portfolio.

Ramiro joined GE Healthcare in 2006 and served in several leadership roles, including Chief Marketing Officer of
Service & Asset Management Solutions, USCAN. He began his professional career at Johnson & Johnson,
serving an upwardly mobile 14-year career in various commercial leadership roles in the marketing, sales and
business development disciplines.

Ramiro holds a Master’s of Science in Organization Development from Loyola University of Chicago, Graduate
School of Business and a Bachelor’s of Science in Business Administration from Indiana University, Kelley
School of Business. He currently sits on the Editorial Advisory Board and is a writing contributor for PM360
magazine. In addition, he serves as a GE Healthcare Business Champion for the award-winning Hispanic
Forum.

Ramiro is married to Lucia and has five kids — Teresa, Ramiro, Joaquin, Christos and David.
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Don Stanziano, MHA, APR

Corporate Vice President, Marketing & Communications
Scripps Health

Don Stanziano is Corporate Vice President/Chief Marketing Officer for Scripps Health, a $2.6 billion,
non-profit integrated health care delivery system based in San Diego.

Scripps operates five acute care hospital campuses, 26 outpatient clinics, home health, hospice and
specialty centers, including Scripps Proton Therapy Center and the Prebys Cardiovascular Institute,
among the top 20 heart and vascular programs in the country. Throughout its 92-year history, Scripps
has been a leader in medical research.

The NIH-supported Scripps Translational Science Institute is a leader in translational genomics and
digital medical technology. Scripps is expanding its retail brand, Scripps HealthExpress and recently
announced plans to launch its own health plan.

Don has 20 years experience in health care communications and marketing after spending 10 years as
a professional journalist. He holds a Masters in Healthcare Administration from Ohio University and a
Bachelors in Journalism from Bowling Green State University. He is Accredited in Public Relations
(APR).

At Scripps he is responsible for all strategic marketing and communications functions including direct-

to-consumer marketing, consumer call center, web and digital marketing strategies, media and
community relations, and employee and physician communications.
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http://www.stsiweb.org/translational_research/scripps_genomic_medicine/
http://www.stsiweb.org/translational_research/digital_medicine/

Randall Carter

Senior Vice President
Planetree, Inc.

Randall L. Carter, Planetree's Senior Vice President, has spoken and provided consultation on the
topics of patient-centered care and experience, healing environments, service and leadership, quality
and safety, and employee experience to healthcare organizations, physician groups, and audiences
in building and design, retail, software, education, broadcasting, and government.

For 25 years Mr. Carter has been instrumental in the application of Planetree’s patient and family-
centered concepts in the United States and over the past decade in the cultures of the Netherlands,
Iceland, Canada, and most recently, Japan, Brazil, and Saudi Arabia.

Since our founding by a patient in 1978, Planetree has defined what it means to be patient and
family-centered. Planetree’s philosophy is based on a simple premise: care should be organized first
and foremost around the needs of patients. To understand those needs Planetree turned to the
source. Thousands of focus groups—from bedside to boardroom—with patients, long-term care
residents, families, communities and professional caregivers across the globe have borne out their
needs and desires for a more personalized, humanized and demystified health care experience.

Bringing these concepts to life requires a shift not merely in operations but fundamentally in culture.
Planetree guides providers through a structured process that enables caregivers to transform the
health care experience they provide. Today, Planetree provides consultation, training, resource
support and collaborative community to over 700 organizations in 19 countries around the world.
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Target your market segments
for effective, tailored marketing

Imagination at work
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Target Your Market Segments For Effective, Tailored Marketing

P——

, YOURE RIGHT, THAT DOES

LEAVE OUT MEN AND RoOMERS.
TARGET MARKET MAYRE WE SHOULD TARGET

WOMEN EVERYONE IN THE KNOWN UNIVERSE.
AGES 13-4

TOM
FISH
SURNE
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Target Your Market Segments For Effective, Tailored Marketing

Source: GE Source: 5 Forces Model
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Target Your Market Segments For Effective, Tailored Marketing

.__ complementors

Potential
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Target Your Market Segments For Effective, Tailored Marketing

Your Mind

T

¥ AlRies ©
Jack Trout
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Target Your Market Segments For Effective, Tailored Marketing

EXTEND
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Strengthen the relationship
between your strategic plan
and your marketing messages

Imagination at work
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Strengthen The Relationship Between
Your Strategic Plan And Your Marketing Messages

Target

Perceptions

J
what would you do:

Q o 1. Advantage, opportunity to expand
2 2. At par, execute flawlessly
COMpPELLors YOur; 3. Disadvantaged, make trade off

O | value Prop 4. Irrelevant, wasted resources

Source: GE
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Strengthen The Relationship Between
Your Strategic Plan And Your Marketing Messages

wwr  The strategic objective for
the downstream

... Business... is to influence

. how consumers perceive

""""" the relative importance of

various purchase criteria

and introduce new criteria

Source : HBR When Marketing is Strategy

fargst cusiomer group

Source: Jan Aivion, Harvard Business=s Schoo
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Strengthen The Relationship Between
Your Strategic Plan And Your Marketing Messages
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Cust. Need | Fit | Consistency | Reinforcement | .9x.9 = .81; .9x.9x.9x. 9 .66, and so on)
Source: HBR What is Strategy?
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How can you capitalize on
these areas of competitive
difference?

Imagination at work
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How Can You Capitalize On These Areas
Of Competitive Difference

“ Competitive strategy is about
being different

It means deliberately choosing a
different set of activities to deliver
a unique mix of value

Strategy is the creation of a unique
and valuable proposition, involving
a different set of activities

The essence of strategy is choosing
what to do

Among all other influences, the
desire to has perhaps the
most perverse effect on strategy “
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Source:
VW & Mini Cooper

Central lllinois
Chapter of
ACHE

How Can You Capitalize On These Areas
Of Competitive Difference

i,

Think small.
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How Can You Capitalize On These Areas
Of Competitive Difference

Before you scold me, Mom ...
maybe you'd betfer light up a
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How Can You Capitalize On These Areas
Of Competitive Difference

SEGMENT

Source: HBR Case Study

1998 2003 2003+ 2012
New Mkt Competitor 3rd entrant 3rd entrant
20% Mg g Me2 New VP $2+B #1
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How Can You Capitalize On These Areas

Of Competitive Difference

HBR
Case
Study
MECHANICAL DESIGN Assurance
OVERALL POWERTRAIN BODY & FEATURES & OVERALL POWERTRAIN BODY & FEATURES & OVERALL
QUALITY QUALITY INTERIOR ACCESSORIES QUALITY QUALITY INTERIOR ACCESSORIES OUA LITY
- . QUALITY QUALITY QUALITY QUALITY
5—"‘#;}5
=g N =4
HYUNDAI|I GENESIS eeeee S eee coee e S eee coovo LYY Y ecove soooe seocen

Award Recipient

Acura RLX
Audi AB
Audi A7

BMW 5 Series

BMW 6 Series

Cadillac CTS

Cadillac XTS

Lexus GS

Lincoln MKS
Mercedes-Benz CLS-Class

Mercedes-Benz E-Class

M POWER CIRCLE RATINGS™ - J.D. POWER L4 oe LRy
gsi T XY r AMONQ best Bet A manad

Source: Hyundai Website
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How Can You Capitalize On These Areas
Of Competitive Difference

Brita changes its
competitive set when it
is placed in the bottled
water aisle at the
supermarket instead of
with kitchen appliances ol
at a big-box store. o Vo N

Source: HBR When Marketing is Strategy
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How to you determine the ROI
of your strategic marketing
efforts?

Imagination at work
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How Do You Determine The ROI
Of Your Strategic Marketing Efforts

CMTS’ EXPANDING REACH

2013 comamswimia cur 71%

2014 81%@
2016 PROJECTED 89%@

AGENTS OF AT THE NEXUS
INNOVATION The chief marketing

Organizations with a chief | tchnologistsits atte
intersection of four groups

marketing technologist of stakeholders, serving 5 o7V IeR ALSIOR
are generally ahead of aliaison and aligning goals,
their peers in digital ST
marketing maturity and
: imentation to create
Due 1stserious Purchase Siparliel
. competitive advantage.
diligence engagement TheyPSpen S avm:mfge, 8 SERVICE
begins w sales one third more of their
total marketing budget on
digital (30% versus 21%)
and twice as much of it on s
innovation (10% versus 5%). "%T%ﬁ'f -
SOURCE GARTNER
Source: 2011 CEB (n=1500) Source: Gartner & HBR
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How Do You Determine The ROI
Of Your Strategic Marketing Efforts

Anonymous Known/Unqualified Prequalified ->Sales

SALES
FUNNEL

Limited ID : Full ID+

Unidentified
Visitor Match to lLead
CRM Scoring

Evaluation
« ROl tools
- Demos/trials

Discovery
*  White papers
» Case studies

Awareness
* Landing pages
» Infographics

T E T T T T T T TN

» Videos * Brochures « Community
forums
g g Score Value: Low  Score Value: Medium Score Value: High
Source: GE
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How Do You Determine The ROI
Of Your Strategic Marketing Efforts

Traditional

Anonymous Known Engaged Lead Sales Lead Opportunity Won

A 2300 =22 ¢ — 2
A A

S he

L Recycling Dlsquaﬁﬁed Lost
3« 9 8

Traditional
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How Do You Determine The ROI
Of Your Strategic Marketing Efforts

The SiriusDecisions Demand Waterfall

Outbound

Marketing Qualification

Automation Qualified Leads (AQLs)

Teleprospecting Accepted Leads (TALs)

Teleprospecting Qualified
Leads (TQLs)

Sales Qualification

Sales Generated Sales Accepted
Leads (SGLs) Leads (SALs)

sales Qualified Lead_

Slose

Bl Demand originated from marketing-led activities Bl Handoff from one function to another

. Demand originated from teleprospecting function Wl Demand created by direct sales or channel resource

© Copyright SiriusDecisions Inc. All rights reserved. Patent pending.
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https://www.youtube.com/watch?v=x1wwxcoA82o
https://www.youtube.com/watch?v=x1wwxcoA82o

Imagination at work
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C)‘ Scripps

Understand The Techniques For Marketing
Health Care And Staying Ahead Of the
Competition

A World Of Healing
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Understand The Techniques For Marketing Health Care
And Staying Ahead Of the Competition

Move beyond traditional brand advertising and embrace direct-response marketing.
Employ a digital-first approach.

Embrace big data and derive insights to develop your marketing strategies.

You need an analyst (or two or three).

Storytelling. Tell your unique brand story through content marketing and brand
journalism.

Shape the product - be the voice of the customer in your organization.
Engage consumers. Meet them where they are.

Talent and budgets will need to shift to do these things.
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C)‘ Scripps

Develop Marketing Approaches
That Are Driven By Customer Need
- Current And Future

A World Of Healing
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Develop Marketing Approaches That Are Driven
By Customer Need - Current And Future

Study the market.
We conduct quarterly consumer brand surveys.

We survey and use patient panels to provide insights on everything
from retail health initiatives to how to redesign our maternal-child
health service line.

Speak for the consumer when operating decisions are being made —
do what’s best for them not us. Use the word “customer.” Everyone’s
a customer. Nobody wants to be a patient.

Your website and digital marketing provide a wealth of data about
your customers. Know what works and do more of that!

What pages get the most traffic? Which keywords are most
effective? Which social media posts see the highest engagement?
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C)’ Scripps

Determine Your Competitive Edge
In the Healthcare Market Place

A World Of Healing
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Determine Your Competitive Edge
In the Healthcare Market Place

Consumers (patients, employers) are looking for value. The best
quality for the best price. They also want convenience.

Quality care is assumed unless you’ve shaken their trust in your
quality. But they can rate experience (service).

We’re all busy and we expect easy access, or we will move on.

Cost is always a factor, unless you are a premium brand. Then
you need to provide premium service, access and quality.

If you can’t differentiate your product, then you need to work
internally to improve the product first — then market.
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C)‘ Scripps

What Are Your
Organizational Strengths
And Who Knows About Them?

A World Of Healing
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What Are Your Organizational Strengths
And Who Knows About Them

At Scripps, we have a legacy of quality care, advanced treatment
options and a highly respected medical staff. We leverage our
physicians, our technology and our demonstrated quality, such as
US News rankings. We work to distinguish our services from
those of our competitors.

Increasingly, we also are working on access and service. The
customer experience must be superior because we cannot
compete on price. We know we cost more, which is why we must
demonstrate value.

We also are expanding access points for customers to make
easier to choose Scripps. Retail clinics, telehealth, expanded call
center operations.

Central lllinois . o\ ' I ﬂoME
el ax ) Scripps @ HEF AR

EXEC” iVE A GE Healthcare Company ) G ET IT

The

PLLANETREE ldé



C)‘ Scripps

A World Of Healing
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Learn How Physicians, Payors And Patients
Make Their Referral And Selection Choices

Global Leader in Advancing Patient-Centered Care Solutions
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How Physicians, Payors And Patients
Make Their Referral And Selection Choices

PATIENT-CENTERED CARE
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Concept by Sachin Jain, Art by Matthew Hayward © 2014 All Rights Reserved
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How Physicians, Payors And Patients
Make Their Referral And Selection Choices
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PLANETREE

Can Your Primary Customers Differentiate
Your Services From Those Of Your Nearest
Competitor? If So, How?

Global Leader in Advancing Patient-Centered Care Solutions
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Can Your Primary Customers Differentiate Your Services From
Those Of Your Nearest Competitor? If So, How?

8282410

Locally grown food,
antibiotic-free meat,
wild salmon and
vegetable stir-fries...

THIS IS
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Can Your Primary Customers Differentiate Your Services From
Those Of Your Nearest Competitor? If So, How?

centered on you...

At Good Samaritan Hospital. we believe in treating each
patient as a whole person—not just a medical condition.
To personalize your healing journey, please share with
us the things that bring meaning to your life.

PATIENT PREFERENCI

P Ay B Rl

By what name do you like to be called?

Who are the important people in your life?

What gives your life supportive roots?
(i.e. going to church. visiting family, meditation)

What are your favorite daily things?

(i.e. hot bath, gourmet coffee. magazine)

‘What do you do for fun?
restoring cars, quilting. going to the movies )

and give to your nurse.
this memo board hame after your stay.

ccccccccccccccccc
|||||||||||

Good Samaritan Hospital
Kearney, Nebraska wow. gshs.org

The medical center, centered an you.
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Can Your Primary Customers Differentiate Your Services From
Those Of Your Nearest Competitor? If So, How?

A New Medicine With Clear Benefits

SHARED
DECISION =

MAKING ¢

TRUST

ERRTLULTL L > T

As part ot the
Planetree Philosophy,
patients are encouraged
to read their medical

-

record/chart.
[ “" consumers are to become truly active partners
in their own health care, they should be able to
retrieve their personal medical information
readily, including their doctors’ notes.”
lease contact your nurse. | §I e e S i
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Can Your Primary Customers Differentiate Your Services From
Those Of Your Nearest Competitor? If So, How?

@ CARE PARTNER

PLANETREE

HIGHLINE COMMUNITY HOSPITAL
HEALTH CARE NETWORK
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PLANETREE

Who Is Involved In Determining
The Wants And Needs
Of Your Customers And Potential?

Global Leader in Advancing Patient-Centered Care Solutions
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Who Is Involved In Determining
The Wants And Needs Of Your Customers And Potential?

“What patients want is not rocket science,
which is really unfortunate because if it

were rocket science, we would be doing it. ST

We are great at rocket science. We love

rocket science. What we’re not good at are From: Karen .

the things that are so simple and basic that He's out and taken o post anestiicy
” recovery unit. Dr said it went really

we overlook them. well, then said bunch of stuff | didn't

understand! But that he was very
pleased!
CB:

Optlons
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Who Is Involved In Determining
The Wants And Needs Of Your Customers And Potential?

Takes the time necessary to listen to what | have to say

Gms rnn unuugh nmn tn tnlk abnut rl'ry hnnllh prnhlnrns nnd truntrnnnt aptlnns

Helps me undarstand -:hoi::u that are anrailahlo for matmont.‘cm

Explains the benefits and drawbacks associated with treatment/care options before making a decision
Explains things in a way | can understand

Allows me to prowdu “‘"PUt into ?__t_r_?ﬂ!'_'l_‘l_?_"_'?_l_‘-‘_l_ﬂ_!'!_'?_[_"_lﬁ!‘_t__’-'g!?_l?_?______________________________________________
Is l:a.rlng und numpasslunﬂta o
Encourages me to express my opinion ahuut my trﬂatmanﬂcara l::hm-::as

Respects my choice to refuse a recommended treatment/care option

Asks me to nxplnin tha reason fnr my visil

Gives ma time to think about my treatment/care choices

medas oppartunmas to rawaw am:l rawsrt treatme nﬂcaru plan ata Iatar tlrna

Provides me wnh rﬂsourcas [wnttﬂn or nnllne] tD hﬂlp mﬂ undﬂrstand m]r [:Or'ldltan and Dr m}.r treatmﬂnt

Makas fraquant uya cnnta-::t 'mth me durlng my ‘U'IE-I'C 7%

Is va'r)r ﬂc-::ﬂptlng of hﬂvmg a fﬂmlhr membﬂr c:ama |ntD the Bxamlnlng ruum wnh me dunng appmntments _B%
Prm.rldﬂs me an onllnﬂ wabsm& sa I can accass my I'I'IBdIC:ElII'IfDrI'I'Iﬂ'IlDI‘I _12%
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Who Is Involved In Determining
The Wants And Needs Of Your Customers And Potential?

S S Informed by over three decades of
Sara Guas'tello THE
Putting focus groups and thousands of
Patients voices, has resulted in the
First
N development methodology for
Clotal s Do bg e person-centered care
Implementing Patient Centered Care . .

Implementation, and the
identification of patient-preferred
practices, I.e. field-tested
practices that respond to how
patients, families and staff have

expressed they want their care

delivered.
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Who Is Involved In Determining
The Wants And Needs Of Your Customers And Potential?

POWERED BY
PATIENTS
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PLLANETREE

What Are The Ways To Effectively Respond
To Local Market Demands While Staying Aware
Of Needs And Capabilities Of The Entire

Organization?

Global Leader in Advancing Patient-Centered Care Solutions
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What Are The Ways To Effectively Respond To Local Market
Demands While Staying Aware
Of Needs And Capabilities Of The Entire Organization

“The point is that
when they talk about
guality of health care,
patients mean
something entirely
different than experts
do. They're not talking
about numbers or
outcomes but about
their own human
experience.”

Dr. Drew Altman, President of the
Kaiser Foundation. NY Times
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What Are The Ways To Effectively Respond To Local Market
Demands While Staying Aware
Of Needs And Capabilities Of The Entire Organization

“Health care workers enter
their field because of personal
motivation and commitment
to make a difference in the
lives of others...a patient-
centered model of care
provides that opportunity.”

Patrick Charmel, CEO, Griffin Hospital
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What Are The Ways To Effectively Respond To Local Market
Demands While Staying Aware
Of Needs And Capabilities Of The Entire Organization
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What Are The Ways To Effectively Respond To Local Market
Demands While Staying Aware
Of Needs And Capabilities Of The Entire Organization

I THE PATIENT
WHO CHANGED
MY LIFE

AN ENCOUNTER WITH A PATIENT REMINDED ME
HOW TENUOUS LIFE CAN BE

'\x)ﬁ,g C[ oy

Equality

Conrage
Honesty Tolerance
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| THE DOCTOR
WHO CHANGED

“Stories not only
teach us how to act,
they inspire us to act”

Marshall Ganz

» Kindness through care.
Compassion for

Empowering

Exceeding expectations.

This is our story. l

PLANETREE Idaho Healthcare Executive Forum
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PLANETREE

Global Leader in Advancing Patient-Centered Care Solutions
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OUR LEADING TEAM No1

Workforce Solutions at API Healthcare
The Healthcare Executive A GE Healthcare Company

Scripps Healthcare PlaneTree

Don Stanziano, MHA, APR Randall Carter
Corporate Vice President Senior Vice President

Ramiro Roman, MS
Chief Marketing Officer

Greg Wahlstrom, MBA, HCM
President & CEO

Idaho Healthcare Executive Forum Central lllinois Chapter of ACHE

QUESTIONS & COMMENTS

Angela Jaco, MBA, MHA, FACHE
Chair, Education Committee

Keith Hoerth, MHA
Education Committee
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