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Buckle Up!

Lee P. Rodgers, Maj Gen, USAF, MC, SFS

AMC Command Surgeon

I am very pleased the AFMS Customer Satisfaction Task Force, affectionately known as Skunkworks, asked me to share my Customer Satisfaction perspective.  I cannot think of a more worthy undertaking than to champion a culture in the AFMS where every member is immersed in the needs of customers and decisions made with the customer in mind.  In our hectic world of rapid change and information overload, I believe holding onto one theme--providing high touch, personalized care--will enable the success of the AFMS for many years to come.  Why?  I believe it is a fundamental human need that we all have: to feel valued.  Our customers, whoever they are, form a lasting impression by how we interact with them as people.  We gain or lose the confidence of our customers based primarily on these interactions.  Ultimately, I believe that our value to our customers will determine the destiny of the AFMS.

As you likely know, the AF/SG issued the AFMS Customer Satisfaction Priorities:  ”Put Customers First, Empower the Staff, Eliminate Barriers/Crazymakers, and Reinforce the Basics.”  I want to further discuss the Customer Satisfaction priority, “Reinforce the Basics.”  It’s not by accident the acronym IMPRESSION reflects the “Basics” as our AFMS-wide expectation of appropriate and courteous behavior for AFMS medics.  Let’s review just a few of the letters of IMPRESSION: I - use initiative to be assertively friendly; M – mentor exceptional teamwork; R - cheerfully acknowledge all customers and treat with respect; E - escort rather than point; S - speak with a smile; O - own concerns through resolution; and N - understand needs and exceed expectations.  Are these not concrete examples of how we can improve our interactions with customers and gain their confidence?  Shouldn’t these behaviors be automatic and habit forming, like putting on your seat belt?  They can be, if they are modeled and reinforced.  For example, when we strap on our seat belts, we are modeling good behavior.  If we then ask, “has everyone got their seatbelts on,” we reinforce the behavior in others.

Now let me drill down to what I believe is the core issue of what I am saying, and that is the critical importance of the “Basic”… Mentor.   Being a good mentor means we model the behaviors we desire and then reinforce them appropriately.  What I have just outlined will have no meaning or impact unless each and every medic practices and reinforces the basics.  If you believe this concept applies only to the front line… you are dead wrong!  Achieving the AFMS Customer Satisfaction vision of  “Creating a Climate and Culture where Customer Focus and Service Permeates the AFMS, leading to Customer Satisfaction and Loyalty” requires the support of every medic, regardless of position and current duty assignment.  We are all mentors.  Together, let’s strap on the AFMS Customer Satisfaction Basics “seatbelt” and help others buckle up as well!  
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Fabulous Brags & Small Wins!
71 MDG, Vance AFB - received Special Recognition on Vice President Al Gore's "Hammer Award" for reinventing the government process. The Vance medical group was one of two government agencies to receive this award throughout Oklahoma.  The Federal Executive Board Quality Council presented us with a "Special Quality Award" for reengineering the medical group structure.  Oklahoma’s Lt. Governor, Mary Fallin, made the presentation personally to us at a special luncheon in Oklahoma City.  The award cited us for support of national performance and overall achievements.  The 71 MDG also won the 1999 AETC Chief of Staff Team Excellence Award for our Objective Medical Group structure.  We were invited to attend the annual Air Force Association Symposium in Washington D.C. where a group of nine of us made our presentation to a panel of five, one to two star generals.  We also set up a week-long display of our accomplishments that was reviewed by distinguished visitors through out the Department of Defense to include the new CMSGT of the Air Force and several four star generals.  Although we didn't win at the Air Force level we did receive a beautiful award from General Ryan, the Air Force Chief of Staff.  Last but not least, the 71st Medical Support Squadron incorporated a new award given during Commander's Call.  We call it the "Extra Mile Award".  This award is given to an individual that has displayed initiative within the customer service arena.  SrA Melissa Satterlee from the Medical Logistics Flight was the first to receive this award entitling her to a day off and a beautiful certificate.

319 MDG, Grand Forks AFB - "Warriors of the North" are in the midst of a dramatic realignment of resources to maximize our adaptability and versatility, and optimize limited resources.   Here are two resulting success stories.  First, the members of the Dental Squadron, who have AMC's lowest manning by percentage of dentists (71%) and second lowest manning for technicians (88%), still maintain access to care well within the standards.  Second, even with the crazymaker aspects of realigning personnel to meet objectives for optimizing primary care, customers are now volunteering kudos on the increasing ease of making and being screened for appointments, and for the courtesy and helpfulness of the clinics' staff.  In part, we attribute these successes to one of our commander's guiding principles; "attitude will always outshine aptitude."  It has been a challenge for all our people; it's recognized that there is more to come...BUT...we're confident there will be a lot more success stories! Stay tuned for more from the 319th Medical Group.

341 MDG, Malmstrom AFB -Customer service is at its best in Montana.  Three of our 4NOX1s, TSgt Wells, SrA Janssen, and SrA Smith were instrumental in MDG attaining 90% compliance within the first month of the mandatory 1999 flu shot program.  They volunteered and went to every Malmstrom unit at least twice (some more) with minimal negative impact on the clinic’s mission.  They continued normal immunization clinic operations despite severe manning shortages, a two-man clinic and no assigned immunization technician.  SrA Smith has been outstanding in managing the clinic.  They also ran several mobile shot clinics for a tenant squadron with high mobility mission and an upcoming inspection to get them back on track.  This unit was seriously behind in required immunizations and would have failed the inspection had it not been for our three 4NOX1s.  SrA Smith also volunteered to assist the Services Squadron in the early morning hours.  He reported during the unit’s recall and provided required immunizations with minimal impact on the clinic’s mission.

354 AFB, Eielson AFB - We’re bringing health care information to the community here in the frozen north (we are, after all, the “Iceman Team!”) with “Cool Kid Care” informational briefings for our parents.  Topics are based on our “Top 10” pediatric diagnoses and population health care indicators.  They include: Ear infections, rashes, stuffy nose, fever, my tummy hurts, home safety/poison control, chicken pox, sore throat, and healthy eating.  Our Chief of Health Care Integration organized these presentations, most to be given by our provider staff, at the community center one evening per month.  Attendees will have the opportunity to learn more about common childhood illnesses/injuries through presentations and question/answer periods.  Our goal is to educate our parents on how to improve their self-care, adopt a healthier lifestyle, and when to seek medical attention if appropriate.  “Cool Care Kids” presentations are just another addition to our growing number of patient education initiatives.  These include a “Partners in Care” self-care and over-the-counter medication program, taught weekly at the clinic and at “road shows” by request at the squadron or base organization.  We also bring a wealth of health care information to our wing newcomer’s briefing for new arrivals (OPR: Rhonda Donelson, RN, rhonda.donelson@354mdg.eielson.af.mil). Ensuring updates to the outpatient record form 1480A/2766 is a constant challenge but necessary to ensure continuity of care both at home and for deploying members.  To expedite this process and assist staff members, our PPIP team created Preventive Health Care questionnaires for men and women.  Patients complete the questionnaire, which mirrors areas on the 1480A, upon check-in, and the information can then be used to update the 1480A.  This reduces the time required to look through the chart or question the patient during the appointment (OPR: Lt Joel Hill, joel.hill@354mdg.eielson.af.mil).  Our Skunkworks team created a “Catch Me At My Best” customer service award program.  We have patient surveys (on neon paper) placed around the clinic along with signs above survey boxes that encourage patients and staff to recognize staff members who “exceed your expectations for customer service.”  Staff members receive a certificate presented by their supervisor, and positive comments are proudly displayed on our Customer Service Bulletin Board.  (OPR:  Lt Col Young, pamela.young@354mdg.eielson.af.mil)

11 MDG, Bolling AFB -A1C Georgina Baldwin took the initiative to make our waiting room a little more fun for our smaller patients.  She set up the 11 MDG Literacy Corner.  This is an area where our young patients can color, read a variety of books donated to the clinic, work with educational appropriate toys to entertain them while they wait.  It has been well received by parents and children alike.  A1C Baldwin is also a member of the skunk team and is an outstanding example of putting the customer first.  Our "Navigator" test team is up and running.  This group of folks- which includes a Dr, PA, 2 4N's, 2 RN's and 1 4A, is our test team to put into play the surgeon generals healthcare optimizing plan.  If all goes well-which of course it will:-), we plan to implement the rest of our teams on a rotating basis.  The MDG is "PSYCHED" up to make this work.  The skunks of the 11th MDG have taken on the pet project of revamping the look of our family practice clinic waiting room to go hand in hand with our Healthcare and Hospitality theme.  We are putting in a manned customer information desk with info and directions to local area hospitals, to greet and meet, to answer any question asked.  This will help stop the bottleneck at the check in desk.  We will also improve our children’s corner with some more interactive toys; We will have a Health and wellness with a monthly theme and healthy recipe of the month.  We are also looking into getting a health touch information booth.  The new look will be accomplished 17 Mar 00.  A huge Kudos to SSgt Campbell from our lab department who went above and beyond to help a patient.  A patient had blown a tire in our parking lot and was unsuccessfully trying to change it.  Several people just walked by without offering any help.  Not our SSgt Campbell, he stopped and changed the tire and made sure that the patient was okay.  This is what customer service is all about and the 11th MDG (to quote an appropriate phrase) IS ALL THAT. 

6 MDG, MacDill AFB – Challenged to bring the perceived customer service form the Medical Information Services Flight from worst to first, the “warriors of the beach” brainstormed a plan.  They came up with a customer feedback form that was delivered religiously with every call.  From that feedback they implemented three customer service initiatives.  They extended service hours for early risers and stay-laters (0700-1700).  They established a highly effective partnering program where help desk personnel scheduled face-to-face meetings with flight OIC’s and NCOIC’s to determine how the systems can support their individual needs/requirements.  Then they developed a “ride-along” program where work group managers tagged-along with systems technicians to develop skills to help themselves and their duty sections.  These initiatives along with our Remedy, help-desk ticket management tool, resulted in instant success.  Feedback ratings went to 4.8 out of 5, open work orders actually hit zero, and the flight took the coveted MDG Commander’s Traveling Skunk trophy for customer service in February and was nominated for March. Legendary customer service at its best!     

39 MDG, Incirlik AB - Expeditionary Aerospace Force (AEF) alive and well at 39th MDG.  The 39th MDG has integrated more than 25 additional personnel into its military medical facility.  "This expeditionary medical support system (EMEDS) allows us to continue what we are already doing more efficiently," said Colonel (Dr.) George Costanzo, 39th MDG commander.  EMEDS consists of a nine-member command and control element; a five-member mobile field surgical team, a preventative aerospace medicine team and a ground critical care treatment team.  The EMEDS basic package deployed here is capable of supporting an existing medical facility or can be deployed to a bare or semi-bare base environment.  Alone, this medical package can support a base population ranging from 500 to 2,000 people.  "This team will provide us the ability to conduct primary care management the way it was designed," said Costanzo.  "We will focus on the health of the population of the wing and Operation Northern Watch."  "The biggest change the customer should see is more efficient day-to-day care and new faces.  The customer should have an easier time getting acute, routine and wellness appointments," Costanzo said.  "The level of specialty services is unchanged." 
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62 MDG, McChord AFB - Have you heard of ROCKTOLOGY?  Well, if you haven't, it’s the newest science that's all the rave!  We've adopted here at the 62d Medical Group.  Rocktology is the basic science of "Principles of Patient Care".  It is the making sure our patients are seen within the TRICARE access standards; it is personally making sure we find a way to accommodate those patients who arrive late for an appointment; it is having the patient's record at where they will be seen; and it is respectfully addressing patients by their appropriate rank and title.  It doesn't take a Rocket Scientist to understand these principles--it takes a ROCK Scientist!  62d Med Group...ROCKS! 
Other News You Can Use!
7 x 7 - We often don’t listen to the first calls for change.  Sometimes it takes repeated messages.  Some companies don’t change as fast as they should, nor do the people within a company change as fast as they could.  A rule of thumb for change agents is “7 x 7” - a change agent should communicate about a change and why it is important seven times in seven different ways.  If you are trying to create awareness about a change you might try: 1) a guest speaker, 2) a memo, 3) a video, 4) a breakfast meeting, 5) a voice-mail message, 6) banners, and 7) a letter to associates’ homes.  (The Consultant’s Handbook, Thomas J. Werner and Robert F. Lynch)

Submit Items to Skunk Tales - Several folks have asked how to submit items for Skunk Tales recently.  Generally, items for Skunk Tales should be examples of the AFMS Customer Satisfaction Priorities and Basics in action.  This could be an individual’s performance, a process improvement, or reengineering effort.  There is not a required format, but if asked for one I suggest breaking a story into Issue, Action, Results, Lessons, and Challenges headings.  Nor is there a definite deadline for submissions.  Skunk Tales is usually published at the end of a month and I’ll put in everything that I have and fits into a four-page issue.  If the current issue is full when your item arrives, I’ll save it for the next issue.  Beyond these simple guidelines, send the item to me by the most convenient method (e-mail is great!): MSgt Scott McBride, mcbride.scott@mdg.fairchild.af.mil - 701 Hospital Loop, Fairchild AFB, WA 99011-8701.

DEFINITION OF A “SKUNKWORKS”
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The original idea and source of a “Skunk Works” came from Al Capp’s “Li’l Abner” comic strip which featured the “Skunkworks” where the comic strip characters ground up skunks, old shoes and other foul smelling ingredients to brew fearsome drinks and other products. The first official use of the term in business is credited to Tom Peters in his book In Search of Excellence.

In the aerospace industry, Lockheed used the term during the development of several aircraft for the Department of Defense. In 1943, Kelly Johnson at Lockheed was challenged with developing the Aegina D Rocket.  Because of the urgency to get the project completed, he was allowed to select his own team, break with current business practices, and work offsite to minimize distractions. He called his group a “Skunk Works” and over the next 50 years, he designed 40-50 planes at 1/10th the usual cost, in less time, with fewer resources. The Lockheed “Skunk Works” developed such planes as the U-2, SR-71, XF 104 Starfighter and the Stealth Bomber. 

There are several profound lessons to learn from the “Skunk Works” approach and why it is different from a traditional task force or strategic planning group.  A “Skunk Works” is a group of highly talented people with a specific mission, who are encouraged to break with tradition, challenge policies and procedures and get dramatic results. The “Skunk Works” usually has an executive champion who supports the team, helps remove barriers to success, and communicates small wins throughout the organization.  The AFMS Customer Satisfaction Task Force (Skunkworks) compiled tools and information for your skunkworks in the Customer Satisfaction Toolkit (large notebook) and Briefing Folder.  These are also available at the Skunkworks web site (http://sg-www.satx.disa.mil/cstf/index.htm)

Fast and Easy Recognition Ideas

· “Welcome to the team" flowers on the first day of work.

· Put gold stars on employee computers or name badges along with note of thanks.

· A Brown-bag welcome lunch to meet new employees.

· Post a sign at entry with a new employee's name.

· Have a group picnic with ice cream sundaes.

· "You da …" awards: Monthly trophy where individuals nominate one another.

· Written thank-you notes.

· All-Star Award: gift certificate and paperweight (periodic with public announcement in newsletter).
Published by the AFMS Customer Satisfaction Task Force to tell stories of and promote the AFMS customer service revolution.  Send ‘subscription’ information (rank, name, unit, base, and e-mail) or items to publish to MSgt Scott McBride at mcbride.scott@mdg.fairchild.af.mil





”A company that believes “customer satisfaction” is their primary goal is on their way out of business.  It’s not enough in today’s quality service culture to meet the customer’s expectations; to be an industry leader, it is imperative that you exceed their expectations and leave them with a wow!”


Richard J. Loughlin, President & CEO, Century 21
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