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OUR CUSTOMER FOCUSED CULTURE
George W. Seignious IV, Col, USAF, BSC
Air Force Materiel Command Surgeon
I’m happy to report our customer service revolution is alive and well in AFMC!  We have an exceptional group of highly motivated, positively charged skunks and coaches who are leading our efforts to constantly improve our products, processes, and our relationships with our beneficiaries.  At the same time, we continue to support and strengthen each other as we promote and advance our customer-focused culture in AFMC and across the Air Force Medical Service (AFMS). 

Force health protection and prevention-oriented programs and processes are still central in the many ventures we undertake.  Today, the concept of the individual as a “human weapon system” and the associated “life-cycle” support and maintenance required, compels us to re-examine our definition of health services which forms the basis for maintaining a healthy and fit force.  Similarly, our commitment to delivering world-class products and services to our non-active duty customers is critical to continuing and strengthening our customer-focused culture.  Customer satisfaction, from the theater commander to the family member or beneficiary, is a direct result of our efforts in three key areas: strong leadership, effective communication, and focused education/training. 

Leadership: Sustaining the momentum in the customer service revolution will not happen without strong commitment from leaders.  Hey, the buck stops with me.  “Walk the talk” and “lead by example” are old phrases that remain critical as we continue our journey to world-class service.  Leadership is at the very nucleus of our revolution, and success or failure will depend upon it.  It is my duty and obligation as a leader to advance and mature our customer service priorities.  Putting customers first, empowering the staff, eliminating barriers, and reinforcing the basics starts with me.  I know many leaders across the AFMS who feel the same way.  I’m delighted to report that we have some of these great leaders working at our facilities in AFMC who have inspired their people to accomplish some fabulous things. 

Communication:  The cornerstone of success in any relationship, whether it is personal, professional, or organizational is effective communication.  In AFMC, we want to foster and cultivate our relationships.  After all, it’s people we serve.  We know from our listening tours that our primary customers--beneficiaries and co-workers--want honest, accurate, and timely communication. There are more methods to communicate today than ever: meetings, e-mail, intranets, teleconferences, newsletters, written correspondence, etc.  The method we communicate with our customers is crucial to how effectively received and understood the message will be.  Just as our personal, professional, and organization relationships are different, so must be our methods of communication.  One size does not fit all.  We endeavor to understand our customers and our relationships.  After we gain this understanding, we want to keep our communication simple and to the point.  I know I like it that way. 

Education/Training: Whether we are preparing for war or preparing to deliver world-class customer service, focused education and training forms the foundation.  We know that providing basic skills training such as telephone courtesy, handling difficult situations, customer relations, or just knowing the customer can produce great results.  More advanced training in team building, mentoring, and strategic planning for managers and leaders can yield fantastic gains.  The foundation established by educating and training our people begins with identifying individual needs and matching the right resources to those needs.  Focusing the training is essential.

I’m committed to sustaining AFMC’s drive to world-class customer service through strong leadership, effective communication, and focused training. Our products, services, and support for the “human weapon system” and ALL of our non-active duty beneficiaries will clearly represent our customer-focused culture.
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RECOGNIZING INTERNAL CUSTOMERS

“THE BELT”

10th MDG AF Academy/Peterson AFB: Stone Cold Steve Austin would feel right at home in Colorado!  MDG staff at these facilities hold a “Customer Service Championship.” Daily winners are chosen by their peers and get to wear a replica of a World Wresting Federation belt for the day.  

GET PERSONAL!

MacDill AFB, FL:  In the family practice clinic, staff can personalize their exam rooms and decorate them in any style they choose.  These themes must be within facility and infection control guidelines.  Next time you visit MacDill check out the “Relaxation Room” with a waterfall, aquarium, and silk plants.
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Yokota AFB, Japan:  Staff at this facility improved their Obstetrics ward environment for staff and patients by creating an “Adopt a Room” program.  Eight rooms have already been adopted and decorated!

TAKING CARE OF STAFF

Eglin AFB, FL:  The OB/GYN flight created a breastfeeding room for staff members who are “new moms.”  This room contains a Mendela pump unit (staff members bring their own kit) and a refrigerator for storage.  The creation of this room helps meet staff needs by providing privacy.  It also meets organizational needs because it puts staff members back to work quicker so they can take care of their customers.


The Defense Medical Oversight group is evaluating DOD healthcare based on three specific criteria: cost, access, and quality of care.  The goals of this committee are to increase enrollment in DOD facilities and to increase customer satisfaction.

CUSTOMER SATISFACTION IN DOD FACILITIES


This slide was presented to the Defense Medical Oversight Committee in October 2000.  The data above demonstrates that the Air Force leads in customer satisfaction in DOD facilities.  These scores were based on four year’s worth of data from the monthly DOD Beneficiary questionnaire which surveys a random sample of patients treated at each military treatment facility.  These scores are based on patient’s perceptions about of access to medical care, obtaining a referral, making an appointment, and overall satisfaction with medical visits. For the armed services, there is a correlation between low patient satisfaction and the readiness mission of the user population.  Most MTFs in the bottom percentile support a deployable war fighting force. In the Air Force, the top performing facilities were consistently the same over the data collection period. 


CUSTOMER EDUCATION

Hanscom AFB, MA:  The 66 MDG Partners in Care Program educates customers on self-care for minor illnesses and enables them to obtain certain over the counter medications without an appointment. The program is both popular and successful.  
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TRICARE INTERNAL MARKETING TEAM
Naval Ambulatory Care Clinic (NACC) Port Hueneme Port Hueneme,CA:  The multi-disciplinary TRICARE Internal Marketing Team at Naval Ambulatory Care Clinic Port Hueneme was created to market TRICARE to the clinic staff, believing that, if the staff's TRICARE knowledge base was enhanced, attitudes and confidence toward the program would be strengthened.  The TRICARE Internal Marketing Team's non-threatening approach to provide TRICARE education has resulted in several successful marketing programs that have increased the buy-in of the staff. POC:  Ms. Nona White

RESERVISTS ARE SKUNKS TOO

Headquarters ARPC: With the increasing role of the Reserves in AF operations comes the need to bridge the gap of understanding between active duty and Reservists.  This was the motivation behind the development of the Air Reserve Personnel Center Surgeon General’s Liaison Team…better known as SGLT.  The SGLT is comprised of sixteen senior IMAs serving nine regions around the world.  The team’s mission is to “promote seamless integration of the Air Force active component and Reserve medical Individual Mobilization Augmentees (IMAs) to enhance a capable, qualified, total force, ready for any contingency, anytime.”

SGLT members serve as resources and consultants on issues relating to the medical IMA program.  They are available to brief on program issues at IMA conferences and medical facilities.  The SGLT has taken the first step by contacting, making site visits and providing essential IMA program information to MTFs and clinics with attached IMAs. In addition, they have produced two educational videos.  The video entitled “Medical IMA Program for Commanders and Supervisors” outlines basic program requirements and expectations from all medical military members involved.  The second video, “How to Survive as an IMA”, presents program information for the new IMA or someone thinking about becoming an IMA.

A recent survey revealed SGLT’s overwhelming impact.  “I see this (SGLT) as a very positive step for IMAs…especially the newer IMAs.  I wish the program was around when I became an IMA,” says Major Karen Wade, IMA attached to 437 MDG, Charleston AFB, South Carolina.  As noted by Col Linda McHale, Air Reserve Personnel Center Health Services Director, “The team’s efforts are a major contribution in integrating the readiness capabilities of active and Reserve medical forces.”  Information on SGLT members and how to contact them can be found on the ARPC website at www.arpc.org (under Health Services).

CUSTOMER SERVICE FOR OUR RECRUITS!


882 TRG, Sheppard AFB – Are you fairly senior?  Been to a lot of duty stations, TDY or PCS?  Like the type of people in your Air Force?  Want to keep it that way?  Here’s how.  Scan pictures from your family photo album from key assignments over the years.  The faces are going to look older in succeeding pictures, by the way!  List educational attainments at various duty stations.  (I’ll bet Uncle Sam probably paid for a big piece if not for all of your tuition fees too.)  Voila!  You will have created a virtual travelogue on PowerPoint.  The story tells of travel, adventure, educational opportunity and leadership contributions.  The subtle point of course is recruiting.  Show your friends or shipmates and it can become a retention tool as well.  Your base public affairs office always has a need for speakers.  Common requests come from Rotary Clubs, Lion’s Clubs, high school groups and others.  Your talk raises the level of understanding for people who have never been in the military.  It helps them understand the tremendous opportunity available.  I’m convinced if more civilian moms and dads knew about benefits offered by the military…and that it is made up by normal people from hometown USA…we’d be overrun with accessions.   For putting on your service dress to make the presentation, you’ve not only helped wing and Air Force; you’ve probably received a free lunch too.  Try it.  You’ll like it!   It’s a leadership thing. 
donald.swierenga@sheppard.af.mil" 


donald.swierenga@sheppard.af.mil
 – p.s. We have community colleges in our area.  Downtown parents know about the types of classes offered there but not about on base.   My 15-minute talk is coupled with the Wing’s Mission Video.  The whole thing takes 30 minutes.  Perfect for lunch.  Listeners learn our students are very near to receiving an associate’s degree upon completion of technical training…for free!  To top that, those students not only attend class for free but also get paid while taking those classes!  Not always in town, however.  The student pays.  After OJT at their first duty assignment, and then after their initial commitment, our students can go right back home, taking their new job skills with them.  Or, they can stay.  The military grows people.  What a great place to start…or continue!  Nobody does it as well as we do.  If people only knew!
HAPPY THANKSGIVING!!

[image: image4.png]



☺CRAZYMAKERS☺


▪Institute a crazymaker program to see what is driving people crazy ▪Identify and eliminate 4 crazymakers for my customer and one for me▪ Try my best to eliminate all crazymakers I encounter ▪Never close for lunch!▪ Ask my staff what crazymakers they would like eliminated





☺REINFORCE THE BASICS☺


 ▪Try to implement and sustain Skunkworks in my squadron ▪Renergize Skunkworks ▪Reward internal customers for exceptional customer service ▪Set an example ▪Prioritize customer needs ▪Create a signature service pledge for my squadron▪Put IMPRESSION and the Basics on staff badges ▪ Stress the importance of the human elelment  in medical care with my staff


▪Make an appointment with all new staff who PCS in to personally educate them about CS.





☺OTHER IDEAS☺


▪ Set up an offsite for the Skunks to develop a strategic plan ▪Write and follow an action plan for next years Skunkworks activities ▪ Refocus, Rechange, and Renavigate our Customer Service Team ▪Implement a Mystery Patient Program ▪  ▪Change waiting room to a reception area for our military families▪ Put a welcome sign at our clinics reception☺☺☺☺☺☺☺☺☺☺








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 Capt Colleen Halupa  (colleen.halupa@eglin.af.mil)





Commit to take one action to improve customer satisfaction in your facility within the next 30 days.  Steal some ideas and join the One Idea Club!
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Note: Data base averages the score attributed to the following survey questions over a four year period.  Monthly DoD Customer Satisfaction Survey Questions used include: 1) Customer Satisfaction with clinic visits , 2) Customer satisfaction with medical care 3) Ease of making an appointment 4) Access to Medical Care 5) Obtaining a Referral

Breakdown of Top 20 MTFs

Breakdown of Bottom 20 MTFs

		Air Force MTFs lead in user satisfaction

		Operational intensity of active duty user population and user satisfaction are negatively correlated

		Average for 128 MTFs surveyed was 84%

		MTF Satisfaction Rankings follow a normal distribution



Air Force

80%

Army

10%

Navy

10%

Navy

25%

Air 

Force

20%

Army

55%

6 Readiness

14 Training



Avg Score

89%

15 Readiness

4 Training



Avg Score

78%



		For the armed services, there is a correlation between low patient satisfaction and the readiness mission of the user population (Most MTFs in the bottom twenty support a deployable war fighter users) 

		For Air Force, top performers are very consistent (I.e same MTFs, little variation in ranking)

		Patient Satisfaction across the 140 surveyed MTFs follows a normal shaped distribution of result
















