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If you find it in your heart to care
for somebody else,
you will have succeeded.

- Maya Angelou
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COMMUNITY OF PRACTICE

Over 55,000 people representing
more than 75 countries

RESEARCH

Open-access, peer-reviewed content accessed
11000 times/month in over 200 countries & territories

BODY OF KNOWLEDGE

15 Domains, developed by the community, that
frame the core knowledge framing PX

PROFESSIONAL CERTIFICATION

Certified almost 1000 professionals globally and
sole accrediting body for PX Continuing Education
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global community
builds the capacity of organizations

develops individuals

Human experience

Patient &
Family
Experience
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To satisfy is to cause (someone) to
be happy or pleased.

Satisfaction is in the moment.

It is the idea of how positive
someone feels about their
expectations of an encounter.
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4 N

Experience is something we
have lived through.

It is about something that
happened and it is our

lasting story...

It is defined in all that is perceived,
understood and remembered...

- /
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Patient & Family Engagement

Patient Activation

Patient- and Family-Centered Care
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Interactions,
culture,
perceptions
continuum
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Strategic Lenses

Why

Culture &
Leadership

The foundation of any successful experience effort is set on who an organization is, its
purpose and values, and how it is led.

Patient, Family &
Community Engagement

Central to any experience effort are the voices of, contributions from and partnerships
with those receiving care and the community served.

Staff &
Provider Engagement

Caring for those delivering and supporting the delivery of care and reaffirming a
connection to meaning and purpose is fundamental to the successful realization of a
positive experience.

Environment &
Hospitality

The space in which a healthcare experience is delivered and the practices
implemented to ensure a positive, comfortable and compassionate encounter must be
part of every effort.

Quality &
Clinical Excellence

Experience encompasses all an individual encounters and the expectations they have
for safe, quality, reliable, and effective care focused on positively impacting health and
well-being.

Infrastructure &
Governance

Effective experience efforts require both the right structures and processes by which
to operate and communicate and the formal guidance in place to ensure sustained
strategic focus.

Innovation &

As a focus on experience expands, it requires new ways of thinking and doing and the
technologies and tools to ensure efficiencies, expand capacities and extend

Technology boundaries of care.
; Experience is driven and influenced by external factors and systemic and financial
Policy & N . . ;
realities and requires accepted and understood metrics to effectively measure
Measurement

outcomes and drive action.
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About How You About

Treat Me

About My Health

Being a
Customer

health and wellbeing
respect decisions
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%2 | PEOPLE

‘ PROCESS 48%

56%
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64%
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00000
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2X

63%
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Positive experience Negative experience

QO 0 ...

good &
Stay /
Leakage
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ﬁ Experience

Outcomes Stories/

Recommendations

k Expectations <= Choices
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SIEMENS ..,
Healthineers -*
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97% How patients/families jare personally treated 99%
97% Effective communication with patients/families 99%

92% Teamwork among the care team 98%

92% Engagement level of employees 97%

Clinical team well-being 96%

Quality/safety practices evident 93%

93% Coordination of care

Opyportunity for a patient to ask questions

Ease of access to care
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Engagement & Retention

—

e

78 Clinical Outcomes
\

@ Financial Outcomes
Consumer Loyalty

[
i Community Reputation

New Customer Attraction
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Jeuonelay

Jeuonelay

Jeuonelay

Jeuonelay

Jeuonelay

www.theberylinstitute.org
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fundamental results
point where experience happens
positive interaction

good people make good
choices

vibrant cultures

best people
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'S not always
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www.theberylinstitute.org
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carivx@
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