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•  In the session today, you will be learning how to deliver this  
training presentation to your co-workers. 

•  It is a shorter, slightly different version of the workshop you 
attended earlier this year.  

•  The goal is to teach you how to teach it to others. 
•  To help you prepare, the Notes View pages include 

instructional information to guide your training. 
•  You should present the information in your own words,  

but stick to the content. 
•  Make notes in your training books to help you personalize 

your presentation. 

Today’s training session 



Living our brand values 
Brand Advocates manual version 
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Agenda 
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Our goal 
The business value of employee engagement 
Exercise: Making connections 
CPSI brand values 
Exercise: Living our values 
How to put our values into action through behavior 



Our goal 

Give you the tools and information to help you choose the brand behaviors 
that demonstrate the CPSI values 



Experiencing a brand 



How do you experience a brand? 
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•  Share a brief story about how you experienced a brand  
through its service. 

•  Was it positive? Negative? 

•  How did it make you feel? 

•  Would you recommend the brand to others? 



What do these brands have in 
common? 
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Competing on service through a 
branded customer experience 
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What is brand positioning? 
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How the brand is perceived in the context of competitive  
alternatives in the mind 



 
Our brand positioning 
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We help providers and clinicians in rural and community healthcare facilities deliver high quality 
patient-care and manage population health effectively, today and into the future.   

We understand the objectives, unique challenges and resource constraints of our customers. As long-
term partners, we work side-by-side with them on an ongoing basis, providing critical support that 
helps them meet the healthcare needs of their communities in a changing environment. 

We believe the role of our comprehensive EHR system and support solution is, "rst and foremost, to 
help providers and clinicians serving smaller communities deliver quality patient-care safely and 
efficiently.  

Developed speci"cally for rural and community healthcare facilities, our complete EHR solution 
integrates the full suite of clinical and administrative modules of our platform with our unique, hands-
on customer support model.  

Our EHR system, with its uni"ed database linking clinical and "nancial applications without interfaces, 
enables immediate updating of patient records across all applications and, with its increasing 
interoperability, throughout the continuum of patient care whether in a hospital, a clinic or a doctors 
office. Our support model ensures issues impacting clinical applications are always given priority. 

Our investment in Research & Development and active industry involvement are helping to advance 
the industry overall and to ensure our customers are always well-prepared for industry changes ahead. 

Helping secure the future of community healthcare 



Making connections 
 



Our values help unify the 
organization and provide 
guidance for all employees 

12 

Managers Employee-facing 
employees 

Customer-facing 
employees 



Exercise:  
All for the patient  
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•  We all work together to insure the ultimately our CAH’s patients are 
well-cared for and have better outcomes. 

•  Whether customer-focused or our own employee-focused, we are 
responsible for collaborating with each other to get the job done. 

•  Each person at CPSI contributes to the connected process of helping 
our customers ultimately help their patients. 

 

  



Exercise: 
All for the patient 

14 

“I am the [job title] who [what you do] that helps the [job title] [do what 
task?] that enabled the [job title] to deliver the [service/program?] that 
helped our customer [what bene"t?] so that the patient was [positive 
outcome]. “ 

 

•  As a group, we’ll complete the sentence from your individual 
perspectives. 

•  The next person adds their part then hands it off to the next person 
in the process… 

•  Until the "nal outcome with the patient. 



Exercise: 
All for the patient 
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Sample exercise: 

I’m the logger who cut down the tree for the sawmill who cut it into 
lumber for the carpenter who framed the house for the family to live in. 

 

For CPSI 

“I am the [job title] who [what you do] that helps the [job title] [do what 
task?] that enabled the [job title] to deliver the [service/program?] that 
helped our customer [what bene"t?] so that the patient was [positive 
outcome]. “ 

 



Take a break 

But be back soon. We don’t want to start without you! 



Welcome back! 



CPSI Values 



 
CPSI Values 
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Collaborative 

Agile 

Dependable 

Empathetic 

Proactive 
We work closely and 
methodically with our 
customers’ providers and 
clinicians to transfer 
knowledge and build 
practical skills. 

We are responsive and 
flexible; we constantly 
adjust to satisfy the 
growing needs of our 
system users and the 
evolving needs of the 
marketplace. 

We are known for doing 
what we say. We own our 
customers’ problems, 
whatever the cause, and 
work diligently to provide 
solutions. 

We understand the 
challenges and realities our 
customers face. We listen, 
provide honest, 
straightforward answers 
and have customers’ long 
term interests in mind. 

We anticipate our 
customers’ needs and are 
eager to apply our 
knowledge to help our 
customers day in and day 
out. 



We demonstrate our values 
through our behaviors 
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Proac&ve	  

Innova&ve	  Forward-‐
Thinking	  

Commi7ed	  
partner	  

Collabora&ve	  

Empathe&c	  

Provider	  and	  
pa&ent	  care	  

driven	  

Agile	  

Responsive	  

Ethical	  

Efficient	  

Dependable	  

Integrated	  



 
De"ning brand behaviors 
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Recruited leaders and employees from across CPSI participated in a 
process to de"ne and identify on-brand behaviors. 

Business leaders helped create 
realistic brand stories 
 

Department representatives 
identi"ed brand behaviors 
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New Customer Journey 

Kick-off and 
site evaluation 

Consideration 
and selection 

Build and 
conversion 

Training and 
go-live Post go-live Search 

Account 
management 

Systems 
update 

Strategic 
initiatives 

Systems 
complaint 
(routine & crisis) 

Systems 
improvement 
request 

Customer 
org. changes 
• Personnel 
• Structural 

Rebidding 

Existing Customer Journey 
 

Mapping our customers’ 
journeys 



  
Training and Go-live 
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A 49-bed hospital in North Carolina is in the process of completing their conversion to the CPSI system. 
Many CPSI staff are on site and others have been cycling through to train staff on the modules they will	  
need to use. The hospital’s administrative and nursing staff are very impressed by the amount of 
support CPSI has been providing to cover all the personnel--regardless of	  what shift they work. The go-
live date is approaching in two weeks and the anxiety level of the hospital staff is rising. While the 
entire CPSI team is well-versed in the process, and all the hospital staff, except	  some physicians, have 
completed training, the hospital staff is still worried.  They have doubts about their readiness to go-live 
and how everything will work later.  

The CPSI day-to-day contact in the hospital’s Administration is very concerned, knowing she will be the 
one to "eld any problems that arise once live. Throughout the process, she has had an excellent 
relationship with the leader of the CPSI conversion team; but she was recently told that after go-live, a 
different Atlanta-based CPSI account manager will be assigned to her hospital, along with a Mobile-
based service team. 

What behaviors associated with CPSI brand values by CPSI and CPSI conversion staff could help ease 
the growing anxieties? 
 
 

Sample case study 



Demonstrating values  
through behaviors 
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Customer facing employees 
•  Send status reports showing progression of completed items  

vs. reiterating ones needing to be complete.   

•  Reminding site there are additional training resources such as 
Camtasia/Captivate/Quick Caps readily available.  

Employee facing employees 
•  Good communication of installation issues between CPSI Mgmt. on-

site and CPSI staff level employees, continuing thru transition to 
CRM so all parties are aware of how the implementation progressed 
start to "nish; includes de"ning temperament at the facility during 
all stages.   

Sample responses from cross-functional employee workshops 



 
How would you live our values? 
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Proac&ve	  

Innova&ve	  Forward-‐
Thinking	  

Commi7ed	  
partner	  

Collabora&ve	  

Empathe&c	  

Provider	  and	  
pa&ent	  care	  

driven	  

Agile	  

Responsive	  

Ethical	  

Efficient	  

Dependable	  

Integrated	  



We’re not asking you to do a different job. 
We’re asking you to do your job differently. 



Living our values as behaviors 



EXERCISE: 
Living our values through our behaviors 
 

28 

Dependable 

Collaborative 

Empathetic 

Agile 

Proactive 

A CAH in a small community is  
two months into the post go-live 
period but the hospital staff still 
feels insecure about support. 
 

A new 50-bed hospital customer 
has a physician with a lot of 
influence and 40% of referrals, 
but he is not a huge proponent of 
technology.  
 

A new CEO had just joined one of 
CPSI’s long-standing CAHs and 
has requested a review of CPSI’s 

A Head Nurse at a 25-bed CAH 
hospital has been unable to access 
data on a returning patient and she 
can’t reach CPSI IT for help. 
 



 
Behaviors and challenges 
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•  Each table has two sets of cards: Behaviors and Challenges.  

•  First, select a Challenge card. 

•  Discuss it with your table. 

•  Select the Behavior card or cards that are an appropriate 
response to the Challenge. 

•  Describe how you would demonstrate that Behavior for that 
challenge. 

•  You have 20 minutes to complete as many Challenge cards  
as you can. 

•  When time is up, we’ll discuss how you did. 



Our values in action through 
behavior 

30 

•  How successful were you in "nding a matching behavior and value 
to apply to your challenge? 

•  What did you learn? 

•  What would you share with your co-workers? 

•  Are there any obstacles to behaving or acting on our values? 



What are other ways you can bring  
CPSI values to life through your behaviors?  



 
How to put our values into action  
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•  This is an ongoing process, not just for “training day” 

•  Look for ways to integrate values into what you do every day 

•  Acknowledge when you see a behavior that demonstrates a value 
on the spot 

•  Offer guidance when someone isn’t behaving according to our 
values 

•  Ask your Brand Advocates to help if you have any questions 

•  Delivering on the brand values consistently for customers will be a 
measure of success re%ected in client satisfaction  



Q&A 



Thank	  you	  



Managing the process 
 

Tips for Brand Advocates 



Creating brand advocacy 
through engagement 
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According to the 2013 Gallup State of the American Workplace report on Employee 
Engagement among the U.S. working population, the vast majority of employees are not 
engaged with their brand or company. 

Brand Believers Brand Innocents 

Brand Advocates 

Brand Doubters 

Actively Disengaged                                   Not Engaged              Actively Engaged 
                                

18%        52%               30% 



 
How to identify these types 
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Brand Advocates 
•  Powerful allies as leaders 
•  Intuitively understand the brand values  

because they already are living them  
•  Understand the importance of branding 
•  Can articulate what the values are to others 
 

Brand Believers 
•  Passionate followers 
•  Intellectually understand brand values but may 

not be aware of how to live them 
•  Value the power of brand but not able to see 

the full picture 
•  Respond well when given guidance 

Brand Innocents 
•  Simply doing their jobs  
•  “Present” but little awareness outside of 

main responsibilities 
•  Little or no awareness of branding 
•  Have potential for learning 

Brand Doubters 
•  Negative individuals 
•  Actively disengaged from company 
•  Prone to naysaying and undermining 
•  Can sabotage efforts to instill values 



How to coach and encourage 
employees 
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Brand Advocates 

Enlist as coaches and 
leaders 

Brand Believers 

Engage as willing and  
enthusiastic participants 

Brand Innocents 

A large part of  
workforce, pull  
them forward 

Brand Doubters 

Minimize  
interactions and  
lower expectations 



 
A collaborative effort 

39 

•  As a combined group of Brand Advocates you will be in contact with 
all CPSI employees 

•  Collect their ideas, stories, comments and questions and provide 
them to Jenny Humphreys who will coordinate the effort 

•  She will also help you with setting up your training and provide 
materials you require for your workshops 

 



 
Promote our values 
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•  Select a value a week  

•  Highlight a single value for a week 

•  Promote the value in team meetings, Town Halls, one-on-one staff 
conversations 

•  Offer examples of the behaviors that demonstrate the value in ways 
that are relevant to your team and its function 

•  Post examples on your intranet to share with each other 



 
Share our values 
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Storytelling teaches by examples 

•  Ask employees to share a story of how they demonstrated a value 
through their behavior 

•  Focus on what the employee did differently from the past 

•  Ask co-workers to comment and add to the story 

–  How could it have been done differently? Better? 

•  Capture the story for future training purposes 



 
Model behaviors 
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Modeling behaviors  

•  Ask your participants to recognize when a manager or leader is 
exhibiting a value or not  

•  Share examples and be transparent 

•  Host a brief meeting with an employee from another department to 
share how he or she lives the values 



 
Recognize behaviors 
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Reward and recognition 

•  It’s important to “catch people being good” 

•  Acknowledge and comment positively  

•  Emphasize positive behaviors, no matter how small 

•  Select an employee of the day or week, rather than month or year 



 
Messaging Playbook 
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You will receive a Messaging Playbook with guidance to help 
employees understand how to incorporate CPSI’s values into their daily 
job responsibilities.   

As a Brand Advocate, you can use the information to help inform, 
engage and inspire your fellow employees. 

The Playbook includes examples of CPSI business opportunities—both 
inside the company and with our customers—where employees can 
demonstrate our brand values through speci"c behaviors that were 
suggested by CPSI employees themselves. 

Use the Playbook to stimulate interest and maintain engagement for 
our values. 
  



 
Next steps 
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As Brand Advocates, you will have the following responsibilities: 

•  Each Brand Advocate must conduct 4 training sessions 

•  The optimal number of participants per session is between 15 and 
20 people 

•  You are responsible for scheduling and completing your training 
sessions  

•  Please make yourself available after sessions are complete for any 
follow-up questions via email or phone 

•  Share any tips, ideas or questions with your fellow Brand Advocates 

•  If you have any questions, ask Jenny Humphreys to contact me for 
consultation 



Thank	  you	  


