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”Competitive strategy is about 
being different.  It means 
deliberately choosing a different 
set of activities to deliver a 
unique mix of value.”
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”Through their 
simultaneous commitment 
to all three [missions], AMCs 
have often built up higher 
cost structures than their 
non-AMC counterparts… 
[which] frequently carry over 
into higher market facing 
prices.”
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Implications are Clear & Significant
Increased Competition for:

• Patients

• Talent

• NIH (and other) grant funding

• Partnerships

• Corporate and private investment

• Business, community and legislative support
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How National Leaders Generate Talk Value

ü Have earned a reputation for making bold, innovative 
moves and tackling business-critical issues 

ü Goals are made public and are foundation for all strategic 
initiatives

ü Leadership communications reflect a focus on industry 
transformation 

ü Develop new care models based on evolved consumer 
needs and insights

ü Brand and leadership’s national coverage allows others to 
learn, build and adapt  
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Most Innovative Healthcare 
Organizations Overall:

1. Mayo Clinic
2. Kaiser
3. Cleveland Clinic
4. Geisinger
5. Intermountain Healthcare
6. HCA
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National Recognition Case Examples
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”The essence of strategy is in the 
activities—choosing to perform 
activities differently or to perform 
different activities than rivals.  

Otherwise, strategy is nothing 
more than a marketing slogan 
that will not withstand 
competition.”
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National Recognition

• President & CEO Marc Harrison reinforces that Intermountain “has a history of making 
really bold, innovative moves”  

• Defined goals have been made public: Operate nimbly internally, better disseminate 
best practices, make care more affordable for everyone

• Leadership communications are focused on relentless pursuit of industry innovation and 
maintaining a “model health system” 

• Intermountain defines the future (and its target model) as: consumer-centric, digitally-
enabled and highly integrated

• Pathways for asserting authority, significance and magnetism:
– Transforming care models based on consumer needs: Project RX, SelectHealth (insurance division)

– Partnering for the better good: Live Well Lanes at Associated Food Stores, Opioid Alliance 

– Rural Outreach: Virtual hospital now live and supporting rural communities throughout Utah 
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https://www.sltrib.com/news/health/2018/01/19/utahs-intermountain-healthcare-fights-skyrocketing-drug-prices-shortages-by-forming-its-own-company-project-rx/
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National Recognition
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WHAT DOES IT TAKE TO TACKLE
HEALTH CARE’S BIG PROBLEMS?
BIG THINKING.

You may have heard of integrated delivery systems, fancy words to
describe doctors and hospitals working together.

Championship performance comes from careful, planned collaboration.
Analyzing each role and finding ways to do things better.

That’s what we do at Geisinger — in a way others can’t and don’t.
We study the latest scientific research, compile national guidelines
tested and shown to lead to better results, and analyze the thousands
of patients we treat every year.

Then, because our doctors and hospitals are so uniquely connected —
integrated — we put this robust medical data at their fingertips.
The result: we achieve the best possible outcomes for each patient.

When you have a team that works like ours, you have a truly
integrated delivery system. And our patients reap the benefits.

It’s one of the ways Geisinger is Redefining Boundaries.
Learn more about Geisinger Quality at www.geisinger.org/quality

Sincerely,

Glenn Steele, MD
President and CEO, Geisinger Health System

WHAT DOES IT TAKE TO
IMPROVE PATIENT CARE?
INNOVATION.

Electronic Health Records.They’ve been in the news a lot lately.
Nearly every presidential candidate for 2008 has endorsed the
adoption of health information technology. And for good reason:
to improve patient care.

While some healthcare organizations are just getting started,
others are leading the way. At Geisinger, these systems are already
in place. And we’re putting them to good use to make care safer
and more effective.

Today, for example, we’re using our electronic health record to
make sure all diabetic patients receive recommended care including
their annual flu shots and vaccinations for pneumonia.We’re also
implementing a secure e-mail system that reminds patients and
parents of important appointments, such as mammograms and
childhood immunizations, allowing them to schedule appointments
directly online.

Of course, this is just the beginning.While national policymakers
see Geisinger’s leadership as a preview of the future, we see it as
simply finding new ways to make healthcare convenient and keep
the people we serve healthy. After all, that’s what we’re all about.

Sincerely,

Ronald Paulus, MD, MBA
Chief Technology and Innovation Officer
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Completed
Videos Views

Social Shares
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71,000+

1500+

Whitepaper 
Downloads

27,000+

Pre

3x 
Increase

Pre

4x 
Increase

Pre

Influencing The Influencers

Pre

70x 
Increase

“Stay Informed”

10,450+

5x
Increase
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Using their 
particular platforms 
to lead and have 
impact.

Confront critical 
questions to 
achieve the desired 
distinction.
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“Most AMCs 
could aspire to 
be a Product 
Leader in one or 
two products or 
service but not in 
all.”

“It’s hard to say 
you are a Product 
Leader when 
people make 
decisions based 
on the same AI 
support.”
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“[Becoming an 
Experience 
Leader] could 
mean injecting 
patient retention 
and social media 
perception data 
into daily huddles 
typically focused 
only on quality 
and safety 
reports.”

“If you don’t 
embed training 
around the 
patient 
experience in the 
first two years of 
medical school it 
becomes much 
harder.”
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“The 
Integrator…will 
make money on 
risk and care…a 
low-cost provider 
that has achieved 
multiregional or 
national scale.”

“Health systems 
with health plans 
that are 
upgrading into 
the AMC space—
such as Kaiser 
Permanente—are 
primed to be an 
Integrator 
because of their 
scale and scope.”
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“The Health 
Manager…will 
reap the benefits 
from improving 
the health of 
communities over 
time by being 
experts in 
managing 
population health 
and risk-based 
contracts with 
payers and 
employers.”

“Today’s Health 
Manager tends to 
define the role 
narrowly…[and 
needs to] have a 
much broader 
role.”
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“To What End?”
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AUTHORITY

• Command local, state 
and national leaders’ 
respect

• Influence important 
conversations/debates

• Open doors to new 
opportunities

SIGNIFICANCE

• Deliver important results 
at scale

• Impact across your 
service area and beyond

• Worth watching, 
following and learning 
from

• An organization whose 
continued success is 
important 

MAGNETISM

• Attractive partner to 
other healthcare 
providers and 
prospective business 
partners

• A desired place to 
work and learn—from 
front line staff to clinical 
leaders
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Key Take Aways for National Distinction Planning

ü Tap into your vision and core strengths to build initiatives 
that support bold goals

ü Prioritize audiences (media, key influencers, high-value 
referrers, recruits, funders) who will recognize the 
organization for tackling business-critical issues that attract 
national attention 

ü Brand and leadership coverage allows others to learn, 
build and adapt  
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Where To Begin?  Examine Your Strategic 
Distinctions Against Specific Criteria

• Do you have results and data to support position, strategy and 
execution?

• Does the focus demonstrate a transformative, innovative healthcare 
approach?

• Can you describe specific choices and actions taken in pursuit of the 
path?

• Will it resonate and make an impact on priority audiences?  Why?

• Does it create traction short and long term?
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Thanks.
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