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«Think about a time that you went home from
work and were thinking ‘T love my job. Tellme, what

happened that day?”
«Tell me about a day when you had the opposite

emotion and thought, ‘1 need to find something else
to do? What happened that day?”

New hires at Mayo Clinic typically undergo mul-

tiple interviews. They interact with a panel whose
members ask values-revealing questions such as

«What would you do if you observed another staff
member treat a patient rudely?”

Teach the why, not just the how. Employees

must be prepared to perform services “onstage.” In
addition to training them for functional tasks, or-
ganizations should educate them about customers,
strategy, service offerings, and culture. Individual
service providers also need to know where they fit
in the organization and the importance of their work.
Identifying the necessary skills and knowledge, for-
malizing learning as an ongoing process rather than
an event, teaching the big picture, and rewarding
desired behaviors (for example, by formally rec-
ognizing employees who have done something
exceptional for patients) are all important.
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Extracting, codifying, and disseminating the best
practices of the organization’s top service providers
will help guide all staff members toward better out-
comes. Set aside time for ongoing personal devel-
opmentasa nonnegotiable investment. A portfolio
of teaching and learning approaches is best. Mind-

stretching, job-relevant, inspiring reading through
a company book club or an article-of-the-week dis-
tribution is worthwhile. «Mystery shopping” other
units, conducting service simulations, and role-
playing can be effective. As part of its training pro-
gramsto improve how its 43,000 employees emotion-
ally connect with patients, Cleveland Clinic produced
hy: The Human

about empathy: Empat

two videos
t Care and patients: Afraid and

Connection to Patien

Vulnerable. “They havebeen pivotalin rallying people
around a core element of our mission: to provide ex-
ceptional patient experiences,” says Adrienne Boissy,
aphysician and the clinic’s chief experience officer.

Leverage peer-to-peer learning. Peers learn-

ing from peers, which is common in health care, is
powerful because it has credibility. Every cancer
center in our study schedules time for clinicians and
other team members to discuss specific patients’
cases and reach consensus o1 treatment options.
These meetings typically involvea cross-functional
group of specialists for a certain cancer type, includ-
ing surgeons, radiologists, medical and radiation on-
cologists, pathologists, and nurses. They may also

include social workers, who can offer insight onnon-
medical issues such as a patient’s anxiety about the

effect of treatment schedules on work or about leav-
ing the family in debt after treatment costs. Pooling

knowledge to provide the best possible service ex-

perience accelerates learning, facilitates teamwork,

and benefits patients.

Turn middle managers into teachers. Inall
but the smallest organizations, service providers
report to and have regular contact with middle man-
agers, affording still another important teaching 0P
portunity. Middle managers can have a tremendous
impact through the example they set—actions a5
well as words—and through coaching. Organizations
can improve the quality of high-emotion services

by promoting effective teachers into managem(_ant

and by developing current managers’ teaching skills-

Several times a year Cleveland Clinic requires I
more than 2,000 managers to 'a,tteridsdaylong' edu-
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