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Partnership Journey

Toolbox
Hospital Z - Philips, 2023

Aim:

The aim of this poster is to let the stakeholders
(Hospital and Philips) move across their partnership to
review the current projects and scope new
opportunities.

The stakeholders go through the following 3 phases
covering the 3 defined dialogues over time:

1 - Basics Coverage (first month):
- Partnership Agreement Awareness.

2 - Strategic and Transformational Co-created
Dialogue (until 9th month):

- Scoping customer and mutual opportunities.
- Touch-points agreement and execution
ofaActions.

3 - Relational Dialogue:
- Projects and relationship reviewing.

How to use It:

- Place this poster on the room walls where
stakeholders normally meet.

- Each phase is carried out by using the Partnership
Journey Tools indicated in this overview. Philips
Account Manager will be in charge of providing them.
- Use markers and sticky notes on top of the poster to
indicate changes or new events. It is highly
recommended to use 1 sticky note to mark the current
position of the partnership in the journey.

- Keep the defined goals as north-star, but welcome
new definitions of it.

- Stakeholders are encouraged to follow th suggested
soft skills within each dialogue to help reach the
expected outcomes.

Partnership
Dialogues

Tactical

Strategic

Relational

Goals:

1 - Both customer and Philips are on
track with the agreed contract
promisses.

2 - Equipment is running uptime.

3 - The customer’s at risks tasks are

covered with the customer’s expected

time.
Soft Skills:
Adaptability & Problem Solving

Goals:

1 - Have an understanding on key
trends.

2 - Scope new project opportunities.
3 - Define next steps.

All 3 points for customer and
partnership success.

Exploring
Reviewing

Goals:

1 - Keep track on the short, mid and
long term projects in the
partnership

Soft Skills:
Listening & Team Player

Goals:

1 - Understand what is going well and
what is not going well in the
relationship.

2 - Clarify what is the value exchange
between the Customer and Philips.

3 - Agree on the ultimate goal where
the partnership moves towards.

4- Set future touch points.

Soft Skills:
Holistic Thinker & Collaborative

Basics Coverage

Partnership Agreement
Awareness

Relationship Conversation

Strategic and Transformational Co-created Dialogue

Scoping customer and
Mutual Opportunities

Touch-points Agreement and
Execution of Actions

Projects and Relationship
Reviewing

The suggested journey can
be undertaken for the first
time but also 3 years after.
The partnership maturity
improves and the outcomes
are more customer centric

1st phase 2nd phase 3rd phase

1st month

) Review ) Actions

9 months 1 year

over time.

KPI [/ Metric

Partnership
Agreement
Performance Metrics
and Monitoring.

Trends Mapping to
scope nhew
Opportunities.

ad

_Review _Review

Mid & Long Term

Short Term Projects ,
Projects

) Oversee  Acknowledge  Clean

Partnership Model Next Touch-Points
. and Overall Mutual
Pu rpo se, .

Lessons
Learned

o o
Partnership maturity towards customer centricity increase. Sustained Stron ger

Outcome phase 1

- Agreement promisses reviewed.
- Urgent issues are tackled.

- Exploration and identification of mutual
trends.

- Partnership differences and bridges
arised.

Outcome phase 2

- Agreement promisses reviewed.
- Urgent issues are tackled.

+ Scoped new opportunities into short,
mid and/or long term projects.

+ Clarified Partnership next touch-points
and ultimate goal.

Outcome phase 3 =elationshin

- Agreement promisses reviewed.
- Urgent issues are tackled.

+ Running project reviewed.
+ Relationship performance and
Improvements.
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Industry Trends Mapping.

This tool helps to get
and aims to map

Unified Healthcare
Professionals Collaborations. Patient Flow Descentralisation. Real-Time Communication.
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- Medical Image Integration. - Share of patient medical data. - Integration of EMR

- UCM workflows. - Smart waiting rooms. - Data descentralisation.

- Integration of mobile devices. - Diagnosis forecasting. - Share of real-time patient data.
- Promotional activities. - Descentralised diagnosis. - Smart reporting.

- Interdepartment collaboration. - Smart Patient Scheduling. -+ Communication forecasting.

Trends of interest

Which ones? Why?

Hospital’s Key Strategy points
around Workflow improvements

on Patient Experience on Staff Experience on Costs reduction on Better healthcare outcomes

How to use it: Tips & tricks:

. —“Obbservg the poster trends with your - Place this poster on the room walls where all Next Step:

collaboration partner. stakeholders can see it and stand in front. P-

7 - Start with either “trends of interest” or - Use markers and sticky notes. PHILIPS
“hospital’s strategy according to the topic” to - Apply the suggested soft skills for the strategic : ;I'ransl.atetthe SeliCte.?. trenqs é?\
relate both areas with each other. dialogues “Listening and Team player”. 'NTO project opportunities tsing "

the Quadruple Aim tool.




Automation Technologies

Conventional

- Medical Image Integration.

-+ UCM workflows.

- Integration of mobile devices.

- Promotional activities.

- Interdepartment collaboration.

Trends of interest

Which ones?

Personalized Patient Approaches

Z Effective Overlay

Hospital’s Key Strategy points
around Workflow improvements

on Patient Experience

How to use it;

1 - Observe the poster trends with your
collaboration partner.

2 - Start with either “trends of interest” or
“hospital’s strategy according to the topic” to
relate both areas with each other.

on Staff Experience

Tips & tricks:

/.

!

.

<
»

/  Genetic

testing /

- Share of patient medical data.
- Smart waiting rooms.

- Diagnosis forecasting.

- Descentralised diagnosis.

- Smart Patient Scheduling.

Why?

on Costs reduction

- Place this poster on the room walls where all .
stakeholders can see it and stand in front. Next Step'

- Use markers and sticky notes.

- Apply the suggested soft skills for the strategic

dialogues “Listening and Team player”.

- Translate the selected trends
Into project opportunities using
the Quadruple Aim tool.

Cloud Computing

- Integration of EMR

- Data descentralisation.
- Share of real-time patient data.
- Smart reporting.

-+ Communication forecasting.

on Better healthcare outcomes
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Partnership Relationship

PARTNERSHIP
MODEL CANVAS

This tool aims to anchor the partnership /
collaboration purpose. It helps to see undestand
both parties as equal partners and define the
mutual success.

How to use It;

1 - Start with the first column on Partnership Hospital Hospital Hospital Partnership Hospital Hospital

Goals for both Hospital and Philips. Partnership Goals: Concerns: Value Providing: Value Gaining:

, - Stakeholders
2 - Define the joint layer.

Department

3 - Move on to the right witht he second column.
Again, dialogue first on each parties, and then
define the joint layer.

Tips & tricks:

- Place this poster on the room walls where all
stakeholders can see it and stand in front.

- Use markers and sticky notes.

- Apply the suggested soft skills for the relational
dialogues “Holistic Thinker and Collaborative”.

Shared
Knowledge:

Shared
Ownership:

Joint Mission Shared Risks:

Over time:

Joint E

oge Philips Philips Philips
Phili PS Partnership Concerns: Value Providing: Value Gaining:
Stakeholders
Department

Partnership Goals:

PHILIPS




description

description

Optimal

description

description

This tool aims to make sure all the tasks and short
term activities are running with normality. It helps

to spot urgent and at risk tasks.

description

Uptime
description

KPI / Metric

description

Performance Metrics & Monitoring.

Partnership Agreement

“Tactical Dialogue” should be covered before

having the Strategic one.
- Place this poster on the room walls where all

Tactical Dialogue
stakeholders can see it and stand in front.

- Apply the suggested soft skills for the tactical
dialogue “Adaptability and Problem Solving”.

Review the aspects in every meeting. The

- Use markers and sticky notes.

How to use it:
Tips & tricks:

w
’

PHILIPS
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Dialogues and Projects:

What activities should be reviewed?

What topics should be explored?

How much time should you spend for each?

on Tactical

on Strategic

on Relational

How to use It;

Partnership Agreement
Performance

1 - Both partners together, think on the topics
that should be covered today and how much

time for each.

2 - Use the table to point at the topics of interest
and then use pos its to map them into the clock.

Short Term Projects Trends & Opportunities Mid Term Projects

Long Term Projects

Partnership Relationship Reviewing

Tips & tricks:

- Place this poster on the room walls where all
stakeholders can see it and stand in front.

- Use markers and sticky notes.

- Apply the suggested soft skills for the tactical
dialogues “Adaptability and Problem Solving”.

Next Step:

- Use the rest of the tools to
undetake the choosen dialogues.




- LSP name:

- How long and old is the LSP? (since- til):

- What role do you have at the moment?

- Can you say this is "'my LSP"? "my customer"?

- Did you have other roles within the same LSP in the past? Which ones and
why?

- (in short) Product & services commitment in agreement:
- How did you arrive to the current position? Where do you come from?
- What do you like the most about your position?

- From your perspective what's an Account Manager?
What is the job description saying you are supposed to do?

- DO we talk about the same kind of role or aim, when we say at philips, or
within the LSP or towards the customer?

------- What is the value we are delivering to the customer?

- check > Product & services commitment in agreement:

- What was your personal initial motivation (before getting the LSP) ?
- What is your current personal motivation?

- What do you feel responsible for?

- What do you need to achieve? across the years!

- How do you get all these things done?

- What do you deliver to the customer?
- What does it mean for Philips?

- What are the key moments that can influence the partnership, in the sens of
wether they decide to stay or not stay? why?

> about soft skills / mindset / behaviour here.



------- stakeholder map:

- Who else is involved? (to understand the stakeholders of this LSP, so from
both Philips and customer sides)

Make a simple list with first name (optional), position or, role (key).

- Do you know their position?

- Who do you miss? why

- How do you feel about the combination between people and what we deliver.
------- go wrong or great:

- What are learning opportunities? what have you learned that you would tell
to someone?

- What can be difficult moments? (resources or legal...? having the power or
not)

- What do you feel proud or feel like celebrating? why
- What can go wrong? when do you need to be careful? why?

------- communication:

- What tools are used?
when?
why?

- advantages and disadvantages:

------- soft skills and behaviour:

- Knowing what you deliver and when,
which soft skills and behaviour and mindset do you apply?

- What do you turn on and off

-------- desired LSPs:

- Last about dreaming, think of your ideal partnership. How does it look like?
- What shift needs to happen?

- What do you miss?

- What could go wrong?



Start:

record.

Who am | & Why this:

| am a designer here at philips and | work with Kurt and also with Hanneke
hoogewerf for the CX program.

thank you for the participation and this will be of great insight. this belongs to
the program of Edwin Paalvasts Customer lifetime value mapping. How can we
be the best partner for our customers - standard longterm engagement.

Privacy:
No information will be sourced. | will ask you who is the customer or the name
of the partnership but they will be under “customer 1” or “account manager A”.

Apologies:

We are at the very start of this program, so my apologies beforehand if you
notice things are still building up. | dont know about this process or
terminology.

Part of:

So this is part of a process. the idea is to have another 30 minutes session with
you in january.

Be honest:

encourage you to be as honest as possible with your values, work and future
vision for LSPs.

Do you already have any question?

When | say, rethinking how can we be a better partner, what do you think or feel
about this? (why you think our conversation is somehow important today)

End:

Plan the 30 minutes session on january.
Do you have any potential customer we might interview?

Reach me out if you have more things in mind or things / topics you would like to
say.
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STAKEHOLDERS,
WHO - WHAT.

procurement

products

futy/e talks

S - - -
ops manoger
e . - - -

other companies

o -

= EE
i

A steering commluee

elvery
manager (Romy)

gf

products

s he celling you?

multiple

~And do you call then?

+Yes somstines, T mean you

the stakeholdors
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the purpose of

philips or the philips
employees involved

in the partnership

this is the change we want, this
is what we want to contribute on
(not skills, not technology)

INDIVIDUAL
PURPOSE AND
ROLE

EMPOWERMENT

The aim of ths chapter s to define
the reader’s purpose. This is key to
be able to understand ones top
contribution towards a custorner.
It also expose the ownership of the
reader (an introduction to the rest
of the chapters)

Supported pains:
+ mismatch of expected
contributions (sell v

Keeping the relatonship)

+ unable o define the own

role beyond the current one

Desired impact:

oy ceing henow
boundaries of ther role.
HA2
both parties anchor THE AIM OF THE 1 THE common 2
PARTNERSHIP IS PURPOSE OF THE THE 3 HIDDEN e pains
this is what drives and motivates RTNERSHP) RIDERS. FEAR, Tebs g e e
all the stakeholders, what keeps PARTNERSHIP T GRS RISK & reomise v
them together ITSELF SENND OWNERSHIP. | e
This chapter tries to emphasize The aim will be to clarify the 4s seen in the research, exposing and unspoken e
the need of having a layer relevance of being in Supported pains: fears, shared risk and ownership Desied impa
between the parties. A common partnership and working « notlearwhat s that puts is ke but very much missing in b
point and reason of being together, by clarifying a common Sl the current conversations. e
together. All the goals lay in this purpose or value, and defining
common point. what is that every party gives SRS
and takes.
Desed mpact
Gty what s th whvwi of
: supported s
observe and listen 70 RECOGNISE TO UNDERSTAND Mmoo oo e
our customers CUSTOMERS mocalty centricy:
THE ECOSYSTEM
this is about how we perceive AS AWHOLE SOLUTIONS -
and look our customers. To REEDS  onderond o o merore
‘move out from seeing them as ot they ave used 80 bulld
source of revenue. R What else do | need to know to There are probably a lot of needs ol g
"What else do we need to know R rinare s understand the customer as a within the hospital ecosystem, but e
from them to understand them and driv whole? This block puts the focus this chapter tries to faciltate the
as a whole?" U0 TSNS on the Key decision eaders Top needs understanding of the:
: . ondiear ey topic for the Goals and Quadruple Aim to person you will be talking to. It
understand where is the hospital will help to map the needs to
moving towards. ‘build solutions.
 Toknowwhatis he Hospal
i 0o and whre 10
our behaviour HAs HAS HAG HAS B5 | AGREE ON THE B6  EYPLORE THE
. BE CLEAR AND MOMENTS
this relates to our day to day IMPARTIALITY MULTILEVEL AND UNKNOWN
KEEP AN EYE ON TRANSPARENT WHERE PARTIES
behaviour, the daily human AND SLOWING FEARLESS EMERGING
approach. SMALLTHINGS DOWN NETWORK NEED EACH INNOVATIONS
CONCERN OTHER AND FOR TOGETHER
s o S WHAT
ot bt it Define which g5y Realise about the things that Understand which stakeholders The aim s to realise that certain Invite the customer to research
P could o in order to better care opportunities and possibilities might stay in the air, and become you would like to include or stakeholders need to meet at a events, being able to show
oo for the customer. Email on when the customer i not in the the facilitator to bring them on connect with your wor certain frequency in order to emerging innovation to our
Desired impac portfolio or software update? Ask ‘need of buying somethi the table (this can be applied in Empathise with how might meet lend it into their
 Letthe account manager ralse ‘how are you'? Go to visit? other blocks) another person look at the other able to keep the partnership future top goals.
o blocks, and take action to debrief moving on. S
customer insights. = Customers want to know that we

checking the ground

this is about
right content
conversation

WIP - DO NOT SHARE

Cristina Florensa - Humanise the interaction between Philips account owners and Customers

making sure we tackle the
with the right time during a

« Notreaing o unspoken

B7

CHECK-IN AND
CHECK-OUT
MOMENT

Instead of jumping to content
right from the start of the meeting
check on what is going ok, what's

By the end, finish 5 minutes
earlier to reflect on the lessons
learned.

BUILDING THE
MEETING
AGENDA
TOGETHER

Plon ahead any meeting what do
you think it might be important to
talk about.

Before jumping into content build
the agenda with your customer
and add your suggestions.

doing things together

this is how do we dance together
with the customer, what
collaboration touch-points do
we offer and build.
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H TEST \

ENTION
4
P

1- (5min) WRITE DOWN THE CONCERNS/TOPICS OF EACH THEME
put down whats on top of your head today.

Operational performance review

“I wonder if we are taking the right steps to
meet X deliverable” - Philips

"Having too much things in mind from my day
to day. | end up forgetting details and feel
frustrted for getting lost" - customer

"if the modality comes on the Xth, delivered by
Y, how can we make sure the Z room is ready?"
- philips

2- (2min) AGREE TIME SPENT FOR EACH THEME:

3- REPORT THE TEPERATURE OF EACH TOPIC:

Long term ambitions and strategies

"I am not sure we are aware of all the prices we

have established for the next pieces" -

customer

stakeholders affected

desired improvement

action required

core pain

activities affected

Operational performance review core problem

"I wonder if we are taking the right steps to
amtionon

meet X deliverable” - Philips

"Having too much things in mind from my day
to day. | end up forgetting details and feel
frustrted for getting lost" - customer

*if the modality comes on the Xth, delivered by
¥, how can we make sure the Z room is ready?"
- philips

intention

"I am not sure we are aware of all the prices we
have established for the next pieces" -
customer

Long term ambitions and strategies intention

potential cost

pres—

stakeholders involved

stakeholders involved

are we on target? aren't we?

activities requiered

activities requiered

milestone

problem forcasting

problem forcasting

action requiered

action requiered

action requiered

action requiered

when are we going to talk
about this?

stakeholders involved

problem forcasting

1- Understand better what |
am trying to solve,
2-explore other ways,
3-improve this concept

00/ feg, dback

- Create a higher KPI, do
they already do this? how
is it included in their
work?
- Jessica build the agenda
with her tandem, how's
the balance made?



BETWEEN THE CUSTOMER AND US,
I WOULD LIKE MORE CONVERSATIONS ON:

problem / current state aim / impact

Quadrupleam
rformance S ST checkin on
andlongterm i partnership
S Long KPIs
term
roadma
New Emerging i UEEBED
5 y outstanding
industry  innovation pr e
trends areas (regularly)
Opertional
perfromance
strategic ontech
direction
° joint
Panersts  onovaton —
0adMap irieesiity  Gwbewsn  cmihae smege
o S mmimheg | dscson e
SonmTE ey~ Sovhgm - et tan
Sl e I it oty monagement
update il i e e e e s T
creddo . e e e
OnneW S - i o || SRR eh
portfolio  watiext e CHEES e e
R
Project
reviews

i >
eparmart e -

sending an nps

can bea quick
Juating

‘what you test.

+

What are the aspects we could check to
know the current customer temperature?

Howto
measure

our
relationship

If you don't
measure
you can't
manage

the customer?

——
e nanuet
ey for oo
ing e e
hannats e,

installation,

blended ice,
NPS  Plepded v
=2iyNPS

ityouasktojuce
nsnipin
every meeing
st wouidbe
verysnnoyi.

wellphillps
also was know
by "people
centric”

7

minon +affererom i O
[ty

the plannec s, because o one s barey ling the 2
year st

+1

Amaunt of i
customer omers i 75
nt  diaunier
(depending on cstoner
o sgee i the fc it s s customer prefy) | N0
a9 e € nth O
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sk 3 e nd e
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50 gien i s conten,how car ko
“make tsomethng more human o
pathec maybe gty u
whatsthe format wih
crate tht?because now s only howtocreatea
confrontational
measurement

Usability e
data

Customer CXKPI's -

KPI's(can  (customer
we quantify 360/ CX
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