


Famous Quotes (people never actually
- said)

If | had only one hour to save
the world, | would spend fifty-five
minutes defining the problem,

and only five minutes finding the
solution.




The Benefits of Getting the Question Right
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Framing defines the system, its
boundaries, and the goals and motivations .
of its iInhabitants

Influence Mapping articulates relationships

and dependencies, the momentum and
inertia within the system
Mental Models replace bias with context







Drab Quotes (from brilliant skeptics)
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Seeking the ideal has a long
history, it produces many
saints but few paradigm

changes.

Dave Snowden




Cynefin

Complex

Probe = sense = respond

Causality may become evident
retrospectively, emergent, unpredictable

Experimentation: designed experiments
become emergent practices

Act =» sense =» respond
No evident causality

Action: Novel practices

Complicated

Sense =» analyze = respond

Causal, but relationships are only
evident to experts

Expertise: good practices, principles

Sense =» categorize =» respond
Causal, predictable, repeatable

Process: Best practices/patterns

Complacency can lead to a fall
directly into chaos, from which
recovery can be difficult
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Helpful Quotes (from prilliant oOptimIStS)

Goals are harmful unless they guide
you to make specific behaviors
easier to do. Don't focus your
motivation on doing Behavior X.

Instead, focus on making Behavior X
easier to do.




Fogg Behavior Model
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eird Quotes (from familiar icons)
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% rate'soup is more
creative than a second-rate
1 painting.




The Hierarchy of Needs Poriy
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L s ek : SR T | P spontaneity,
problem solving,
lack of prejudice

acceptance of facts
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confidence, achiev
E atfeem respect of others, r

friendship, family, sexual intimacy

Love/Belonging

security of body, of employment, of resources,
of morality, of the family, of health, of property




Uplifting Quotes (from people with unpronounceable
names)
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' jytul lite is an individual
creation that cannot be
copied from 4 recipe.

Milaly Cslkszentminaly



FLOV

THE PSYC
OPTIMAL
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Flow coukdn't come at a better time for us. inpiring, worthwhile read”
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Challenge level

Boredom

Relaxation

Skill level




Awesome Quotes (that just don’t roll off the
tongue)
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To manage a system effectively, you
might focus on the interactions of
the parts rather than their behavior

4 taken separately.

— Russell L Ackeff —
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ldealized Design
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. Absqutlon
« [gnoring or declining responsibility for the
problem
e Solution
- solving the problem symptomatically

e Resolution

- tracing the problem to its source and applying = {51 Ry aEEe
tactics at the source e s
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http://www.amazon.com/Idealized-Design-Tomorrows-Crisis-Today-paperback/dp/0137071116/ref=sr_1_1?s=books&ie=UTF8&qid=1364108601&sr=1-1&keywords=idealized+design

Quote of the Day (hot off the presses!
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Best practices and patterns
are just another
manifestation of process;
they cannot solve complex

design problems.




The Funnel of Relevance
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Time for some
circles and
arrows!




WHO is a high value candidate positioned for success? HOW we reach and engage them?
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HOW we reach and engage them?

WHO is a high value candidate positioned for success?

NP/PA to
MD Ratio

B el

Size of

Practice Percentage

Medicare/

Medical
Targeted 10k edical

Patient Medicaid
- Coverage
Ss Affiliation
\\ Patient
[} “ \ Discretionary
| \ \ Number of Income
| \ \\ T2D Patients
| [y (N Diabetes
' \ Educator on
: * \\ Staff
i 4
]
|
] Specialty
] T2D Speaker/
] Publisher
]
]
Member of
* KoL Network
Payments
from
Y
Ph
N ~ arma
Doximity \\
Affiliations \
-* - - ‘
e
e
Followers and
Sermo <= Subscribers
Groups
-
MD Nexus Typing Tool > === ->
yping Influencer Predictor
. . Practice Physician .
Initial Call List Attributes Attributes Social




WHO is a high value candidate positioned for success?

HOW we reach and engage them?
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WHO is a high value candidate positioned for success?

HOW we reach and engage them?
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WHO is a high value candidate positioned for success?

HOW we reach and engage them?
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Engage capability leadership in project

estimation and burn rate

Regularly provide staff with updated project
Empowerment budget

Focus on value and allow staff to devise Meaningful Work
their own methods and deliverables Treat New Business as a forecast

.Requ'rf. a pe.rt%entage ofdtlme kl)te spent on client and allocate resources based
innovation with measured results upon agency and staff growth

Support new channel growth with
pitch quotas for senior leaders
Develop a plan for clients who are
not advancing <COMPANY>

Focus on “problems worth solving”

Adopt “standing meeting”
practices and other agile
processes

For each capability, develop
contributing skill descriptions and

Clients

Tools and
Technology

rating/development plans
. Define work not be deliverables
budget Assignments but by the value it represents

Give each vested employee
a training/conference

Demonstrate the value of our work
to clients, doctors, patients

Require regular team
meetings where staff
develops the agenda
Develop appropriate
“rotation” plans

Provide awards and
recognition for meaningful

Establish ongoing education as
an expectation (“CME”)
Promote team/capability y
summits to share work/methods

Stability

Each capability team required to

nominate an external speaker to

present .
Extend management training ! Opportunity
and review

inter—capability/team
collaboration

Process and

Develop freelance rosters to balance
Methods

short—term need

Create an expanded internship

program with other agencies to

develop and engage local talent

. Extend remote working technology to

Benefits and include collaborative document
Support creation and review

Training and
Education

Actively promote matching gift
to selected charitable
organizations

Offer payout of unused
vacation

Offer “severance insurance”

Establish a “culture committee”

elected by staff

Develop, publicize, and live up to
WOﬁk/Llﬁ% a people—focused value statement
Employees record a testimonial at
each service anniversary
Encourage the development of
“neighborhoods” in the office
Transparency of agency vision,

Office
Culture

= Engage families in <COMPANY> activities =EE e
= Provide in—office exercise and relaxation classes
= Free bottled water and healthy drinks

values, and retention efforts
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A Quick Refresher on Mental Models
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MENTAL MODELS
Aligning Design Strategy with Human Behavio
A by INDI YOUNG

by 22 . BN




Elements of a Mental Model
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e Tasks are derived from
N primary. research-and

observation

-+ Tasks are organized into
Towers:through affinity
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I : I: g =~ understand : [POTE
“r Y planning save dentlstry, you My care will
1 . me money in are_llke a start today

the long run? private
| have a practice, but You will treat
chance to You'll believe Why does better me on my
change what | am comprehensiv first
telling you e treatment You won'tbe | | appointment;
planning like the | don’t have
patient You will listen benefit me? dentist | had to wait for
to me and as a child relief

I can trust understand There is a
yo! me plan 1 will be given You will be

the lowest My visit will : : best choice pain clear and
price be private | will be a | will see the medication honest about

participant in same dentist You are a how long my

u won't rip | won't be my treatment each time | good dental My treatment appointment
me off judged plan come in practice will not hurt will take
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Beliefs that Reassure
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You'll
understand
that | am
ashamed of | need to talk
my current to others who
have been
through this

You'll be with
me the whole
way

You will
answer all my Other
questi patients were
treated
positively and
fairly
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Mental Models in/ Context
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Pre-Appointment
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. a S S O e
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:nny ﬁ,',mo: ME, not just You'll be with
before | get to o G my mouth me the whole
the office? m way
You will
appointment
What will going to hurt? answer all my Other
happen to me questions patients were
. when | sit Will the treated
doctor be positively and
douninithe extracting my fairly | am getting
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) treatment take? appointment? elingyou e treatment Youwon'tbe | | appointment; I know this even if | don't
& choice? T Can | get my planning like the I don't have will be over have
teeth cleaned You will listen My life will be i
® How many - happenatmy | | Exactly how | | Whatare my benefitme? | | dentist | had to wait for y e soon insurance
Why is atmy first to me and as a child relief better if | go coverage
visits will my periodontal st much is my doctor's appointment understand through with
treatment appointment? treatment credentials? - i - = Hreatment
take? For health going to cost? 1:am getting | will be given | | You will be reatment | have
how long? important? When and ) Can | geta the lowest pain clear and e
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- /I } teetis this? directions? cover? appointment? plan come in practice will take problem fixed | | my treatment tep begin
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) /':' to give part of your visit, the about 3 about the messages by expectations | |you're coming| | understand need to treat there will be expectation healthy, important apologizing | | offers that will
merica a overall health doctor will party dentist visit intent that the cost - foundation no pain for first visit beautiful overall You've taken | | for dentistry, | |be valid at the
hea“:'hy diagnose any | | _financing of treatment el Sl || first (hygiene) wait time smile g focus on time of my
v wou Request to issues you New patient Information may be high questions Clearly state A video on important commitment | | appointment
Ability to CO"'}VT an meyjhave forms abo;l the that there will happy Aspen | | step—making Loliest ;
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when to e el the day prior tionts Tk show current before the
= h arrive (ELEBILD Videos on picture and appointment Offer
CTLERD We want you this doctor what to hat sweepstakes
. expect in first Online chat what new 8 B s
Appointment visit with the to have a expect smile will look Don't make for “first ###
date, time, dentist great visit Provide the like me download, | | who show for
location What to doctor name, let me do it appointment
expect during education, Testimonials on my phone o‘r co{nple‘e
Information a new patient and years of of real patient reatment
on how to exam - experience experiences
reschedule Empathizing from the
an Ihg( dentistr treating
appointment isn’t easy Include a link practice

to online
We are TR Testimonials
thrilled you on how
have taken healthy teeth
this step— impact the job
congrats! interview
process
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Factors that
influence
periodontal
health




Bringing it all together...

,\%«; - Use Iifluence Mapping to identify goals and relationshipé ,»;j
§  DevelopMental Models to-organize’goals and identify-tactics J
1% < Apply the Funnet-of/Relevance to add depth and context

‘4 « Test your tactics against the Behavior Model

; (i * Consider Flowawhen ability 1s-dynamic.or motivation-needs to be
Sramplified
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