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Introduction to Concentra

• Subsidiary of Humana, Inc. based in Dallas, Texas

• Recognized leader in outpatient healthcare with over 1,100 

primary care clinicians serving 25,000 patients per day

• Treats 1 of every 8 work related injuries in the U.S.

• Over 100,000 employer relationships
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• Over 100,000 employer relationships

• 550 point-of-care locations in 42 states including 300 

freestanding occupational and urgent care centers

• Positioned to become the premier urgent care provider in 

the United States

• Capitalizing on a national trend of increasing employer 

focus on employee health and wellness

• Recognized leader in bringing health care to the workplace



Improving our Patient Experience
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Research

• Conducted consumer focus groups

• Conducted Voice of the Customer, 

Patient, and Colleague focus groups 

• Conducted messaging review for 
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• Conducted messaging review for 

specific demographics

• Benchmarked best-in-class customer 

care organizations (both retail and 

medical)



Research suggests consumers feel health care companies focus too much 

on their financial bottom lines, rather than a dedication to individual patient 

care.  And they want a better patient experience.
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Findings

The combination of a retail experience with quality health care is a 

unique offering



Our Mission

Improving America’s health, one patient at a time.

Our Vision

We will redefine patient care by treating individuals 
to a welcoming, respectful, and skillful experience.

We will raise the standard of health by putting 

Concentra’s Mission, Vision, Values
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We will raise the standard of health by putting 
individuals first, treating them with clinical 
excellence, and focusing on their ongoing wellness.

We will succeed through innovation and the 
expertise of our colleagues in an environment of 
trust, support, and community.

Our Core Values

A healing focus
A selfless heart
A tireless resolve



Changing the Mark
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Process Service 
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New Uniforms

Patient/Lobby Room 

Initiative

External Signage

Take Non-Patient-

Related Activity Out of 

the Centers

eScreen Drug Screen 

Automation Process

Centralize, Automate 

On-boarding

Training/Modeling

Coaching

Recognition & Reward

Job Redefinition

Net Promoter, NPS and Net Promoter score are trademarks of 

Satmetrix Systems,Inc, Bain & Company and Fred Reichheld. 



Cultural Transformation: Key Events

9

Winter, 2008:
•Define Service 
Standards
•Encourage “Fresh 

Service standards  are 
defined and introduced to 
area leadership  in 
national meetings 

Spring, 2008:
•New Logo Design
•Communication Plan
•Brand Launch

New brand identity 
reflects strategic 
direction with service that 
is caring, welcoming and 
efficient. 

Senior leadership “road 
show” introduces cultural 
transformation and builds 
momentum in the field.

Winter, 2007:
•Voice of the Customer
•Voice of the Colleague

Regional focus groups 
exploring customer and 
colleague wants, needs, 
and satisfaction.

Creates a baseline of 
organizational strengths 
and opportunities for 
improvement.

•Encourage “Fresh 
Eyes”

Senior leadership defines 
Concentra’s purpose, 
strategic direction, 
culture and priorities.

Mission, Vision, and 
Values provides a 
standard against which 
all future initiatives are 
aligned. 

Winter, 2008:
•Mission, Vision, Values

national meetings 
demonstrating the need 
for change.

Managers at all levels are 
empowered to “challenge 
the status quo” by 
evaluating every aspect 
of the operation from the 
patient’s perspective.

Colleagues interact with 
the brand through new 
uniforms, point of sale 
materials, and signage in 
the centers.



Cultural Transformation Key Events, cont’d.
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Autumn, 2008:
•Facility Prototype

To create a physical 
environment consistent 
with the brand promise, 
national retail design 

Summer, 2009:
•Orange Book

The Orange Book—a pocket-
sized guide carried by front-
line staff—provides 
testimonials and examples for 
applying the MVV in everyday 
encounters.

The Orange Book has won 
multiple national concept  and 
graphic design awards.
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national retail design 
firm creates prototype 
for facility relocations, 
renovations, and 
additions.Realizing the 

importance of listening, 
measuring, and 
responding to employee 
feedback:

•Colleague Engagement 
survey tracks level of 
commitment and 
identifies problem areas.

•Predictive Index 
assesses “soft skills” to 
assure the “right 
candidate” in the “right 
job.”

Summer, 2008
•Colleague 
Engagement Survey
•Predictive Index

Spring, 2008:
•Patient Survey
•Net Promoter Score

Patient survey is 
launched providing real-
time data on patient 
satisfaction.

Net Promoter Score is 
adopted as a standard for 
benchmarking and 
accountability.



The Orange Book
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The Orange Book is a little book with a big goal: to redefine the patient experience by performing 

welcoming, respectful, skillful actions -- every colleague, every day, every location -- for the over 7.5 

million patients Concentra sees every year.



National Prototype Facility
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Concentra’s new retail-facing locations combine visible 
exterior signage, open interior spaces, eye-catching 
graphics and contemporary décor to create an efficient 
and functional environment.

Las Colinas, Texas

“Welcoming” Room



Center Design: Maximize Efficiency, 
Quality Care, and the Patient Experience
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Transparent Pricing
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“No surprises” posted pricing for self-pay patients reiterates 
Concentra’s commitment to making health care affordable and 

accessible.



Service Delivery

Hiring/Firing (Predictive Index)

On-boarding

Training/Modeling
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Training/Modeling

Coaching

Recognition & Reward

Job Redefinition
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The Ultimate Question --“on a scale of 1 to 10, rank 

likelihood to recommend us to others.”

Measurement: Net Promoter Score

0-6: Detractors 7-8: Passives 9-10: Promoters

The goal is to increase net promoter score by “neutralizing” 

detractors and “converting” passives.

Undermines our future business.                  Easily wooed by the competition.       Extends our sales and marketing.



Accountability: NPS Dashboard
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Benchmark Companies

National NPS of 51% in December 2010

266 centers with NPS > 30%

Results
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266 centers with NPS > 30%

All five Zones with NPS > 40%

57 centers with PER > 70%

Only 33 centers with PER < 50%



Contact Information
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Ted Bucknam, President
Concentra Urgent Care
Addison, Texas

ted_bucknam@concentra.com

Alan Ayers, Vice President ofAlan Ayers, Vice President of
Strategy and Execution
Addison, Texas

alan_ayers@concentra.com


