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Who Needs Another Widget?
By Dustin Fennell, MS, Chief Operating Officer 
and Chief Information Officer, Language of Caring 

If you were to ask your executive colleagues these 
questions, would they reply with a yes or a no?

• Do you want to increase our bottom line by  
earning a greater incentive payment under Value 
Based Purchasing for improved CAHPS scores?

•	Do	you	want	to	reduce	turnover	and	the	financial	
and human costs of turnover?

• Do you want to achieve breakthroughs in physician engagement and  
retention?

If these questions happen to hit on issues important to your organization,  
my guess is you think they would reply with a resounding YES. Asking questions  
like these to get a YES is the ideal way to present a proposal for commitment 
and resources.

My Story

Throughout my professional career,  
I’m happy to say that I’ve had great  
success in getting approval for almost 
all of my proposals. My peers often 
labeled me “The Golden Child” because 
it seemed any proposal I presented was 
supported and approved. During my 
younger years, I didn’t understand why  
I was getting such great results. It wasn’t 
until my colleagues and peers began 
asking to see my proposals and have me 
review theirs that I understood why my 
results were different. I hope by sharing 
what I’ve learned, I can help you get a 
YES even more than you already do.  

My colleagues’ and peers’ proposals seemed to focus on the program, project, 
or initiative they wanted to institute. I call this the what. In contrast, my proposals 
focused on the business problem/opportunity, why it was important to solve, 
what	the	benefits	of	solving	it	were,	and	the	consequences	of	not	solving	it.	 
I call this the why.
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Focusing your proposal on the what makes it easy for leaders to say no. 
Leaders are under extreme pressure to meet budgets, reduce costs, and 
increase performance. Your what is often viewed as an additional expense. 
Your	what	may	be	a	great	idea!	It	may	even	provide	many	important	financial	
and	organizational	benefits.	In	the	end,	it	can	easily	be	viewed	as	another	
“widget” the organization needs to purchase. It is easy for leaders to say 
“no” to purchasing another widget.

A common responsibility for business leaders is to identify business  
problems that need to be solved and opportunities that need to be seized. 
Every organization that I’ve worked for and peers that I’ve networked with 
have more problems to solve and opportunities to take advantage of than 
they have the resources available to address them. Therefore, the organi-
zation must prioritize what it is going to tackle each year. Business leaders 
want to solve these problems and take advantage of these opportunities.

Understanding that business leaders want to solve problems and seize  
opportunities, I have had great success by focusing my proposals on why  
we	should	take	action.		Business	leaders	have	a	much	more	difficult	time	
saying, “No, we don’t want to solve this problem,” or, “No, we don’t want to 
take advantage of this opportunity.”

My strategy for gaining support and approval to move forward with a solution 
is to spend 75% of the proposal on the why and 25% of the proposal on the 
what,	and	end	the	proposal	with	a	clear	and	specific	ask.	I	break	a	proposal	
into	five	parts,	with	a	heavy	focus	on	the why:

1. The why: State the business problem or opportunity, why it needs to be 
addressed,	and	remind	them	that	they	have	identified	and	prioritized	it.	

2. The why: State what happens if the business problem or opportunity is 
not addressed. 

3. The why:	State	the	organizational	and	financial	benefits	of	solving	the	
problem or taking advantage of the opportunity. 

4. The what:	Present	your	solution,	including	specific	examples	of	how	it	
solves and addresses the problem/opportunity and what organizational 
and	financial	benefits	it	provides.	

5. The ask (request):	Specifically	ask	for	approval	to	move	forward	to	solve	
the problem or take advantage of the opportunity.

Pinpoint and focus on what matters to decision-makers and influencers.

• Step 1: If your proposal does not address a priority that has been  
identified	by	decision-makers,	spend	your	energy	gaining	support	 
for recognizing, supporting and prioritizing the business problem or 
opportunity. Presenting solutions to business problems or opportunities 
important	to	you	but	not	identified	as	priorities	by	decision-makers	will	 
not garner you much success.

• Step 2: Before you make your case, ensure that you fully understand the 
business problem or opportunity. Why have leaders made this a priority? 
What	happens	if	it	is	not	addressed?	How	does	the	organization	benefit	 
if it is successfully addressed? Understanding and presenting this  
information will drive home to leaders the importance of addressing the 
problem	or	opportunity,	and	how	much	the	organization	can	benefit	by	 
moving forward. 

“ ...spend 75% of 
the proposal on the 
why and 25% of 
the proposal on the 
what, and end the 
proposal with a clear 
and specific ask.”

http://languageofcaring.com
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 Remember, your leaders want to solve these problems and take  
advantage of these opportunities. Take the time to paint this picture  
and get their mindset focused on addressing these problems  
successfully. This is not the time to focus on your solution (the what),  
but	rather	on	the	benefits	of	successfully	addressing	the	problem	or	opportunity.

• Step 3: Present your solution. Don’t get into the weeds of your solution.  
Focus your what on the why.	Provide	specific	examples	of	how	your	solution	
addresses	the	problem	or	opportunity.	Give	specific	measurable	outcomes	
that	align	to	the	recognized	issues.	Identify	how	your	specific	solution	
provides	financial	and	organizational	benefits.	Prepare	to	talk	about	the	
specifics of your solution if asked, but this is not the time. Keep the  
focus on the business problem or opportunity because you want your 
leaders to approve moving forward to address the problem or opportunity. 
You are not proposing a widget. You are proposing a solution to something 
they are determined to solve.

• Step 4:	Specifically	ask	to	move	forward	to	solve	the	problem	or	take 
advantage of the opportunity. Frame your ask in a manner that makes  
your business leaders say yes or no to addressing the problem or  
opportunity. It’s easy to say no to purchasing another widget. It’s much 
harder for leaders to say no to addressing a problem or opportunity they 
have adopted as a priority. Below are two basic examples of the ask:

“Frame your ask 
in a manner 
that makes your 
business leaders 
say yes or no to 
addressing the 
problem or  
opportunity.”

The ASK

If you were  
to focus on  
the what
(less effective)

“The Solution X program costs $75,000 for our orga-
nization and will take 14 months to fully implement. 
You can see the implementation steps and the costs 
associated with each step in your handout. We have 
the staff bandwidth to implement this project and I’m 
asking for funding approval so we can move forward.”

If you were  
to focus on  
the why
(more effective)

“As you know, we have made improving our CAHPS 
scores a strategic priority for this year. We are losing 
a lot of reimbursement because our scores are below 
average and have not improved. Also, our performance 
shows that patients and families are not impressed by 
their experience with us, and this negatively affects 
their clinical outcomes, our reputation, our market 
share, and our morale as caring healthcare profes-
sionals. The main benefits of increasing our CAHPS 
top-box scores an average of 5 percentage points are 
that this will increase our incentive payment under 
Value Based Purchasing and add at least $250,000 
to our bottom line. Other benefits? Happier patients, 
more engaged physicians and staff, fewer complaints, 
better online reviews, and increased market share. For 
an investment of $75,000 and an ROI of less than one 
year, I’m asking for approval to move forward with a 
solution that helps us meet our strategic goal.”

It boils down to this: If you frame your proposal by asking your leaders 
to	say	yes	to	solving	an	identified	business	problem,	they	will	have	a	very	 
difficult	time	not	approving	your	proposal.	If	you	frame	it	in	a	way	that	asks	
your leaders to buy another widget, you have given them an easy out and 
should not be surprised by a no.

http://languageofcaring.com
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“Inspiring hope in a cynical world might be the most radical thing 
you can possibly do.”

--Jacqueline Novogratz
Founder of Acumen, a non-profit 
that addresses global poverty

Word of “Mouse”
According to research by John Goodman of TARP, loyalty to an  
organization increases by 20-30% when customers experience simple  
acts and expressions of empathy and kindness. Improve the quality of  
personal interactions between staff and patients, and you will generate 
more positive word-of-mouth -- and the increasingly important online 
word-of-“mouse” -- feedback and referrals, which are so vital to your  
organization’s	financial	well-being.	Click here to read more.

Doctors: Resist industrialization of your profession 
Dr. Rich Joseph describes the revelations he experienced when, as an 
intern doctor, he found himself on the medical team caring for 96-year  
old	Dr.	Bernard	Lown	--	a	pioneer	in	the	field	of	medicine,	co-founder	 
of International Physicians for the Prevention of Nuclear War, and author  
of the “The Lost Art of Healing”. In this New York Times opinion piece 
“Doctors:	Revolt”,	Dr.	Joseph	shares	powerful	insights	about	flaws	in	the	
contemporary practice of medicine gained through his interactions with  
Dr. Lown, who was simultaneously a vulnerable patient, a seasoned  
physician, and an activist for compassionate healing.

http://languageofcaring.com
https://www.nytimes.com/2018/02/24/opinion/sunday/doctors-revolt-bernard-lown.html
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.472.7826&rep=rep1&type=pdf
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• A Matter of Urgency 
In her insightful article “Is Improvement a Matter of Urgency?” ,  
Mary Jane Kornacki explains how an experienced and wise healthcare  
leader can meet the challenge of conveying a sense of urgency for  
improvement. Too often, leaders don’t want to risk their reputation  
and tend to downplay errors, mishaps, and reports of poor performance. 
They normalize underperformance. Kornacki gives practical guidance on  
how to get people’s attention and bring about a desired outcome by creating 
a sense of urgency without generating frenetic, uncoordinated activity.  
Her advice: 

• Dial down the heat when anxiety is too high to  
productively motivate change.

• Dial up the heat to demonstrate a need to act 
when complacency is high. 

• Connected, but alone? 
In this Ted Talk, culture analyst Sherry Turkle discusses the question  
of whether we expect less from each other as we expect more from 

 technology. Turkle studies how technology is shaping modern relationships 
and	how	our	devices	and	online	personas	are	redefining	human	connection	
and communication. She challenges us to think deeply about the new kinds 
of connections we want to have.

How Others Perceive Our Team

Instructions:

1. Introduce the goal: To identify practical ways to improve our 
team’s reputation.

2. Pose these two questions to your team: 
• How do you think our team is perceived?
• How would you like others to perceive us? 

3. Brainstorm ways to bridge the gap between the ideal and reality.

4. Role play a few scenarios that your team members commonly  
encounter. Practice responding in ways that will enhance your  
reputation. For example: 

• A patient’s family member complains that their loved one  
isn’t getting enough attention.

• A coworker on this team frequently bad-mouths people  
in another department.

• A patient doesn’t agree with the prescribed care plan.
• ….or other situations you think hit home.

5. Ask each person to share with a partner one thing they can do 
to improve perceptions of your team in interactions with others  
outside of your team. 

STAFF
MEETING
IDEAS

STAFF
MEETING
IDEA

http://languageofcaring.com
https://catalyst.nejm.org/health-care-improvement-urgency/
https://www.ted.com/talks/sherry_turkle_alone_together?utm_source=tedcomshare&utm_medium=email&utm_campaign=tedspread#t-20095
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While research has revealed a high correlation between 
the patient experience, employee engagement and a 
hospital’s bottom line, patient experience leaders often 
have trouble getting a ‘yes’ when they seek funding 
and executive support for their initiatives. Conflicting 
priorities, initiative fatigue, “we can’t afford it” and worry 
about follow-through are just a few of the reasons patient 
experience leaders hear when getting a ‘no’.

While many factors can contribute to a disheartening 
‘no’, one way to improve the likelihood of a ‘yes’ is to 
make sure we put forth a skillfully wrought and expertly 
presented business case. 

Drawing on decades of experience as executives and 
consultants, webinar presenters Jill Golde and Dustin 
Fennell will share powerful insights about executive 
decision-making processes, identify keys to gaining 
financial and leadership support for improvement 
initiatives, and offer a step-by-step process for building a 
compelling business case.

Highlights
 y The factors that influence executive decisions
 y The importance of presenting a compelling case
 y Common omissions and de-railers
 y The nuts and bolts of making your case—beyond the obvious

LANGUAGE OF CARING 
WEBINAR SERIES PRESENTS...

Making Your Case and Getting to Yes

SPACE IS LIMITED
REGISTER NOW!

INDIVIDUAL 
$49

GROUP (PER CALL-IN LINE) 
$199

If your system wants to purchase several call-in lines, contact us.

WEBINAR FACULTY 

Presented by the Language of Caring 
team: 

Jill Golde, MS, Partner and SVP 
Jill brings over 20 years of 
experience as a mission-driven 
consultant and trainer for a broad 
range of private and public sector 
organizations. She has consulted 
to many hospitals, health systems 
and medical practices, and trained 
thousands of healthcare staff in 
the skills that make the patient and 
family experience anxiety-reducing, 
heartwarming, and healing. 

Dustin Fennell, MS, COO and CIO 
Dustin brings over 10 years of senior 
executive experience to lead the 
Language of Caring operational 
teams to ensure innovative product 
development, effective solutions 
implementation, and efficient 
operational performance. Dustin 
also has extensive experience as 
an IT professional and integrates 
technology to support Language of 
Caring clients.

WEDNESDAY, 
MAR 21, 2018 

1 – 2 PM 
EDT

http://languageofcaring.com
https://register.gotowebinar.com/register/1201024427118767618
https://register.gotowebinar.com/register/1201024427118767618
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Achieving an unparalleled patient experience and a culture  
of caring through exceptional communication.

Spread the Resources 
• Forward this month’s HeartBeat email to others.
• Share and tweet the following link: 

The Power of Gratitude
http://languageofcaring.com/wp-content/uploads/2018/03/who-needs-another-widget.pdf

Jill Golde, MS, Dorothy Sisneros, MS, MBA 
and Wendy Leebov, EdD—partners at 
Language of Caring.

Contact Us!

314 300 7701

PLEASE FOLLOW US!

Join our LinkedIn Group “Patient Experience & Communication” 
and add to the rich discussions.

y Web-based training programs that hardwire best practice communication skills 
y Proven CAHPS and patient experience breakthroughs
y Engages and fulfills Staff and Physicians

Join the 200+ organizations who are transforming their cultures with the Language of Caring 

Achieve Communication Excellence 
with Our Patient Experience Solutions 

TO LEARN MORE
Attend a Live Webinar Overview on April 24 or Contact Us

http://languageofcaring.com
https://www.linkedin.com/grp/home?gid=4215290
https://www.facebook.com/pages/Language-of-Caring/383439288436890
https://twitter.com/languageofcare
https://www.youtube.com/user/languageofcaring
http://languageofcaring.com/contact-us/
http://www.languageofcaring.com/webinars/intro-to-communication-skill-building-solutions/
http://languageofcaring.com/wp-content/uploads/2018/03/who-needs-another-widget.pdf

