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PEOPLE WILL FORGET
WHAT YOU SAID.
PEOPLE WILL FORGET
WHAT YOU DID.
BUT PEOPLE WILL
NEVER FORGET HOW
» & YOU MADE THEM FEEL.

Meye Angelow
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Sympathy & Neglect

* VA Hospitals
e Public Transport
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Contempt & Rejection
» Marlboro

Admiration & Loyalty
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THE HUMAN BRAND INSIGHTS MODEL




Diagnose for Care
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Food that is “All Right” Cared for Hospitality
Safe Food Friendly People
Fast Service Community Connections
Clean Restaurant Unexpected Surprises
Accurate Orders Gracious Recovery




BETTER THAN HCAHPS FOR LOYALTY

Proportion of Variance in Inpatient Likely to Recommend Ratings Explained
27,000 Acute Care Inpatients 2020-2022
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HIGHLY PREDICTIVE OF HCAHPS

Proportion of Variance in Real Time HCAHPS Linear Scores Explained
27,000 Acute Care Inpatients 2020-2022
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SIGNIFICANT PATIENT BEHAVIOR IMPACT
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SIGNIFICANT STAFF TENURE IMPACT
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