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Learning Objectives

 Define key objectives of an experiential mobile platform that improves 

overall patient experience and translates digital engagement into business 

development opportunities

 Demonstrate how experiential wayfinding provides significant motivation to 

adopt a hospital’s mobile platform and the added value of directing patients 

to one hospital-branded platform with multiple patient engagement 

opportunities

 Assess ROI and sustained engagement of a mobile app based on real 

time analytics and digital engagement KPIs



Speaker Biography

 Katie Logan serves as VP of Experience and is responsible for 
developing and executing Piedmont's experience strategy, leading 
the practices and innovations that emphasize the consistent delivery 
of patient-centered care, while transforming access, choice, and 
overall experience.

 Joining Piedmont in 2009, Katie supported the cardiovascular 
service line and physician enterprise as VP of Strategy & 
Professional Services leading business development and strategic 
planning. 

 Prior to being tapped for her cuurent role, served as Piedmont’s VP 
for Marketing and Physician Outreach. 

 Prior to Piedmont Katie was a management consultant with KPMG. 
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Piedmont Healthcare Overview

 11 Hospitals

 2,577 Total Beds

 5,000+ Providers on Medical Staff

 18,300+ Employees

 2,150+ Providers in CIN

- ~900 – Employed 

- ~1,250 – Independent

 250+ Ambulatory Locations
- 1 Freestanding ED

- 21 Urgent Care Locations

- 28 Retail Clinics

- 200+ Physician Offices

- 30+ Imaging Locations

Piedmont Atlanta  

643 beds

Piedmont Fayette

221 beds

Piedmont Mountainside

52 beds

Piedmont Newnan

136 beds

Piedmont Henry

215 beds

Piedmont Newton

97 beds

Piedmont Columbus Regional 

Midtown - 583 beds

Piedmont Columbus Regional 

Northside - 100 beds

Piedmont Athens Regional

360 beds

Piedmont Rockdale

138 beds

Piedmont Walton

77 beds



Highly Competitive Acute Care Market

Ongoing market consolidation and competitive landscape drives 
need to deliver on exceptional consumer experience and 
differentiated service offerings

 150+ Hospitals in GA

 40+ Hospitals in Atlanta Area

 Widespread merger and acquisition activity

 Growth in outpatient and retail settings

 Increase in healthcare consumerism
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Our Purpose and Vision

Strategic Framework 2026

Quality, 

Safety Service

High-quality, patient 

centered care: The 

Piedmont Way

2026 Goals: Zero harm; 

Market leading Net 

Promoter Score

Why do we exist?

To make a positive difference in every 

life we touch

Where are we going?

We are transforming healthcare, 

creating a destination known for the 

best clinicians and a one-of-a-kind 

experience that always puts patients 

first



Consumerism Drivers of Healthcare

• Locations
• Scheduling
• Urgent care
• Retail clinics
• Virtual visits

• Patient ratings
• Quality
• Pricing
• Billing
• Hospital + Practice + MD 

rankings
• Online communities

• Service design 
• Personalization
• Feedback + resolution
• Retail look + feel
• Wayfinding for campuses
• Concierge 
• Online communities

ACCESS CHOICE EXPERIENCE

Our work the last three years has focused on the following consumer 
expectations of their healthcare providers



The Piedmont Way

A differentiating Piedmont Way experience will serve to achieve 

3  key objectives

1. Establish Piedmont as 

a leader in delivering 

on consumer needs in 

Atlanta, and nationally 

in a differentiating way

3. Improve patient 

satisfaction scores and 

conversion rates 

between points of care 

within the Piedmont 

Healthcare system

2. Create an experience-

based red thread that ties 

the system together 

across points of care and 

enhances the Piedmont 

Clinic value proposition in 

a sustainable manner



The Consumer and Patient Journey

REGISTRATION WAITING

ROOM
BILL

REFERRALPRE-

REGISTRATION

SEARCH SCHEDULING ARRIVAL

REFERRAL

DIAGNOSIS & 

TREATMENT

CHECK OUT

TESTING

Search & Scheduling Arrival & Registration
Procedures & 

Treatment

Post Treatment 

& Post Visit

FOLLOW-UPASSESSMENT

Customer Journey



The Piedmont Way
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Identifying a Solution

Through the development of the Piedmont Way, we listened to
both patients and employees in various settings to understand
areas of opportunity

A mobile solution would:

- Eliminate the hassle of navigating

the system and locations

- Improve access to the health

system services

- Give a tangible demonstration of 

our commitment to our purpose

- Provide a tool that enables

employees to better deliver our vision

of service by helping patients more 

effectively

- Engages staff and assists in 

maintaining the Piedmont Way

throughout acquisitions and growth



Choosing a Partner

Requirements

 Partner in ongoing mobile strategy
development

 Provide navigation from home to 

indoor destination

 Ensure consistency across system

 Reduce complexity of campuses

- Clear and efficient routes – Tunnels, 
Elevators, Bridges

- Parking reminders

 Easy to add on/update with rapid growth and 

expansion

- New features

- New locations

- New construction projects

- Flexible design as consumer needs evolve

 Ability to integrate with other technology

solutions

- Seamless Transitions appointment scheduling



The Finished Product

July 2017 October 2018

Text 

SHSMD

to 61653





Save Favorites for Easy 

Access to Scheduling 

Directions, and Info

Save Favorites for Easy Access to 
Scheduling Directions, and Info
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System Wide Implementation
Big Bang Approach – Phased for Dedicated Entity Attention

OPEN

January – February 2017

December 2016 April – June 2017

o Piedmont Newnan Hospital

o Piedmont Henry Hospital

2018 - Current

o User Acceptance Testing and Refinement

o Piedmont Atlanta Hospital

o Piedmont West

o Piedmont Fayette Hospital

o Satellite Locations

COMPLETE

o Piedmont Mountainside Hospitals

o Piedmont Newton Hospital

COMPLETE

COMPLETE

COMPLETE

September 2016 July 2017

o LAUNCH!

COMPLETE

o Onboarding new locations

o V4 Launch



Phases of Implementation

• Facility floorplan 
collection 

• Establish facility 
team/contacts

• On-site 
walkthroughs

• Beacon 
Placement 
Signoff 

• Collect & 
Develop Content

• Facility Access 
for Gozio

• Facility 
Communications

• Beacon Install
and Robotic 
Mapping

• Generate mobile 
application

• Gozio QA

• Initial App 
Review

• User Acceptance 
Testing 

• On-site 
refinement

• Internal launch
and 
communications

• Public launch

• Content 
Management 
System Self-
service for sites 
and places

• Map updates

• Construction 
planning

Readiness Development Testing Launch Maintenance



Key Considerations

Hold “Executive Roadshow” to gain understanding, generate interest and gather recommendations

Develop entity teams of key wayfinding subject matter experts (clinical and non-clinical)

Hold kick-off meetings to discuss process and generate excitement

Conduct facility walkthroughs with SMEs and consult on wayfinding challenges, fostering local ownership

Conduct User Acceptance Testing with expanded entity teams

Provide mechanisms for all employees to provide input and feedback at launch



Engagement Through Implementation

Generating Excitement with Employees

 The Robot is Coming! – All Employee email

 Take a quick look at his journey through

Piedmont Mountainside



Engagement Through Implementation

Magellan Hard at Work

 5,536,401 sq. n.mapped at our campuses!

 He traveled 132,992 feet or just over 25 miles!

 1.3M indoor steps travelled



Engagement at Launch
Marketing Began with Employees

Leveraging Internal Communications

Pre-Launch

- Emails to specific

employee groups

- Piedmont Connectors

- Newsletters to all

employees to generate

“buzz”

- Toolkits and Flyers

- Intranet home page 

banner and information

Post-Launch

- All employee email 

discussing connection

to vision

- Newsletter reminders 

and updates

- Contest launch



Engagement at Launch 

Who should download the
Piedmont Now app?

 Your coworkers

 Your friends and family

 Visitors to your hospital

- Patients

- Families and friends of patients

- Vendors

How do you download the app?

The app is available in the Google Play store

for Android and App Store for iPhone.



Engagement at Launch

 Prompting Discussion

 In App Feedback Tool

 IS Ticketing System 

 Intranet Posting

 Regular Touchpoints

with Entity Champions

Wow! Quick and Easy. 

Find it takes you straight to the 

navigation. 

I even entered as generic a term I could 

think of “Imaging” and it listed every 

Piedmont Imaging Center with a quick 

tap to directions with active mapping. 

Great job Piedmont!

Entity Signage and Text Back Campaign







Engagement at Launch

Entity Signage and Text Back Campaign



Launch Messaging and Marketing 



Launch Messaging and Marketing 

Public Launch

 Volunteer and Patient Access Engagement

- Promo Items

 Hospital and Parking Deck Signage

- Text Back for Download Link

 Practice Promotion

- Appointment Reminder Cards

- Appointment Text Reminder Download Links

 On Hold Recording

 Social Media

 Piedmont.org

 Wifi Connection Success Landing Page



Marketing – Lesson Learned
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Results

47,153 downloads

95% use app more 
than once

22% using nine or 
more times

Top wayfinding 
destinations: Food, 
MOBs, ED



Results 

21%
appointment 
conversion rate

31% retail 
appointment 
conversion rate

27% book 
appointments 
from the home 
screen



Lessons Learned

Translating Improved Patient Experience, Mobile 
Solutions, and Wayfinding into Best Practice:

 Innovation linked to strategy, not a solution

 Pain points as the starting point

 Wayfinding as part of a mobile strategy

 Solving for staff and patient concurrently – prioritize your needs

 Involve staff every step of the way – local engagement and excitement is
critical



Lessons Learned

Translating Improved Patient Experience, Mobile 
Solutions, and Wayfinding into Best Practice:

 Continue to evolve messaging, employee communications, and engagement

 Demonstrate ROI through:

- patient satisfaction scores

- improved patient retention

- increased appointments scheduled

- fewer late patients/no shows

- employee engagement scores
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Questions?

Please be sure to complete the session evaluation on the mobile app!


