








Some patients receiving home 
care visits from Community 
Home Health Services can 

now rest assured that their health 
will be monitored even on days 
when their nurses aren’t scheduled 
to check on them in person.

In a new CHHS program called 
Telehealth, home-based telem-
onitoring equipment allows home 
care patients to take their own vital 
measurements daily and send them 
directly to a home care nurse. The 
goal of the Telehealth program is 

to reduce hospitalization of these 
patients through daily monitoring of 
their conditions.

Here’s how it works: Wireless 
equipment—including a scale, blood 
pressure cuff, electrocardiogram 
and pulse oximeter—is placed in a 
patient’s home, and nurses train the 
patient to use the equipment inde-
pendently. Each Telehealth device 

measures something different—
weight, oxygen levels, heart rates 
and rhythms and blood pressure—
but uses the same setup to reduce 
confusion. Patients are encouraged 
to take their daily measurements as 
soon as they wake up in the morn-
ing. The whole process usually takes 
them between five and 10 minutes.

The individual Telehealth ma-
chines transmit data to a TeleSta-
tion, which is connected to a phone 
line in the patient’s home. From 
there, the data travels to a CHHS 

nurse who reviews the 
information and, when 
something is out of the 
ordinary, contacts the 

patient, his or her nurse or the  
patient’s physician.

“This equipment makes it easy 
to catch the early symptoms and 
prevent ED visits,” says Diane Smith, 
R.N., a home care nurse for CHHS. 
“It provides security for the patients 
by eliminating some of their anxiety.”

The care manager can customize 
the measurement parameters for 

each Telehealth patient, ensuring 
that if the patient’s data falls outside 
of those boundaries, any complica-
tions or problems can be dealt with 
as quickly as possible.

The monitoring nurse can also 
print trend reports for the patient’s 
physicians or home care nurses. “It 
gives the home care nurses more 
information to go on and it makes 
their visits more productive,” Smith 
says. “They can make more sense 
of their visits by seeing the patients 
who are experiencing problems and 
rescheduling with the patients who 
are stable. Physicians also find the 
trend data useful.”

Since October 2007, CHHS has 
been piloting the Telehealth pro-
gram with congestive heart failure 
patients. The organization currently 
has 30 home monitoring systems, 
but hopes to grow the program with 
other patient populations soon.

“Most people want to be a part of 
the program,” Smith says. “It’s com-
pletely free to patients and included 
in their home care services.” 

One of the best ways to create exceptional 

patient and family experiences is to be sure 

that employees and physicians are enjoy-

ing exceptional experiences themselves when they 

come to work. Doing so is a top priority at Commu-

nity Health Network—and thanks to the efforts of 

the network and the success that employees have 

had in creating a warm, relationship-oriented  

atmosphere, it truly is a big deal to work here.

Go online to find out more about the benefits 

of working at Community, the promises that the 

network makes to its employees, and Community’s 

many successes. Just click on the What’s the Big 

Deal? box on the front page of the InComm em-

ployee intranet. In this section, you’ll find:

l  �Pieces of the network’s employee ambassador 

toolkit, which will help you learn more about 

Community and how it creates exceptional 

employee experiences.

l  �Information about the annual Best in Class 

showcase, which spotlights the great work be-

ing done across the network.

l  �Informational network communications, such 

as the Leadership Report. 

It’s a big deal to work here

Every day, patients can use 
Telehealth equipment to send 
health information to the 
Community Home Health 
Services office, where a nurse 
such as Diane Smith, R.N., 
determines if anything is out of 
the ordinary.

Peace

Find more details online

Telehealth program 
makes daily contact 
with home health 
patients
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Many view the pharmacy as a pit stop 
between the physician’s office and 
home, or an extra errand to refill 

regular medications. Community’s Wellspring 
Pharmacy is striving to be more than that to its 
customers. The pharmacy has implemented a 
host of special programs aimed at creating an 
exceptional experience, whether or not customers 
actually walk through the door.

“Wellspring is a place where you can find prod-
ucts that are not normally available at other phar-
macies,” says Chuck Heitholt, executive director 
with VEI and Wellspring Pharmacy. For example, 
a full line of clinical aromatherapy products is 
available to patients who wish to complement 
their conventional medicines with essential oils 
known for their healing properties.

Aromatherapy is commonly associated with 
the treatment of stress or tension, but many 
people find it useful for other conditions, too, in-
cluding menopause, aches and pains, and fatigue 
or nausea resulting from cancer treatment. Pam 
Conrad, R.N., is a clinical aromatherapist trained 

in complementary alternative medicines and a 
member of the Wellspring staff. She is available 
for consultation to help patients make the best 
choices for their health care conditions.

While waiting on prescriptions, visitors can 
treat themselves to mini-spa services, includ-
ing a sophisticated massage chair; herbal neck, 
back and shoulder heating pads; and soft music. 
According to Heitholt, “We offer services to help 
patients feel good.”

The pharmacy staff continually evaluates ways 
to provide both patients and visitors exceptional 
prescription service. For those without the time 
or the ability to visit the pharmacy, Wellspring 
offers convenient delivery service. Several pre-
scription delivery sites have been established at 
network work locations to provide employees a 
convenient pickup location. Wellspring also offers 
free UPS delivery to patients’ homes. Currently, 

Community employees and their dependents 
make up about 70 percent of the Wellspring 
customers.

By partnering with individual hospital ser-
vice lines, Wellspring provides special wellness 
programs to patients. Conrad recently trained 
nurses in Community North’s OB department 
on aromatherapy options for women during labor 
and childbirth. Wellspring has also worked with 
the diabetes centers at Community East and 
Community North to provide free glucose testing 
meters to all patients upon discharge.

Wellspring currently has locations on  
Community’s North and East campuses, and 
there are plans to open a location at Community 
Hospital South later this year. 

Exceptional experiences wouldn’t happen if it 

weren’t for the outstanding physicians who 

serve the network. Community Health Network 

joins the national observance honoring physicians 

across the organization.

“Doctors’ Day, celebrated on March 30, gives patients 

and family members, co-workers and other caregivers 

an opportunity to show gratitude and appreciation for 

the tireless efforts of physicians around the nation and 

here in Community Health Network,” says Jane Calla-

han, R.N., exceptional physician experience director.

Physicians are at the heart of the network. To simply 

say “thank you” never seems adequate, but for these 

men and women, we know it is not said enough. From 

private practice to emergency departments, physicians 

spend their hours providing exceptional care, and as 

they move from room to room, bed to bed, all share the 

same goal: to take care of another human being to the 

best of their ability. They change lives with their words 

and wisdom and for that we, at Community Health 

Network, say “thank you.”

To celebrate and thank our physicians, the  

Exceptional Physician Experience team has organized 

several activities of appreciation on each campus. 

Watch for more details, including the option to send 

a “thank you” online,  and thanks again to all network 

physicians for all you do! 

On the front lines

Wellspring’s special services include aromatherapy and free delivery

Thanking doctors for their exceptional efforts

An exceptional pharmacy experience

Exceptional experiences—including 
complementary medicine consultations and 
free delivery—give pharmacy customers more 
reasons to choose Wellspring Pharmacy.

Special
experience



Thank you for your efforts to make 
a difference in the lives of our 
patients and their families. Without 

each individual’s commitment to doing the 
often difficult (but important) things, to 
working well as a team, and to bringing an 
optimistic, helpful attitude to work every 
day, exceptional experiences like the ones in 
this issue would never have been possible. 
And I know there are more out there that 
illustrate the dedication each of you have to 
making the exceptional happen.

As we look to 2008, I want to challenge 
us all to become the best health care system 
in the United States. We will only become the 
best through continuing our daily, personal 
commitments to:

l  �Providing exceptional experiences  
for patients and families

l  �Providing exceptional experiences  
for physicians

l  �Providing exceptional experience  
for employees

The enthusiasm and devotion of the 
Community family toward creating 
exceptional experiences has inspired 
individuals and even organizations to 
improve their service. I’ve heard from local 
and national health care system leaders 

asking what makes us different. My first 
response is always, our people!

Be proud of this journey you are leading. 
It is the right thing to do for our patients. 
As expectations of health care continue 
to climb, I know every member of the 
Community family is committed to our 
promises to maximize quality and safety, 
treat patients and families with compassion, 
make their experience special and ensure 
that their care is timely.

With your hearts, hands and minds, you’ve 
raised the quality of care and caring. We 
know you are the best. Our goal for 2008 
is to put it into action at every Community 
patient point of care. By doing the very best 
we can to serve each other, our physician 
partners and our patients and their families, 
we will stimulate our continued growth and 
our financial strength so that we can reinvest 
in our patients, physicians and employees. 
We will benchmark against the best in the 
country in these areas, and continue to 
improve in everything we do. 
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Corley’s Corner

Bill Corley
President and CEO of Community Health Network
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Community’s new advertising campaign includes print ads, TV and radio commercials, and billboards 
such as this one.

Sharing  
     �the stories

One of the aims of 
Community’s excep-
tional patient and 

family experience initiative is 
to create interactions so surpris-
ing and satisfying that patients 
and family members tell stories 
about them.

These kinds of stories make 
valuable word-of-mouth com-
munication about Community, 
and also are great material for 
the network’s advertising efforts. 
They’re a central part of the net-
work’s new marketing campaign 
titled “Your world. Our watch.” 
The campaign spotlights the 
patient-centered culture the net-
work has created and the experi-
ences that Community delivers.

The “your world” part of the 
tagline acknowledges that every 
individual has specific and dis-

tinct needs. “‘Our watch’ means 
that we’re going to bring every-
thing we have—from innovative 
technology to personalized care 
to a hassle-free experience—and 
we’re going to do everything 
in a way that is personalized to 
your world,” says Sue Reimbold, 
vice president, marketing and 
communications. The campaign 
is designed to generate a “halo 
effect” that reflects well upon 
everything associated with the 
Community brand—from the 
network’s hospitals to surgery 
centers to physician offices to 
home health services to other 
ambulatory sites of care.

“The campaign features 
people, because one of the 
most unique and differentiat-
ing features of the Community 
brand is the strength of the 

human interactions—the culture 
of respect that exists between 
patients and staff, and between 
employees,” says Craig Gagnon, 
vice president at Meyer & Wallis, 
Community’s advertising agency. 
“This cannot be overstated. 
Others can say it, but it is truly 
different at Community.”

There are two major  
components of the campaign—
an “umbrella” campaign that 
captures the essence of the Com-
munity experience and culture, 
along with smaller, more “tactical” 
campaigns that focus on specific 
service lines. “The goal is to have 
this type of message about the 
brand out in the market through-
out 2008,” Reimbold says.

Among the first pieces of 
the umbrella campaign are 
print advertisements focusing 

on real-life exceptional experi-
ences. One spotlights Commu-
nity’s caring and compassionate 
nurses and other employees, 
telling about the patient  
wedding that’s the subject of 
the story on page 6. Other ads 
focus on exceptional surgical 
and cardiovascular experiences, 
and the network’s myCommu-
nity online services.

Television, radio and bill-
board advertising are in the 
works as well. Production crews 
recently shot commercials that 
will air on TV starting in March. 
“While we’ve chosen only a few 
representative service lines that 
reflect the brand,” says Gagnon, 
“the ‘take-away’ must give ev-
eryone an accurate insight into 
the brand, regardless of which 
services they actually touch.” 

Your world.
Our watch.
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New ad campaign 
spotlights 
exceptional 
experiences
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