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FlowFlow

Texas Health and Edward Marx• Texas Health and Edward Marx
• Converged Infrastructure Requires 

Converged LeadershipConverged Leadership
• Practical Application

Strategic Partnerships– Strategic Partnerships
– Building and Sustaining Innovation
– Organizational and Personal BrandingOrganizational and Personal Branding

• Outcomes & Discussion



Texas Health Resources 

Texas Health Mission
To improve the health of the people in the 
communities we serve

Texas Health Vision
Texas Health Resources, a faith-based ,
organization joining with physicians, will be 
the health care system of choice

Innovative Technology Solutions
Innovate transform and serveInnovate, transform, and serve



Texas Health Resources 

Od

Amarillo

Lubbock

One of the largest faith-based, non-profit 
health care delivery systems in the US

– 18,000 Employees
Odessa

Austin

San Antonio
Houston

Fort Worth/Dallas – 3,600 Active Staff Physicians  
– 14 Hospitals
– 6 JV Hospitals

30 A b l t H lth Sit– 30 Ambulatory Healthcare Sites
– 3500 Licensed Hospital Beds
– 61 Counties (6.2M people)



Edward Marx

• Husband to Julie Harding Marxg
• Father to Brandon & Talitha Marx
• Passion for God, Family, People, Triathlon & Tango
• Colorado State University (BS, MS) 
• Army Combat Engineer Officer/Combat Medic

C• Healthcare IT Leadership Career
• Texas Health Services Authority Board
• SMU Engineering School Advisory• SMU Engineering School Advisory
• TCU Business School Advisory
• UTD School of Management/MIS AdvisoryUTD School of Management/MIS Advisory



C-Suite Buzz Phrase CreatorC Suite Buzz Phrase Creator
0 Granular 0 Benchmark 0 Sourcing
1 Best Practice 1 Metrics 1 Deliverables
2 Re-Purpose 2 Disambiguate 2 Optimization
3 Incentivize 3 Reciprocal 3 Culture
4 De-Scope 4 Baseline 4 Traction
5 Agile 5 Seamless 5 Net-Net
6 Leverage 6 Transitional 6 Strategy
7 Commoditize 7 Incremental 7 Projection
8 M ti 8 N t G ti 8 F k8 Monetize 8 Next Generation 8 Framework
9 Balanced 9 High Level 9 Contingency

To use this chart, pick any three-digit number and then select the 
corresponding buzz word from each column.  For instance, “351” 
produces “Incentivize Seamless Deliverables,” while “288” yields 
“Repurpose Next Generation Framework ”Repurpose Next Generation Framework.   

A phrase that can be inserted into any report with the ring of authority.

Marx



FoundationsFoundations

• Keep the trains running
• Keep the trains in syncKeep the trains in sync
• Keep the trains on the right tracks



Converged Infrastructure



Converged Leadership

Leadership

People 

Strategy

Best Practices

Execution

Maximize Your Strategy, People and IT Investments



Practical Focus Todayy

• Leadership 
• Strategy

Branding

I ti• Strategy
• People 

Best Practices

Innovation

Partnerships• Best Practices
• Execution

Partnerships



LEVERAGE PARTNERSHIPSLEVERAGE PARTNERSHIPS



Leverage Strategic PartnershipsLeverage Strategic Partnerships

• Personal
• ProfessionalProfessional 

– Societies
– Corporationsp

• Vendors/Suppliers



Strategic Partner Framework

ACME       ACME       ACME       ACME

One is too small a number for greatness

THR Benefits
Reduced Costs & Improved Services

Potential Revenue Sharing
Focus/SimplicityFocus/Simplicity

Visibility

Gartner



Emerging and Tactical Partners

Strategic Suppliers

High-dependence, high-cost 
exposure vendors, as well as 

d ith h ITS

Tactical Suppliers
Vendors that are small in 

cost and exposure, or that 
are in a commodity

Emerging Suppliers

Vendors with a small initial 
presence, but one that is 

t d t b ild d ivendors with whom ITS 
wishes to increase business.

are in a commodity 
environment.

expected to build during 
time.

Gartner



Partnership Selection Process 

Supplier 
Scorecards

• Service Metrics
• Relationship

Business 
Technology 
Alignment
• Opportunity
• Potential

Deeper 
Dive

• Presentations
• Discussions

Business 
Technology 
Meetings
• Share Process
• Share 

Tactical 
Committee 
Review
• Presentations
• Price Models

Strategic 
Committee 
Review
• Presentations
• Cultural Fit

Decision

•Responses 
Collected 

• Business Model
• Technology
• Pricing

• Direction
• Vision

• Research
• Vision

Strategies
• Mutuality?
• Outcomes

• Benefits • Vision •Responses 
Aggregated

•Scorecard
•Decision

Who ITS ITS, Customer ITS, FIN, ITS, FIN, ITS, SCM, FIN ITS, CEO, CFO, CIO Presents
Customer Customer ESVPs, CIO 

Outcome •Scorecard
•Prioritization
•Overall Value

Stratified as:
•Strategic 
•Tactical 
•Emerging 

•Clarity
•Further 
Stratification

•Clarity
•Further 
Stratification

•Quantitative
•Data Collection
•Scorecard

•Qualitative
•“Alignment”

•Final Scorecard

g g
•Supplier



INNOVATIONINNOVATION



innovation is…innovation is…

innovation…a change in method or 
technology; a positive, useful departure from 
previous ways of doing things

innovation Characteristics:
– Innovation is new – new technologies, products, 

services, processes, business models, etc.
– Innovation is a process that generates new– Innovation is a process that generates new 

sources of value and growth for the organization
– Innovation can dramatically change the basis of 

competition in an industry



innovation is…innovation is…

• Invention (Technical)
– Creation of something new, a device, an artifact
– Brings into being something not there beforeBest practice = Average
– Can be a solitary activity by the inventor
– Requires only attention to technology

i ti (S i l)• innovation (Social)
– Invention in social context

Always a collaboration– Always a collaboration
– Requires attention to what people want
– Innovation is social transformation in a communityInnovation is social transformation in a community
– Innovation has a social uptake rate



innovation Myths

M th
Innovation requires an idea-to-execution process.Reality

Myth Innovation just happens.

Innovation is about ideas, process, culture, and execution.Reality

Myth Innovation is about good ideas.

Innovation is a group activity.Reality

Myth Innovation comes from one lone genius.

You need more homes for new ideas.Reality
You need more new ideas.Myth



Creating innovation CultureCreating innovation Culture

• Ask Why?  What If?  Multiple Perspectives?Ask Why?  What If?  Multiple Perspectives?
• Encourage innovation …not optional   …fund it
• Party
• Must model behavior yourself
• Take risks and reward failures
• Book clubs & read voraciously  …education
• Embrace social networking & mind mapping
• People mash ups/Cross generational/cultural teams• People mash-ups/Cross generational/cultural teams
• Break tradition & silos …enhanced org structures
• Create innovation centerCreate innovation center
• Open to outside



Winning with innovationWinning with innovation

• Transformation
• Impact Clinical and BusinessImpact Clinical and Business 
• Courageous Leadership
• Bust Bureaucracy• Bust Bureaucracy
• Marathon v. Sprint
• Don’t Surrender• Don t Surrender
• Humility



Cultural Trumps innovation

10101001010101010101010101010101010101010101010101010101010

1010101010101010101010101010101010101010101010101010101010101010

Process for
Implementing
Process for
Implementing

Empowered
employees
Empowered
employees

Customer
Focus
Customer
Focus

Culture of
Collaboration
Culture of
Collaboration ImplementingImplementing

allowing

Innovations to be

allowing

Innovations to be

p yp y

enabling

Innovation to

enabling

Innovation to

FocusFocus

based on

Deep respect

based on

Deep respect

CollaborationCollaboration

facilitating

Sharing of info

facilitating

Sharing of info Innovations to be 
taken to market
Innovations to be 
taken to market

Innovation to
emerge from
anywhere in
the organization

Innovation to
emerge from
anywhere in
the organization

Deep respect 
for the 
customers’ 
experience 
and ideas

Deep respect 
for the 
customers’ 
experience 
and ideas

Sharing of info, 
skills and ideas
within organization
and with
external partners

Sharing of info, 
skills and ideas
within organization
and with
external partnersand ideasand ideas external partnersexternal partners

Cisco



Critical Success Factors

• Encourage Innovation 
o Discuss innovation in every leadership message

L d b l d i t lfo Lead by example and innovate yourself
o Surround yourself with creative talent
o Actively participate in collaborative approaches
o Have both informal and formal outlets and fund ito Have both informal and formal outlets and fund it 

• Change Culture
All f it & b lf i

Innovate, Renovate, Invigorate!
o Allow non-conformity & embrace self-expression
o Reduce the burden of policy on policy
o Allow for different compensation and incentive models
o Expect innovation from all clinical and business leaderso Expect innovation from all clinical and business leaders
o Hire for and reward innovation

Embrace Fail re• Embrace Failure
o Advocate merits of risk & remove fear and shame of failure
o Expect failure (to enable growth) & celebrate reasoned failure 



BRAND OR BE BRANDEDBRAND OR BE BRANDED



Brand “Wally”Brand Wally



Kindergarten Branding

Knows what they want to be when they grow up 

Spends a great deal of time creating that reality

Tells you flat out what they’re good at

Does everything 100%Does everything 100%

Source: Andrea O’Neil, Branding Tips, http://www.andreaoneill.com/2009/04/children-the-original-personal-brand-gurus/



Branding Tips & Tools I

Stand out 

Be visible

Develop your online presence

Develop easily distributed media

C id  h t th   d i  i htConsider what others are doing right

Be reachable

Regularly create new content

Develop a succinct messageDevelop a succinct message



Branding Tips & Tools II

Be a part of conversations

Identify your dependability

Innovate

Identify your attitude

B ild  l bilitBuild your personal ability

Share your public personal values

Find your expertise



Building your Brand
(and keeping your job)(and keeping your job)

I   h k   l b di  i  d In a shaky economy, personal branding is supposed 
to ensure a measure of job security. It can – but 
there’s a right way and a wrong way to do it.

Prove your worth

Watch your languageWatch your language

Attention can be bad

Get credit-when it’s due

Fortune, 2010



Branding Final Thoughts

Personal branding is an important part of IT g p p
strategy

More CIOs are branding

The more personal the communication the more 
effective

Don’t limit career prospects for lack of branding

Influence only comes with recognitionInfluence only comes with recognition

CIO UK, 2008



OUTCOMESOUTCOMES



Converged Leadership

Leadership

People 

Strategy

Best Practices

Execution

Maximize Your Strategy, People and IT Investments



OutcomesOutcomes

• Clinical Impact
• Business PerformanceBusiness Performance
• Most Innovative
• Best Places to Work• Best Places to Work
• Career Development
• Impact on People Organizations & World• Impact on People, Organizations & World
• Fun!



Demand v. Capacity Curvep y



Recognition

9th consecutive 
appearance; 10th time 
overall

3rd year in a row
Ranked  34th

Ed Marx

Innovator Debbie Jowers

Innovator Top Technological Innovators 
across America for the 10th 

Supply Chain 
Innovator Award

2008 Healthcare

consecutive year 

2008 Healthcare 
Project of the Year Doug 

Hawthorne2008
1st & 2nd place 



M C t tMarx Contact

• Blog http://histalk2.com/category/ed-marx/
• Twitter http://twitter.com/marxistsp
• LinkedIn www.linkedin.com/in/edwardmarx
• FaceBook www.facebook.com/edwardmarx
• Email  edwardmarx@texashealth.org





“Leader’s Math”
• Leaders who develop followers grow their 

organization one person at a time
• Leaders who develop leaders multiply their 

growth

LEADER LEADER

FOLLOWER LEADER

LEADERFOLLOWER LEADER FOLLOWER

FOLLOWER FOLLOWER FOLLOWER FOLLOWER

FOLLOWER FOLLOWER
John C. Maxwell




