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The National Rural Health Resource Center 

(The Center) is a nonprofit organization dedicated to 

sustaining and improving health care in rural 

communities. As the nation’s leading technical 

assistance and knowledge center in rural health, The 

Center focuses on five core areas:

• Transition to Value and Population Health

• Collaboration and Partnership

• Performance Improvement

• Health Information Technology

• Workforce

The Center’s Purpose
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Objectives

•Gain clear insights on how your partners 

perceive the value of ACH work “coordinating 

support systems that keep people healthy”

•Understand why articulating the value of care 

coordination is critical to the success of the 

ACH partnership

•Practice using the value proposition tool 
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Why Do Partnerships Form?

• Collaborate on solutions

• Share knowledge

• Save money 

• Increase influence
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Why Do They Stay Together?

• Partnerships are sustained only when each of 
the partners see and recognize the value they 
are getting out of their investment. 

• In other words: each partner stays when they 
are successful because of the partnership

• Articulating value will both build and sustain 
the partnership. 
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Using Business Ideas is a Good Idea
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Sources:
Osterwalder, Alexander, Yves Pigneur, Greg Bernarda, and Alan Smith. Value Proposition Design: How to Create 
Products and Services Customers Want: Get Started with ... Hoboken: John Wiley & Sons, 2014. Print.

Osterwalder, Alexander, Yves Pigneur, Tim Clark, and Alan Smith. Business Model Generation: A Handbook for 
Visionaries, Game Changers, and Challengers. Hoboken, NJ: Wiley, 2010. Print.



Why Does Marketing Matter?

1) Design a service that your partners value

2) Articulate the value of the service 

• Sustained engagement and investment 
because the service is valued
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Marketing Terminology
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Target 
Market

Customers and 
Stakeholders

Partners

Service 
or 

Product



ACH Target Markets
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Community 
Partners

People and 
Patients

ACH 
Partners



Value Proposition Canvas
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Value Proposition Canvas

• Practice Assumptions:

◦ Use your own ACH

◦ Target Market = ACH Partner

◦ Service = care coordination
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Introduction

The goal of the Value Proposition Canvas:

• Articulate what the ACH Partners really care 
about or how they benefit from the ACH Care 
Coordination service.

Always start with considering organization:

• Partner organizations

• ACH Mission

• ACH Vision

• Strategic Objectives
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Worksheet Practice: Starting With
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Step 1: Profile

What is the work and how it is going?

• What are your ACH Partners trying to do or 

the problem they are trying to solve as they 

address health problems within their 

communities? 

• When your ACH Partners are doing this work 

what are their frustrations and what are their 

wishes? 
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Jobs and Problems to be Solved

Considering the target market:

• ACH Partners

Brainstorm the following:

• What functional jobs are they trying to get 
done?

• What problems are they trying to solve?
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Worksheet Practice: Jobs and Problems to Solve
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Deeper Dive into Pains and Gains

Pains and Gains: Identify the pains and gains 
partners experience with implementing care 
coordination services.

• Pains
• Challenges

• Risks

• Mistakes

• Competition

• Gains
• Cost Savings

• Efficacy

• Better patient outcomes

• Customer satisfaction

• Community partnerships
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Worksheet Practice: Identify Pains and Gains
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Step 2: Service Value Map 

• Identify how the ACH can relieve the pains 

and create gains for it’s partners

• This helps the  ACH identify, from its’ partners’ 

perspective, specific services that will be 

valued by the partners 
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Relieving Pain and Creating Gain

Minimizing Pains/Increasing Gains: What 
aspects of the Care Coordination service reduce 
partner pains and increase partner gains?

• Pain Relievers
• What does the care coordination service provide that relieves 

pains?

• Gain Creators
• What does the care coordination services provide that 

creates gains?
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Relieving Pain and Creating Gain
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Services Your Partners Value

Product and Services: This section requires you 
to analyze and synthesize the needs of your target 
market(s) into specific products and services.

• Current services

• Any new services

• Member benefits

• Potential services and products to reduce 
member pain and increase gain
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Your Services
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Step 3: Finding the Fit

• Find the fit to identify the values for specific 

services:

◦ What are the gain creators? 

◦ What are the pain relievers?
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Identify the Fit
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Writing Value Propositions

Value Propositions: For each product or 
service, consider the corresponding pains 
relievers and gain creators from the previous 
table, and then answer the question: 

• What is the value proposition of this product 
of service?

• How does the service or produce benefits 
partners?
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Articulating Value
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Next Steps?
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Your homework is to use the Value Proposition 
Worksheet for each of your target markets.

Bring your value propositions with you to our 
Peer Group Call on 3/6/2017, 11:00am CT

• We will share our value propositions and 
begin to talk about ideas for using them 
within marketing and business planning.

http://www.ruralcenter.org
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Questions

http://www.ruralcenter.org


Get to know us better:
http://www.ruralcenter.org

Kap Wilkes

Director of Program Development

218-216-7026

kwilkes@ruralhealth.org

Debra Laine

Program Specialist 

218-216-7042

dlaine@ruralhealth.org
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