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Objectives

 Help “demystify” the Criteria through best 
practices in Process and Results 
categories

 Provide examples of linkages throughout 
the Criteria and an organization (and an 
application!)

 Share tips in responding to the Criteria 
and evaluating an application
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Baldrige Health Care 
Criteria Framework: 

A Systems Perspective
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      Category Point Values
1 Leadership 120
2 Strategic Planning    85
3 Focus on Patients, Other 

Customers, and Markets    85
4 Measurement, Analysis, and 

Knowledge Management   90
5 Workforce Focus     85
6 Process Management   85
7 Results  450

TOTAL POINTS       1,000
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Organizational Profile

P.1  Organizational Description
P.2  Organizational Challenges

 It all starts here.  It sets the 
expectations for the rest of the 
application.

 Tell your story.
 Challenge assumptions.
 Be real.
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The Linkages Abound!
(or should) – some examples

 P.1a(1) Main health care services --> 6.1a 
Core competencies and 6.1b Work process 
design --> 7.1 Health care outcomes

 P1a(3) Workforce or staff groups and 
segments --> 5.1c Methods and measures 
differ across workforce groups and 
segments --> 7.4 Workforce-focused 
outcomes
[hint:  don't forget your volunteers]
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More examples
 P.1b(2) Key patient and other customer 

groups and segments --> 3.1a(1) 
Identification of patient, other customers, 
customer groups, and health care market 
segments --> 7.2 Patient- and Other-
Customer Focused Outcomes and 7.3(2) 
Indicators of health care marketplace 
performance

 P.2a(3) Sources of comparative and 
competitive data --> 4.1a(2) Selection and 
use of key comparative data --> Category 7 
results
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And a few (obvious) ones
 P.2b Strategic advantages and challenges 

-->2.1a(1) Strategy development process 
and 2.1b Strategic objectives

 P.2c Performance improvement system – 
all Items that explicitly ask how processes 
are evaluated and kept current
[hint: really, all Process Items since 

improvement is one of the scoring 
dimensions]
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Key Excellence Indicators

 Leadership
 Strategic Planning
 Customer and Market Focus
 Measurement, Analysis, and         

Knowledge Management
 Workforce Focus
 Process Management
 Results



10

Key Excellence Indicators: 
Leadership

 Personal commitment to customers
 Effective setting and communication of 

organization’s direction
 Personal involvement in developing 

future leaders
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Key Excellence Indicators: 
Leadership

 Communication of and role model for 
the organization’s values

 Legal and ethical behavior 
 Focus on learning at all levels of the 

organization
 Good citizenship
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Premier Inc.: Leadership
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Premier Inc.: Leadership
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Robert Wood Johnson: 
Leadership

Direction and Plan

Evaluation & 
Improvement

Deployment and 
Measurement

Alignment & 
Integration

 

Patients
Employees
Community

Customer Groups

5 Pillar
Communication

5 Pillar
Communication

5 Pillar
Communication

5 Pillar
Communication
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Key Excellence Indicators: 
Strategic Planning 

 Balance of short- and long-term views
 Aggressive goal setting 
 Strong work system alignment with 

strategy
 Systematic approach to addressing all 

sources of risk
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Key Excellence Indicators: 
Strategic Planning 

 Critical targets and goals based on 
customer requirements and market 
directions

 Strong involvement of key suppliers, 
partners, and customers

 A focus on plan execution and agility
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NMMC: Strategic Planning

Care-Based Cost Management: Making 
the Business Case for Quality
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Strategic Management Process

Mission, Vision, and Values…
Internal InputInternal InputSituation

Analysis
(SWOT)

Strategic Objectives

External InputExternal Input
11 22

33

Identification of annual priorities,
strategies, and goals ADMC approves annual goals/strategies

Strategy deployment

ADMC, committees, depts., faculty, and staff work on priority action items

ADMC monitors results by measuring/adjusting KPIs

Implementation Strategies
Financial resources applied

ADMC reviews planning results;
improve process for next cycle Control Schedule

44 55

66

77

88

99

1010

Montfort:  Strategic Planning
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Strategy Deployment

ADMC and Curriculum 
Committee

Student learning 
in business

Align curriculum 
to current trends

Assigned tracking to 
assistant dean

Student 
satisfaction and 
retention rates

MCB Listens

Dean/Admissions key 
partnership

High-quality 
entering 
freshmen

Improved high 
school contacts

Recruited faculty 
volunteer to direct 
program

High-quality 
entering 
freshmen

Finley 
Scholarships

1. Build a high-
quality student 
population

Strategic
Objective Action Plans

KPI Tracking
Measures

HRM
Assignments

L

L

S

S

L S= Long-term (in place) = Short-term (new)

Montfort:  Strategic Planning
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12 Organizational performance
        reviews

Progress updates
 Current information

CONTINUOUS

3 Gather input from stakeholders
      regarding ST/LT challenges

and opportunities

2 SID compiled by BDD

1   Process Effectiveness Review 
 

Winter 
Evaluation & Input

6 Develop key themes and 
preliminary ST assumptions

5 Review/revise PFE, LT  
objectives, and LT capital 
assumptions

4 Review previous performance,
 SID and determine key services

& processes

Spring
Long-Term Planning

11 Deployment:
       SOT Action Plans, 
       Strategic Plan Cascade, SPMS, 
       Three C’s Communications

10 SOT’s finalize scorecard
       measures

9 Annual strategic plan, budget,
      and staffing plans approved by
      ET and BOD

Fall
Approval & Deployment

8 Resources allocated by 
ET through capital
planning retreat, budget, LT 
financial plan, and staffing plans

7 SOT’s present ST objectives, 
tactics and resources

 required to ET

Summer
Budget & Short-Term 

Planning

Strategic 
Management Model
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Sunny Fresh Foods, Inc.: Strategic 
Planning

(1) Determine & Balance 
Stakeholder Requirements

 & Expectations 

(2) Establish &
Communicate Clear Values:

Core Values, Core Purpose,
Mission

A
lig

n

(5) Analyze Organizational 
Performance:
Balance value,

Resource reallocation

Engage
Communicate

A
lig

n (4) Monitor & Guide
Performance:
Key Indicators,

Balanced scorecard Oversight

Align
Engage
Communicate

Align

Align

   (7) Continuous Business 
Process Improvement

Communicate and 
reinforce values    

(3) Set Direction:
Strategies & Goals

Allocate Resources 
Operating Plan

PMP/KRAs

Align

Syn
the

siz
e

Alig
n

Communicate results 
and review findings

(6) Recognize, Reward, 
Improve

 Stakeholder Development & 
Recognition

 Process Improvements 

Integrate 
& Learn

Alig
n

ReinforceModel

© 2006 Sunny Fresh Foods, Inc.
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Strategic Planning: Long-Term Planning

I  
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P
U
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Trends in Egg Consumption

Customer Needs and Expectations

Supplier Input and Capabilities

Competitive Research

Consumer Research

Human Resources Research

Domestic / International Markets

Stakeholder Needs and Expectations

Community Needs / Public Concerns

SFF Performance & Capabilities

Trends in Egg Processing Industry

Best Practices / Benchmarks

Baldrige-based assessments

Core Purpose, Core Values, Mission

Sunny Fresh Vision 2010

In
te

gr
at
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n
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Business PlanBusiness Plan  
and Budgetand Budget

Key StrategiesKey Strategies

Financial PlanFinancial Plan
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Strategic Planning: Short-Term 
Planning

I  
N
P
U
T
S

Trends in Egg Consumption

Customer Needs and Expectations

Supplier Input and Capabilities

Competitive Research

Consumer Research

Human Resources Research

Domestic / International Markets

Stakeholder Needs and Expectations

Community Needs / Public Concerns

SFF Performance & Capabilities

Trends in Egg Processing Industry

Best Practices / Benchmarks

Baldrige-based assessments

Core Purpose, Core Values, Mission

Sunny Fresh Vision 2010
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Business PlanBusiness Plan  
and Budgetand Budget

Key StrategiesKey Strategies

Financial PlanFinancial Plan
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Key Excellence Indicators: 
Customer and Market Focus
 In-depth market knowledge and 

forecasts
 Consideration of needs of current and 

potential customers
 Proactive customer contact 
 Multiple mechanisms to identify 

customer requirements
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Key Excellence Indicators: 
Customer and Market Focus

 Focus on enhancing customer 
relationships and loyalty 

 Effective and prompt resolution of 
complaints

 High levels of customer satisfaction and 
repurchase
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Customer complaint process

•  Internal/external
•   Major/minor
•   Tracked/segmented/analyzed
•   Follow-up

MESA Products, Inc.: 
Customer and Market Focus
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Key Customer Retention

60%

70%

80%
90%

100%

110%

2001 2002 2003 2004 2005
MP (material) "A" customers
MCC (services) key customers
MBNQA #1

MESA Products, Inc.: 
Customer and Market Focus
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Bama: Customer & Market Focus
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Community:
 CHW

 Family Giving

 Soup kitchen

 CAB

 Education 

 Health Fairs

Beyond Satisfaction…… 
Customer Loyalty

RWJ: Customer & Market Focus

Patients:
 Greeters

 Free TV and phone

 Food on demand

 Integrative therapy

 Hearts Apart

 Comfort in clothing

Employees:
 Circles

 On-line benefits

 CHW discounts

 Bonus programs

 Employee Sat. Committee
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Park Place Lexus: Customer 
and Market Focus
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Park Place Lexus: 
Customer Satisfaction

New and Pre-Owned Vehicles
Percent New Car Sales Overall CSI

80
82
84
86
88
90
92
94
96
98

100

2000 2001 2002 2003 2004

Plano New Car Overall CSI
GV New Car Overall CSI
Target 
Best in Southern Area

Target is  to be in upper 10% of the Nation
In 2004 Grapevine was #1 in the Country

G
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d 
  

Percent Pre-Owned Sales Overall CSI

80
82
84
86
88
90
92
94
96
98

100

2000 2001 2002 2003 2004

Plano Pre-Owned Overall CSI
GV Pre-Owned Overall CSI
Target
Southern Area
National G

oo
d 
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DynMcDermott: Customer and 
Market Focus

88

Customer & Market FocusCustomer & Market Focus

• DM is structured to meet the needs of the 

contractual requirements

• DM  functions are aligned with the DOE 

organizational structure

Cu
st

om
er

 F
oc

us
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DynMcDermott: Customer and 
Market Focus

1414

Drawdown ReadinessDrawdown Readiness

99.2% 99.7%100.0% 99.5%99.0%97.0%95.0%

60%

80%

100%

1999 2000 2001 2002 2003 2004 2005

P
er

ce
nt

ag
e 

S
co

re

DM Total Readiness Status
DOE Drawdown Target = 95%

C
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m
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oc
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Key Excellence Indicators: 
Measurement, Analysis, and 

Knowledge Management
 Use of fact-based decision making
 Collection of actionable data
 Use of multiple aligned and interlinking 

measures (internal and external)
 Wide deployment and accessibility of 

data and information
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Key Excellence Indicators: 
Measurement, Analysis, & 
Knowledge Management

 Strong analysis capability
 Benchmarking of “best-in-class” 

processes and results 
 Reliable, secure, and user-friendly 

systems
 Organizational knowledge captured and 

shared internally and with key partners 
and suppliers
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Texas Nameplate: Measurement, 
Analysis, & Knowledge Management
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Jenks:  Measurement, Analysis, 
and Knowledge Management

Analyze factors 
contributing to 
improvement

Identify and analyze 
barriers to improvement

Breakthrough
Improvement

Disseminate knowledge 
regarding contributing 

factors to breakthrough 
improvement

Remove barriers to 
improvement

Continue/Refine 
improvement efforts

Action Plans

Key Measures (strategic objectives)
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Jenks:  Measurement, Analysis, 
and Knowledge Management 

Cycle Refinements Resulting from Data 
Management
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Key Excellence Indicators: 
Workforce Focus

 Recognition of your workforce as 
“internal customers”

 Strong commitment to workforce 
satisfaction, motivation, well-being, and 
morale

 Reward system related to key 
organizational challenges and 
organizational performance
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Key Excellence Indicators: 
Workforce Focus

 Commitment to training, education, and 
development

 Links between individual and 
organizational learning

 Empowered workforce members
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Premier Inc.: Workforce Focus
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Texas Nameplate: 
Human Resource Focus
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Key Excellence Indicators: 
Process Management 

 Well-defined product/service, business, 
and support processes

 Focus on work systems and processes 
that create value for all key stakeholders

 Quality designed into products, services, 
and processes

 Focus on continuous improvement, cycle 
time reduction, innovation, and 
productivity 
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Key Excellence Indicators: 
Process Management 

 Strong integration of prevention, 
correction, and improvement into daily 
operations

 Partnering with suppliers and customers
 Financial and other resources 

committed to key processes
 Prevention-focused but prepared for
     emergencies



45Process Improvement Process

MESA Products, Inc.: 
Process Management
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North Mississippi Medical 
Center: Process 

Management
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Bama: Process Management
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CHECK
Committees review & 
analyze key measure 

results

DO
New processes 

designed &
implemented based 

on results of 
planning process

PLAN
Committees develop & 

review key 
requirements

ACT
Committees 

standardize processes 
meeting key 

requirements & 
recommend process 

improvements if 
needed

High-Quality
Undergraduate

Business
Education

PDCA Cycle

Monfort College of Business: 
Process Management
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88

Key Value Creation ProcessesKey Value Creation Processes

• Crude Oil Acquisition (Fill Process)
• Drawdown Process 
• Vapor Pressure
• Crude Oil Quality
• Maintenance Process 
• Cavern Integrity
• Emergency Preparedness Process
• ISO 14001 Process (Environmental)
• Security

Pr
oc

es
s 

M
an

ag
em

en
t

DynMcDermott: Process 
Management
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Sunny Fresh Foods, Inc.:
Process Management

• Standardization across sites

• FDA and USDA regulated

• HACCP programs

• Key performance requirements
 Documented 
 In-process monitoring 

and verification checks
• Test and Hold
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Sunny Fresh Foods, Inc.: 
Process Management 

(cont.)
• Standard operating 

procedures

• Specification and control 
limits

• Explicit corrective actions

• Process optimization 

Product Weights

1 .8 5

1 .9

1 .9 5

2

2 .0 5

2 .1

2 .1 5

2 .2

Jan
 '02

Jan
 '03

Mar '
05

Process Avg Spec Target UCL
LCL Upper Spec Limit Lower Spec Limit

W
eig

ht
, p

ou
nd

s

Cpk=1.25 Cpk= 4.42
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Key Excellence Indicators: 
Results

Related to
 Customer requirements
 Key processes
 Product/service performance
 Strategy and action plans
 Workforce needs
 Financial and marketplace measures
 Governance and social responsibilities
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Key Excellence Indicators: 
Results

 Tracking of levels and trends
 Linked to organization-level information 

and analyses
 Use of comparisons/benchmarks
 Appropriately segmented
 Actionable



54

Customer Complaints

0.0%

0.5%

1.0%

1.5%

2.0%

2.5%

3.0%

2001 2002 2003 2004 2005 2006

All NCRs Major NCRs MBNQA #1 MBNQA #2

MESA Products, Inc.: 
Results
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 NMMC: Results

($1,056,997)

$70,620
$209,878

$1,505,318

($1,200,000)
($1,000,000)

($800,000)
($600,000)
($400,000)
($200,000)

$0
$200,000
$400,000
$600,000
$800,000

$1,000,000
$1,200,000
$1,400,000
$1,600,000

FY03 FY04 FY05 FY06

      

Tracheostomy with 
Chronic Ventilation
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Bama: Results
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Bama: Results
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Texas Nameplate: Results



59

Texas Nameplate: Results
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MCB ETS Overall Performance 

24 percentile
increase in 
11 years

Ten Years of Improvement in 
Learning Performance

MCB ETS Overall Performance

24 percentile
increase in 
11 years

45
50
55
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65
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80
85
90
95

93-94 95-96 97-98 99-00 01-02 03-04

Pe
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en
til

e

MCB Percentile Top 10%
National Mean MCB Trend

Monfort College of Business: 
Results
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Comparing Expense of Education Quality, 
Rate the Value of Investment Made

in UG Business Degree

MCB as a
Value Leader

4.00
4.40
4.80
5.20
5.60
6.00

19
98

19
99

20
00

20
01

20
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20
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20
04

MCB

U.S.
Mean
(2004)
Top
10%
(2004)
Linear
(MCB)

Top 2.5%

STUDENTS ALUMNINEW

R
EC

R
U
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S
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Y
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S

CURRICULUM/
EXTRA-CURRICULAR

ACTIVITIES

PROGRAM
REPUTATION

FACILITIES/
TECHNOLOGY

FINANCIAL
RESOURCES

FACULTY STAFF

94%As compared with other 
business programs in 
Colorado, MCB provides a 
good value in business 
education.

Strongly 
Agree or 

Agree

Question

MCB Parent Survey (2004)

Monfort College of Business: 
Results
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Robert Wood Johnson: Results

Staff FocusStaff Focus

Customer FocusCustomer Focus

Process ManagementProcess Management

Measurement, Analysis & Measurement, Analysis & 
Knowledge ManagementKnowledge Management

Strategic PlanningStrategic Planning

PeoplePeople

ServiceService

QualityQuality

FinanceFinance

GrowthGrowth

Five Pillars of Excellence
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Patient Loyalty: Food on Demand

Patient Satisfaction  with  
Food Services

20
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Qt 1
04

Qt 2
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Robert Wood Johnson: Results
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Bronson Methodist Hospital: 
Cardiac Services % Market 

Share

30
35
40
45
50
55
60

1999 2000 2001 2002 2003 2004 Jan-
Sept
2005

BMH Competitor
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Premier Inc.: Results

Figure 7.4-6

Figure 7.4-7
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And a Few More Tips
 Some words are flags -- “regularly,” 

“frequently,” “often”
 The empty assertion
 Future tense doesn't get you credit
 Inconsistent references to parts of your 

organization, initiatives, and processes
 “Disappearing” lines of service, customer 

groups, workforce segments
 Space-filler results
 Too much white space
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Questions?

Thank you!

Kay Kendall
keithjkayk@aol.com


