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• Faith-based PBI

• Broad based service provider Vic & Tas:
– Residential Aged Care ($50m)

• 7 RACF’s / RV’s – 1000 beds

– Community Aged Care ($40m)
• 1200 CACP/EACH/EACH D, DTC, PAG, NRCP

– Family, Youth, Children, Disability ($11m)

– Other – Social Housing, Asylum Seekers etc

• 30 service outlets (4 in Tasmania)

• 1200 staff
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Culture Patterns
High Formalisation

Low Formalisation
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Great Man (Club)
• Relationship with leader critical: (nepotism)

• Patriarchal

• Members need empathy

– ‘guess well how leader would do it’

• Excellent for speed of decision

– Makes quicker decisions on obvious propositions

• Found in small, entrepreneurial firms

• Cheap to run
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Baptcare Financial Results
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Funding 

organisational 

capacity 

building
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building

How can we build the engagement of our 

constituents?

Missional Synergies

How do we fund mission, cross-subsidise and 

sustain growth?

Financial Synergies

How do we become the ‘carer of choice’?

Client/ Funder (Stakeholder) Synergies

How do we manage divisional processes to 

achieve integration and economies?

Internal Process Synergies

How do we develop organisational-wide 

intangible assets and culture?

Learning and Growth Synergies

Synergies 
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Value-creation frameworks

CARING COMMUNITIES FOR ALL

Leverage the 

quality of our 

care facilities

Deliver cost-

effective care

Grow 

Packaged 

Care

Pastoral care 

for all

Deliver 

excellent 

care across 

care 

continuums

Residential 

facilities of 

choice

Work to 

improve the 

care system

Develop 

innovative 

programs

Leverage 

common 

technologies

‘Tier-1’  

centralised 

services

Develop 

operational 

excellence

Peak body & 

sector 

involvement

Conduct 

Research and 

Social Policy 

development

Recruit & retain 

the best

Develop 

leadership & 

management 

skills

Share our 

strategic 

competencies

Share the 

vision and 

values

Invest in care 

for at-risk 

families

Fund 

community 

ministries

Promote social 

justice

ORGANISATIONAL INTEGRATION

I

N

T

E

R

N

A

L

C

U

S

T

O

M

E

R

F

I

N

A

N

C

E

M

I

S

S

I

O

N

L

E

A

R

N

I

N

G
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Practical Initiatives

• Improving communication

• Sharing the Vision & Values

• SMT ‘On the Move’

• CEO Annual Roadshow

• ‘Tours of Duty’

• A Brand to be proud of

• Investing in key leaders’ skills

• Reward & Recognition
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• Existing

– Static

– Introspective

– Sectarian

– Outdated

• Wanted

– Dynamic

– Outward looking

– Inclusive

– Contemporary
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Practical Initiatives

• Exceptional service/care;

• Outstanding team work;

• Outstanding leadership;

• Significant innovation and/or initiative;

• Exemplary health, safety & welfare
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Practical Initiatives

• Other

– Paid parental leave

– Corporate health plan

– Employee Assistance Program

– Staff loan facility

– Employed Carers – Carers Victoria
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Practical Initiatives

• Staff Turnover

• Employee Satisfaction

• Industry Awards
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Practical Initiatives

• 2002 – 2003
– 45.9%

• 2005 – 2006
– 24.25%

• 2008 – 2009
– 14.21%

• NB: Calendar year 2009 = 9.72%

• 2010 (12 months to 30 April)
– 14.12%
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Practical Initiatives

• Staff Turnover

• Employee Satisfaction etc

• Industry Awards etc

– 3 Awards for Better Practice In Aged Care

– Federal Minister’s Award for Excellence

– Victorian Children’s Charity Award
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Practical Initiatives

Thank You



Baptcare organisational design
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Integration of systems
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