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Background and Context

ÅFaith-based PBI

ÅBroad based service provider Vic & Tas:
ïResidential Aged Care ($50m)
Å7 RACFôs / RVôs ï1000 beds

ïCommunity Aged Care ($40m)
Å1200 CACP/EACH/EACH D, DTC, PAG, NRCP

ïFamily, Youth, Children, Disability ($11m)

ïOther ïSocial Housing, Asylum Seekers etc

Å30 service outlets (4 in Tasmania)

Å1200 staff
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Culture Patterns
High Formalisation

Low Formalisation

H
ig

h
 C

e
n

tr
a

lis
a

ti
o

n

L
o

w
 C

e
n

tr
a

lis
a

ti
o

n

GREAT MAN

(Club)

TEAM

(Task)

MANAGERIAL

(Role)

KNOWLEDGE

(Existential)

Charles HANDY , The Gods of Managment
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Great Man (Club)
ÅRelationship with leader critical: (nepotism)

ÅPatriarchal

ÅMembers need empathy

ïóguess well how leader would do itô

ÅExcellent for speed of decision

ïMakes quicker decisions on obvious propositions

ÅFound in small, entrepreneurial firms

ÅCheap to run
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Baptcare Financial Results
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Funding 
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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 ócarer of choiceô?

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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CARING COMMUNITIES FOR ALL
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Practical Initiatives

ÅImproving communication

ÅSharing the Vision & Values

ÅSMT óOn the Moveô

ÅCEO Annual Roadshow

ÅóTours of Dutyô

ÅA Brand to be proud of

ÅInvesting in key leadersô skills

ÅReward & Recognition
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ÅImproving communication

ÅSharing the Vision & Values

ÅSenior Management óOn the Moveô

ÅCEO Annual Roadshow

ÅóTours of Dutyô

ÅA Brand to be proud of

ÅInvesting in key leadersô skills

ÅReward & Recognition
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