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Outline/Agenda

▪ Anchoring analytics in strategic implementation is one of the most crucial steps in organizational 
transformation. The ability for leaders across a healthcare system to access, understand, analyze, 
and use data underpins practically every strategic initiative in the organization. Creating a shared 
data narrative is the anchor for unifying teams around key priorities. Clinical, strategy, finance, 
marketing, access, and marketing teams need a common through line to discuss progress and 
barriers related to key initiatives. But data by itself is not the whole story. The collaborative 
approach of strategy and marketing teams take when infusing data into the organizational 
narrative is often the test of sustained progress. This presentation will outline the journey of 
anchoring market and business analytics in organizational strategy at Arkansas Children’s and the 
milestones achieved along the journey.

▪ Learning Objectives

1. Identify ways to connect data to organizational conversations.

2. Improve collaborative approach to strategic discussions with operational team members.

3. Assess organization's planning processes and identify ways to bridge the
gap between operations and strategy leaders.



Our Team
Ashlie Hilbun, FACHE, Ed.D

Chief Strategy Officer & Senior Vice President of Strategic Marketing
Arkansas Children’s
hilbunaj@archildrens.org

Ashlie Hilbun, MSW, EdD, CFRE, FACHE serves as Chief Strategy Officer and Senior Vice President of
Strategic Marketing at Arkansas Children’s. In her role, she works closely with senior leadership and
the system’s board of directors to guide implementation of Arkansas Children’s strategic goals and
objectives. She leads planning efforts, advancing business strategy and oversees marketing and
communications for the state’s only pediatric health system. She is responsible for new business
development and physician outreach efforts focused on advancing child health initiatives as part of
Arkansas Children’s bold new promise: Unprecedented Child Health: Defined & Delivered.
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Clay Shuffield

Director of Growth Initiatives
Arkansas Children’s
ShuffieldTC@archildrens.org

Clay Shuffield serves as the Director of Growth Initiatives in the Office of Strategy at Arkansas
Children’s where his responsibilities focus on directing volume growth initiatives around the state and
building clinical partnerships to advance child health. A dynamic leader and strategic thinker, Clay
brings more than 25 years of experience in the health care space. His previous roles at Arkansas
Children’s include work in finance, accounting, analytics and strategic planning and initiatives. Clay is
a member of the Society for Health Care Strategy & Market Development (SHSMD) and holds a
Strategic Planning in Health Care Credential.



Our Team
Tracey Bradley-Simmons

Director of Strategy and Planning
Arkansas Children’s
BradleysimmonsTN@archildrens.org

Tracey Bradley-Simmons is an award-winning registered nurse with more than 18 years combined
experience at Arkansas Children’s Hospital and in the payor sector where she has ambitiously focused
on initiatives aimed at improving maternal, fetal, newborn care and overall child health both
statewide and nationally. In her current role as Director of Strategy and Planning, Tracey works to set
strategic direction for the Arkansas Children’s Health System in conjunction with the Chief Strategy
Officer while overseeing the business planning and strategic analytic components in the Office of
Strategy. Tracey holds a Bachelor’s degree in Nursing from the University of Arkansas at Little Rock
and a Master’s degree in Nursing with a concentration in Health Systems Management from Johns
Hopkins University.



One Plan, One Vision

2 Pediatric Hospitals

1
Pediatric Research Institute & 
USDA Nutrition Center

1 Philanthropic  Foundation

8 Nursery Alliance Partners

30 Clinically Integrated Network Partners

+ Education and Outreach Programs

MISSION:
We champion children by making them 
better today and healthier tomorrow. 
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One Plan, One Vision

Lack of Sustained Focus

Episodic Program                 
Development

Managing Budgets

Rationale often based in 
narrative and anecdotal 

experience

Disciplined Execution

Sustained Strategic                   
Priorities

Strategically Investing

Rationale often based in market 
intelligence, analysis and 

contextualized by experience

New CommitmentTraditional Approach





A Brief History of Our Brief History
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• Served More Children Than Ever Before

• Highest Ranked Year in U.S. News and World Report 

• Record Quality & Safety Trends

• Most Productive Research Year on Record

• Largest Philanthropic Gift Secured and Announced

• Approved and Announced 8-Year Long-Range Plan, including the 
Largest Capital Expansion in Arkansas Children’s History

2023: Realizing Strategic Potential

2023



The Foundation
E S T A B L I S H I N G  A  D I S C I P L I N E  O F  

E N T E R P R I S E  S T R A T E G Y
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Physician Outreach4
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Strategic Planning

Strategic Marketing

Growth Initiatives & Partnerships

Business Analytics – industry, market, organizational

5

and Implementation

Building a Strategy Division
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Strategic Planning

Business Analytics – industry, market, organizational

and Implementation

System Environmental Scan

Service Line Market Assessments

Forecasting : Quarterly, Annually, and Long-Range

Trends & Intelligence 

Scenario Planning

Program Gap Analysis

Building a Strategy Division
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The Bridge
I N T E G R A T I N G  S T R A T E G I C  I N I T I A T I V E S  

I N T O  O R G A N I Z A T I O N A L
P L A N N I N G  A N D  P R I O R I T I E S



Jamie Wiggins
Chief Operating Officer

Gena Wingfield
Chief Financial Officer

Brent Thompson
Chief Legal Officer

Dr. Rick Barr
Chief Clinical & 

Academic Officer

Fred Scarborough
Chief Communications & 

Development Officer

Crystal Kohanke
Chief People Officer

Ashlie Hilbun
Chief Strategy Officer

Erin Parker
Chief Information Officer

Marcy Doderer
President and CEO

Jason Williams
SVP, Chief Mental & 

Behavioral Health Officer

Heather Cherry
Chief Nursing Officer, ACH

Dr. Karen Farst
Chief Medical Officer, ACH

Amy Fallon
SVP of Operations

Dr. Pete Mourani
Chief Research Officer

President, ACRI

Shannon Hendrix
Chief Administrator, ACNW

Enid Olvey 
Philanthropy President, ACF

Dr. Bill Steinbach
Pediatrician-in-Chief

Chair, Dept. of Pediatrics

Dr. Todd Maxson
Surgeon-in-Chief

Who We AreEnterprise Strategic Implementation
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Enterprise Strategic Implementation

Strategic Plan
Market 

Assessment
Organizational 
Gap Analysis

Stakeholder

Buy-In

Program 
Development 

& Business 
Planning

Marketing & 
Outreach Plan



U S I N G  B U S I N E S S  A N A L Y T I C S  T O  
U N D E R S T A N D  A N D  I N F O R M  S T R A T E G Y

The Anchor



Anchoring Analytics

Market 
Assessment

Current
State

• Service Line Defined

• OP Volume Trends

• IP Volume Trends

• Birth Defects

• Geography

Exploration

• Service Line 
Dialogue

• Market Share

• Market Demand

• Market Share

• Geography

Data 
Wrangling

• Connection Points

• Referral Trends

• Access

• Payers

• Workforce

Storytelling

What is the 
current state?

What have we 
discovered?

What is
the context?

What is 
the story?



Anchoring Analytics

Internal
• Decision Support (Volume, Patient demographics)

• Chief of Staff Report (Volume)

• Electronic Health Record Data (Volume, Patient demographics, Patient flow)

• Service Specific Internal Sources

External
• Claims Data (market demand, trends intelligence, claims data for available payors - Blue Cross Blue Shield, 

Managed Medicaid).

• Hospital Industry Data Institute (HIDI), Arkansas Hospital Association Analytics (inpatient and emergency 

department data from 66 Arkansas hospitals and select out-of-state hospitals).

• Peer Benchmarking Data, Children’s Hospital Association (benchmarking data from 49 children’s hospitals).

• Arkansas Reproductive Health Monitoring System (ARHMS), Arkansas Children’s Research Institute (statewide 

database tracking birth defect trends, 1996-2016).

• U.S. News Hospital Data Insights Pediatrics Specialties (database of submitted U.S. News
and World Report’s “Best Children’s Hospital” submitted survey data).

• NRC Health Database (patient experience benchmarking data).



Anchoring Analytics

How do we define specific diagnoses that can benefit from new programs?

System Environmental Scan

Service Line Market Assessments

Forecasting : Quarterly, Annually,
and Long-Range

Geographic Focuses

Trends & Intelligence 

Scenario Planning

Program Gap Analysis



Anchoring Analytics

How do industry trends and population shifts impact our growth?

System Environmental Scan

Service Line Market Assessments

Forecasting : Quarterly, Annually,
and Long-Range

Geographic Focuses

Trends & Intelligence 

Scenario Planning

Program Gap Analysis



Anchoring Analytics

How does our market growth change across geography?

System Environmental Scan

Service Line Market Assessments

Forecasting : Quarterly, Annually,
and Long-Range

Geographic Focuses

Trends & Intelligence 

Scenario Planning

Program Gap Analysis



Anchoring Analytics

What are the long-term implications of volume trends, market and 
demographic shifts, workforce strategies?

System Environmental Scan

Service Line Market Assessments

Forecasting : Quarterly, Annually,
and Long-Range

Geographic Focuses

Trends & Intelligence 

Scenario Planning

Program Gap Analysis



Anchoring Analytics

System Environmental Scan

Service Line Market Assessments

Forecasting : Quarterly, Annually,
and Long-Range

Geographic Focuses

Trends & Intelligence 

Scenario Planning

Program Gap Analysis

What are the long-term implications of volume trends, market and 
demographic shifts, workforce strategies?



The Impact



If you don’t know where you are, 
it is impossible to decide where to go.

Data tools are as good as the analysts know 
how to use them. 

Data only makes sense with context.

If you about data integrity, you are losing time 
arguing are arguing about good strategic ideas.

Lead with interest before intellect, teamwork 
before consultancy.

Data needs stories
and stories need data.

New Mindset In Action



Strategic Annual Planning Process



Long-Range Planning Process

Operational 
Growth

(Increased Efficiency/
Enhanced Experience)

Workforce 
Development 

Plan

(Workforce needed
to maintain/grow 

provider base)

Market 
Share

Opportunity
(Unmet 

Demand)

Population 
Shifts

(Evolving 
Needs, 

Growth)

Financial 
Implications

(Margin, Debt, etc.)

What is needed?

What is realistic?

What is needed?

What is realistic?

Master Facility 
Implications

Sustainability Lens (Internal Feasibility, Funding Formula) 

Strategic 
Program 

Development

(New Programs/
New Services)

What is needed?

What is realistic?

ACH Campus

•Ambulatory Surgery Center
•Sturgis Modernization
•Front Entrance Redesign
•Consolidation of Family 
Services

ACNW Campus

•Expansion of Ambulatory,
OR and Inpatient Beds

•Ancillary Space Allocation



Which leaders believe market intelligence
is their responsibility?

How often are you – as strategy/marketing team 
members – meeting with the executive team 
(clinical, non-clinical, physician) to discuss 
strategy and market?

How well do teams know the strategic plan? How 
often do you see it in the hands of your leaders?

To what extent to you evaluate ideas with leaders 
against market data?

Are you a good partner in the process
(i.e. do you think you know everything)?

Leadership Behaviors Gut Check



[VIDEO]



Learn to love the questions themselves.

Rainer Maria Rilke


