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▪ Corporate Partners Include:

▪ 45-year affiliation agreement

Washington University 
Medical Campus

WUMC Covers 186 acres across 18 City Blocks
130 Clinical Sites (On & Off Campus)

$2B Fee-For-Service Revenue
$7.5B Annual Economic Impact STL 

#2 in NIH Funding

26K employees across WUMC
Over 2K Clinical Faculty
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PRIMARY and SECONDARY Service Areas

▪ Covers portions of Missouri and Illinois

▪ Adjacent to 7 states: Iowa, Kansas, 
Oklahoma, Arkansas, Tennessee, 
Kentucky, and Indiana

▪ 2.7M Primary Service Area (PSA)  
Population. Flat growth projected with 
select areas of growth within market

▪ Primary Service Area was the source of 
nearly 80% of WashU and BJC volumes 
and over 70% of revenue, respectively. 
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PRIMARY SERVICE AREA HOSPITALS
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▪ BJC, SSM, Mercy
80% of market

▪ BJC (WashU) has 
10 sites 

▪ Academic and 
Community 
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Joint Office of Strategic Planning - Services

JOSP provides strategic advisory services including for the following: 

Those services include (but are not limited to):

• Business development

• Service expansion

• Data analysis and interpretation

• Design and communication of 

business and strategic plans

• Financial proformas

• Identification of metrics for success

• Identification of implementation strategies

• Leadership meetings facilitation

• Resource alignment/coordination

• Capital/Space Planning

• Industry Benchmarking
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Objectives

Participants will:

▪Understand steps to integrate data into a dashboard

▪View ways to blend various data sources to create 
meaningful visualizations

▪Walk through a case study to highlight how a dashboard 
can inform strategic decisions
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The Problem
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So Many Data Sources and Formats

MARKET 
Population & Age
Service Line 
Demand
Growth Estimates

BENCHMARKS
AAMC Compensation
MGMA Productivity
Vizient Quality
Patient Access & 
Satisfaction

INDUSTRY
External Claims Data
Hospitals in Market
Quality

INTERNAL
Patient Access
Volumes
Finance
Productivity
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Time Consuming & Inefficient

Manual and time intensive to gather and analyze
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SO MUCH STUFF . . . I CAN'T



Combine in a Dashboard
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• Market share and growth rates

• Demographic and population trends

• Competitive landscape and market positioning

• Revenue and profitability by region

• Customer acquisition and retention rates

• All of the above

Poll

Which key performance indicators (KPIs) do you consider most critical to

integrate when making strategic decisions regarding geographic expansion?
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Poll Results
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The Journey Begins
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Dashboard

Revenue and 
Profit

Market 
Demographics

Industry 
Benchmarks

Patient 
Access

Service 
Line 

Demand

Growth 
Estimates

Create a Wish List
Which metrics would be most valuable to 
inform strategic decisions?

• Which geographic regions are growing and 
where is the market vulnerable?

• What service lines are in demand?

• How accessible are we to meet this 
demand? What do our wait times look 
like?

• Where are our patients coming from? 

• How does our provider productivity 
compare to industry benchmarks?

• Where are the opportunities?

Provider 
Productivity 

and 
Availability
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Where to Start?
Break into Phases

PHASE II
Stage

PHASE I
Design
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Finish Line

PHASE III
Build

PHASE V
Publish

PHASE IV
Test



The Fun Begins!
Phase 1: Design

Prioritize

Decide on 
Metrics

Source 
of truth

Platform
Templates

PHASE I: 
Content

• From the wish list, decide on content and 
prioritize

• Determine sources of truth and confirm 
standard definitions 
o How will visits or new patients be defined?
o Alignment internally

• Create template – important to have a visual 
"roadmap" before starting the build phase
o What visuals will best tell the story?

• Choose a platform
o Which platform will best suit our needs?
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Next Phases 

Prioritize

Decide on 
Metrics

Source 
of truth

Platform
Templates

PHASE I: 
Content

• Phase II Staging - check data to ensure in desired
format before loading

• Small changes may need to be made to create 
relationships and link to other data sets
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• Phase IV Testing
• Focus Group – feedback is invaluable!

• Phase III Building
• Progress over perfection
• It may take a few tries before getting it right, but you 

won't know until the dashboard is put into action



Final Phase: Publishing

Prioritize

Decide on 
Metrics

Source 
of truth

Platform
Templates

PHASE I: 
Content

• Phase V Publishing
o Determine Access & Security

THE FUTURE
• Governance – Ongoing Support

o Updates and edits

o Timing of refreshes – some metrics update 
annually while others may be monthly

o Security – addition of new users, etc
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Landing Page 
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Where is the market vulnerable?

Red regions indicate highest areas of vulnerability 
and potential opportunities for expansion
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What geographic areas are growing and where is the market vulnerable?
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What services are in demand and how accessible are we to meet that demand?
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Where are our patients coming from?
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Provider Productivity – How do we compare to industry benchmarks?
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• Work RVUs compared to 
MGMA Median & 
75%th benchmark

• Drill down to provider 
level

• Easy to visualize if 
opportunities for 
improvement



The Product Takes Shape

Case Study for Utilization
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Case Study – Sustainable Ambulatory Expansion

Unique Opportunity: Presented with an opportunity to acquire +100K sqft building in 

market where our affiliated system is underrepresented

Priority Rationale:

▪ Decant low acuity procedural and imaging cases from a major tertiary hospital in the system

▪ Build upon success at the ambulatory location further south in the market

▪ Opportunity to grow BJC/WashU market share to targets

▪ Ability to increase Multi-D care and leverage affiliation by the co-location of primary care (BJCMG) 

and specialty care (WashU)

Scope

▪ Primary and 5 Specialties

▪ Operating Rooms, GI, Imaging, Infusion, Clinics, Support Spaces

▪ 35-40 clinical FTEs in the new site (primary care and multi-specialty care
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Exploring Sustainable Expansion – Utilizing Integrated Data

▪ External

▪ What markets can support healthcare access expansion?

▪ What care is needed by this community? 

▪ What role should we play? 

▪ Internal 

▪ How do we currently serve patients in this market?

▪ Is the market currently sustainable for the system with this population? 

▪ Optimize Provider Deployment – Who is caring for these patients and how? 
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▪ What markets can support healthcare access expansion?
▪ Market Share
▪ Population
▪ Demographics

▪ What care is needed by this community? 
▪ Market Volumes 
▪ Service Line Demand 

▪ What role should we play? 
▪ Geographic landscape and distribution of services

Exploring Sustainable Expansion – External Analysis
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External Analysis
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▪How do we currently serve patients in this market?
▪ Lives served

▪ Volumes 

▪ Retention Rates

▪ Current Care Ecosystem 

▪ Is the market sustainable for the system? 
▪ RVUs and Payments Generated

▪ Historical Performance

▪ Capacity

Exploring Sustainable Expansion – Internal Analysis
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How do we currently serve patients in this market?
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Optimize Provider Deployment
Who is caring for these patients and how? 

▪ Is there bandwidth to add additional lives served with current providers? 

▪ Clinical full-time equivalents (CFTE)

▪ RVU generation

▪ Provider productivity 

▪ How does the care provided change the economic impact of the 

opportunity? 

▪ Demand

▪ Payments and RVU per unique patient

▪ Downstream Impacts to System

▪ Population payor mix

▪ Compensation
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Optimize Provider Deployment
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Outpatient Facility in South Region – 2026

Case Study – Sustainable Ambulatory Expansion

Clinical Specialties

• Medical Subspecialties 
(Cardiology, GI, etc. )

• OB/GYN

• Ophthalmology

• Orthopedics

• Otolaryngology

• Primary Care

• Occupational Therapy

Hospital Services

• Ambulatory Surgery Center

• GI Procedure Suite 

• Non-Onc Infusion

• Lab

• Imaging                               
(Xray, Ultrasound, CT, MRI)
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Summary - How You Can Harness Your Data

▪ Decide Content & Prioritize

▪ Identify Sources of Truth

▪ Create a Template

▪ Choose a Platform 

▪ Prep & Stage Data

▪ Build & Test

▪ Access & Governance
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Key Take-Aways

▪ Strategic data integration can 
efficiently solve your data challenges

▪ It's a journey – having a vision & 
roadmap will get you to your goal

▪ “The greatest value of a picture is 
when it forces us to notice what we 
never expected to see.” – John Tukey
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Questions?
Please be sure to complete the session evaluation on the mobile app!
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Molly Bailey
Senior Planning Manager
Mollybailey@wustl.edu

Molly Bailey is a seasoned healthcare strategic planner and Senior Planning Manager in the Joint Office of Strategic
Planning at Washington University School of Medicine in St. Louis supporting the Academic Medical Center
comprised of the medical school, Barnes Jewish Hospital, Barnes Jewish West County, St. Louis Children’s Hospital,
and the expansive community network. She holds an MBA from Saint Louis University and a BSBA from Southern
Illinois University Edwardsville. Molly has extensive experience in leading strategic planning initiatives, focusing on
data knowledge synthesis, goal setting, and leadership collaboration. She is the Chair of her neighborhood
organization and recently completed a strategic plan with Alton Main Street.
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Verna Ehlen
Domain Analyst & Revenue Cycle Expert
Ehlen_v@wustl.edu

Verna is a seasoned revenue cycle and data analytics professional with 15+ years of experience and a Bachelor's
degree in Healthcare Management from WashU. Currently a Domain Analyst at WashU Medicine's Joint Office of
Strategic Planning, she excels in data analytics, financial performance analysis, and strategic decision-making. Previous
roles include Director of Revenue Cycle & Financial Analysis, Business Operations Manager, and Coding & Billing
Compliance. Proficient in Professional billing and coding, EPIC reporting, Power BI and dashboard building, her
expertise ensures optimized data visualization for both clinical and financial metrics.
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