Executive Summary
Introduction

Landmark Dining, Inc. (Landmark) clearly recognizes and has implemented efforts to meet the Arizona State Quality Award criteria. With few exceptions, Landmark demonstrates effective, systematic, well-deployed approaches responsive to the overall requirements of the Arizona State Quality Award (SQA) criteria.  

Strengths

Landmark maintains a focus on the future through its systematic and well-deployed strategic planning process, which is integrated and aligned with data and information systems such as Voices and Foodtrak. These systems provide fact-based data and information to support short- and longer-term planning by using key input from customers, suppliers/partners, key stakeholders, and employees. The Strategic Planning Process results in the development of a Strategy Matrix that helps  Landmark aligns its strategic objectives with its strategic challenges, action plans, and competitive success factors related to both current and future operations. The alignment and integration in the Strategic Planning Process may help the organization to remain agile when responding to its current operational challenges while positioning itself to best address strategic challenges.  

The organization clearly demonstrates its commitment to management by fact and continuous improvement with systematic approaches to data collection and analysis and process improvement. DINERS Teams use a systematic improvement process to address opportunities for improvement across Landmark. Data and information from the Voices and Foodtrak systems undergo multiple analyses to provide senior leaders, DINERS Teams, and employees at all levels actionable information on which to base their improvement recommendations.

Landmark ensures access to data and information and creates an environment of organizational learning through its Communication Process, Foodtrak Knowledge Management system, and a variety of two-way communication vehicles, including line-up meetings and periodic performance reviews. Employees have real-time access to key performance data and information, enabling them to make informed decisions in the course of their day-to-day work. Best practices are shared with all employees through line-up meetings, the Foodtrak Knowledge Management system, and storytelling designed to support Landmark’s culture and individual and organizational learning.  

Landmark’s results address most areas of importance with improving performance trends for most measures sustained for four to five years. Results in some key measures of customer satisfaction, product and service quality, financial performance, human resource performance, and social responsibility are equal to or better than its best-in-class, best competitor, and/or Baldrige Award recipient benchmarks. Performance in these areas appears to indicate the effectiveness of Landmark’s planning and improvement approaches and may indicate progress relative to Landmark’s vision to be recognized as one of the top ten dining experiences in Houston and Galveston and its strategic objective of retaining restaurant of choice status.

The effectiveness of the organization’s approaches for achieving its strategic objectives to be the employer of choice and supporting its values of family culture with teamwork and employee development may be demonstrated in its employee satisfaction and well-being results. For example, Landmark’s employee satisfaction results demonstrate improved performance in many to most of the key factors identified as affecting employee satisfaction. Its 2004 performance in three of six factors for hourly employees and four of five factors for salaried employees were better than its benchmark, the National Restaurant Association’s (NRA’s) best performer.  

Opportunities For Improvement

Even with all these strengths, Landmark has opportunities for improvement. Although Landmark has a mature, well-deployed, and integrated Strategic Planning Process that capitalizes on data and information sources such as Voices and Foodtrak, it is not evident that it has adequately addressed the stated desire to grow its Home Meal Replacement (HMR) and catering business lines. While some information is collected from catering customers, Landmark does not appear to address several key aspects of its HMR and catering business lines, such as supplier and partner requirements, including those legal requirements associated with proper food handling and storage; customer requirements; customer contact requirements; or customer knowledge and relationship building. Without addressing these key aspects, Landmark may not be positioned to duplicate for HMR and catering the relatively high levels of service, satisfaction, and regulatory compliance it achieves in its restaurant line of business.

While Landmark addresses many of the potential impacts on society of its products and services and provides specific training, such as food handling certification, it does not appear to address the potential impacts of its beer, wine, and other alcoholic beverages or the legal and regulatory requirements associated with them. This may be particularly noteworthy given that beer and wine are among the key requirements of the couples and singles customer groups, which account for 45% of Landmark’s sales. Without adequately addressing the potential impacts of these products, Landmark may leave itself vulnerable in a key regulatory and legal area.  

Although Landmark relies key suppliers and partners for its products and services (e.g., the restaurant purchasing consortium, suppliers for safety and Occupational Health and Safety Administration-related processes and for information technology services, partners such as distributors for its HMR business line), a systematic process is not evident for managing and improving these key areas. For example, it is not apparent that the organization communicates its expectations, key performance information, values, and legal and ethical requirements to these suppliers and partners. It is also not apparent what performance measures/indicators Landmark uses to help manage their performance. This may be particularly important to Landmark given its reliance on these key partners and suppliers plus the potential impact of their performance on customers; legal, ethical, and regulatory compliance; and overall organizational performance.

Several results areas lack comparative data, including key product and service results (e.g., standards of acceptability for food, wait time for seating and service) and several key measures of leadership and social responsibility (e.g., financial audit results, contributions and services donated, action plan achievement). In addition, several comparisons, including some financial and market results, are to industry averages rather than to best-in-class organizations. Without appropriate comparative data, Landmark may be limited in assessing its performance in addressing its strategic challenge of an increase in competitors and in the achievement of its vision to be recognized as one of the top ten dining experiences in its communities.  

Final Thoughts
Landmark meets most of the SQA criteria. It demonstrates a fact-based, systematic evaluation and improvement process and organizational learning that result in improving the effectiveness and efficiency of key processes. Results address most key customer/stakeholder, market, and process requirements. They demonstrate areas of strength against relevant comparisons and/or benchmarks. Improvement trends and/or good performance are reported for most areas of importance to the organization’s key requirements.  
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