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Objectives

Help "demystity” the Criteria through best
practices in Process and Results
categories

Provide examples of linkages throughout
the Criteria and an organization (and an
application!)

Share tips in responding to the Criteria
and evaluating an application



Baldrige Health Care
Criteria Framework:
A Systems Perspective

Organizational Profile:
Environment, Relationships, and Challenges
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Category Point Values

Leadership 120
Strategic Planning 85
Focus on Patients, Other

Customers, and Markets 85

Measurement, Analysis, and
Knowledge Management 90

Workforce Focus 35
Process Management 85
Results 450

TOTAL POINTS  1.000




Organizational Profile

P.1 Organizational Description
P.2 Organizational Challenges

~ |t all starts here. It sets the
expectations for the rest of the
application.

> Tell your story.
~ Challenge assumptions.
- Be real.



The Linkages Abound!
(or should) — some examples

¢ P.1a(1) Main health care services --> 6.1a
Core competencies and 6.1b Work process
design --> 7.1 Health care outcomes

* P1a(3) Workforce or staff groups and
segments --> 5.1c Methods and measures

differ across workforce groups and
segments --> 7.4 Workforce-focused

outcomes

[hint: don't forget your volunteers]



More examples

P.1b(2) Key patient and other customer
groups and segments --> 3.1a(1)
|dentification of patient, other customers,
customer groups, and health care market
segments --> 7.2 Patient- and Other-
Customer Focused Outcomes and 7.3(2)
Indicators of health care marketplace
performance

P.2a(3) Sources of comparative and
competitive data --> 4.1a(2) Selection and
use of key comparative data --> Category 7
results



And a few (obvious) ones

P.2b Strategic advantages and challenges
-->2.1a(1) Strategy development process
and 2.1b Strategic objectives

P.2c Performance improvement system —
all ltems that explicitly ask how processes
are evaluated and kept current

[hint: really, all Process Items since
iImprovement is one of the scoring
dimensions]



Key Excellence Indicators

Leadership
Strategic Planning
Customer and Market Focus

Measurement, Analysis, and
Knowledge Management

Workforce Focus
Process Management
Results



Key Excellence Indicators:
Leadership

Personal commitment to customers

Effective setting and communication of
organization’s direction

Personal involvement in developing
future leaders

10



Key Excellence Indicators:

Leadership

Communication of and role model for
the organization’s values

Legal and ethical behavior

Focus on learning at all levels of the
organization

Good citizenship

11



Premier Inc.: Leadership

Figurs 7.6-5 Employse Efhics Survey Rsaulia

Oreeenll [Bnk My SEioreadecs o Durcompany's  Thess s caery [Tie

grgaTatonk  BEogankmtor commiert o sregsLrs [T our
highis=hizel  arepecpl=cfhigh  Imegrks Bes been  wDcimiace o "ot
persoral Irisprty chaary e o
oFTErunicEied i =hicslcomodance
He wha= comoans Issapms.
PO Py laE Foalegml dop e e S s b iak

"

i)

iacd

12



Premier Inc.: Leadership

Figure T 8- Pramiar ECO Raporting Potanfizl Allegationa

Yaars Potantial Ethics Alegations
1704 — 12104 12
1705 - 12003 3
1706 - YTD 0

Figure 7.6-8 Key Comgpliance and Rizk Procesasa Resuliz Related to Figurs 1.2-2

Key compliance processss GoalaiMazsures Reaults
Safe Harkar Complarce i "’"c- Safe Harsoe Cwmer reportng 100%
Sarbanes-Ciday Comeliance 100% comgledion of imelemeniation for all aeplizakle sections 100%

- - - o P
s and Compliance [ 2002-
STt rg
2006}

AN

0% G20 HIGPA Code of Conduct comeliant

00f G0 HPGH comeliant

103 Compliance fo BIPAS regulafions

“”'¢- Comtracted supsliers provided Business Guidelines

I emgloyees signed COI

100% employees trained

100% complianca for all Ethica and
Compliance Goals

Key rigk processss

MeasurasiRalatad results

ntarral Risk Assessmept [2000 -

Tl =]
FLme el

1007% comglefion of infermal audit plan

Reaults
100% complstion of audit plan

100% action plan comgledion for imbzmal audd findings

Fimancial Awdit [1936 - 2006

1 100% anrual woualfied opinion on financial statements |

f-teaxd]

Complstion of findings an track for
100% completion

100%




Robert Wood Johnson:
Leadership

Direction and Plan

Customer Groups
Evaluation & : Alignment &
Patients )
Improvement Employees Integration
Community

Deployment and
Measurement




Key Excellence Indicators:
Strategic Planning

Balance of short- and long-term views
Aggressive goal setting

Strong work system alignment with
strategy

Systematic approach to addressing all
sources of risk

15



Key Excellence Indicators:

Strategic Planning

e C(ritical targets and goals based on
customer requirements and market
directions

e Strong involvement of key suppliers,
partners, and customers

* A focus on plan execution and agility

16



$ Millions

NMMC: Strategic Planning

Care-Based Cost Management: Making

the Business Case for Quality

12 - 11.1
9.5

10 -

1999 2000 2001 2002 2003 2004 2005 2006

15



Montfort: Strategic Planning

l Strategic Management Process

Quality

ward
LA
2004 Award
Recipient

o Mission, Vision, and Values 9

Internal Input

External Input

(3) Strategic Objectives

(S,

eldentlflcatlon of annual priorities, ADMC approves annual goals/strategies

strategies, and goals

@ Strategy deployment

Implementation Strategies
o Financial resources applied

0 ADMC, committees, depts., faculty, and staff work on priority action items

Q ADMC monitors results by measuring/adjusting KPls

Kenneth W.
@ADMC reviews planning results; A Control Schedule g, 1 (lj\/IllONfFBO'RT
improve process for next cycle g ollege of Business

at the UNIVERSITY of NORTHERN COLORADO




Montfort: Strategic Planninc
,{IQ Strategy Deployment

ward

2004 Award
Recipient

Strategic KPI Tracking HRM
Objective Action Plans Measures Assignments
1. Build a high- | Finley High-quality Recruited faculty

quality student Scholarships entering volunteer to direct
population L freshmen program

Improved high High-quality Dean/Admissions key
school contacts | entering partnership
freshmen

MCB Listens Student Assigned tracking to
satisfaction and | assistant dean
S retention rates

| Align curriculum | Student learning | ADMC and Curriculum
S to current trends | in business Committee

Kenneth W.
L =Long-term (in place) S = Short-term (new) /M Mlggle\ifsngeI

at the UNIVERSITY of NORTHERN COLORADO




Spring
Long-Term Planning /|
4  Review previous performance, @ BR . N .
SID and determine key services
& processes /
5 Review/revise PFE, LT

objectives, and LT capital
assumptions

6 Develop key themes and
preliminary ST assumptions

Winter Summer
Evaluation & Input J Budget & Short-Term
Planning J

1 Process Effectiveness Review
7 SOT'’s present ST objectives,

tactics and resources
required to ET

/ CONTINUOUS

/

12 Organizational performance
/ reviews

Progress updates 8 Resources allocated by
3 Gather input from stakeholders Current information ET through capital

regarding ST/LT challenges planning retreat, budget, LT
and opportunities financial plan, and staffing plans

2 SID compiled by BDD

Fall
Approval & Deployment y

9  Annual strategic plan, budget,
and staffing plans approved by
ET and BOD /|

Strategic 10 SmOe'I;:uﬁrr;z;Iize scorecard
Management Model >

Deployment:

SOT Action Plans,

Strategic Plan Cascade, SPMS,

Three C’'s Communications 20



Sunny Fresh Foods, Inc.: Strategic
Planning

(2) Establish & Communicate and

Communicate Clear Values: inf |
Core Values, Core Purpose, reiniorce values

Mission
. . (3) Set Direction:
(7) Continuous Business Strategies & Goals
Process Improvement Allocate Resources
Operating Plan
4, PMP/KRAs
2
Integrate (1) Determine & Balance 2:3:9e
& Learn .
Stakeholder Req_uwements Camm ificata
& Expectations
(6) Recognize, Reward,
Improve (4) Monitor & Guide
Stakeholder Development & Performance:

Recognition
Process Improvements

Key Indicators,
Balanced scorecard Oversight

(5) Analyze Organizational

Engage

Performance: Communicate

Balance value,
Resource reallocation

Communicate result
and review findings

© 2006 Sunny Fresh Foods, Inc.
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Strategic Planning: Long-Term Planning

@re Purpose, Core Values, Miss@

' Sunny Fresh Vision 2010 |

Customer Needs and Expectations — =
SFF Performance & Capabilities — Business Plan
- and Budget

Supplier Input and Capabilities o v
Trends in Egg Consumption ' % Key Strategies

Trends in Egg Processing Industry  — IS v
Competitive Research = Financial Plan

Consumer Research I M

Human Resources Research

w-—HCuovzZz~—

Domestic / International Markets W
Stakeholder Needs and Expectations —
Community Needs / Public Concerns ]

Best Practices / Benchmarks |

Baldrige-based assessments —

Synthesis

2



Strategic Planning: Short-Term

Planning

@re Purpose, Core Values, Miss@

' Sunny Fresh Vision 2010

Customer Needs and Expectations
SFF Performance & Capabilities
Supplier Input and Capabilities

Trends in Egg Consumption
Trends in Egg Processing Industry
Competitive Research
Consumer Research

Human Resources Research

nwu-—4HCUovZ~—

Domestic / International Markets
Stakeholder Needs and Expectations
Community Needs / Public Concerns

Best Practices / Benchmarks

Baldrige-based assessments

Integration

a

Business Plan

and Budget
v

Key Strategies
v
Financial Plan
v

Synthesis

23



Key Excellence Indicators:
Customer and Market Focus

* |n-depth market knowledge and
forecasts

® (Consideration of needs of current and
potential customers

® Proactive customer contact

®* Multiple mechanisms to identify
customer requirements

24



Key Excellence Indicators:
Customer and Market Focus

® Focus on enhancing customer
relationships and loyalty

* Effective and prompt resolution of
complaints

* High levels of customer satisfaction and
repurchase

25



MESA Products, Inc.:
Customer and Market Focus

Customer complaint process

Analysis of
Receive Final NCR Results
Input from —— Cor.rectlve Evaluate. for | —— And Input
Customer NCR Action and ) Preventive And Into
(verbal, Investigation Action NCR Close Strategic
email, fax) Planning
Process
‘. i

Verify Alignment and Relevances=-

Internal/external

Major/minor
Tracked/segmented/analyzed
Follow-up

s President Follow-up to Customer (Check Time and Effectiveness )

26



MESA Products, Inc.:
Customer and Market Focus

Key Customer Retention
110% -

100%

90% ﬁ_‘i
80%

AN

2001 2002 2003 2004 2005
—— MP (material) "A" customers

60%

-m— MCC (services) key customers
- MBNQA #1




Bama: Customer & Market Focus

Mational

Quahr-,- ). ¢ "}‘dl".-*.h!LE |-4c
'\;'-"'lf Pognle Halptue People Be Suecossfil

/A Listening & Learning Process s

.I'_!."'f:' )3

| Relationship Building and Sustaining |

Key Segment TARGET CUSTOMERS CURRENT CUSTOMERS
_.‘u‘.F'. Waticnal Account Sales Senior Management Team L
Owner(s) % National Account Reps Account Reps
* Customer Service Reps
Assess Establish Relationship l
*
: Determing New Assess Current Customer
e Customers’ Needs Needs
Determing Product & Datermine Product &
p s AR E Serv igewﬂrfe””gf Service Changes
alug
Segment
Further Deploy Customer Contact Acquire Customer Project ]
Approval 1
‘-
Evaluate & Acquire New Business _?.,_,Eur-rlglrtraéen E;I:uri " :
Improve DDpDEumt‘;‘ (BOT) Project i
> | | Check Listening & Check Listening & oo ‘
= L=arning Learning 5 ‘. oy .,

28




RWJ: Customer & Market Focus

Beyond Satisfaction......
Customer Loyalty

® (ircles

® On-line benefits
e CHW discounts
¢ Bonus programs

® Employee Sat. Committee

Greeters

Free TV and phone
Food on demand
Integrative therapy
Hearts Apart
Comfort in clothing

CHW

Family Giving
Soup kitchen
CAB
Education

Health Fairs

29



Park Place Lexus: Customer
and Market Focus

Service Client Profile Summary

New Car Median Age: 46 - 52

Sales Income: $111.300 to $273.900
Gender: 61% to 78% male
Mantal Status: 78% to 88% marned
Education: 67% - 78% college graduates

Occupation: Prof /tech . st. mgr, retiree, self-

employed. pres /CEQ. Dr.. homemaker

Key Client Requirements

- Sales Consultant (courteous. knowledgeable, respected time,
honored commitments) — 32% impact

- Finance Manager (discreet and efficient, recognized needs) —
21% mmpact

- Vehicle Delivery (personalized to individual) — 20% impact

- Impression at Arrival (range of vehicles. salespeople available,
greeted promptly, comfortable) — 11% impact

Pre- Median Age: 45 Income: $100,000
Owned Gender: 57% male
Sales Marital Status: 75% married

Education: 6§9% college educated

- Sales Consultant (courteous, knowledgeable, respected time,
honored commitments) — 32% impact

- Finance Manager (discreet and efficient, recognized needs) —
21% 1mpact

- Vehicle Delivery (personalized to individual) — 20% impact

- Impression at Arrival (range of vehicles, salespeople available.
greeted promptly, comfortable) — 11% impact

Service Clients who purchase a Lexus from PPL, or
& Parts  Clients who purchase a Lexus from another
dealership. a broker, or an individual

(and thus their profile is the same as above)

- Quality of Service (courtesy. appropriate explanation, informed
of additional work, review of service) — 36% mmpact

- Ease of Doing Business With (provided time estimate, greeted
promptly) — 20% mmpact

- Service Communications (kept informed. documented service
needs) — 18% impact

Figure P.1D — Client Segments and Key Client Requirements

30



Park Place Lexus:
Customer Satisfaction
New and Pre-Owned Vehicles

Percent New Car Sales Overall CSI Percent Pre-Owned Sales Overall CSI

= I ol ot wal i i 133' ”

Targetis to be in upper 10% of the Nation 96
B mPlano Pre-Owned Overall CSI

.
O

In 2004 Grapevine was #1 in the Country 94 -

92
HEd T TN % |

Good

m = Plano New Car Overall CSI | ag |
mom GV New Car Overall CSI - \ mom GV Pre-Owned Overall CSI
—=— Target 3 86 {| —a—Target
—e— Best in Southern Area (3 2421 : ® ﬁg;lif)hnearln Area
80 - ‘ ‘

2000 2001 2002 2003 2004 2000 2001 2002 2003 2004

31



DynMcDermott: Customer and
Market Focus

Customer & Markem

™

* DM is structured to meet the needs of the

contractual requirements

» DM functions are aligned with the DOE

organizational structure

iy

Figure 3.1-2 DOE Requirements From the DOE Strategic & Performance Plans Linked to DM Strategic Plan

Key Requirements from DOE
Strategic Plan

Key
Performance Measures

1-Year Projection

S-Year Projection

1. Oil Inventory T00,000,000 barrels 743,000,000+ barrels
Dieh v U 2. Drawdown Rate 439 MMB/D 442 MMB/D
1. Patilic Confidedce 3. Days to Commence Qil Drawdown 13 Days 11 Days
DOE Success Factor: e oo
il Ty 4, Distribution Capability = 120% drawdown rate = 120% drawdown rate
Daviion Reateseani 5. Site Availahility 95% 95 - 98%
Distribution 6. Maintenance Performance Appraisal 95% 98%

Report

7. Satistactory Site Security Ratings 100046 100046
DOEVALUE 8. Operating Cost per Barrel of Storage | < $0.2184 Per Barrel for | $0.207 Per Barrel for
2. Responsible Stewardship Capacity which includes DM and | DM and DOE combined | DM and DOE combined
DOE Success Factor: DOE cost. cost. cost
Fiscal Responsibility and Figure 2.1-3 is the DM Operating
Budgetary Control cost per barrel only

9. # of Cited Environmental Violations | Zero Zero
BEENALTE, 10. Lost Workday Case Rate < 1.1/200,000 hours < 1.1/200,000 hours
%itsizg:;illi?;esponmb iligrand 11. Hazardous Waste Volume < 3,140 pounds/year < 539 pounds/year
DOES i 12. OSHA VPP Star Status at Four Sites Maintain Star Status Maintain Star Status

uccess Factor:
13. 8pill Equipment Availability = 95% 95 - 98%

Environment, Safety and Health

14. ISO 14001 Registration

Maintain Certification

Maintain Certification

DOE Success Factor 15. Public Outreach Plan Goals 95% 935%

Lacal Community Support

DOEVALUE 16. ISO 9001 Registration Maintain Certification Maintain Certification
4. Dynamic Teamwork

DOE Success Factor:

Continuous Improvement

32



DynMcDermott: Customer and
Market Focus

“" Drawdown Readiness

99.2% 100.0%99.7% 99.5%,
100% -

99.0%
95.0% LY ‘ww wwm ww
80% -
60% -

1999 2000 2001 2002 2003 2004 2005
mmm DM Total Readiness Status

DOE Drawdown Target = 95%

Percentage Score

14



Key Excellence Indicators:
Measurement, Analysis, and
Knowledge Management

* Use of fact-based decision making
® (Collection of actionable data

* Use of multiple aligned and interlinking
measures (internal and external)

* Wide deployment and accessibility of
data and information

34



Key Excellence Indicators:
Measurement, Analysis, &
Knowledge Management

Strong analysis capability

Benchmarking of “best-in-class”
processes and results

Reliable, secure, and user-friendly
systems

Organizational knowledge captured and
shared internally and with key partners
and suppliers

35



Texas Nameplate: Measurement,
Analysis, & Knowledge Management

Look Back

Real-Time Dashboard ™ Pipeline Dashboard ™

Film 1404 MF

1 1 -lcE =arels
| '
B )| @ &
sum~ard  jchsisu~mary obsis_mmacy  jobs |soinrmey jubs
Metal Cut Screen Etch Paint
Ghea- Ganc
! | !
g0 Ly - g'

surn et JZBS ey ~mare  obs|o_mmacy job-|G_roimacy  jobc

- o N,
A REEai

—
.

v -
W
i .I II
i . ;9

Fress Ship

&

aim~are  jhs i mmacy k=

@
O

www.nameplate.com @ 36



Jenks: Measurement, Analysis,
and Knowledge Management

Key Measures (strategic objectives)
i U

Action Plans

1

Breakthrough
Improvement

Analyze factors |dentify and analyze
contributing to barriers to improvement
improvement
i L AL
Remove barriers to
Disseminate knowledge improvement
regarding contributing B
factors to breakthrough Pty Continue/Refine
Improvement improvement efforts




Jenks: Measurement, Analysis,

and Knowledge Management

Cycle Refinements Resulting from Data

Management

Process From To

Furchase Order Processing -4 days 1 day (2004
Hemote Desktop Assistance 1-3 days Online (2000%
;igcaenacgijal Applications Upgrade ta Microsoft. Met (Infarmation 12 days 5 seconds (2005)
["arehouse ifflrdering v days Dnline (2003)
Turnaround on Print Shop Orders 6-7 days _3-4 days (2002
scanning Student 1Ds inthe Lunch Line 20-25 zeconds 1-3 seconds (2004)
Mutrition Departrment Ordering Process 4 hours daily| 30 minutes weekly (1997
Campus Police Response Time 10-20 minutes 1-5 minutes (2004
Teacher Candidate Resumes 1-3 days Online (2004
JPSF Mini-grant Applications 1-3 days Dnline (2002
Frofessional Development Transcripts for Each Teacher Unce a year Online (2004)
Eus Fouting Program 1-2 days Online (2006)
IThA Wark Re fquests Sj.ratem 1-2 weeks 3 days (2003
Feports Process-Police Department 2 days 4 hours (Z2005)

Departments s how cycle time reductions for increased efficiency.

38



Key Excellence Indicators:
Workforce Focus

® Recognition of your workforce as
“Internal customers”

e Strong commitment to workforce
satisfaction, motivation, well-being, and
morale

¢ Reward system related to key
organizational challenges and
organizational performance

39



Key Excellence Indicators:
Workforce Focus

Commitment to training, education, and
development

Links between individual and
organizational learning

Empowered workforce members

40



Premier Inc.: Workforce Focus

Figure 2.2-1 Education and Learning Planning Process

Slep

Procass

LUnderstand organization's strategy, goals, and inibatives

IInderstama busmess goals ang resource needs

ldzrilify ana assess sklls and resourcas

|deniify gaes and develop improvementieducalion plans

-'-'-Jig*n FESOMICES and programs

easue

e | R | o e e | —=

Imerove
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Texas Nameplate
Human Resource Focus

Strétegic -P.'an

TCxAS HAMCPLATE COMPANY. [HE.
VWK AT H TR BT
1, 1
LICTANARLILA LR

Avoid lay offs

aaraban s o F e AR e e Ve ey it ity ey o Campa o
fu.llu:a-:u\ 1 v il g I.N\I..\W; wam sz e Jmu.suuh\

s Sz il g

¥ H - e e a1l i e nrm—u.. e sler e dvahe e fih 1=l ea, 3
e e p S I eve S Ig gt T Tz scoekioi s ul Lowea v e 373, Loy o vedecdlaavipondu: Ui diinic *Les

sl izhery il vimpasl s sl

T B

Calculated on monthly goals R S R
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more money alone: [ s nsenneensonns
time off with pay
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by el Ll fthnen ek n g B e e e
R e S e

Uian L o il e e pamnad anns

Tod om
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Key Excellence Indicators:
Process Management

Well-defined product/service, business,
and support processes

Focus on work systems and processes
that create value for all key stakeholders

Quality designed into products, services,
and processes

Focus on continuous improvement, cycle
time reduction, innovation, and
productivity

43



Key Excellence Indicators:
Process Management

Strong integration of prevention,
correction, and improvement into daily
operations

Partnering with suppliers and customers

Financial and other resources
committed to key processes

Prevention-focused but prepared for
emergencies

44



/—/

|

MESA Products, Inc.:
Process Management

T g Dy

N

g

,/"‘/Strategic Plan B

r’ Action Plans
Departmental Plans

\R — Improvement Teams /
\h__,/\_x___//

Do

eTest
eMake Changes
simplement Plan

/‘_h\\ ~
/

Plan Implementation
LEAN KAIZEN Events /

/ b

~\ —
kY

Plan

«Study Process

eGather Data/
Information

eEstablish Goals
eDevelop Plan

Check

e«Observe Effects
eMeasure Effects

Act
oEvaluate Results|’
*Study Lessons
Learned
eMake Changes/ " —. ——.
Adjustments_ / .
eResume / NCR/AR Process
Process \\ LEAN Events /"
\m___/\\__/’
o ST TN
// X
"”’Organizational Performance\_\\
Review \

| Internal/External Audits :.
Customer Feedback /
__ Employee Feedback /_J,/

\\ //
N PN A
‘k.\\_\__ _/ \\_\___ =
B 0 1 IP'VIUV (IR T WIS o .
\ /
7
/

Sak= s

\\x_ et N s L

Process Improvement Process
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North Mississippi Medical

Center: Process

APPROACH

Management

Process Design with CBCM Example

DEPLOY
DO

PD 1: External/Internal PD 2: Analyze/Prioritize PD 3: Develop Plans
Input * Datermine Standord of Care * Develop action plan
o |[CAHOD Core Measures L PEFFDFFT'I CPA [c|in'|v:|::| D-FdEF EEr:I
* Fatient Satisfaction > |* Engage Physicians & -|* Develop education plan
* Patient Safety Physician Champion * Fresent plans to team
# Financial Lass . Develnp Pl Team * Raviie
* Evidence-oosed Stondards * Gather process requirements
* Costhenefit analysis
CHECK ACT CHECK
PD 7: Results PD 6: Rellout PD 5: Align
* Evaluate bath inprocess & - * Implement education & -
outcome indicators action pluns nouse-wide

PD 4: Implement

* Implement education on
pilot unit

* Pilat action plan
(elinical order set)

* Review inprocess indicators
* Revise as needed |

LEARN @ |NTEGRATE = LEARN

46



Bama: Process Management

o : 3 B
Salzolm Balddze

National oD {i{]]fi
Quality —ah . COMPANIES, INC.
Awrard Panple Helptup Peaple Be Suceose)l

’m Bama's Value Creation System ‘
l‘

Secipieaf

Business Customer Service System
Opportunity » Relationships » Listening & Learning

Management = Fulfillment » Complaint Management

Process t

(BOMP)

Product Innovation Production/Services

: & Development Pilot Production
New Opportunity ¥

; Ideation

Internal
» * B 3

Target Customer Develipme nt Contract Mfg

4’ Commercialization ‘l' :
Project Acquisition

* |

Suppliers

x

Support Processes

QA Finance Supply Chain
Safety Human Resources Engineering
Six Sigma Maintenance Information Services




Monfort College of Business:
Process Management

2004 Award
Recipient

Committees
standardize processes
meeting key
requirements &
recommend process
improvements if

PDCA Cycle

PLAN

Committees develop &

review key
requirements

High-Quality
Undergraduate
Business
Education

CHECK
Committees review &
analyze key measure

results

DO
New processes
designed &
implemented based
on results of
planning process

‘

Kenneth W.

/) MONFORT

‘ College of Business
at the UNIVERSITY o f NORTHERN COLORADO
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DynMcDermott: Process
Management

y Value Creation Processes ™

» Crude Qil Acquisition (Fill Process)
« Drawdown Process

» Vapor Pressure

* Crude Oil Quality

» Maintenance Process

« Cavern Integrity

 Emergency Preparedness Process
» 1ISO 14001 Process (Environmental)
» Security

49



Sunny Fresh Foods, Inc.:
Process Management

e Standardization across sites

FDA and USDA regulated

e HACCP programs

¢ Key performance requirements
= Documented

* In-process monitoring
and verification checks

e Test and Hold

50



Sunny Fresh Foods, Inc.:
Process Management

(cont.)

Standard operating
procedures

Specification and control
limits

Explicit corrective actions

Weight, pounds

Product Weights
Cy=1.25 C,=4.42
P = 7
— Process Avg Spec Target UCL
LCL — Upper Spec Limit  — Lower Spec Limit

Process optimization

Sl



Key Excellence Indicators:

Results

Related to

Customer requirements

Key processes

Product/service performance
Strategy and action plans

Workforce needs

Financial and marketplace measures

Governance and social responsibilities

52



Key Excellence Indicators:
Results

racking of levels and trends

Linked to organization-level information
and analyses

Use of comparisons/benchmarks
Appropriately segmented
Actionable

33



MESA Products, Inc.:

Results

Customer Complaints

3.0%

2.5%
2.0%

1.5%

1.0%

T~
\

0.5%

Q\FA

0.0%

—

2001 2002 2003 2004 2005 2006

——o— All NCRs —e— Major NCRs — = MBNQA #1 —&— MBNQA #2
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NMMC: Results

ED/Surgical (CCU) Service Line - Tracheostomy

Ciutcomes
—_ [ o] (%]
VI~

&

&

- 'r:}:u:
0

&

L
—
.|
wZood =

02 03 0d 05 04 02 03 04
YT
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Bama: Results
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« Revenue Increased over 70% from 1999
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Over $300MM
Active New
Revenue
Opportunities

« /0% Increase in
New Target
Customers Added

Results

{ﬁfBama

« COMPANIES, INC.
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Texas Nameplate: Results

Emergency! Who We Are Phone #s Email Addresses
Employee Handhook Feadback Fun

Waathor Take a Break
Customers THC Wisdom

Human Resources Results

The New Hotrod
Dashboard Look Back

At Texas Nameplate Company, Inc., we use Chemical Etching, 5creen Printing, Photosensitive Anodized Plates, Metal Photo®) and other

sefected processes | to manulacture nameplates and other identification tegs and labels on Stainfess Steel, Aluminum, Brass, Vinyl, and

other sefected materials...for Ol Field Equipment: OENM: Valve Builders: Government Contractors: iViifitary: Fressure Vessel: Efectronics;

Trailers; Trucks; and custom requiremonts...with In-house Art and Tool & Die services...and 5-10 day delivery. We are ISO 92007:2000 & 160

MOU0T: 1996 Centified: a ULT {Undenvriters Laboratorias) Authorized Label Supplier; a Lockheed Wartin Star Supplier: and the only
nameplete matufacturer in the world thet is & Melcolm Baldrige National Quality Aweard Recipient.

Management Review of Data, Information, and Organizational Knowledge

Bielow you will find a current summary of our latest results and the next scheduled review date.

N aregular basgs, we review the cantent of aur Internat | ks nameplate com ) and of our Intranet {1 he MNew Hotrod ) pages.

Current Summary of Management Review of Data, Information, and Organizational Knowledge

THC Internet We bsile

ls Data
www.nameplate.com Isthe Page Isthe Data IsData on Is Data on IsData  Is Data on Is Data  Current Next
Page User on Page Page Page  on Page Page Inteqrity and Scheduled
hitp=//192.168.100.12 Owner Frendly? Accesslble? Accurate? Rellable? Secure? Confldentlal? Ewvldent?

Timely? Review

www.nameplate.com
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Texas Nameplate: Results

Next Level Leadership = = -
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Monfort College of Business:
Results

/ wa Ten Years of Improvement in

Qua 1ty

war

- Learning Performance

MCB ETS Overall Performance

2
=
c
]
3]
S
)
o

93-94 95-96 97-98 99-00

01-02 03-04

,,,,,,,,, ¢ MCB Percentile
National Mean

Top 10%
MCB Trend

24 percentile
increase in
11 years

Kenneth W.

/) MONFORT

‘ College of Business
at the UNIVERSITY 0 f NORTHERN COLORADO
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Monfort College of Business:
Results

Quality

Awar

y (L Value Leader

ﬁl MCB as a e-*

Comparing Expense of Education Quality,
Rate the Value of Investment Made

in UG Business Degree MCB Parent Survey (2004)
== VICB

Question Strongly
Top 2.5% Agree or

Agree
5 P[] ==us

Mean As compared with other 94%
2004)@ business programs in

op Colorado, MCB provides a
10% good value in business

(2004)8 education.
Linear

Kenneth W.

/| MONEFORT

‘ Collegeof Business

at the UNIVERSITY of NORTHERN COLORADO
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Robert Wood Johnson: Results

Five Pillars of Excellence

-

Service { .

RWJ UH H
Process Management , Quallty _

Measurement, Analysisi &

Knowledge Management

Strategic Planning , m
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Robert Wood Johnson: Results

Patient Loyalty: Food on Demand
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Bronson Methodist Hospital:

Cardiac Services % Market
Share

1999 2000 2001 2002 2003 2004 Jan-
Sept
2005

—4- BMH -l Competitor
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Premier Inc.: Results

Figure 7.4-4 Percent of Vacancies j |
Filled Internalky )
Good

FY2004 FY2008 FYI00EYTD

-- Fremisr welieeHerchmars

Figure 7.4-& Training Houwrs per Employes
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And a Few More Tips

Some words are flags -- “regularly,”
“frequently,” “often”

The empty assertion
Future tense doesn't get you credit

Inconsistent references to parts of your
organization, initiatives, and processes

“Disappearing” lines of service, customer
groups, workforce segments

Space-filler results
Too much white space
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Questions?

Thank youl!

Kay Kendall
keithjkayk@aol.com

67



