


Course Agenda

'Lean office overview

Lean to TQA

'Customers and values

'Definition of waste

'Value Stream Mapping (current ste
Implementing lean tools

'Value Stream Mapping (future stat

—a _&a _a _a _a _a_a_a

AGAaé PQLDSMEE R U °



Mal4 B=0 %

e d/ o=y =nq 4% -ghe) L4
=4 ™| =9l ogllko e Qxnamrss -
0 -l-%E r—-l— L ~ = N -IZ/E
. =d ™Mb o] (wekde 4 25] - 4
process)

Ae— I-IJI‘ %‘l—'"%E F o S"'TM%
. = J :I'HZJ‘I‘I |

= +%04 = |(westes) <




Waste Elimination

Business as Usual

Customer Customer

Contact Delivery

Lead-Time
Lean Systems
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Why Lean Office?
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What Is Lean Office?
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http://www.velaction.com/the-secret-to-successfully-running-a-lean-office-daily-management/
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Visual management

Visual Office — Examples




Visual management
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http://www.velaction.com/continuous-improvement-culture/

TQA model




Customer focus

3.1volce of customer

customer listening [current n potential]
customer satisfaction/dissatisfaction

3.2 customer engagement

service offerings

customer support

customer relationship/complaint
management
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n. N155uWvanA1 (CUSTOMER Listening)
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2. M3UsZIAUANMNNINEAuazANNRNWLTEIgNAY
(Determination of CUSTOMER Satisfaction and ENGAGEMENT)

(1)

mwﬁawa’lmmxmwgnﬁu (Satisfaction and ENGAGEMENT) ad@nsHi8n15

ot lslumsUsifuaNuNIwe laLasanuNNwUIavana H3nsianiifanuuean

=y o 1

finviua1y (355w 1vanan naNgnA1 uazaunain (%) N13UsSIUAINE A

k3

grsaumanansain Wigasvuausslimilani1aNAI RIS DYANAILAZES 1Y

'

anupnuivand ldagels

ﬁﬂﬂuﬁwﬂwﬂﬂLﬂﬁﬂﬂL'ﬁﬂﬂﬁ’ﬂJﬁu'ﬁiﬂ (Satisfaction Relative to Competitors)
avANIHATN1IE 19 [T lumstE s ETFUMARIUANNR YWD laTavanA1# e
avAnswWisuifisuduanuiswslevavandrvasauiifiaguay 89Ansfiifnis

=1

8879 (5 U5 LEN ST FUNAR LA NI lagavanaidaoavAns W ufiay

ﬁ’u’jxﬁumwﬁﬂwﬂwmgnﬁ’waﬂaﬂﬁﬂﬁﬁuﬁﬁﬁiﬂwﬁﬂﬁmﬁﬁﬁﬁmﬂﬁqnumaﬂ
FEAUWIHULALNIDNEAEYNTIH (industry BENCHMARKS) (*)

aulinowala (Dissatisfaction) 29ANIIABNIREN [SluMsUsTIUAN IR
walsavgnan msvszdiuaenan iassumeafisnansoiWlglusnaniansy
SUDIANNABYMSTANANA wasmwilaninanumeavissasanalaotnels

i | I k'



p
3.2 paowwnwugovanA (Customer Engagement): ovANsDIsMsosiwIsluns

QOUAUODANUAODNISIODGNANIWOASIANUWNWU  18:8510AEUWUS
(50 AuU)

TWedineisnsiesdnsimuanindnruasnalnmsiasnsineg inesivayugnal

&; = = »r a@F ot at ke
"a"".!ﬂ-l‘ﬂﬂﬂﬁﬂﬂﬂ‘]gﬂﬁﬂ‘ﬂdﬁ‘ﬂﬂﬂﬂﬂuﬁﬂﬂﬁ nA1

VNBINR 3.2
“euMLBIand” winefawsomuumevandmdavundyaniiuliiuieuasndaiusizes
pIANT ANBzIRIANNEMLTBNENA NI TITanAuazAanuinAravgnA [ild A
winlarasandlumaihgiie uaspeegsteiueedns arsudnlemasandlunsaivayuuas
uuzthivinsamonaniusiliaudulesin




Value Creation to Loyalty

lrcreased-Share—
Referrals of Wallet

Repeat Buying \/
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Satisfaction
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MisioiuuMmsufjuams (Operations Focus) (100 A:uu)
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Suppliers

Process

Outputs

Customers




Adverse Event
Error
Non Compliance

KPI Monitor Self Assessment

Risk/

Failure Mode/ Alm/

ool improve
Challenge/ Goal Design Improve

Customer need/ oua
Context Objective/
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Eliminate Waste

Put on Customer (Glasses
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Value Creation to Loyalty

lrcreased-Share—
Referrals of Wallet

Repeat Buying \/
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Necessary NoAddmEde\ctivities

i a0ax-~EAOCUOT U@H ¢ a
i U-éalvaodoAdéal aang-i =6

alYay&ﬂ“OyUzC|EEoA
OaeéeEeéd O dUBA-64a0A

TAUUGOGEAA4ODH yU» UAé 6 a
AC6i UO YVE-U A6ag@dcCo
yE-61 U-06006¢@B6¢aolyY




Value Added vs. Non-Value Added Activities

» Value Added (VA)
™A% | Phe-custoins isyvilling to pay for it
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» Non-value Added (NVA)
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Consumes resources, but does not add value to the product or service

» Necessary Non-value Added (N-NVA)
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QS 9000 or customer standard
Government regulation
Current state-of-the-art work method or technology
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Defect & rework

Over production
Waiting

Not using staff talent
Transportation
Inventory

Motion

Excessive processing
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Principle Two
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Principle Two
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3. Waiting: |dl
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