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Advanced KAIZEN course
* (KAIZEN Management)

April 30 to May 3,2018

Uzbekistan Japan Center
JICA

Vision and Mission of This Course

All participants become familiar with KAIZEN concept and
methodologies, and apply them to their day to day operations in both
factory shop floor and office in order to achieve business growth.

Identify the problems or challenges in the operation and come up
with ideas for KAIZEN and apply them through team work approach.




Introduction of Lecturer

Name :  Mitsuo Tamada, JICA Expert ,EBRD Senior Industrial
Advisor
Email address: mitsuo.tamada@truspire.com

Company : Truspire Co,. Ltd. (www.truspire.com)
Experience : (1) 30 years Japanese textile company
International Business, Marketing & Administration
(2) 3 years in Textile/garment factory in Africa
(3) 12 years consulting in Kaizen, Production/Operation,
Sales Management, Marketing in various countries.

Schedule/Table of Contents

Day Session Topics Slide No.
1 1 - Introduction of KAIZEN 5
(Continuous Improvement)
2 - KAIZEN Case study 22
2 3 - Total Quality Management (TQM) 39
4 - TQM Company-wide approach 50
3 5 - Quality Control (QC) 59
6 - Quality Control (QC) Circle 72
4 7 - Shop Floor Improvement (IE), Visualization 100
8 - 5S and 7 Wastes 134
5 9 - KAIZEN Master Plan 177

10 - Rules of KAIZEN 182




* Introduction of KAIZEN

(Continuous improvement)

* KAIZEN

KAIZEN is derived from the word “KAI” which means
to “improve” and “ZEN” means to * make it better”.

Kaizen is synonymous with “Continuous
Improvement”.

Kaizen is written in Japanese letters as below

Z(KAI) Z(ZEN)




Points in Kaizen

Bottom up, and Top down approach

Management Acceptance/Commitment
= Implement any idea.

Tools/Methods are necessary to find
improvement opportunities.

= ECRS (Industrial Engineering: IE)

= Motion Economy, Time Study

= 7 Tools in QC Circle Activities

= 55

= Elimination of 7 Wastes (One of TPS principles)

= TPS (Toyota Production System) Principles

Tools are from Production/Quality Management.

KAIZEN Organization in a Heavy Industry

= KAIZEN Committee (5-6 people) in each section
= Evaluate proposals; Platinum, Gold, Silver, Bronze (Incentives)
= Cost reduction,
= Better safety,
= Better working environments, etc.
= Implement them and review periodically
= Budget preparation
= Publication
= Proposals from all workers (Engineers, Staff, Workers)
= Group/Individual
= Problem, How to improve, How much....
= Current situation/Future situation (Before/After)
= To suggestion box or Committee directly




* PDCA Kaizen

Kaizen is being implemented through PDCA cycle.

Management
Cycle

* SDCA cycle

S: Standardize, D: Do, C:Check, A:Action

~Problems: Production of defective goods, customers’
complaints, etc.

~Management to find out root causes of such problems.

~Management to adjust procedures to rectify these
problems.

10




* SDCA cycle

= SDCA cycle to standardize work procedures to avoid
problems.

= PDCA cycle to raise standard level for further
efficiency.

‘Action’ stage in both cycles is to aim to 1
standardize and stabilize work procedures.

11

* SDCA and PDCA cycles

= Relation of SDCA and PDCA cycle

= an

AR @p [\
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Kaizen by PDCA

1. Plan - to identify and analyze the problem

The first step in the PDCA Kaizen event is to choose
an area that offers the most return for the effort and
will be the biggest bang for your buck — that “Low-
Hanging” fruit.

Tools to be used :-

Flow Chart ( or Process Map)

Brainstorming

Fishbone analysis (cause and effect diagram)
Customer Survey

Quarterly Reports etc.

5 Why analysis

VVYVYVYY

13

Kaizen by PDCA

The following questions may also stimulate
idea about the problems identified.

1. Is TAKT time ( i.e. customer demands and net
available time ) known and understood?

2. Are the processes or process standardized so the
process output is predictable?

3. Are the processes or process standardized to best
practice ? And if so, is there a systematic process for
improvement?

4. Are the processes or process simplified for easy cross-
training or visual communications?

14




Kaizen by PDCA

5. Is there a capacity issue with the process?
6. Is there a process throughput issue?

7. Will people, material,, and/or data flow more

continuously ( i.e. without the waste of excess
delays, motion, etc.)?

8. Can people, material, and/or access to data be

located in a more efficient location?

15

Kaizen by PDCA

2. Do — develop and implement a solution

Implement the change you decided on is the ‘Plan’
phase. Communicate to everyone affected by the
change what is happening.

Tools to be used :-

» Countermeasure Kaizen Log

» Failure prevention analysis (Mistake proofing)
» Training plan

» Gantt chart

16




Kaizen by PDCA

The following questions may also stimulate ideas
about further developing a solution and/or implementing
a trial.

1. Are the temporary resources available to ensure the
customer ( i.e. client, patient, etc.) is not affected by the
trial, similar to a doctor’s credo of ‘Do not harm’ ?

2. Are standard methods being used and documented to
ensure uniformity in the overall improvement project ?

3. Are the adequate visual controls to identify problems if
they are still occurring ?

4. Is data being collected at the process level that is related
directly to the improvement ( and made visible, if
appropriate ) ?

17

PDCA Kaizen

3. Check — to evaluate the results
( What was learned and/or what went wrong? )

Once you have implemented the change for a short ’
time, you must determine how well it is working.

T

[ Is it really improvement you had hoped ? ]

Monitoring to gauge the level of improvement
» Impact maps
> Run charts

18



Kaizen by PDCA

The following questions may also stimulate ideas
about what went well and what needs to improve ?

1. Did the visual controls work ? (Visualization: to share
information among members)
appropriate level?

3. Has the data supported the improvement(s) ?

2. Did the standard work procedures get documented to the

19

19

Kaizen by PDCA

4, Act - to adopt and/or update the necessary
standards, abandon the process change, or run
through the cycle again.

Planning

Implementing

g

Monitoring

I«I

Evaluation

\

Create new strategy]

N\

{ Continue

20



Kaizen by PDCA

The following questions may also stimulate ideas about
what more needs to be done.

1. Have Standard Work procedures been created for
improved process ?  Are they visual, easy-to-use?

2. Has a timeline been created to roll-out the improvements
to other areas or departments (if appropriate)?

3. Is everyone being trained to the new process ?

4. Is data being collected and analyzed (i.e. control charts,
etc.) with the improvements over a 7 — 30 — 60 days
window to ensure the PDCA Kaizen Event improvements
are sustained?

21
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KAIZEN (Case study)
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KAIZEN (Case study)

1. Process: Weighing liquid
2. 20kg can was handled by hands before. Air
balancer helps bring up the can and pour
liquid to weigh now. Woman handles the

operation now.

KAIZEN (Case study)

Air Balancer Sucker with Spike (To keep safety)

can has been prevented.

1. Process: Weighing liquid (Air Balancer)
2. With spikes in Sucker, accidents of dropping the

24




KAIZEN (Case study)

Place of Container Cart (Improve efficiency)

1. Process: Weighing of raw materials
2. Big sign board to show which production tank uses the
raw material is put up the container cart in order to

eliminate mistakes.

25

KAIZEN (Case study)

Dissolution Tank Lid (Improve safety)

1. Process: Heat dissolution of raw materials
2. The lid of the tank is 80°C. When it is opened handle of the
lid is used with help of balancer to reduce the heavy weight of

the lid.

26



KAIZEN (Case study)

Bar code checker (Improve efficiency and prevent contamination)

[LI @ Sk T
52,80/ AIIHTINN
{/dEET4)  WANDNRIGY |

1.Process: Bulk transport out
2. Barcode label is put on the movable tank to filling
process and checked by barcode reader before handling.

27

KAIZEN (Case study)
Pipe integration (Improve efficiency)

1 Process: Transporting Lotion Bulk (Liquid)
2 Many pipes are integrated in one place and selection and set-

up of which tank for which filling line is handled efficiently.

28




KAIZEN (Case study)

Sign Board of Product (Improve efficiency)

dU AT ARy
af B FAWPOV 750005] =

¥ %000

1. Process: Forming and packaging

2. To reduce the careless mistakes color of
current product producing and
specification of the product is visually
shown on many sign boards.

29

29

KAIZEN (Case study)

(Hook for Hose to wash filling machine and parts (Improve
sanitary conditions)

1. Process: Filling
2. Hose to wash filling machine and
parts were on the shop floor ground.
The hook to hang the hose in order to
keep the edge of the hose from the
ground was set.

30




KAIZEN (Case study)

Guide to turn the product (Improve efficiency)

1. Process:Packaging
2. In packaging process product is
turned by a simple guide without
worker’s involvement.

31

KAIZEN (Case study)

Seal part cooling after filling into tube (Improve quality)

1. Process: Tube product filling
2. Spot cooler and air nozzles cool down the seal
parts which is attached by heat. Quick cool down
of the seal is good to keep the strength of the seal.

32



KAIZEN (Case stud

Attachment of product filling line (

A ) (Improve efficiency)

1. Process Filling of liquid type product

2. Set-up and adjustment which required
changes and adjustment of guide and parts,
took a lot of time. Use of transporting jig
eliminates such cumbersome set-up work.

33

KAIZEN (Case study)

Cart for lipstick bulk transportation (Improve efficiency)

Roller process (Discharge)

1 Process: Lipstick production

2 Cart is used for getting raw material
discharged from roller and charging it to
dissolving process for recycling. Efficiency is
improved and work load is decreased.

34



KAIZEN (Case study)

Set-up of packaging (Improve efficiency)

1. Process: Packaging
2. In order for stable operation, set-up for
changing the product requires precise
dimensions of various areas. Dial gauge and
parts are pre-set for the set-up. Set-up time is
reduced.

35

KAIZEN (Case study)
Sign board for sterilizing basin (Improve efficiency)

1. Process : Sterilizing parts of filling
machine

2. Water-proof reusable sign board which
has necessary data for operation prevent

mistakes in operation.

36




KAIZEN (Case study)

Color sheet for classifying products Improve efficiency)

[ TR o EET T
r"' ¥
L N

1. Process:Forming
2. Powder foundations and lipsticks
are palletized and stored in warehouse
after forming process for a while.
Color sheet is used to identify the
color of the products on the pallet to
prevent contamination.

I +¢-¢4+4+,_
L = g
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KAIZEN (Case study)

Inventory control sheet (Improve efficiency)

1. Process: Warehouse of sub-materials (Label,
Cap, etc. )

2. Control sheet is used to keep track of various
sub-materials precisely. Each sheet is for one
sub-material. Receipt and shipment of the
material is recorded at the warehouse.

38




*I Total Quality Management (TQM)

39

39

* Strategy + Operational Effectiveness

e Superior Performance
¢ Unique company

‘ Operation

‘ Operational Effectiveness ‘

. -

Japanese Production Method

Total Quality Management perspectives
(Plan-Do-Check-Action cycle)

40



Operational Effectiveness

= Operational Effectiveness has been developed
through Japanese Production Control Method.

= Toyota’s way is known most.

= Applicable not only for production sites but also for offices.

= Team approach

= BPR (Business Process Reengineering) principles

are all from Toyota’'s Method.

= Strategy with operational effectiveness really
differentiates the company from the competitors.

= Production & Quality Management is the core of

operational effectiveness.
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Functions Related to Production

— —» Product Design

“—| Process Design

= = = ———_———

Dispatch/training of

T
1
1
|— >
Demand Forecast | 1 Workers
- 1

0 »| Purchase/Test run of
Machine & Equipment

f—p

| Marketing/Sales |

Logi

Distribution/

stics

L —[ production Plan |——-| Material Supply |

Manufacturing
(Processing/
Assembling)

— : Flow of Goods = = »: Flow of Information
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Key Performance Indicators

KPI in Production Management:

Quality e Defect rate, Claim (Complaints) rate
. * Rate in due, Production Lead Time
De“Very e Total Lead Time
Cost e Labor cost, Material cost, Subcontracting
« Depreciation, Indirect costs

‘ Customer needs are the starting point of Production/Quality Control.

Q: Quality of Supply Side
D: Delivery of Supply Side (LT)
C: Cost of Supply Side

Production
/Supply

Use/Consume

Customer

Q: Quality of Demand Side
D: Delivery of Demand Side (LT)
C: Price of Demand Side

43
Areas of Production and Sales Management
N~ 4
R
D T T T T T 1
L s :
1 :
1! Production Planning |# |
yYv H 1
Product Product |[: : . Distribution
Planning Design #% Purchasing | Production Sales Logistics
i il Sales Management
Cost Quality
Control Control

Shop Floor Control
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Support Office

W Meeting preparation
B Meeting memo
m Coordination

+ Quality Issues

Management
Operations

Customer Contact Center
Call Center

Typical TQM Organization

Executives

m Clearly show the company’s decision
B Handle the entire situation and provide

appropriate instructions

B Quality Target

o A
-Directions -Report
v

TQM Committee

A
* Instructions » Reporting

v

Small teams (QC Circles, for example)

Perform daily activities based on
the company’s decision

Judge and give instructions to
individual Cases

Report to the executives
Evaluation
Implementation
Training and Education
Events

Publication
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industry.

= QC Circle

= Theme: Why so many nurse calls?
= Fish Bone Chart: Meals, Treatments, Nurses, Nurse call

Case: Iwakuni Medical Center
= TQC is not only for manufacturing but also for service

= Iwakuni Medical Center: 160 beds, 18 doctors, 275 staff
= NDP (National Demonstration Project on TQM for Health)

Position----- Major Causes

= Solution alternatives: Do not forget the time to treat

Prepare meals quickly
Fix nurse call position
Improve staff motivation

= “Reduce nurse calls by frequent visits to the patients”
= 825 calls/week ---> 543 calls/week
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Case: Quality119 (A subsidiary of Panasonic)

Quality Center
Customer Contact Center Quality 119

To 1,700 all staff

Quality matter:
*Quick response
*And Preventing it

47
47
Quality Management System (Clinical Laboratory)
Management Committee Quality Management Commiittee|
(Quality Management Meeting)| +QC Manager ¢ Q
+Top management :IS_?IES
:gé:ler:?::r?:;er «Other department managers
:{I’_n?lanagerf Analysi Resolve quality issues.
[charge of fnayss Respond to claims. Customer
Evaluation
Implementation
Training
Events
Publication

Dealer/ g

Sales Company E

‘ CRM ‘ Quality 119 % Customer Contact Center
Call Center

48

48



PDCA: Quality Management

Management=Plan-Do-Check-Action (PDCA) Cycle ==)
e.g.

’ Target: 50% decrease of mistakes in the process |

Conduct OJT
OJT Training in operation | - - | OJT not as being planned

| Assign assistant trainer |

‘QC start with education/training and end with education/training. ‘

49
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* TQM- Company-wide approach
|

Product Planning

Product Design/Process Design
Production

Sales

After Sales

AN
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TQM (Total Quality Management)
Key Words

= Company total
= Total employee involvement

= All departments, Not only by production and Quality
Management department

= Integrated system
= Customer focused
= Brand means ‘Quality’.
= Quality = Management quality
= PDCA (Plan-DO-Check-Action) cycle
= Continuous improvement efforts (KAIZEN)
= Top-down and bottom-up
= Policy by the top, commitment
= Idea from people close to the operation

= Manufacturing sector + adapted for use in almost every
type of organization.
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1 . PrOd u ct Pla nn i ng >;;ﬁ?%>}§§gﬁ§>>dudion>ales>>er Sales

= Market Needs Analysis
= Set/Define ‘Quality’

= Basic Quality

= Functionality
= Example: Universal design
= Packaging is also quality.
= Effectiveness
= Cutting place to open (Additional process): Customer’s view
= Design to attract customers

= Product Life
= Product Design

= Seeds Approach, too (Sony (Old days), Apple)
= New product proposal to customers
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Product Product
Planning sign & duction ales r Sales
cess Degk

2. Product Design and Process Design

Design to manufacture easy.
= Assembly: From the bottom up and the inside out

= Bad design:
- Mistake in planning of a seminar
- Project design in consulting -> Use of old proposals
- System design phase

Much of the costs of manufactured product are
influenced during the design phase.

= Specify standard materials, parts and processes.

= Parts: Market standard: least expensive

Industrial designer would be involved.

Include elimination of wastes concept in process design.
= ECRS principles
= Fool-proof
= Work with gravity
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3. Production =) T e

Put quality at the source.
= Each process defect rate should be minimized(zero).
= Purchasing, factory production shops, warehouse and shipping
= Preventive maintenance
QC process
= Defects definition
= QC Charts, Fish Bone Charts
= QC Circle
Standard Operation
= Standard Operation Sheet
= Stop-the-line in trouble
» Education and training
Process Capacity

= Mistake-proof
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Product Product
4 . Sa Ies Planning Siglg & duction ales er Sales
cess De:

sStandard Operation
= CRM standardizes the sales operations.

=Mistake-proof

=« CRM provides proper information to the sales
= Inventory availability
= Recent product information

= Connection to the engineer/back office at the customer
site

55

Case: CRM (Customer Relationship Management)

| Develop long term relationship with the customers ‘
using IT
¢ Use integrated customer information (=Customer DB),

¢ Provide service which meets exactly to the needs of a customer (=One-to-One Marketing),

» Increase customer satisfaction by responding to the customer continuously and thoroughly.

— CRM definition by Gartner Group

CRM involved capturing customer data from across the enterprise,
consolidating all internally and externally acquired customer related
data in a central database, analyzing the consolidated data,
distributing the results of that analysis to various customer touch
points and using this information when dealing with customers via
any touch point.
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e Progiuct& uction ales r Sales,
5. After Sales ""“>>>>d “ >“ >>E =

Guarantee

70% of the customers who have complaints will
remain customers, if the complaints are
resolved.

Call Center (CRM) -> Communication Center

= Claim is an important source for improvements and
new products.

Warehouse control and shipping control

5
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After sales: Traceability
= Claim

= Product X

= Lot NumberY

= Defect Parts Z or Defects areas

= Traceability

= Trace production record/history to identify the
problems. (Date, Lot, Parts, Conditions)

= Lot Number
=« Example: AX3=2010.12.03 production
= Recall = reliable maker (costly)
« Identify other possibilities in other products.
= Recall the other products, too.
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*. Quality Control (QC)

59
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* QC: Definition

= Total Quality Control (TQC) may be defined as

“ an effective system for integrating the quality
development, quality maintenance, and quality
improvement efforts of various groups in an
organization so as to enable production and
service at the most economical levels which allow
for full customer satisfaction.” (A.V. Feigenbaum)

= Statistical Quality Control (SQC) is the
application of statistical techniques, in all stages
of manufacture, toward the most economic
manufacture of a product that is maximally
useful and has a market. (W.E. Deming)
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Quality: Definition

= Quality = Quality of Management (not just
quality of product)

= Quality = The level of quality at which customer

is satisfied
= Design/Define Quality

= Quality Characteristics

» Size/dimension, Purity, Strength, Appearance, Life span,etc.

= Unit
« Each, 10 cm, etc.
Measure

= How to measure ‘Quality’, Sampling, Specimen, etc.

Defect/Fault definition
= Allowance ranges
= Guarantee

= Service, Claim process, Warranty, etc.
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Quality Definition in a Company

Quality For To Responsibility

Quality Standard Control Production Production Manager
Process Process

Quality Target Improvement | sResearch and | = Top Management

Development | , R & D Manager
=All employees

Quality Assured Customer Customer Sales Manager
Satisfaction + All others

Inspection No Defects to | Inspection Inspector

Standard the customer

62




Quality inspection at a textile company

Inspection for color Inspection for size
measurement

63

Quality inspection at a textile company

Needle/metal detection Inspection for stitching
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Quality inspection at a textile company

Quantity per style

Quantity to be checked

No. of defects tolerated

Less than 500 pieces 40 1
501 to 1000 pieces 80 3
1001 to 3000 100 4
3001 to 5000 120 5
Over 5001 140 6

In case the defective quantities are more than the above tolerated
quantities, all the quantities of the item are to be inspected and
delivered with final quality inspection sheet and report for quality
improvement signed by the manager.
In case there is no quality improvement observed, business with such
suppliers has to be terminated.
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Quality definition (Product Quality)

Eight dimensions of quality

«Performance: main characteristics of the product or service.

oAesthetics: appearance, feel, smell, taste.

oFeatures: extra characteristics (convenience, high tech., etc.)
«Conformance: how well a product or service corresponds to design

specifications.

«Reliability: consistency of performance
«Durability: the useful life of the product or service

«Perceived quality: indirect evaluation of quality (e.g. reputation)
«Serviceability: handling of complaints or repairs.
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Quality definition (Service Quality)

Seven dimensions of quality

«Convenience: the availability and accessibility of the service
«Reliability: the ability to perform a service dependably, consistently,
and accurately.

«Responsiveness: the willingness of service providers to help
customers in unusual situations and to deal with problems.

«Time: the speed with which service is delivered.

eAssurance: the knowledge exhibited by personnel who come into
contact with a customer and their ability to convey trust and
confidence.

«Courtesy: the way customers are treated by employees who come
into contact with them.

«Tangibles: the physical appearance of facilities, equipment,
personnel, and communication materials.
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Responsibility for Quality

All members of an organization have some responsibility for
quality, but certain parts are key areas of responsibility.

«Top Management

Top management has the ultimate responsibility for quality. While
establishing strategies for quality, top management must institute
programs to improve quality; guide, direct, and motivate managers and
workers; and set an example by being involved in quality initiatives.
Examples include taking training in quality, issuing periodic reports on
quality, and attending meetings on quality.

«Design

Quality products and services begin with design. This includes not only
features of the product or service, but also it includes attention to the
processes that will be required to produce the products and/or services
that will be required to delivery the service to customers.
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Responsibility for Quality

o Procurement

The procurement department has responsibility for obtaining goods and
services that will not detract from the quality of the organization’s
goods and services.

o Production/operations

Production/operations has responsibility to ensure that processes yield
products and services that conform to design specifications. Monitoring
processes, finding and correcting root causes of problems are
important aspect of this responsibility.

o Quality assurance

Quality assurance is responsible for gathering and analyzing data on
problems and working with operations to solve problems.

o Packaging and shipping

This department must ensure that goods are not damaged in transit, that
packages are clearly labeled, that instructions are included, that all
parts are included, and shipping occurs in a timely manner.
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Responsibility for Quality

o Marketing and Sales

This department has the responsibility to determine customer
needs and communicate them to appropriate areas of the
organization. In addition, it has the responsibility to report any
problems with products or services.

o Customer service

Customer service is often the first department to learn of problems.

It has the responsibility to communicate that information to
appropriate departments, deal in a reasonable manner with
customers, work to resolve problems and follow up to confirm that
the situation has been effectively remedies.
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Group discussion

= What does ‘Quality’ mean ?

= State and evaluate your organization’s policy
for quality, and suggest improvements to the
present approach.

71

* Quality Control (QC) Circle
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Quality Circle (1)

+

o Quality circles were originally associated with
Japanese management and manufacturing
techniques. The introduction of quality circles in
Japan in the postwar years was inspired by the
lectures of W. Edwards Deming (1900- 1993), a
statistician for the U.S. government.

o Quality circle is one of the employee participation
methods. It implies the development of skills,
capabilities, confidence and creativity of the people
through cumulative process of education, training,
work experience and participation.
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Quality Circle (2)

:

It also implies the creation of facilitative conditions
and environment of work, which creates and sustains
their motivation and commitment towards work
excellence.

Quality circles have emerged as a mechanism to
develop and utilize the tremendous potential of
people for improvement in product quality and
productivity.
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Quality Circle (3)

+

Quality circle is a small group of 6 to 12 employees
doing similar work who voluntarily meet together on
a regular basis to identify improvements in their
respective work areas using proven techniques for
analyzing and solving work related problems coming
in the way of achieving and sustaining excellence
leading to mutual development of employees as well
as the organization.

It is™ a way of capturing the creative and innovative
power that lies within the workforce.”
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Quality Circle (4)

Quality circle is a people — building philosophy,
providing self-motivation and happiness in improving
environment without any compulsion or monetary
benefits.

It represents a philosophy of managing people
specially those at the grass root level as well as a
clearly defined mechanism and methodology for
translating this philosophy into practice and a
required structure to make it a way of life.
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Quality Circle (5)

o The Quality circle philosophy calls for a progressive
attitude on the part of the management and their
willingness to make adjustments, if necessary, in
their style and culture.

o Itis bound to succeed where people are respected
and are involved in decisions, concerning their work
life, and in environments where peoples’ capabilities
are looked upon as assets to solve work-area
problems.
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QC 7 Tools

= QC circle uses tools and natural data.

= Seven Tools are:
= Histogram
= QC Chart (Control Chart)
= Cause Analysis (Fish Bone Chart)
= Pareto Analysis (80/20 rules, ABC analysis)
= Graph
= Check Sheet
= Scatter Chart

= Number of QC Circle members: 5-6
= Themes:
= QC

= Improvement in productivity, operation, delivery, safety,
communications and morale.

78



Data Class/Data Layer

By what data is collected?

= Time: e.g. AM, PM
= Worker

= Material

= Machine

= Method

= Condition

To find the real problem.

79
79
= Powerful tools for quality activity by small group
] 7 tOOlS Pareto chart Histgram Cause-effect diagram
1. Cause Effect Analysis
(Fish Bone Chart)
2. Histogram
3. Pareto Analysis
(80/20 rules, ABC analysis) =l
4. QC Chart (Control Chart) Sontor s heok shet Soatfont
s, Graph (Stratification) ° e'g""”. o, Milzls
s Check Sheet es" ottt V\/\I\
7. Scatter Chart eos® o7 # L1
oo 0 0
ceoe el 7 v 7 m
LK ] F A
Control chart
A A
oo v
80
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* No Intentional Data for QC (1/3)

= Experiment 1: The most favorable number in 0-10?

= Experiment 2: Flip a coin ten times and count the
number of heads?

Draw Histogram

= Experiment 1: Intentional
= Experiment 2: Natural
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No Intentional Data for QC 3/3)

= QC uses only natural data, which distributes.

= Processes in the factory provide distributed data,
which are not intentional but natural.

= Watching natural data which reflect the current situation of the
process are the starting point of improvements.

= Even if you follow the standard operation, the results are
different. “Variability”
= If you get 10 heads in ten toss-ups, you may think
that the coin is suspicious, although it could happen.

= In QC, if such a thing happens (probability like three
out of 1,000), we think that something happens in
the process. Such a situation is called ‘Over Control
Limit'.
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Check sheet

Head T gmy B A A 25 A s Y 2

oteial 7 AL ) A RN 30
Screw Wy // V4 10
e | / / >
Scar / / / 3
Other / / 2

Pareto Analysis (80/20 rule)

Objective: Identify the most defect case and solve it one by one.

T %
100 fovmeeeee e - * Y axis: Quantity, Loss amount($), etc.
Bl .« X axis: Defect, Situation, etc.
80 |,
. Defets  Quantty
o 50 Head parts defects 50
3 ‘ Raw materials defects 30
g Screw defects 10
Wrong length
g %g £ g § % Scar 3
g &3 5 % @ Others
A Total 100
e &4
&

Defects




QC Process

Production/Service
Process

t

(A) Process Control

Random Sampling
O Sample

Data |

With Variability

(B) Sampling Inspection

Quality should be built in each process.
(Process is controlled by ‘quality’ data)
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5 units from each lot were chosen to measure the length
L (20+0.1). The chart below shows X-R Control, based on

QC Charts

the recent data covering 20 lots.

(1/2)

L

20mm=0.1mm +—

Lot Measurement X R kvl

001 1996 2004] 2000] 2006] 1999 20010 0100 © X Control Chart

002 2004 2001 1998 | 2000 1999 20004 | 0.060 X = 20.001

003 1999 | 2003 2001 2002 | 2001 20012 | 0,040 — _

004 1997 2003 1995 2002 | 2000 19.994 | 0080 UCL=X+A2XR

005 1997 | 1997 1996 2004 | 2002 19.992 | 0080 = 20.00140.577x0.084
006 1999 | 2005 1995[ 2001 1997 19994 | 0100

007 2003 | 2000 2001 2000 |  19.99 20006 | 0.040 =20.049

008 1998 | 2007 2001 1996 | 2001 20006 | 0.110 = =

009 2005 1999 1994| 1994 1997 19978 | 0110 LCL =X-A2XR

010 2000 2000 1997] 1996 1997 19980 | 0040 = 20.001 —-0.577 X 0.084
011 2004 | 1996 | 2005 | 2001 20,06 20024 | 0.100

012 1994 1997 1997 | 2000 19.99 19.974 | 0.060 =19.953

013 2003 | 2007| 1995| 1996 2004 20010 0.120 © R Control Chart

014 2005 2005| 2006 | 2003 19.99 20036 | 0.070 O

015 1993 | 2000 2000] 1998 | 2005 19986 | 0120 R = 0.084

016 2000 2001 2010 | 2002|2006 20026 | 0.060 =

017 1996 | 2005 2005| 2004] 1999 20002 | 0,090 UCL =D4XR

018 2007 1994 | 1994| 2000 2004 20012 | 0.130 =2.114X 0.084 = 0.178
019 1905 | 1997 1997] 1999] 1993 19958 | 0.060

020 2005] 1995| 1995| 1998 2006 20020 0.110
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QC Charts (Control Chart)

Shewhart X-bar and R & S control chart

X QC Chart

(2/2)
¢ With Control Limit Lines
» Controlled State v.s. Out of Control

<«— limit

*/\x 5
NS AN WA

\ /

— v

+ <« limit

UCL(20.049): Upper Control Limit

CL(20.001): Center Line

LCL(19.953): Lower Control Limit

© The number of Data
and coefficient of

each lot
The number
R QC Chart of Data A2 D4
x UCL(0.178) 2 1.880 | 3.268
r— A A \ 7 3 1.023 | 2574
A\ AN \ £ \/ 4 0729 ] 2282
\/ NNV /Y 5 0577 | 2.114
Y V 0
.
87
Scatter diagram
(Positive function) (Negative function) (No relation)
y A A
o ]
1) L Y
o0
2 Jot & ®0% s ° 00,
S 00% 0 S| el LA I
= N ) =3 000 [ Y L
= 00, 0,00 Y R
® °0 o % 000
e 0 LT
» X > >
Defects Exercise
9
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Case: Chocolate Factory
Pin hole is the most serious problem. Filling
Data collection is the key. Machine

Y Nozzle should be

(—Y—) L '_J Chocolate
checked. ! ! {

QC Chart e

::> QC Chart

No. of pin holes
by nozzle

No. of pin holes
by machine

Machine problem?
Defect caused by a nuzzle
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Cause Analysis: Mind Map

Brain Storming

Brainstorming is used to generate a high
volume of ideas with team members’ full

participation.

It is FREE OF CRITICISM AND JUDGEMENT.

No idea is criticized !
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Cause Effect Analysis
5M (Man, Machine, Method, Measurement, Material)

5M = Input for production/services

| 5M | Description

Man Cause Factor of In-charge, Management, Partner
Machine Cause Factor of Machine, Equipment, Tool, Facility,
Room, Chair or Table
Method Cause Factor of Technology, Operation Procedure,
How-to-do

Measurement  Cause Factor of Collecting information, Confirming
process, Measurement of the result

Material Cause Factor of Material to be processed
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Cause Effect Analysis
5M (Man, Machine, Method, Measurement, Material)

Health

Man
old
Backache
In-ch

arge

| Machine

Seminar

\ » can not
/ be held.
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Cause Effect Analysis

5M (Man, Machine, Method, Measurement, Material)

Man | | Machine |
Qualification Installation Age
Sta .
Certificatiol Line "
Base
Designer Station pe Connection
» Errorin
Collection o Telecom
3G complaints p
ADSL- Measuremel
of results
o
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Cause Effect Analysis (STAR Chemical)
5M (Man, Machine, Method, Measurement, Material)
Ag
Experience Cutting l‘—)
ificati Operation Age Maintenance
Qualification Staff
Certification anager Stampingx—> Checking
Age
Maintenance C person Mold Jig
Staff/Engi B
afi/Enginesr Misshaped
> Soap
Temperature
Environment QC Spec (Defect)
Natural
Process Checking process——>
Sequence
Definition_of .
Control Defects Chemlcai—e—)
Technology
Organizatio
(Team) Measurement ‘ | Material |
94
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Cause Effect Analysis

5M (Man, Machine, Method, Measurement, Material)

Man | | Machine |
Qualification Installation Age
Certificatio Line "
Base
Designer Station

pe

3G

ADSL-

\4

Collection o
complaints

Measuremel
of results

p

Problem
identified
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Effectiveness of QC Circle

= Defects decrease

= Continuous Improvement
= Members capability up

= Leadership

= ? (Another important one)

96




Case: Honda

= 1971: QC Contest was started.

= 1972: NH Circle - ‘Now’, ‘Next’, ‘'New’ Honda
= Focus on not only the results but also the processes
= Develop teamwork/communication in working place
=« Improve morale

= Now worldwide QC Convention

97
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Case: Toyota (1/2)

= 1965: TQC implementation was started.
= Production efficiency was increased

= No. of employees 2 times more and production 7 times more
than 1955 when Toyota Crown sales had started.

= However, quality not so satisfactory
= Lack of education and training
= Manager’s capability still premature
= Less communication among the departments
= Quality: competitive factor
= QC Circle = Education & Training -> Develop employees
= Top management defines the quality target
and makes all employees understand it.
= Functional cooperation is required among all the
departments

= Improvement ideas in the shop floor are from QC Circles.

Idea was from Peter Drucker
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Case: Toyota (2/2)

= QC Themes, for example:
= Manual work improvement to eliminate wasteful hand
movement.
= Implementation of new machine/upgraded machine
= Improvement of the way of using materials and
consumables and saving money

99
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1

Shop Floor Improvement

» Industrial Engineering (IE)
- 55
» Elimination of 7 wastes

10
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Improvement in Process Design Phase

= ECRS Principles in IE (Industrial Engineering):

= Eliminate Eliminate the operational steps.
What happens if the process is eliminated?
= Combine Conduct several operational steps concurrently.
= Rearrange Change the order of operational steps
= Simplify Simplify operational steps

= Factory and Processes are analyzed based on:
= Operation and Flow Process Chart

= Layout

10
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Kaizen by ECRS (5W1H)

1. What is the objective? Why?
2. Where should it be done? Why?
3. When should it be done?  Why?
4. Who should do it? Why?

5. How should it be done? Why?

1. Eliminate unnecessary work.

2. Change the place or combine
with other work.

3. Change the time and order, or
do it concurrently.

4. Change the worker, or let the
same worker do it.

5. Simplify the process or improve
the process

10
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Case: Industrialization of construction

= Eliminate: No scaffold for painting

« Painting panel in the factory
= No painting at the site

= Simplify: No caulking between panels

= Substitute by silicone rubber
= Speed

= Eliminate/Simplify: No welding

= Using high-tension bolt
= No welder (specialist), uniform in operation and low cost

10
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Case: Family restaurant chain in Japan
(Saizeriya)

ECRS

No tray: bring plates by hands
v" Eliminate putting plates on the tray and removing them from the tray.
*No kitchen knife, no gas range in the kitchen
v" Eliminate/simplify cutting and heating (Use of Central Kitchen).
*No cap of salad dressing bottle in the kitchen: special bottle
v" Eliminate opening and fastening the cap
«Clean up not by vacuum cleaner but mop with corridor width
and following the standard operation.

10
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Basics for Shop Floor Improvement

. Standardization
Industrial
. . [
Engineering
Motion Economy | e.x. Use both hands at the same time
Human Engineering e.x. Operation table height. Light.
Japanese Factory 55

Common Sense

Toyota Production 7 Wastes
System Elimination

10
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Motion and Time Study

= Standard Time = Time to do the job in the following
conditions:
= Well-trained worker with aptitude for the job
» In the specific layout
Following the standard operation
With appropriate time allowance
= At the regular pace (continuous for a day)
= FW.Tayler: ‘A Fair Day’s Work'’
= Time Study
= Work Measurement

m FB.Gilbrethe: ‘One Best Way’

= 17 elements (Therblig)
= Motion Study

10
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Standard Time Setting

Standard Operation
) | Time Study | ) |Motion Study

Manual/Sheet
Standard Time Operational
Improvement
¥

¢ Production Plan based on the Standard Time
e Delivery time promised

¢ Cost Accounting

* Improvement clarification

¢ Synchronized works

¢ Shortening Lead Time
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Motion Study

Therbligs

= According to Dr.Gilbreth, all jobs can be described as a sequence of the
following actions, events, or movements called "Therbligs" or "Work
Elements"

= Search, Select, Grasp, Reach, Move, Hold, Position, Inspect, Assemble,
Disassemble,Use,

= Unavoidable Delay, Avoidable Delay, Plan, Rest to Overcome Fatigue

= In some cases, "Therbligs" or "Work Elements" may be grouped, e.g.,
= "Get" = "Reach" + "Grasp"
« "Put" = "Move" + "Position"

10
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Motion study :Therbligs Chart

Improve the motion of worker by eliminating wastes of motion — Analyze by using Therblig

Chart

No. Therblig name Symbol

1 |Transport empty -/

@Define 18 kinds of motion that are the smallest 2 |arasp [
unit of manual labor that a human being performs | 3 |Transport loaded Ny

4 | Assemble #

@ Analyze the actual situation of these 18 kinds of |- |Disassemble H
motion 6 [Use v

7 [Release load o

8 |Position S

9 |Pre-position 8

10 |Inspect O

11 |Search D

12 |Find [<0>)

13 [Select ind

14| Plan B

15 |Hold Fal

16 [Unavoidable delay “o

17 | Avoidable delay Lo

18 |Rest Q.

10
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* Work Sampling

m  Check how much workers spend their time for value-
added tasks.
= List tasks including others and develop check
sheet.
« Tasks and movements
= Value-added and non-value-added
= Visit the site randomly (Random Time Table), see
what they are doing and check on the check sheet
prepared.
= The number of times in each task divided by the

total number of visits would be the ratio of each
task.

= Now, There are many software packages.

11
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Standard Operation Manual/Sheet

= Man, Machine and Materials (3M) combination
= Cycle Time (Takt)
= =Working hours/No. of pieces necessary in a day
= Standard Operation Order
= E.g. Cutting material
= 1. Bring the raw material
= 2. Set the material to the machine
= 3. Cut the material
= 4. Remove the material
= 5. Put the material to the box beside the machine

= Standard Work-in-process

= Minimum number of work-in —progress in the shop
= Standard Operation Manual/Sheet should be developed in the shop.
= In Toyota, just three days OJT using the sheet

11
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Time study

Improve the work by measuring the time of work element and set the

standard time
— Analyze by using Time Study Sheet

Work Assembling
Time(sec)
No. Work element Improvement point
1st 2nd 3rd
1 Search parts 180 Eliminate
2 | Take one by one part A and part B 60
3 | Assembling 900 Simplify
4 | Put finished goods in a box 180

4 Study on improvement plan
+Eliminate the Non-Value-Creating Work
*Improve the work of the long time required

=The work with much unevenness of the time analyzes a factor of the
unevenness and is improved

11

112




Layout Analysis

. Improve the layout of machine, worker and the warehouse to produce effectively.
» Reduce the distance and the number of times of transportation.

Time | Distance -
No. Process O |:> \/ ! material
D (min) | (m) storage
Go to material storage
! storage space ? 8 20 ®|
2 Carry material to the /‘ 7
processing process y l @
3 | Put material on the palette Y 5 |
4 | Processing & 20/lot ®
5 | Carry parts to the Y 3 10 processing | —>| assembly
assembly process process le @ — process
6 | Put parts on the palette 2
N
Go back to the processing >
! process y 8 10 ®
8 | Assembling ( 22/lot
N
Carry finished goods to the
0 inspection process > 4 10 @
10 Put finished goods on the ( 5
palette N inspection
Go back to the assembly process
B process \ 4 10
11
Place
Name
11
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Standardization of Job

{ - Without models Full of

-Without points of _— Wastes
reference

+Establish well-balanced jobs throughout

@ Sta ndardization { manufacturing processes

-Fix working procedures for each job

‘Standardize individual job

‘ Anybody can perform a given job in the same manner ‘

gt

) Quality,
/|
/

= Siiey
Y — afety,
EE/K K [JobC ! Lower cost .

115

Standardization of Job

Case: Fast food chain in Japan (Yoshinoya)

Man/Machine/Material (3M): IE technique
Best position of Tea machine, Rice cooker, Cooking equipment and
Receipt. Used stopwatch to set up standard time.

11
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Operation Process Chart

Mix put into molder (from mix process)

B0 m
Molding of biscuits
™ Sample: Biscuits to oven
B. . 13 min Baking biscuits
Iscu It B30 m Biscuits to cooling trays
B0 min Biscuits cool
B0 m Biscuits to inspection line

(8.2%) Rejections to

Inspection for misshapes

misshapes bin

e Stacking for packing
V Packages put into shipping boxes

20m $

Packager wraps biscuits

Source:
http://syque.com/quality_tools/toolbook/Flowproc/example.htm 117
117
Visualization
|
11
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* Visualization

Visualization means ‘Visual control’ or ‘Mieruka’ which is
a Japanese terminology.

There are 3 basic rules for effective visual control.
eMake it easy to understand

eMake it big and easily visible

eMake it interactive and easy to change

119
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* Visualization
M

ake it easy to understand

An effective visual distills information to its essential
core, so that people can immediately understand what
the visual is trying to communicate.

A good visual allows all people, from management to
employees, to immediately understand the current
situation. The emphasis here is on speed and
simplicity, as it will allow an issue to be understood, or
a problem to be quickly spotted, analyzed and tended
to, as opposed to be hidden away in an obscure report.

12
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* Visualization
M

ake it big and easily visible

A good visual is one placed in publicly visible areas,
such as walls at high traffic areas, so that people don't
need to go hunting for the information. Making the
visual physically large is also important as it makes it
easier to see, as you would want the message to be
impossible to miss.

12
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* Visualization
Make it interactive and easy to change

It must be kept up-do-date with the latest information
and should be easy to update. A Toyota whiteboard
will often contain magnetic stickers which can be
shuffled around in order to provide simple updates, with
hand-written notes using a whiteboard marker if more
detailed information is needed.

And finally...

When you put these rules together, you will be able to
create visuals in no time.

12
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Visualization

All departments declare what kind of activity they will
undertake every week by putting the board on the wall
at the corridor of high traffic and share their progress
company wide.

12
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*Visualization

Identification and classification of shelves and goods

12
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* Visible Control System

A picture is worth a thousand words.
Assignment Board
Schedule Board
Diary/Weekly reporting
= Work load
Signs, plates, notices

Inventory Control Label with color sticker
Ex. 12 colors for 12 months for FIFO

12
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Cases: Control Processes Visually

Hand written on
¢ Daily schedule control white board

Machine X | Dec. 6 \7
Ttem YYY |20 |HH AL

ITEM 777 |30

Standard operation chart
on the wall

Simple schedule (Printing company)

127

Case : Medical Clinical Laboratory & Testing

Use of bar code and different color (Sample, Container and Wall)

12
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Case:

Window to
see outside

(L

ine on the wall to show|
height limit

M— Y Yy

LK A A A

@
129
129
Case: Gantt chart
(Visualization of daily production planning)
Day 1 2 3 4 5 6 7 8 9 10
Line 1
Line 2
Line 3
Total No. of
workers
13
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Visualization check list

mm Score (1-5)

N o o1 AW

Sign to classify sections are large enough?

Colored line on the floor indicating how a product
is to be stacked?

Signs are easy to understand?

Are there freestanding whiteboard?
Are there progress control board?
Production plan is visible?

Color is used, e.g. in inventory management?
(FIFO)

Traceability information is visualized?
(Lot no., production date, internal code no. etc.)

Bar code or QR code is used?

13
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Visualization check list

| No. |Checkpoint ___________________|Score(1-5) |

10
11

12
13

14

15

Defect cases are visualized?

Follow-up of defects is visualized?
(who, what, when, where)

Defect graph by reason exists?

In the storage area, each area is clearly marked
to ensure that there are no mistakes when sorting
and placing goods?

The shelves are systematically organized and
clearly labeled, while each individual product is
also labeled with a sticker?

Each label is designed to be both human and
machine readable?

13
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Exercise: Please develop cases of applying ECRS in your
life (business/private) .

13

133

w

58S and 7 Wastes

13
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5 S’s in both Japanese & English

5 Fundamental Principles

In Japanese

In English

Seiri (%&I@) Sorting: Remove unnecessary things. Separate
out what is needed for the operations.

Seiton (Z&1g) Set in order: Place things in order and make
them visible

Seiso GE#®) Sweep: Tidy up and clean up

Seiketsu G&iZ)

Standardize: Keep/maintain your surroundings
clean and comfortable

Shitsuke (§%)

Sustain: Make a custom of practicing the
principles

13
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Seiri: Discarding Rules
- Checking Cycle
- Place
- Term to keep

13
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Case: 2S ( ) in Tool Cabinet

The 2S was implemented in the following procedure:
* Classify necessary and unnecessary items.
And eliminate all unnecessary items (‘Seiri’);
* Identify and classify necessary item'’s location,
amount, and how to store (‘Seiton’).

137

Case: Seiton?

Putting things on the floor. FIFO possible?

13
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¢ Case: Seiton in Office

P —

139 182

139

Case: Seiton in Office

T

14
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SMEs in Higashi Osaka

This company is supplying aircraft parts to Boeing, U.S.A.
Quality check at every production process and all quantities.

Storage system of spare parts/ Utilizing the vertical space to
tools (size by size) store materials

14

141

5S in the warehouse (Packaging materials)

BEFORE KAIZEN AFTER KAIZEN

14
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* 5S in the warehouse (Packaging materials)

14
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14
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5S check list

Score: 1 Not at all, 2: Need improvement, 3: Good

Materials, WIP, Tools are only for today?

2 Material and parts are in order?

3 Tools are close to handle by order of
frequency? The more use, the closer.

4 No material, WIP, tools not necessary
now are on operation table?

Workshop 5 Unnecessary items under the operation

table?

6 Documents, operation manuals are
scattered?

7 Ashtray?

8 Food or beverage?

9 Personal belongings?

10 Pleasant atmosphere?

14
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58S check list

Score: 1 Not at all, 2: Need improvement, 3: Good

Machines, equipment, old parts are left?

Tools are left?

Safety cover is set well?

Recorder and meter is correct?

gl A W N =

Pipes and cables of electricity, oil, steam
and air set with differentiation?

Equipmen
t/machine

[}

No leakage of oil, steam air?

7 Manual and electricity chart are well
stored?

8 Machine and equipment are cleaned?

14
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58S check list

Score: 1 Not at all, 2: Need improvement, 3: Good

Parts 1 Unnecessary items?

helf
she 2 |Not parts like tools in the shelf?

3 |Number of items is recorded and right?

4 |Easy to take out?

5 | Shelf is good place to use?

6 |FIFO?

7 |Can items be seen from outside?

8 |Cleaned well including surrounding of

shelf?
147
147
5S check list
Score: 1 Not at all, 2: Need improvement, 3: Good

Place of 1 Any material not used long time?
Materials

2 Other items are in the place?

3 Well organized? By group, by product,

by process or by suppler?
4 FIFO?
5 Cleaned well including surrounding
areas?

1 Any product stays long time?

2 Anything which is not finished products
Place of in the
finished place?
products

3 Any deteriorated product?

14
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5S check list

Score: 1 Not at all, 2: Need improvement, 3: Good

Place of 4 FIFO?
finished
products 5 Cleaned well including surrounding
areas?
1 Any unnecessary pipes and electric
Pipes, cables?
cables 2 Fixed well?

3 Disturbing walking?

4 Steam pipes well insulated?

5 Categorized and signed by directions to
go?

Corridor/ 1 Unnecessary items?

Floor

149

149

S check list

Score: 1 Not at all, 2: Need improvement, 3: Good

Corridor/ 2 Lined to differentiate

Floor

3 Cleaned

15
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Exercise (Homework): Please show photo in your office
or factory of “Before” and “After” implementing 5S.

15
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* Waste Analysis (1/2)
Seven Wastes

Waste of Motion

Man Waste of Waiting
Waste of Overproduction
Machines Waste of Processing

Waste of Defects
Waste of Transport

Waste of Inventory

Wastes/Futility = Cost Increase

15
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Seven Wastes in Manufacturing

(1/2)

value from the customer’s
view such as rework,
reprocessing.

Wastes of Definition Frequent phenomena
Motion Motion within a local area that eSearching for materials, components
does not add value. Difficult drawings or documents
motion #Reaching for tools
sLifting boxes of components
sWalking away to bring tools to area
Waiting Idle time created when people, sWaiting for parts or drawings
gzqa:;rgleséti?sf(:g;?zﬂ;glre #Waiting for information
when required sWaiting for machine repaired
eWaiting for people
Over Generate more than the eProducing for stock/inventory
production customer requires eWorking in large batches to avoid set ups
*Adding ‘scrap’ allowances
Processing Efforts to create no added eUnnecessary operations

«Over-tight tolerance
*Bad design
eMultiple cleaning 15

153

currently required

Seven Wastes in Manufacturing 2/2)
astes of Definition
Defects Not perfect products eScrap oField failure
Processing due to defects, eRework #\ariation
rework, repair or discard. «Defects «Missing parts
eCorrective
actions
Transport Movement between plants or eMoving parts or equipment in and out of
offices or areas that does not storage
??\ift\Z;heo;zI:i osf;hgce *Moving materials from one area to
in 9 rsem another
eMoving parts between processes
Inventory More materials on hand than eRaw materials

sWork in progress
eFinished goods
eConsumable storage
«Off site inventory

15
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Seven Wastes in Office

Motion Search, unnecessary motions without standard
operation

Waiting Waiting for signature, specification, document

Overproduction Extra features

Processing Paper work, Non-value added work

Defects Error, mistake, bug
Additional operation due to error

Transportation Document, message switching, task switching
By office layout, position of items

Inventory Partially done work,

documents waiting for being processed

15
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* Waste 1: Motion

= Motion Economy Checklist

= 55

= Study by Video
= Pick up parts behind (0.6 seconds)
=« Difficult motion> Defects
= Table height in the office

15
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* Waste 2: Waiting

Case: Team Coordinator is travelling abroad and consultants
under the team coordinator sending invoices to the office.
Invoices are waiting for his signature.

Before: Invoices waiting for the signature while he is travelling abroad
=

After: On-line approval by email after checking invoices and evidences
Further: Electronic signature

Case: Workflow automation
Case: Queuing Theory

* More service counters

+ Multi-skilled workers

* Reduction of service time dispersion
Case: Reservation system (Barber shop, Hospital)
Case: Phone transfer/Voice warp
Case: Just-In-Time (Pull system)

157

157

Case : A Barber Shop

‘ Waiting is no value-added activity.

1. Barbour shop is always crowded.
Many people are waiting.
They are losing time.
Potential customers leave due to the crowdedness.

Owner is not profitable but busy.

2. Copy the idea in production control!

Normally production plan is well organized to meet the demand and resources
constraints.

Scheduling is the key.

3. New service
Reservation system.
No waiting of customers.

More profitable work for owner.

15
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Waste 3: Processing

Bad design: Bottle of water Unstable shape designed

g
‘\ 4\ ’\ Unnecessary process
: Raise a fallen bottle

Too decorative surface designed

T
Unnecessary process
7= i3 T3 : Refilling for water with gas

To keep the level

Bad design:
- Mistake in planning of a seminar
- Project design in consulting -> Use of old proposals
- System design phase

Delegation .

159

Waste 4: Inventor¥
Japanese Stance of Inventory Management

Supply Chain Management

Japanese Production Method

Invh u
0
=

i e Zero Inventory
(No Inventory
_Inventory Management Control needed)

16
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* Definition of Inventory
= Which[ T do you call inventory at your firm?

Process-1 — —»Process-M — — —| _Fnal
Process

Wholesaler

Retailer

16
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* Inventory in Office Work
= Inventory in Office Work?

= Batch process in the office.
=« WIP in the office.
= Software asset in IT industry.
= Inventory in Knowledge working?
= Too advanced preparation
» Applications waiting for being processed

16
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Requirements of Inventory Management

= Principle: Inventory should be zero.
= Many problems reside within inventory.
= Difficult to identify real problems.
= Defects
= Machine down

= Can not catch up the delivery time.
= Can not follow the specification changes quickly.

= Zero base approach is important.
= Inventory is ‘waste’, ‘wrong thing to have’ or even ‘evil’.

= Zero inventory means no need for inventory control.
= Inventory control is required en route to zero
inventory.

16
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* Why Is Inventory Bad?

Inventory causes:

Inventory covers up the
problems in the factory

eIncrease of interest on a loan

*Occupation of additional space
- Outside Warehouses

#Schedule change not followed

e\Wasteful transportation
- Transport it to the warehouses
- Extra Workers, Forklifts

eMany defect products

eMachine troubles
eExtra management cost

- Additional Inventory Control Systems

eLong setup time
eShortage of parts
eMachine capacity ill-balanced

eMachine size too large

eUnnecessary consumption of materials
and parts
- Stain remover, pallets

sWaste of energy

Shortage — More production =~ — More inventory

16
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Ordering/Lead Time/Inventory

= Assume that:
= Same shipment (sales) everyday
= Same order quantity every time

Inventory  order Quantity (Q) Order Quantity: Less
[ Average Inventory: Less
Average Inventory (Q/2) Number of Orders: More
h & A A A A F Y
f Order

The more frequent ordering, the less inventory.
Less lead time is the key!

16
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* Waste: Inventory Case:Work in process

— 0 " Inventory

» Work in process

M « Not well organized

16
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Inventory Tag

Important points in attaching inventory tags

further order,

inventory.

1. Putone tag on each item. Fill in the number of
receive/issue on each receive and issue of inventory.

2. In case the item belongs to the ‘Ordering Point System’
category, write the number of items at Reorder Point for

3. Atinventory check, put a mark (e.g. red line) on the tag
and fill in the inventory check results. This makes it clear
when the theoretical inventory met the physical

167
167
Classification and Frequency of
Inventory Check (Example)
A 1 1
Every month 5 : A Every month
: B i B1 1,4, 7,10
Every 3 months B2 2,5,8,11
S C : B3 3,6,9,12
Every 6 months: C1 1,7
g : €-<):(>L c2 2,8
: | | c3 3,9
5 c4 4,10
‘ ‘ 5 5,11
L T, co 612
20 50 100(%)
16
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Inventory Control System

= Obijectives

= By having accurate inventory (including planned), it
would be possible to:

= Promises to delivery (to customers, to production)
= Get appropriate ordering quantity
= Find dead stock to discard or slow moving items.

= Quality of slow moving items and dead stock is
questionable.

169
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Inventory Control System

Receipt/
inspection

Issue Stocktaking

Manufacturing
Standard

eltem
eSupplier
eCustomer
sCalendar
oStaff
oEtc.

Inventory
DB

sCurrent
eAllocated
eReleased Order

Inventory
Control

Inquiry Reporting

¢ Inventory

 Stocktaking
* Receipt/Issue (Physical Inventory Count, Cycle Count)

¢ ABC Analysis  Planned Receipt/Actual Receipt
e Picking list
o Actual Issue

17
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* Waste 5: Over Production

Production before necessary timing
Production more than necessary amount :>

Hide wastes of:
= Waiting
= Motion

Create wastes of:
= Processing
= Transportation (material Handling)
= More palette
= More carts for transportation

17
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* Case: Working in large batches

¢ Huge continuous line
» Huge lot size

* Not well used

Case: Cell Method

Flexible production to meet with market needs/changes
Case: Over-specification
Case: Over-wrapping
Case: Excess of report writing

17
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Waste 6: Transportation
\ Retrieving files \

Example 1:
Find these opportunities

‘ Access to the file in computer ‘ by Video Analysis

Files
I I
Example 2:

Panasonic: 50 units/container ->100 units/container by small size change
of packaging, then half a number of transportation

[ I

17
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Waste 6: Transportation

+ Bottle to dirty floor, then * New container to transport
bag smoothly and for quick take-

+ Transportation by bag out

+ Taking out bottle from bag + No more putting bottle to the
in the next process floor and putting it to the bag

(small transportation)
* No more transportation by
bag to the next process

Next step: Eliminate the transportation itself or shorten it!

17
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* Waste 7: Defects

sPoka-Yoke (Mistake proof)
= Use of checklists

sStandard operation

=QC circle
= Use of 7 tools

=Quality at the source (TPS)
sUse of proven software

17
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Group discussion:
Please identify ‘7 Wastes’ in your office or factory and
make presentation.

17
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Kaizen Master Plan

177

177

Steps of Kaizen master plan

(1) Diagnose production management by standard questionnaire to grasp
the client status briefly and identify the weak areas.

(2) Diagnose client’s operations in the factory, using checklists or
instruments including video, stopwatch, etc.to find the areas to improve.

(3) List up findings which are areas to have opportunities to improve.

(4) Discuss findings with the management and identify areas to challenge
to improve.

(5) Prioritize the areas to improve (problems/challenges)

(6) Organize the project team(QC circle). Assign the persons responsible for
each problem/challenge and consultants working together.

(7) Discuss with these persons and decide the time frame (man/days)
(8) Define detailed tasks including training of management.
(9) Draw Kaizen Master Plan after the above process (1) to (9)

(10) Explain the details of Kaizen Master Plan and obtain the commitment
from both management and persons responsible.

17
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Kaizen Master Plan (sample)

Kaizen master plan

Category

Feb

June

Introduction

Workshop

Gemba WS

Duration: 3-5 days
10 WS takes place

Seminar

Duration: 1-2 day

6 SM takes place

|Objective:

To recognize and eliminate all kinds of waste
To standardize and stabilize all improvement|

Participants:

Cross—section of all employees,
managers/department leaders/supervisors
workers/production engineering staff

120 people to be trained in this step

179
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Kaizen Planning sheet (sample)

Kaizen plan for 5S

Cat:

egory Activity

Feb

Apr

June

July

Sorting

Project start .

Planning/consensus
for implementation

Selecting/Collecting
unnecessary items

Making operational rule

Shining

Planning/consensus
for implementation

Planning for company—wide
shining and implementation

Planning for daily shining
rule and implementation

Setting

Planning/consensus

in order . .
for implementation

Implementation of setting
in order

Sustain

Making operational rule
. Planning/consensus
ing

for implementation

58 Patrol Monitoring by members

Monitoring by chairperson

Event

5S meeting (weekly)

O[o|0

[e)e](e)

O[o|0

(o) (e](e)

O[o|0

|5S competition

O|O|0|0

18
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i KAIZEN Master Plan

Kalzen Master Plan

Year 2016 Year 2017
Pl Activi
il Gategory otvity 7 89w nlwl[1][2[3]4 b
Clean and organize the production
Promotion of 58 area
1 |(Seiri, Seiton, Seiso, Seiketsu, Gonstruction of shel ot
Shitsuke) onstruction of shelves at store room —
2 |Application of QC Circle QC circle for quality improvement,etc.
3 |Inventpory Management FIFO rule
Productivity increment Erection of shed at the Boiling
section fr—
4 |Productivity increment Concreting the Production area
——
Productivity increment Provison of keading benches —
Establishment of Quality standard &
5 |Quality improvement Standard procedure at each
roduction
6 |Application for Organic Certification fr—
18
181
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* Rules of KAIZEN (Sample)

(Purpose)
Chapter 1

All employees are requested to positively participate in
KAIZEN and propose their aggressive opinions to
improve production works. Due to this activity,
rationalization and improvement of production systems in
the factory will be conquered and accordingly employees’
participation spirit and motivation toward production
efficiency will be the target of KAIZEN.

18
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* Rules of KAIZEN (Sample)

(Proposers)
Chapter 2

Either individual or groups of the employees and its
subcontractors are expected to make KAIZEN proposals.

(Contents of proposals)

Proposals shall be creative, inventive, constructive,
applicable and achievable in the following categories.

«Improvement of working method
«Shortening of production lead time
«Improvement of working environment

18
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* Rules of KAIZEN (Sample)

Improvement of quality of the products

Effective usage of work spaces

Cost reduction of materials, labor, expenses, etc.
Improvement of work safety

Effective usage of disposed and/or used materials and
tools.

Others equivalent to the above.

18
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* Rules of KAIZEN (Sample)

(Contents not be regarded as KAIZEN proposals)
Chapter 4

Following proposals shall not be regarded as KAIZEN
proposals.

Works instructed by the upper positions

Same and/or very similar proposals which were
already proposed and implemented.

Simple hopes, desires, and/or claims which do not
include factors of proposals.

Matters of human affairs such as evaluation of works
and/or movements in organization.

18
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Rules of KAIZEN (Sample)

(Organization to promote KAIZEN)
Chapter 5

The below-mentioned organization shall be established in
order to receive, evaluate and implement proposals.

A KAIZEN office:

» Location: It should be established in the general affairs
section of production department

« Duty of KAIZEN office: Receiving proposals, checking of
contents, and confirmation, if there is not same or similar
proposals ever made, deciding which section will be
responsible go such proposals, reviewing KAIZEN system and
related office works.

187
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Rules of KAIZEN (Sample)

By KAIZEN committee

o KAIZEN committee: Each section shall appoint one KAIZEN
committee member: valid one year, but extendable.

o Duty of KAIZEN committee: Promotion of KAIZEN system and
support and indication to proposers.
o Evaluation committee
« Forming of evaluation committee
Chairperson: General Director of Production Division
Deputy Chairperson: Factory Manager
Committee members: Heads of each section and department

« Duty: Evaluation of proposals to judge whether such
proposals are applicable or realizable.

18
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Rules of KAIZEN (Sample)

(How to propose and how to receive)
Chapter 6

Proposals are to be written in the format paper and
described in detail. If necessary, supplemental
documents should be attached and sent to the KAIZEN
office.

(KAIZEN office)

Chapter 7

Once proposals are submitted, KAIZEN office shall
confirm the contents and send the proposals to the head

of related sections as well as to the evaluation
committee.

189
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Rules of KAIZEN (Sample)

(Evaluation of proposals)
Chapter 8

» Evaluation committee shall be held from time to time
depending on the contents and no. of proposals.

) Evaluation committee shall review contents and
classify them into A to D class in accordance with the
followings;
« A class: Proposals fulfilling conditions in Chapter 3 and
considered as excellent. Evaluation point is 90 -100.
« B class: Proposals fulfilling conditions in Chapter 3 and
considered as good. Evaluation point is 70 — 89.
o C class: Proposals fulfilling conditions in Chapter 3. Evaluation
point is 50 — 69.

19
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Rules of KAIZEN (Sample)

« D class: Proposals to be revised for reconsideration. Evaluation point
is less than 49.

Efficiency More than More than ¥0.5 More than Less efficiency

(40 points) ¥1.0million/year  million/year ¥0.1million/year  (10-0 points)
(40-31 points) (30-21 points) (20-11 points)

Possibility of Easily possible Preparation is Further Reconsideration

realization (20-16 points) necessary improvement Necessary

(20 points) (15-11 points) necessary ( 5-0 points)

(10-6 points)

Idea Excellent Very good Good Not bad

(20 points) (20-16 points) (15 -11 points) (10-6 points) (5-0 points)

Effort Big effort Rather big effort  Medium effort Less effort

(20 points) (20-16 points) (15-11 points) (10-6 points) (5-0 points)

19
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Rules of KAIZEN (Sample)

o Proposals regarded as A and B classes are to be
promptly realized and contents of proposals are to
be made public on the board in the factory.

p) Evaluation committee is to be held every 3 months.
(June, September, December and March)

(Realization of proposals)

Chapter 9

Adopted proposals are to be promptly realized through
meeting between the committee and responsible
sections.

19

192




Rules of KAIZEN (Sample)

(Award)
Chapter 10

« The persons whose proposals meet conditions of Chapter 3
are to be awarded by prizes.

« Prizes are in accordance with the following table.

A class
B class
C class
D class

¥ 5,000.--
¥ 2,000.--
¥ 500.- (coupon for shop in the factory)
¥ 200.- (coupon for shop in the factory)

19
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Rules of KAIZEN (Sample)

Supplementary conditions
» Effectiveness: 1%t January, 2012
8) Approved by: General Director of Production

o) Responsible section: General affairs section of
Production Department (KAIZEN office)

p) Remarks: This rule shall be reviewed and revised if
necessary by KAIZEN committee.

19
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Rules of KAIZEN (Sample)

Group discussion

When you implement KAIZEN in your organization,
what kind of committee is to be established and what
kind of rules are to be set?

19
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+

Thank you very much for
your participation to this
course!

19
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Special Course
* (BPR and SCM)

September,2018

Uzbekistan Japan Center
JICA

Vision and Mission of This Course

All participants become familiar with BPR and SCM concept and
methodologies, and apply them to their day to day operations in both
factory shop floor and office in order to achieve business growth.

Identify the problems or challenges in the operation and come up with
ideas for BPR and SCM and apply them through team work approach.
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Mitsuo Tamada, JICA Expert ,EBRD Senior Industrial

Name

Advisor

Email address: mitsuo.tamada@truspire.com
Company Truspire Co,. Ltd. (www.truspire.com)
Experience : (1) 30 years Japanese textile company

International Business, Marketing & Administration
(2) 3 years in Textile/garment factory in Africa
(3) 12 years consulting in Kaizen, Production/Operation,
Sales Management, Marketing in various countries.
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* Business Process Re-engineering
' (BPR)

* Introduction

= The most charismatic figure in the reengineering
movement is Mike Hammer,who popularized the

term reengineering in the Harvard Business
Review.

the fundamental rethinking and radical redesign of
business processes to achieve dramatic
improvements in critical contemporary measure of
performance such as cost, quality, service and
speed.

KPI: Quality, Cost, Delivery




* Introduction

- N

BPR reviews all aspects of people,
process, technology and organization
in a single coordinated approach.

" /

i Why reengineering?

Why companies need to implement
reengineering?

Why companies designed inefficient
processes?

\ <

Many of their procedures were not designed
at all, they just happened.




* Process of ‘just happened’

1. The company founder recognized that he or she did not
have time to handle a chore, so he or she delegated it
to Smith.

2. Smith improvised. Time passed, the business grow,
and Smith hired his entire clan to help him cope with
the workload.

3. They all improvised.

4. Each day brought new challenges and special cases,
and the staff adjusted its work accordingly.

s.  The mixture of special cases and quick-fix was passed
from one generation of workers to the next.

iCompany continual success

A company’s current success is usually based N
on changes made over the previous five to ten
years, so success today does not guarantee
success tomorrow unless a company is already
thinking ahead.

/

10




Three kinds of companies
undertaking BPR

e

. Companies finding themselves in deep trouble
such as:

Uncompetitive price due to high production/operation
cost.

» Unsatisfactory or limited customer service level
High defective rate of products or services

v

v

Case study of ‘Ford’ in 1980 was a good example.

11

undertaking BPR

2. Companies that are driving along very
smoothly, but see something rushing
forward them in their headlights

»  These companies are not yet in trouble, but have
the foresight to see trouble coming. These
companies have the vision to being
reengineering in advance of running into
adversity.

* Three kinds of companies

12



undertaking BPR

. The company undertaking reengineering
is in peak condition.

> They have no discernable difficulties, either now or on
the horizon, but their managements are ambitious and
aggressive. Reengineering is an opportunity to further
their lead over their competitors.

» By enhancing their performance, they seek to raise the
competitive bar even higher and make life even
tougher for everyone else.

* Three kinds of companies
3

13

*F Key words of BPR
=l Four key words that characterize BPR:

Fundamental, Radical, Dramatic, Process

[ Task-based thinking J

Task-based thinking: Fragmentation of work into its simplest
components and their assignment to special workers

\ 4

[ Process-based thinking ]

Process-based thinking: Process to be reviewed whether such
process adds value from the customer point of view.

14




* Improvement in Process Design Phase

= ECRS Principles in IE (Industrial Engineering):

» Eliminate Eliminate the operational steps

=« Combine Conduct several operational steps
concurrently

= Rearrange Change the order of operational steps

= Simplify Simplify operational steps

15

* Organizing for BPR

1.

W

Identify the need for reengineering and
business vision

Obtain the business unit leader’s commitment
Identify process to be redesigned

Understand and measure existing processes

Identify the enabling role of IT and design new
process

Specify the technical and social solutions
Transform the business processes

16




BPR (Business Process Reengineering)

efinition
Reengineering Work: Don’t Automate, Obliterate (Michael Hammer)
Harvard Business Review (July-August 1990)

Review the flow of business process completely and restructure (re-
engineer) it with IT supports.

Target is office (paper factory: white collar operation).

Information
Technology

Toyota Production Syste
(TPS)

U

Business Process Reengineering

29
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TPS (Just In Time)

= Just In Time: ‘Just’ is important.
= ‘In Time’ still keeps wastes.

= Original idea was from Supermarket in the USA.
= Customer = Succeeding Process
= Supermarket = Preceding Process

= Customer comes takes necessary amount of
necessary items at necessary time.

Supermarket

® ®1—O

Goods |} Customer

L Purchasing

Kind of Production Order Kanban

18



TPS (Pull System)

Schedule Schedule| |Production
for 1 for n Plan
\/_
Push L ¥ ¥
Process Process Final
1 > n | Assembly

Produce based on the schedule and push parts to
succeeding process

x x Production
No schedule for 1 No schedule for n Plan
Pull ¥
Process Process Final
1 n Assembly
- - <+— (o to get parts to

preceding process

19
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TPS Case: Assembly Line and Machining

Production Order Kanban Post

Production Order KANBAN

® @

@ Post Parts Withdrawal KANBAN

Par}s with Production Order Kanban

G@%I C 1 Parts Storage A [;_(I)
(@) (@) w

Machining Line [T

(Preceding Process)

o

|

—0 & O—

4
A(s)sembly Line
(Succeeding Process)

Withdrawal
Kanban
Post

20



TPS (Root Cause Analysis-5 Whys )

= ! Suppose the machine stopped.
= 1st Why: Why did the machine stop?
Fuse was cut due to overload.
2nd Why: Why overloaded?
Insufficient lubricant.
3rd Why: Why insufficient?
Lubricant pump did not draw the oil well.
4th Why: Why did the pump draw the oil insufficiently?
The shaft of the pump wore down and became shaky.
5th Why: Why did it wear down?
No strainer gave a chance of getting small metal scraps.
= Then, the resolution is to install a strainer.

= If only 1st Why, the answer is just changing the fuse.

21

Waste Analysis (1/2)
Seven Wastes
Motion

Man Waiting
Overproduction
Machines Processing
Defects
Transport
Inventory

Wastes/Futility = Cost Increase

22



Seven Wastes in Manufacturing (1/2)
Wastes Definition Frequent phenomena
Motion Motion within a local area that Searching for materials, components
does not add value drawings or documents
eReaching for tools
sLifting boxes of components
sWalking away to bring tools to area
Waiting Idle time created when people, s\Waiting for parts or drawings
Qqa:iep rgleséti?sf(:g;‘;t\'gﬂ;glre #Waiting for information
when required sWaiting for machine repaired
#Waiting for people
Over Generate more than the eProducing for stock/inventory
production customer requires eWorking in large batches to avoid set ups
*Adding ‘scrap’ allowances
Processing Efforts to create no added eUnnecessary operations

value from the customer’s
view

«Over-tight tolerance
*Bad design
eMultiple cleaning

23

Seven Wastes in Manufacturing (2/2)
astes Definition
Defects Not perfect products eScrap eField failure
eRework Variation
eDefects eMissing parts
eCorrective
actions
Transport Movement between plants or eMoving parts or equipment in and out of
offices or areas that does not storage
??\iﬁg;heozzlsui ogethe_:ce *Moving materials from one area to
int 9 rservi another
eMoving parts between processes
Inventory More materials or information eRaw materials

on hand than currently
required

eWork in process
eFinished goods
eConsumables
«Off site inventory

24




BPR Principles
rinciple 1

Treat geographically dispersed resources as though they were
centralized.

Develop system where information always exist when a person
who needs it.

TPS: JIT (Just In Time)

Withdraw necessary number of necessary items from preceding
process to succeeding process and produce what withdrawn in
preceding process.

TPS: Waiting is waste. (Elimination of 7 wastes In-tray
S—

President
Support
Function

Image scanned
FAX
E-mail

Board Briefing
e

Correspondence)

Mail Room

KPI from Host Computer

297
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Case of Principle 1 (Rental business)

| IT (Information Technology) enables you new services. ‘

Average utilization |:'> Big Rental’s utilization
40% TT 70%

Schedule
Optimization

Rental business of

IT 24hours heavy construction
Internet Monitoring machines
+Position information+GPS/Internet +15 staff: 3,000 transactions/day
*Available machines +7,000 machines

*Transportation optimization
*Pricing information

«Sales staff access to the information

29
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Case: KOMATSU: KOMTRAX

e GPS/Internet ¥
* Machines are GPS /\
geographically dispersed
resources.
+ Centralized information. KOMTRAXS — 3 1L aitor—5 91
« More than 300,000 in

.-
'{f’ Satellite/Cell phone

h d c.r-*;_r Telecom antenna
the world. L% f =773 9-1
. M h' t KOMTRAX MOdem

any machines were no awrE—3 Internet

moving in China. Then,

decrease the production avko-5 A (/ /] ?
by changing the — iﬂ
production plan.

Heavy machine BESE-REN

299
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Case: SPA
(Specialty store retailer of Private label Apparel)

‘ Design Production M Distribution Retail 1
Wholesaler
Trader
| Information | \ Information | | Information \ ’ Information |

‘ SPA (Ex. UIQLO, GAP, ZARA)
Retail, Distribution, Production and Design

Necessary information in necessary time

30
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BPR Principles

Principle 2: Capture information once and at the source.

Principle 3: Link parallel activities instead of integrating their results

Principle 4: Have those who use the output of the process perform

the process.

<:| TPS: Elimination of Wastes completely

Factory in Toyota

Knowledge-based activities

Waiting No action due to waiting the information
Motion Useless motion

Transport Simple messaging, -bring file from cabinet.
Process Meaningless business activity, -find the file.

Over production

Unnecessary much information

Inventory Too advanced preparation
Defects Mistakes, errors
302
29
Case of Principle 2
Subcontractor
Factory A
/ (Filling&Packaging)
Cosmetics malSioh
Subcontractor
Factory Bulk Factory B
(Filling&Packaging)
Subcontractor
Lotion Factory C
Bulk (Filling&Packaging)
Total amount shipped of each > Total amount received by factories of
product = each product
Computer System checks the above and :
) | RightI tory Record
provides alarm when the above becomes false. ‘ Ight “nventory Recor ‘
30
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* Case of Principle 3

Concurrent Engineering

wm ¥ ¥
’] ‘ Requirements Analysis & Design
i | Implementation
o \ p
N \
i % Planning
Inglenendion Vs . Y Deployment
B ' [nitial s
J Planning
Veilaion  |—
J Evaluation
Testing
Maininarce

31

* Concurrent engineering (CE)

Concurrent engineering(CE) is a work methodology
emphasizing the parallelization of tasks (i.e. performing
tasks concurrently),which is sometimes called
simultaneous engineering or integrated product
development (IPD) using an integrated product team
approach.

It refers to an approach used in product development in
which functions of design engineering, manufacturing
engineering, and other functions are integrated to reduce

the time require to bring a new product to market.

32




Concurrent engineering (CE)

4 )

Doing several things at once, such as designing
various subsystems simultaneously, is critical to
reducing design time and is at the heart of
concurrent engineering.

- /

33

Case of Principle 4

Manager Analyst

w M
@ m
Q w-B0-m @)
S

AL ioen o 2% so1c B

Before: Manager reads a Eort prepared by the analyst.

After: Manager uses IT to prepare a report by himself and analyze

the report.
Elimination of waiting for report preparation.

34



BPR Principles

Principle 5

Subsume information-processing work into the real work
that produces the information.

Integrate tasks of processing information with value-added

work

TPS: 5W1H (Root cause analysis)
Drill down approach (Executive Information System)

Online Analytical Processing/Multi-Dimensional
Database

-Slicing/Dicing/Drilling
Why: Human work, Processing: Computer work

TPS: KANBAN system

304
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Case: Drill Down approach

Area  Distributor

A Al

A2

A3

B2
B3

Cc2

Retail Product X Product Y

All
A12
A13
A21
A22
A31

B11
B12
B21

B31

B33
Ci1

C21
C22

Product Z

Which area?: B

CJI@I

Which distributor
in Area B?: B3
°

Which retail
under B3?: B32

&
Which product?:
Product Y

T
No segment for

Product Y in B32
retail shop

36



Case: Project Identification Project
Use of Groupware or Dropbox

PWC
ondon

Eastern Eurdpe

[}
B/ -
Client

Ordinary way: Many waiting

O 0 A0/ Client

37
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BPR Principles

=Principle 6

Put decision points where the work is performed and build controls
into the process.

Build-in management process into business process

Fool proof, Work load management, Due alarm, etc.

TPS: “Fool proof/Mistake proofing” : Due alarm

TPS: “Visual Control” : Visualize work load.

Process .
Enquiry Sales desk Quotation Procedure

Appraise Proposal Check Inventory

Technical Dept. L:’ ‘Inventory Dept. ‘

N

Reminders
Approve -Audit Trail
QFL)JEJ)tation ‘Sales Manager ‘ -Management
Report
309
38




BPR Principles

Principle 7

Organize around outcomes, not tasks.

Restructure organization to output oriented one by implementing
multi-skilled worker system.

TPS: “Multi-skilled worker”
Multi-skilled teller at a bank

Multi-items salesman

TPS: Through production
(Prerequisite of JIT)

Case: Workflow Automation

31
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Work Flow Automation
Bank Loan Authorization Procedure

i icati Send letter to applicant
Receive Application Forn“l Fail credit score PP
Customer Control /’l Customer Contact ‘
Fail credit check /
’ Analyst H Manager |
Run credit check Authorization

31
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Process reformation by IT

Automation Elimination of process by human beings
(Automatic ordering system by EDI)
Information Sales information data collection by POS
system
Re-arrangement Re-arrange process order, link parallel
process
(Concurrent engineering using 3D CAD)
Tracking Monitoring process situation and process
itself
(Tracking system using GPS or IC tag)
Analysis Data analysis and improvement of decision-

making (Data mining)

41

Process reformation by IT

Geography Arrangement of processes dispersed
geographically
(Production, Inventory and Sales data)

Integration Arrangement of job and process
(Integrated control by using ERP)

Knowledge Sharing individual know-how and team’s
success story

Direct Elimination of obstacles from the process
(Direct sales via internet (on-line)

42



j Proposal Sheet
Improvement
theme
[ Current status ] [ Status after the improvement ]
= k=
[ Issues ] [ Solution ]
1. 1.
2.
3.
2.
. = 8
[ Causes ]
1.
2_ "
3.
1
43
* Case study for BPR
|
31

44




BPR (FORD and MAZDA) case

Group discussion

Please read the materials and discuss the following
Issues.

(1) Why did they implement BPR?

(2) What were the results by BPR?

(3) What principles of BPR were used?
=Principles of TPS could be used.

(4) What were their Critical Successful Factors?

31
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Major stages for BPR

(1) Identify the need for reengineering and business
vision
(2) Obtain the business unit leader’s commitment
(3) Identify process to be redesigned
(4) Understand and measure existing processes
“AS-IS”
(5) Identify the enabling role of IT and design new
process
“TO-BE”
(6) Specify the technical and social solutions
(7) Transform the business process
(8) Continuous process improvement

31
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Key to success for BPR

(1) Leadership

Creating a vision, value and climate

BPR fundamentally changes organizational culture.
(2) Shared values

No pain, no gain.
(3) Teamwork at all levels

(4) Constituency relationships, especially with shareholders,
customers and suppliers

(5) Change and the desire to dominate the market

31
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BPR case study (A Bank in Japan)

Improvement
Customer Satisfaction

BPR

¥

Re-engineering
business process

Improvement

ne Improvement
Business Efficiency Employee Satisfaction

48




Background for BPR

Get out of the downward trend of profit over the
years and achieve sustainability and growth of the

company
Operating profit (Consolidated)
(Yen 100 million)
868 —
778 —— 758 e 807 —

710——693——gg5

2005 2006 2007 2008 2009 2010 2011
49
49
Effect of BPR
Net profit (Consolidated)
(Yen 100 million)
62 62
Break \ /
through 54
35\
21
2010 2011 2012 2013 2014 2015 2016

50



Framework of BPR

Obijective Improvement of Customer Satisfaction
of To achieve sustainability and growth through
BPR effective provision of financial services
and products
A A
Implementation
of Business Process Re-engineering
BPR
(Strategy, Policy) (@ Optimization of staff arrangement
A
2 Re-arrangement of organization
A

@ Making process effective

51

Major implementations and their targets

(D Making process effective

@ Usage of UBT-First <Target>
(New terminal)
€ Strengthening of

system collaboration Decrease of processes

# Simplification & at the business branch
elimination of processes (25% reduction)

€ Review rules and
documentations

52



~ &)
e
"

P,

Promotion

53

* Major implementations and their targets

@ Re-arrangement of organization

@ Transfer of loan process
to headquarters.

@ Transfer of documents
storage and checking
processes.

<Target>

Concentration of
business processes at
headquarters

54




* Major implementations and their targets

@ Optimization of staff arrangement

@ New establishment of <Target>
Personal Concierge(PC).
¢ Communication

enhancement with Strengthening of

customers Customer Relationships
@ Support system at (Personal Concierge: from
peak time. 550 to 700)

& Flexible manpower
arrangement with contract
staff and part-time workers

55

* Mission of PC

Mission of Personal Concierge (PC)

Strengthening relationship with individual customers.

Developing business transactions with new customers
and improving business share in the region.

Developing business transactions by becoming Main
Accounts with existing customers.

Meeting customers demands for fund operation,
investment, etc.

56



Optimization of staff arrangement

Communication strengthening with
Corporate customers (B2B)

Review staff responsible for each
Corporate customer

¥

Expansion of business relationship
with Corporate customers

PN

Developing accounts
with new customers

Deepening relations
with existing customers

NS

Frequent & intensive visits to customers ‘

2

Building problem-solution

proposal ‘

1

Meeting with customers’ needs

Sustainable and stronger business relationship with customers

57

BPR implementing organization

Implementation by headquarters
BPR strategic headquarters

Top Management

- =
o a
3 <
= g
3 s
[e]

® m
D N
< o)

by

‘AIQ Buluueld
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Started at
several
branches

—

BPR Implementation schedule

o NN NN o

BPR thru PDCA cycle |

Undertaking™] Monitoring | Evaluation Brush up
| L_the plan |_Checking . the plan |
2012 2013 2014 2015

59
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i Outcome of BPR

Customer Satisfaction (CS)

Employee Satisfaction (ES)

Fast!

Reduction of customers
waiting time by 25% reduction
of business processes

Easy to understand!

Improvement of working
environment with support systems
and tools

Simple!
Reduction of processes to be
done by customers

Smooth!

Improvement of working
environment by simplifying
work and eliminating waste

Reliable!
Able to cope with various needs
from customers thru PC system

s

Easy to meet or contact!

with customers thru PC system

Having more frequent interaction

Satisfaction!

Improvement of working
environment by rewarding against
the job well done

Motivation!
Employees’ efforts lead to customer
satisfaction

60




* Supply Chain Management (SCM)
|

November, 2017

61

Background situation for SCM

Increased demand for SCM

Slow economic IcT
growth and low development
demands l
Diversification of _ Wwide variety of small_, Increase of makers’_, Review _Of' production — Demands
consumption lot production inventories & logistic system for SCM
Request for frequent Global
deliveries of smaller competition

lot by buyers

62



Supply Chain Management

Economic Value Added
Supply-side and demand-side competition in a global economy

—

FLOW OF GOODS, SERVICES, AND INFORMATION

|
|

SUB-SUPPLIER SUPPLIER t M M R
A i A Al A A E
D N R ¥ c
U K A o
r EII ;
SUB-SUPPLIER SUPPLIER A il L s
B H B 7 c I z u
T N R
vul v lls s M
ef| R E
SUB-SUPPLIER | SUPPLIER Nt LARGE R
N N D N RETAILERS s
o G !
Ik 1

| TRANSPORTATION, INFORMATION, AND FINANCIAL SERVICES I

FLOW OF MONEY AND INFORMATION

—
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Supply Chain Management

= Suppliers are partners (=working cooperatively)
= Share information with partners
= Production plan, Sales plan, Inventory and so on
= Intel’s BPR team for suppliers (Trading Partners)
= Toyota’s support to suppliers
= Kanban method (JIT) BPR: Business Process
« Production Control improvement Re-engineering
= VMI (Vendor Managed Inventory)
= Sony and suppliers
= Fujitsu and suppliers
= Wal-Mart/PG
= Reliable Suppliers are selected
= Parts contents
= Sony’s inspection
= SCM with IT support
= Global Standard for SCM: RosettaNet

64



SCM in an organization

Production @ Sales/Marketing
\ o =
LOgIStICS

: Procurement of raw materials depend on what and how
many finished products are scheduled to be manufactured.
: Production plan depends on what and how many finished
products are scheduled to be sold.
: What products are to be delivered to the warehouse?
: What and how many finished products are to be stored to avoid
stock-out and where?
: Logistics are responsible for inventory management of both
finished products and raw materials.

© ®0 © O
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SCM between organizations

Enterprise

[Procurement] [ Production ] [Sales/Marketing

)

Up stream Down stream

Suppliers would like to receive orders steadily and produce
effectively, while customers would like to procure necessary items
with necessary quantity and at necessary time.(JIT: Just in Time)

66



Performance indicator for SCM

Performance indicators

Objective of SCM Operation performance Company performance
Shortening of production| | + Lead time from order %
lead time | receipt to delivery o
a -
Improvement of * On-time delivery rate 5
customer service + Order fill rate % S~
o A i ash flow
Delivery dependability P
. . - - — Asset (ROA)
Operation effectiveness | | « Production cost ratio )
 Delivery cost ratio o
Asset effectiveness  Inventory turn days >
L f-%"r |
(%)
.
67

Improvement of customer service

On-time delivery rate

No. of on — time deliveries
Total no. of deliveries

Order fill rate

No. of deliveries

Total no. of orders received

Delivery dependability

On-time delivery rate
Wrong delivery rate
Goods lost rate
Goods broken rate

68



Operation effectiveness

Production cost ratio (%) Production cost
———— x 100
Sales revenue

i io (9 Delivery cost
Delivery cost ratio (%) v x 100
Sales revenue

69
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Asset effectiveness

1. Inventory turn (days) Inventories «
Cost of sales

2. Return on assets Net profit
Total asset

70



Supplier management

Reliable and trustworthy suppliers are a vital link in an
effective supply chain. Timely deliveries of goods or
services and high quality are just two of the ways that
suppliers can contribute to effective operations.

Vendor analysis
Evaluating the sources of supply in terms of price, quality,
Reputation, and service.

71

Supplier Audits

Typical questions for choosing a supplier

Quality and quality What procedures does the supplier have for quality control

assurance and quality assurance?
Are quality problems and corrective actions documented?
Flexibility How flexible is the supplier in handling changes in delivery
schedules, quantity, and product or service changes?
Location Is the supplier nearby?
Price Are prices reasonable given the entire package the supplier
will provide?

Is the supplier willing to negotiate prices?
Is the supplier willing to cooperate to reduce costs?

Product or service How much advance notification does the supplier require
changes for product or service changes?
Reputation What is the reputation of the supplier?
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Supplier Audits

Typical questions for choosing a supplier

Financial stability How financially stable is the supplier?
Lead time What lead time can the supplier provide?
On-time delivery What procedures does the supplier have for assuring on-

time deliveries?

What procedures does the supplier have for documenting
and correcting problems regarding the late delivery
occurred?

Other accounts Is the supplier heavily dependent on other customers,
causing a risk of giving priority to those needs over ours?

73

Supplier Relationships

o Purchasing has the ultimate responsibility for
establishing and maintaining good supplier
relationships.

o Keeping good relations with suppliers is increasingly
recognized as an important factor in maintaining a
competitive edge.

o Many companies are adopting a view of suppliers as
partners. This viewpoint stresses a stable relationship
with relatively few reliable suppliers who can provide
high-quality supplies, maintain precise delivery
schedules, and remain flexible relative to changes in
productive specifications and delivery schedules.
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Supplier Relationships

upplier as adversary versus supplier as partner

No. of suppliers Many One or a few
Length of relationship  May be brief Long-term
Low price Major consideration Moderately important
Reliability May not be high High
Openness Low High
Quality May be unreliable; At the source; vendor
Buyer inspects certified
Volume of business May be low due to many High
suppliers
Flexibility Relatively low Relatively high
Location Widely dispersed Nearness is important
for short lead time and
quick service

75

Demand forecast
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Steps in the forecasting process

1. Determine the purpose of the forecast

2. Establish a time horizon

3. Select a forecasting technique

4. Obtain, clean and analyze appropriate data
5. make the forecast

6. Monitor the forecast

77
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Forecast based on judgment and opinion

1. Executive opinions
A small group of upper-level managers (marketing, operations,
and finance, etc.) may meet and collectively develop a
forecast.

2. Sales force opinions

Members of the sales staff or the customer service staff are
often good sources because of their direct contact with

consumers.
3. Consumer surveys

Because it is the consumers who ultimately determine the
demand, it seems natural to solicit input from them.
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Forecasts data on time-series data

Trend (Population shift, changing income, cultural trend, etc.):
Long-term upward or downward movement in the data

Seasonality (Restaurant, supermarket, theatre, clothing, etc.):
Short-term, fairly regular variations generally related to factors
such as the calendar or time of day.

Cycles (Economic, political, agricultural conditions, etc.):
Wavelike variations of more than one year’s duration

Irregular variations

Unusual circumstances such as severe weather conditions, strike
or major changes in a product or service.

79
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Graph for irregular variations
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Cycles

THE BUSINESS CYCLE

Level of real output
\ 3
@
!
Z
=
4
v
\ 33
&
V&7 L
\)O(\
RE(‘O

Time
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Seasonality graph

Home sales closings (Source: CAR)

10000 - ——Metro Den
—=— Statewide

9000 II\ {'\‘ A —s— Pikes Peak
8000 ¥

7000

6000

5000 +
4000 +
3000 1
2000

1000
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Demand forecast

Techniques for Averaging

o Moving average
o Weighted moving average
o Exponential smoothing

83

Moving average

yoving average forecast uses a number of the most recent actual
ata values in generating a forecast.

Formula: F, =MA, = A;_p, +.... + A;_, +A;_4
n

(Compute a three-period moving average)

Period Demand

1 42
‘ the 3 most recent demands
2 40
3 43 F;= Forecast for time period ¢
4 40 MA4,, = nperiod moving average
Aq_, = Actual value in period £1
5 41 n = Number of periods in the moving
43+40+41 average
s = ———— =41.33
3
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* Weighted Moving Average

A weighted average is similar to a moving average,
except that it assigns more weight to the most recent
values in a time series.

Period Demand Weight

1 42 -

2 40 0.10
3 43 0.20
1 40 0.30
5 41 0.40

Fo= .10 (40) + .20(43) + .30(40) + .40(41) = 41.0

85

Exponential smoothing

A weighted average method based on previous forecast
plus a percentage of the forecast error

Formula: Ft = Ft—l + O(At—l -Ft—l)

F, = Forecast for period ¢

F,_, = Forecast for the pervious period

a = Smoothing constant

A._, = Actual demand or sales for the previous period

Next forecast = Previous forecast + a (Actual — previous forecast)

Smoothing constant a represents a percentage of the forecast error.
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Exponential smoothing

for example:

Previous forecast: 42 units

Actual demand:40 units

a=0.10

Fr =42+ 0.10 (40 —42) = 41.8

If the actual demand turns out to be 43, the next forecast
would be

F, =418 + 0.10 (43 —41.8) = 41.92

87
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Exponential smoothing

< a=0.10> <a= 0.40>
o e e
demand
1 42 - - - -
2 40 42 -2 42 -2
3 43 41.8 1.2 41.2 1.8
4 40 41.92 -1.92 41.92 -1.92
5 41 41.73 -0.73 41.15 -0.15
6 39 41.66 -2.66 41.09 -2.09
7 46 41.39 4.61 40.25 5.75

Selecting a smoothing constant (a) is basically a matter of judgment or
trial and error, using forecast errors to guide the decision.

Commonly used values of a range from 0.05 to 0.50.

Low values of a are used when the underlying average tends to be
stable; higher values are used when the underlying average is susceptible
to change
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* VMI and CRP

89

89

VMI (Vendor Managed Inventory)

Vendor (=Supplier) manage inventory.

Parts makers Finished goods maker
(Vendors)

Inventories belongs
to parts makers

ﬁ ek e

Common Warehouse

arranged by Finished goods maker
Finished goods maker picks necessary
goods with necessary quantity and
necessary time

90



CRP (Continuous Replenishment Program)

Information on orders
+

Actual demands and

inventory level

————————————

Products replenishment

In case buyers are retailers, it is often the case
that POS (Point of Sales) information is being
shared with suppliers.

91

CRP (2)

Buyers (Shops)

Suppliers @ @ O Consumers

Goods

: POS system
A4
Record

Buyers and suppliers have discussed and agreed the inventory level of
the products: total quantity of the products to be manufactured and
sold in a certain period of time.

1st shipment at the beginning of the season: 5,000pcs to the shops
another 3,000pcs. to be delivered to the shops immediately after the
goods are being sold. (Continuous Replenishment Program)
Avoidance of Opportunity Loss
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Case: P&G and Wal-Mart

= Pampers (a disposable diaper) inventory
= Require a lot of space, relative to its dollar value.
= Inventory:
= Too little — stock out causes opportunity loss
= Too much- financing and storage cost
= + Inventory Management cost

Wal-Mart

Distribution Center

= Store

Reorder when inventory began to run low.

P&G P&G knows more about:
-diaper movement, usage patterns and reorders
-retailers from all over the country

93

Case: P&G and Wal-Mart

= Step 1:
= P&G tells Wal-Mart when to order, in what quantity, which Wal-
Mart approves. (purchase recommendation)
= Wal-Mart tells P&G how much stock was moved from the DC to
the stores
= No inventory control by Wal-Mart

= Step 2:
= Skip purchase recommendation
= Inventory replenishment by supplier (P&G)
= A/R control less (P&G)
= Client retention (P&G)

Win-Win Cycle

A/R = Accounts Receivable
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Wal-Mart & P&G SCM

Purchase Order

Wal-Mart Invoice P&G

Payment

Inventory control

DC to Shop movemen

«P. recommendation

Wal-Mart | —toooaioden) PG

Invoice
Payment

Inventory control
(less than before)

A

Invoice

Wal-Mart P&G

Payment

Vendor Managed Inventory
- Inventory replenishment

P&G reconciliation

P.O from Wal-Mart=Invoice from P&G
=A/R=Payment from Wal-Mart

P.O from Wal-Mart=Invoice from P&G
=A/R=Payment from Wal-Mart

Invoice from P&G
=A/R=Payment from Wal-Mart
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Delayed differentiation

o Delayed differentiation is a postponement

tactic

= Producing but not quite completing a

product or service until

customer

preferences or specifications are known.
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Delayed differentiation

= a concept in supply chain management
where the manufacturing process starts by
making a generic or family product is later
differentiated into a specific end-product.

= This is a widely used method, especially in
industries with high demand uncertainty,
and can be effectively used to address the
final demand even if forecasts cannot be
improved.

97

* Delayed differentiation
B

enetton (UNITED COLORS OF BENETTON)

Their knitted sweaters that are initially natural color, and
then dyed into different colored only when the seasons
customer color preference/demand is known.

0 °

-

98




* Delayed differentiation

epunoq

<

lINd-ysnd

Pull Strategy ESgtomer

Raw
materials Push Strategy

Prior to differentiation

after differentiation

99
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* Delayed differentiation

o The timing of differentiation in the supply chain

= Modular components vs. final assembly for each
model in the inventory.

Two principles

1. Differentiating elements must be concentrated in
one or a few chunks.

2. The product and production process must be
designed so that the differentiating chunks can be
added to the product near the end of the supply
chain.

10
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* Case Study for SCM (1)

K-Cosmetics Company
Japan

10
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(POS-FMS)

= K Cosmetics Approach Patented
= POS link and Flexible Manufacturing System

:‘ """" Computer "= === ===7777 |
Materials | ' |Procurement
Ordering Dep.
1

Stretch || Demand _,Prodtjction
Estimation Forecast Planning

Production
System
(FMS)

Produce products as much as sellable
when they are accepted by the market

10
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Production process

Summary of cosmetics production process

Suppl Factories Logistics Sales/M: ing Retail Stores
R/M, Perfume — Central Distribution center Chain stores
N
—— [ Bulkpren Drug stores
g + Cream — ——>
REN|R% — ——{ Ccvs
= . ]
3
g . 9 sales branches —>! Store
+ Make-up (9 Regions) (75 sales branches)
Dept. stores
Plastic Odawara fcy.
[Final process
Glass
Packal
ging Resin Contracted Fcy
Paper|
10
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SCM Flow

Sales
company

[ Retailers

Sub K-Cosmetics K-Logistics
materials Odawara
suppliers factory

Production
dept.

Raw Cosmetics

material Headquarte
suppliers rs
Overseas [+— I
suppliers Trading
company
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Transport Order

Filling/Packaging |, Bulk Production
Process Bulk Process

'

Transport
Package, Order

Bottle, Case,

Bulk
Caps,etc.
Raw materials
Necessary materials
and amounts
are calculated
Warehouse every 15 minutes
and sent into
production
Transport| | Transport just in time
Order Order
Impossible Computer,
Raw Package, Bottles, by h
Materials Cases, Yy human

Caps, Tubes, labels bei ngs

10
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Transport Order

Before « 10 staff Progress Control Team
- Calculation of necessary items tomorrow
- Inform it to warehouse by 4:00 PM

» Warehouse staff prepared for transporting orders.

 Schedule changes were informed among them.

e Every 15 minutes, computer calculates necessary
After items, amount and time and print out
transportation orders to Warehouse and Bulk
production process.

¢ No Progress Control Team (10 staff)
e Order slip

¢ Schedule changes are in the computer.

10
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Transport Order

Transporting order slip

No. Y-00048 Raw Material Transporting order 99/01/29
Name TSLP Case 10E
Quantity | Contents | No. of To: Time Product | Remarks
Cases Name
1620 324 5 F1 09:41 | TSLPLRS No
Fraction
Others

107
107
* Case study for SCM (2)
|
Calbee, Inc.
Japan
10:

108



Brief history of company

Manufacturer of snacks

o Established in Hiroshima, Japan in 1949.
o Company name changed to ‘Calbee, Inc.” in 1955.
« Started sales of ‘Kappa Ebisen’ in 1964.

~

109
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Sales

ales: Yen 179.4 billion (USD1.6billion)
in FY2013

Worldwide sales:
U.K., Spain, Hongkong, Thailand, South Korea,
Singapore, Taiwan, Philippines, Indonesia,
Australia, U.S.A, Canada

11
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Calbee Potato, Inc.
(A subsidiary company)

In order to procure quality potatoes from the contracted
farmers in Japan, Calbee Potato, Inc. was established.

Mission of Calbee Potato, Inc. is:
1) Procurement of potato

2y Storage

3) Transport

4 Processing

) Research and development
© Planting/growing

11
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Procurement system of quality potato

Calbee ‘Field man’

» Data collection
30,000tons of potato « Information
required in 2018! provision
« Technical advice

on species, field,
output, fertilizer,
etc.

Calbee I
ss——

Potato, Inc.

Supply of quality
Target: potato
Average output:

40tons/ha per farmer
(currently 35tons/ha per
farmer)

Contracted
Farmer

Contracted
Farmer

Contracted
Farmer

Contracted
Farmer

Wi

11

112




Procurement system of quality potato

| % ot
JI \""1—/{._}(’_:
- Hokkaido

i -
L Ny =

=

Potato field in Hokkaido

o
|

]
[ -:;ﬁ

o

- 11
113
* Case study for SCM (3)
Inditex, Spain
(ZARA)
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* Inditex, Spain

Sales: Euro 16.7 billion

No. of ZARA shops: 6,340 in
87 countries

No. of total employees:
128,313

(Year 2013 annual report)

ZARA shop in Osaka

11
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* ZARA Brand

Zara brand:
No. of SKU (Stock Keeping Unit) in a year:
about 300,000
(10,000 items x 5-6 colors x 5-7 sizes)

ZARA TRAFALUC COLLECTION
AW 2017

11
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Case: SPA
*(Specialty store retailer of Private label Apparel)

‘ Design : Production MDistribution I Retail }
Wholesaler
Trader

| Information | \ Information | | Information ‘ | Information |

Re-engineering

SPA (Ex. UIQLO, GAP, ZARA)
Retail, Distribution, Production and Design

Necessary information in necessary time

30
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Production and procurement outlook

After season
o Designing and raw materials procurement: 35%

o Buying finished products from contracted factories: 40-50%
o Manufacturing at its own factories: 85%

) 4

Only 15% of total finished products to be manufactured

at its own factories before season and remaining 85%

to be manufactured in season while checking the sales
of the finished products

11
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* Supply Chain Process

« Making rough designs by about 200 designers.

o Discussing with marketers & buyers responsible for
procurement in the same commercial team.

o Designing by computers

o Making prototype samples

« Final decision-making with prototype samples
> Marketer to decide retail price
> Buyer to do production costing and estimate production
capacity
About 10,000 items out of 40,000 items are going to be
manufactured in the above process and sold in their
shops.

119

119

* Inventory management in the shops
Inventory control by headquarters

In principle, the shops are not allowed to carry much
inventories; about 2-3 pieces per SKU.

¥

[ Create atmosphere to make customers J

buy the items they prefer NOW!

12
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Production system

ZARA's strength:
They have their own factories!
o 20 own factories in Spain
o Comditel
Fabric manufacturer, one of the subsidiaries
o Fabracolor

Dyeing manufacturer, one of the subsidiaries

12
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* 20 own factories

About 50% of ZARA products: mainly new and seasonal
items

« Cutting fabrics by CAD,

« Delivering cut pieces to contracted sewing factories
(about 500 companies)

o Receiving sewn products
« Finishing (Ironing, folding, labelling and packaging)

12
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ZARA Operation flow

G iy Inditex HQ ZARA Shops

Comditel —* (20) in Spain L_

Commercial

Team

Designer
Sub contracted
Sewi Buyer
EWIN;
Faracolor 1 = Marketer
factories

1. .
Textile ‘
suppliers Sub :nn‘trafled I DC
factories in 1\ . .
- Y (8 DC in Spain)
|

Asia,
Africa

: Inditex group
——— Goods flow

=== =" Information flow

12
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Comditel

About 90% of its total sales from ‘ZARA’ brand.

They supply about 40% of the total raw materials
required for the production by own factories.

About 50% of the raw materials are ‘before dyeing.’
(Fabrics will be dyed at a later stage; in season.)

12

124




* Fabracolor

About 20% of its total sales from ZARA brand.

Fabrics will be dyed in season according to the fashion
trend in the market.

(Piece dyed)
Benetton, Italian casual brand, is well known this
system. (Delayed differentiation)

12
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* Contracted factories

Contracted factories are located in Asia
(China, Bangladesh) and North Africa (Morocco).

Mainly producing regular items such as T-shirts,
Sweaters.

Inditex places orders with these factories 6 months
before the season.

12

126




Logistics

All finished products which are manufactured by their
own factories or sub-contracted factories will be
delivered to 8 distribution centers (DC) in Spain.

(Space at one DC near the headquarters: 500,000 square meters)

The goods will be sorted out within 2 hours and ready for delivery
to ZARA shops within 8 hours respectively, after the goods have
arrived at DC.

Packaging: Carton boxes for air-lifting
Carton boxes or hanger for truck transport.

127

Performance of SPA

Company name Inventory turn rate | Operating profit
(Day) Ratio (%)

Inditex (ZARA) 33.6 23.5
H&M 38.8 29.1
GAP 41.7 13.3
FR (UNIQLO) 42.4 11.6
SPA:

Specialty Store Retailer of Private Label Apparel

12

128



ZHERER - X R A THHE

W\

B #HThR
ZHERER - EXRME THHE




Business model generation

- Japanese women’ s examples

DEC 2018

Changed in red

Y3BEKCKO - SMOHCKWUIA LEHT

Nahoko YANO
President & CEO / Comfort Consulting Co.,Ltd

. [
Rule of this course

Speak by one/Rule of a raised hand
“Mobile” silence

No speaking to each other

Comply with time limit

Be active

To respect each participant’s opinion
Humor within boundaries and appropriate

YVVVVYYYVYY
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Profile : Nahoko YANO

Occupation : President & CEO / Comfort Consulting Co.,Ltd
Representative / Yano Certified Public Accountants Office Certified Public Accountant

Academic background:

Obtained Bachelor of politics in Waseda University, Department of Politics, Faculty of Politics and Economics™ «

Obtained Juries Doctor in Seikei University Law School
Career : The Japan Research Institute, Limited Business Brain Showa/Ota Inc. Ernst & Young ShinNihon LLC
Qualification : Certified Public Accountant, Systems Auditor, Project Manager, Turn-Around Advisor
Project Experience :
AFEBRZEANIBVT—RLESOHEERZPDIEEEERICHKS, RIS, EICHMBRHEBRERRELIZEE
WEIYITAOTDEHOTACIMISM,
Z0#%. RESEOBRE/ VNI OEESHFEZFZTALT. SROLMEEOASIRE, THBRETO
DIOMIBM, RIS, SIEHERMAFICHLTERRE. TEMR. BEER. SEBE.YRITRDAVNE
OAVYILTAT IS M,
Uzbekistan Project:
The Study for Improvement of Management and Tariff Policy of Water Supply Services in the Republic of Uzbekistan
(April 1999 — March 2000)
Project for Capacity Development of Business Persons and Networking through Uzbekistan-Japan Center Human
Resources development(January 2016 - Now )
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Strengths and weaknesses of women’s entrepreneurs TG

[ZHEAREERIZOCER]
EHRARDTNEIELEOHE-——XERIBHIDNALFTHS,
SKREFITEWLNEZAIZINS,
NSRRI RELRY., REEVETHIONEFETHD,
SBORYDE EELERMELEIEIZTEDLY ., FNEERLE-MS,
HEEOMDIDHYLSHETHEOZEERYMITION LFTHS,
S>SHELeRYTHY. HALFTHD,
ERICHRSTRBZRELDIENTES,
SHEDRAEENLNDS,

[(ZHEDFEH]

'ttiﬁa"]%&?‘:ggb\o

EHNICBYDETH D, >SEVALL X TEHITEITS,

HERTEEIENZ N, SVE—UhHENIRETID T RETIMNDIVEI—UDHEEELMENE,

(HEDEREBEDERESIFEHE]

BT RIERE, K(TEEESF—

BREAD. KEEEHPERORLANS
SBMLHOIETHN—TEDILEH S,
SEHEDERICBHEDEREMTMASELYRBND,
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Various life-style of women Free and Value #AC

[BFROEILEZHRESTATREAIL]
FYF7BRIZBLTRINRENEVSEXRGRA VMDA EH>TE -,

O AL R— R YNNG E TEBEDRE— I RI— Py T A A e &> TET =,
—yFEEOERELAMAEVWEETEE DR RZERA—TES,

SOREFDFY)TICHEMBIZRELIEE, BN EZONEHED—DOHNEXTHS,
BRITEVTE D H DD TIHEVA, 1oL BRICBRGIEEZLIZNENSIETREET X EL LD,
T BETIIECTH, 2227 47F8 . NPOFEBLREICMYMBO L ELLVD,
FEFEBRFEELGEIH AN, BITHADE ANBROLEESEERRLOIoTE,

(B mLffERE])

BHZFXEEZ TELIFEL,

BORIDLEELILRIFIET=HDEETIELEL,

BASHETHNIE. BORIHIHEEED . BETHAIHREBRSEONTRILHTIATHS,
HRIABREEOALBVDTHNIE BELTLEZHOADRICI T HESELNAEL,

ZHFBBIZEEIARE, TH, BEENMECTDIZEZIIBENLETHD,
ZLT. X ORI OMERZIVICERLT. MEZSTCEDRRER T ENTES,
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Favorite thing X Ability X Strength

\s-
S

(EXnEE]

LIENEET HRAIEAZNENTHS,
T EONDREENSHECRE—FL THERIZEF T,
AL MY EET DELERBTHBN, [PYEN I ERSEBENTHY 3Lt KETHD. B THEIE
BT LN TES ALK IEDRATHD.
BRNBMEEY, OoTHTELS. THOSERTEMBL, F L, BEISURIAISEELTH],
ERPESILERD. EFA—LaLEERT A0S EBLOTLER D, BHDLYFITHEDS,

(FELE X TESHE XA
EBELT. ENERT T DICIIIFELFEETFIAIRTRETHD,
THFELE, PYEVEBLETELIREDOX vy T EE 2 ALIBELTEH TUKIENKRETH D,

BT ERETTEDREEL O THLEFTRIRIVTATITTELL, MBEBTHOTEDRREEZ S,
ZED=BIZIENEA DB EELD,

HAADLEREEDEITEMNEDINT HHI

JECRRETILQAVETEI DD TAYIELTEET S,

Business model generation - Japanese women’s examples

6

Cost Structure

9 Business model building blocks :1 .
[CR]
{IEA] Customer
ey Relationships
[kP] Activities [vpP] P [cs)
Key Value Customer
Partners Proposition Segments
[KR] > g
Key [cH]
Resources Channels
[cs) [rs)]”

Revenue Streams

(References: Business Model Generation by Alexander Osterwalder & Yves Pigneur)

Business model generation - Japanese women’s examples
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9 Business model building blocks :2 e

> [CS] Customer Segments

Define the different groups of people or organization an enterprise aims to reach and serve.
*Customers comprise the heart of any business model.

*In order to better satisfy customers, a company may group them into district segments with common needs, common
behaviors, or other attributes.

> [VP] Value Propositions

Describe to bundle of products and services that create value for a specific Customer
Segment.

*The Value Proposition is the reason why customers turn to one company over another.

*Each Value Proposition consists of a selected bundle of products and/or services that canters to the requirements of a
specific Customer Segment.

> [CH] Channels
Describe how a company communicates with and reaches its Customer Segments to deliver

a Value proposition.
FrRILOWEEICIE, BAMEEHITEHIL. MERTLFELTESSIELEFLFET,

*Channel types are Sales force, Web sales, Own stores, Partner stores, and Wholesaler etc.

Business model generation - Japanese women’s examples 8
8
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9 Business model building blocks :3 A

> [CR] Customer Relationships

Describe the types of relationships a company establishes with specific Customer Segments.
*Relationships can range from personal to automated.
*Customer Relationships called for by a company’s business model deeply influence overall customer experience.

» [RS] Revenue Streams

Represent the cash a company generates from each Customer Segment.
*If customers comprise the heart of a business model, Revenue Streams are its arteries.
*A company must ask itself “For what value is each Customer Segment truly Willing to pay?”

> [KR] Key Resources

Describe the most important assets required to make a business model work.

*Every business model requires Key Resources.

*Key Resources allow an enterprise to create and offer a Value Proposition, reach markets, maintain relationships with
Customer Segments and earn revenues.

Business model generation - Japanese women’s examples
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9 Business model building blocks :4 S

> [KA] Key Activities

Describe the most important things a company must do to make its business model work.
*Key Actions are the most important actions a company must take to operate successfully.

*Ker Actions are required to create and offer a Value Propositions, reach markets, maintain Customer Relationships, and
earn revenues.

> [KP] Key Partners

Describe the network of suppliers and partners that make the business model work.
*Companies create alliances to optimize their business models, reduce risk, or acquire resources.

*We can distinguish between four different types of partnerships:-Strategic alliances between non-competitors (including
PR), -Strategic partnerships between competitors, -Joint ventures to develop new businesses, -Buyer-supplier
relationships to assure reliable supplies.

» [CS] Cost Structure

Describe all costs incurred to operate a business model.

*Costs can be calculated relatively easily after defining Ker Resources, Key Activities, and Key Partnerships.

*Some business models are more cost-driven than others. So-called “no frills” airlines, for instance, have built business
models entirely around low Cost Structure.

Business model generation - Japanese women’s examples 10

10

[ .
Japanese women’s examples
N ™ S

Home Design, Inc. RE% H*-’HE%OM TUTA—T4%—h-BR5E. M- ME UT+—  Y—ERX

I A — '37 9:& BELELRE

2 Herstory Co.,Ltd. BLDOBETHOENIEBLLIABEEY— T 1BEDI— T4 Y—ERXE
DY —ER

3 Trenders Inc. BEA—TINMLER—TTAV T DBRE—RL, Y= ILATATDEY H—ER%E
JTF—BEHME A EEDIAV Y IILTAUTE

4 Waris, Inc. AMY—ER EHBEBNBX. KEEIF—FOLHE- K- EE 4L H—ER%E

5 Y‘s STAFF Corporation. R—LR—=SHE, OV ToVEIE, RN TOE—Sa> VY —F/RE/AY  TEHEEE

YILTA T BETEEY—EX
6 Galleria Collection, Inc. KDY TTFAUTRLR AV ZR—Y - INGFEDL AL RS, TSAAILE H—ERE

> Galleria, Inc. fRb—2L 70T 1—RpE ERES
7 Chrysmela, Inc. HANITKWETR X vy F DR 8k, [FEERE - RyhERGE HyE-IRFEE
8 Poppins Corporation BRARE—YEA—DikE. NE—vE—ERAI—IL REM-FZRA. M PERE
B-YREBLE
% Delete 3lines
Business model generation - Japanese women’s examples 11
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’ An HTP
Japanese women’s entrepreneurs example :1-1 [."Jf pE

Home Design, Inc.

Company Profile

SiE Bt R—LTHIY K2 AEEF (Hiroko KUSUMI)

£%37 :19994F &A% :30085M->500AH EEH 2N

FERNER - RE-H—TU-BRHEOAOTV7A—T143—k-BR5E. RE-s1E% KEIYDHE (FyFo 8= -EKETE -+
AL)DYITH+—L A—F—RESELGE

URL: http://www.home-d.co.jp/

Entrepreneurial history

AFSAF. NEBOIALOEZZERFEDRERZE D BMAELWLWSERIX, EFTHY . UELITHY. . FA1=5TH
Y, BELED, BEEREEDEBRND, BEHRIC, 21307 RELRERZBH T 2ONRE DY —EXEEZAR,
REICTEFDIZENTEE. FNNADERIZDEADZEVSIBNEIKESICHS, BNDE ALY, E1H
BEORTILEEDA T T OBRERKICEEEES ., MEEWLPIRICEDYRLWERSKSIZHD,

JALZREL . EEERICEBLUEERREZIEMBAENS ., A/ TY7aA—F17—8—  BELTOUT+—L4
BEDEREMBLz, TODH. —2—3—VI22FMB2L. BAOREBOBEDLALTUTDOMEEZLEAS, Rit
DAVTIVT THAF—BHERTOAU 23— %R L=,

IRE#Z. 1—F (FELTEH) OFLO—XZLoNYBINTTHAUT 5 TR —IZREL,

Business model generation - Japanese women’s examples 12
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Japanese women’s entrepreneurs example :1-2 | S eesso-smovcam e

Home Design, Inc.

Business Model

KP KA VP CR (&)
T THEIE WEGHE. RED | SMTRIMLPOHEH | LoKYEEADRE | UT+—LOBHL:
NBOTHAF—0 |HEHER [LTvFLIEZMO | O=—XEMEHT | SEEERLRELR
A—TFAF—H— ZDEEER A& ek YNl EFEVERDDA
RTDDBEORD BSRHDAIVTIT
KR g cH BEEEADIED
; - YASERLYA
ﬁ*ﬁs Amf& Eﬁgg*i\ 1I:E)(_ (it'fi?ﬁ‘\%l,‘)
RByT BEFH h— L& AVTUT
BIMRMEES- A, TR
a=

cs
EBREEH. RAZyIAGE SR EH. LEERRH

RS

R

Business model generation - Japanese women’s examples
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Japanese women'’s entrepreneurs example :1-3

&’ljf Y3BEKCKO - AMOHCKHUIA LEHTP

Home Design, Inc.

Verification of the business model

Strength
ERATDOEBREER - BEIZED AR
EFEEMBICRT H5=—X DI ERE

FAELILELR EVMIT SR
SmEDOHEICCKYEBAZEIZDLCR
NERN—F—ZERT R

Weakness

o532 XRTHA

EDAMTRE ERH

BE-—XZEYECLABBRERIENT | Z—REMSHT/VN\IEBE LB LHE

Business evaluation

KEEMNTISAT oD Z—REMEH T EERA . FHHELTEY . BT LERBERESTHEAHBZE DR R
DEHANZDEABEFIERLGN, EFIRDHNEBN—F—ZEFRATEHIEPL. HFEYEREEDLTICTEXZHET D

ZEIFE.COESHRRETILIZIqURLTINS,

LML, EXRBBEO=OIE. AWV —RERAE T HAIBRELELSN =Y —ERDRMET HLLBETIE

BOAEEZ WD,

Business model generation - Japanese women’s examples
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Strength of entrepreneurship

[ .
Y3BEKCKO - ANOHCKNA LEHTP

((BAEESPO>TET ]

WERET, TEDFET LI TIREL EIUTESICH>THRAZMA DDA
> HEFTDIF ANBATEEREIW KRS MIEHDTDEEY LIFHIE,

ARDREIZIFLA>TNDEDEET,
AREFELNEENFNTHREVNEDEIEY LS TS,
CADLNEOIZTBIEERLIZMLNEDHIESIZEAH D,
AN KBYINGYREREEB TN EZEET,
SEHORMEETIVER

> BEEFEOGEHN T BEZRETILOZFELLET,
ERTERESEADCEFV VT ILICIERIZ] T D,
BEEFETERITIDIONKELGIENE S RRAF YU RIZDEMND,
TZ5LELMTSSHoTIRELWLMTI ST REIEWVSTEDYZED,
CBHTIEIA ERAMEEZTHD,

BHOERE. SHORFAENNBILFIECRRIZHEDIEAH D,
STHIFEEEFENDIXROCEL2ELIZEEMNLEF
SHYDBRBMSESRADR2ERDT5&HE

Business model generation - Japanese women’s examples
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[
Japanese women’s entrepreneurs example :2-1 [Ulf S

Herstory Co.,Ltd.

Company Profile

=& Bt N—R—g K% HE £EF (Kaeko HINO)
£%37 :19904F B A% 796075 M (20084F) REEEH: —

EEXEANR BLROBETHOENNIEFEB LI AEEEY— T/ 7 1. REBEDBW T THAIFIIEHF IR
REEAA—DLEEE IV FAZI AT =TT 1B EDIY— T4 —E R, 22 =T BELE

URL: http://herstory.co.jp/

Entrepreneurial history

BE AR REFZERRAIGEH., WTLAEREETIVVEORERELTHH LR, HEDOHREL, 15EMF
FEIRELT, FREABRICVHE, FADITEFEITBRATH T,

ZOR. ZHEOOCHN. BLeRYFEITRVEEZRER . LELYOCHDNRT—HBERICHEEZRIELTNSILE
LTz KEFATAT7THY . KEDIAZ2 T4 EBRDEDRAMRE DL TENEDRR(THEDERNEELT-,
Flo RESBECTVEREFIZESIZEELS—DDRELTREELS,

ST, KEDEFETHREZATVELVENS BN, BEETIABEEAFETELHERELEZYLTINS,

Business model generation - Japanese women’s examples 16
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[
Japanese women’s entrepreneurs example :2-2 | S eesso-smovcam e

Herstory Co.,Ltd.
KP KA VP CR CS
IR RIS HFAI1=T4-I— | KUEOERELE, B
AFAT TFa G ORE E | BERTE NS
ZHRE10HA BOEMRBEGE | OAIER (L

B, DRTLEBE BY—7T427 &3

R HINTAVD) CH

SEYANELRT L,

SRR ST
(&) RS
VATLEEEMA. RAVINEE

Business model generation - Japanese women’s examples
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[ CKO - ANOHCKUA UEHTP
Japanese women’s entrepreneurs example :2-3 | S5 s -snovcn e

Herstory Co.,Ltd.
Strength ANERLI-WVR. EVNMIT SR
ZXHRB10A A ZHEDHER. BREPERZEDRRICIYRAA
TRV T DRMEICKD D HTEES Pt
Weakness TN koY e =% oo Vet B S BV SV =
THHROATAT7BHICEKEFELEZLEEER | aH0BEEIHL7 oy —FRZEOEDE L
5%,

Business evaluation

0FLULEDRRERBGL., SERELLEVEDSRRETILT, AFLEEZEDOTEHDISATUMEELTEY. E
DRRAELTHIZRO TS,

LAl A=V TOT U 7— ARSI, SHEELTEY. REERMRET HEVSILETTIERFHAHLIZC
G2 TV, Fo. I—T T4V T D THAS KR BEDEOEWER IO 12 HT 5Ok EE51 24
[FTHELBALTATATHPPZLNER DN S,

Business model generation - Japanese women’s examples 18
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/ [’ Y3BEKCKO - SMOHCKUA UEHTP
Japanese women’s entrepreneurs example :3-1 AL

Trenders Inc.

Company Profile

SHE LA —XREH R4 #ZRERF (Kahoko TUNEZAWA)S>E & (2014454 4E)

E%3T : 2000552012 # XA BE BEAR%E 10005 M->5{844645 M EE B :3A>89A(20155)
BERNE . LTHEEI—TINMILIEER—TTAV T DHRE— L V=X ATATDEYYT T—2E MBS, BE~—
TFAao T AV INTAVT AR—MITFHR—T T4 T AP ILTAU TR E

URL: http://www.trenders.co.jp/

Entrepreneurial history

BREAF, SHEEDYLGHL, BX IREXFAR. HRERBBLOSLEICTOE, ENTNTREELEL. TR
LHof=. Ll BRICBYAGVLO X EEEZREMBAD A 1 ZE BRI LA, BRERTEFE,N o1,
EEXBENPOTAUFr—REDUHRDAREFEET HI5(2, [BETREEREASBDHLRRERAT—OFEIERS
[CEY, EBEERBL, ECHM EVRADREELO>TIVEA DT,

HBNINBELTNSEE, DEETHNSEILX 20N 03B ETDRMEAED IEVST A DDLU Y (MEEEDEE
FH KEOHETHICETIEREEUREEICBTIECRANRIT HEE AT

LML, ENFEFEEBRTEDOY—7 T4 H—EREZFETER N =0, PILERLSBEME—FEDXEDEEEITHKY.
EEOBMEREINE. RITHEVVSEDRRTRELL

Business model generation - Japanese women’s examples 19
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[
Japanese women'’s entrepreneurs example :3-2

Trenders Inc.
KP KA VP CR cs
KR CH

(& RS
Business model generation - Japanese women'’s examples 20
20

’ 3BEKCKO - ANOHCKKH HTP

Japanese women’s entrepreneurs example :4-1

Waris, Inc.

Company Profile

it et waris ERIRE R KA FE(Fumika YONEKURA) HHZEFI(Miya TANAKA)  SATERF(Kyouko i
KAWA)

E%37:20134F4 8 EXRE:6465M EEEH: —

FENE: AMY—ER, EHEBEENFTE. EBEIFT—OARUINEOLTE-FAE-EE #H&

Entrepreneurial history

LT3R DEBRREBICIYBESINATINS,

RESAIE, KEZEZEROSU T, CEOBNEEREICHTINAE. ERVCUEEROAE - SWER. o2, EEEEOT
SATINEEDEBEDEERICHEL =, 2011FIZHBFLI=. KECCE,Inc. BEGCDF-Japan F¥)T7h I 5—DEREEN L TXHE
DFV)TXIEITEDY-WEEZREIZESD,

AhIAld, KPFEEMBL. BEXDELLT. BRI EREOLE - M - RE-REICTEDY., 7o75— 2 HERELT
BLEZEDOBEIEDORIF AL LEIZHS, 20095 12K ECCE, Inc. ZBRE GCDF-Japan F¥ T AV E5—DERERBL. 7U—F2 XD
SAZ— XX THOES—ELTDEFBERTREICES,

ASAE, KPZERRBL, N EREBREBA—N—EROEL-EREROBEELELBAADOIYFUIEE, DEICNTIEE
BREAMOBENSKIETIBEIIRELEZDS XSt WarisDEEICSELT-,
NARAFNWEBEEAMELEZ—XDTITIVFUT  EBTIN =V ZEICRY . DENE D DRENEEN LTI A T LEE
Bohdta0REFEBHRLTLS,

Business model generation - Japanese women’s examples 21

21



-
Japanese women’s entrepreneurs example :5-1 [UJ‘C' S

Y‘s STAFF Corporation.

Company Profile
S48 HAEtt I XX497 wRA -BERF] Yuri TAZAWA) SRR 19985
EAR%E:1000H7H REEH 174
FERBAT/AV8—RINEE R—LR=24ME, avTovEME, R TOE—2 30 %) | thigiEHEEEEE (X
T4 3—FybEFALhISEHLEEOTES) 4L
http://www.ysstaff.co.jp/

Entrepreneurial history

HESAIF. REOKRFEERBBL. A—D—THAVIVOESREEZIELL TV, LAL, HELESEADEHTHE
AGCGRELILEEIZS2#LLT=,

LHOL, FETHTHOTH MAEETH>TH B ZLEVER VD BADFHROFETEXRDEHICLH5E DS
HBLLRYBA T, N\VaAVEEDT)—F(8—ELTHETHER T, ZLT. [EETHLXEA LMV BITEE1E
Y=L ERBWNILBETERT SIS o1z,

BRAGITEEEBZZIEL. [RubA 74X 1EVVTV T DB E EEEHITERET 150 A RZYTITEHBRIEL
T F—LEHTEHEITOTLD,

Business model generation - Japanese women’s examples 22
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/ [’ ¥Y3BEKCKO - ANOHCKNA LEHTP
Japanese women’s entrepreneurs example :6-1 4G

Galleria Collection, Inc. - Galleria, Inc.

Company Profile

18 HALHFrFUTaALI I SBA R T YLUT

R4 EIEEF (Yoko MIYAZAKI) =1L £ (Takashi YAMAZAKI)

ERI1 20025 (96T XL T7aAL Y avBWEIA—TY) EBEARE 118615058 #EBH:704(20105F)
BEANB KO IITAVITRLR A ZA—Y - IMPFEDL VAL -BR5E. TS/ F IR —2LT 0T 1 —REE
URL: http://galleriacollection.jp/

Entrepreneurial history

BBSAX, TAIADOKZIZEZL. FRRIIBEAD=ZHBRITOZ1—I—IXEITHBT 50, aE—0T71)07
ZLTLV =, BITMNEHTHEITLEY BRIZROTROYNIEEWAIERBT 5. BARTIE, HOEBDTHERD
RALICHBLIA, REISEREZHT 58512405,

HBHA. RADEEBT HILITHY, LUZIRLRESHT DITBRIGEE STz, LETAHM, TAJATR TUELLHEH
BRLURERFEAYZGELHENEE  2ERSNATOEVED ENY o=, RYDRL R 1ZEZ -, XEDREEE
MEABDELLMIICEFEN, FIET 5 ELRALLICHAENSEFEALEVERL, EEICUV =271,
HEMDI%ITXMET, ZMELLL., LIEOAGEYEDOREE. KHESLOBNPYZREIZL TS, Ff=. FLRIZIZRIE
Li=CiEHYELE, #ERBLAENI L, 100%EBFHRNHETHLERY—ELTNS,

Business model generation - Japanese women’s examples 23
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[ CKO - AMOHCKMA LEHTP
Japanese women’s entrepreneurs example :7-1 e

Chrysmela, Inc.

Company Profile “

=114 %K L4t Chrysmela #HR%  E K EHE (Eri KIKUNAGA)
£%37:20074 EXE: — REEXEH 34

FEAR NMNIKNWETRAX vy FORIF - 8E, [FEERSE - RybEREE
URL: http://www.chrysmela.com/

Entrepreneurial history

FRIAIE, YU T EFETEMILTHEHICITRBELIGNE, T TIZI6BD ESITRREZEL - BITEDRIZEE
FHEZEZIFEMELETAD. [ELMAIZHESEN I EEbNEETS, KEFEEL,. BETETITHMBL .

HBHH. B3 5->-ETRAELELTELON, [RAEVNDTIELEL AN TLESIET7RF Y yFNEL, 1EBHETAD
1235z, ZDEE RN RRTREBBIIINTE | JEBWDE, UBD LS. SANITKWET RO EFHAEERIRT 5,
2006 (T NITKVE TR F vy F IDHFEHEL. BERFHIL.

K ¥7 R[] 5 (Okaya-city Nagano Prefecture) D Z &R D F - B4, UIBIM T iz E T 5B £t SEFEIREL.
HEFRELTLS,

=

Business model generation - Japanese women’s examples 24
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/ [’ Y3BEKCKO - SMOHCKUA UEHTP
Japanese women’s entrepreneurs example :7-2 A

Chrysmela, Inc.

~
=

L

Business Model “

KP KA VP CR (o]
E7AREEESE. (ARFAR., BEXE | SMNIKVETR BB E7 AN NnA09<T
BRSEERIRIE . *uhBR | #RL) FoyFICKYKERL H->TLWSA
STIE BEEMo>THEIT: | ETRELCIHLTT
HORNEER LRI R
KR REGETRELEL [
e REFCHIETD | <203, 0oz
25y73% =U B, it 5
(& RS
E7ZAFvoF8EEA. REFHNH. R2VT7ER E7 R¥FvyFER5EH
Business model generation - Japanese women’s examples 25
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’ (CKO - AN 1 HTP
Japanese women’s entrepreneurs example :7-3 [.lﬂf pE

Chrysmela, Inc.

Difficulties and Conquest “

> [KR] Key Resources
R ASETITANENDOHLEL, SEMIEHMEICISNTULSY, LELEFRILIOMELNEL,

=

> [KP)Key Partners
GHELEREEO>TNGL, D200t L EDERICTRAUEEESTENZT, >P2EEHFEORESR T
(FREETIEEVLWIEG) ME>T MBI LTS,

» [CH] Channels
GHELERETOTUUNEL, >EREFE>THRFEFKETINETORELEVDONS, >FERBEFRETIEGLE
KDERNBYFZE->TNBZEITHS,, FHFERIEIDAFT->TESIPIRFELFEIZD S,

Business model generation - Japanese women’s examples 26
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/ !" ¥3BEKCKO - ANOHCKNA UEHTP
Japanese women’s entrepreneurs example :8-1 AL

Poppins Corporation

Company Profile

S8 HASHRELX R4 hFHEF(Noriko NAKAMURA)

E%37:19878F  BEAL9657HAMA  HEEH 26524

FEAE SHAE—y5—(Nanny, Poppins-sanEFER) DiRE ., NE—SvA—BRRAI—IL, BB 55 -
NRHEE . ENREBRY—ERRGE

URL:https://www.poppins.co.jp/english/index.html

Entrepreneurial history

hRSAK, 1TIROBETHY., SETLERIZEFEL T =, FRERE—IYA—IZFEIT. LB ICEMNFT TN B
BELT, FHEFELNZITOIOARE =L 9a—DUVEWNZ EEFRELT =,
REOYA—EFTHIHBRELENSTELGE . KONV =TEFE/—MIAELTLM=5, 3RIZHE>T=,
RE=Iya—DEEEZRLT. TLERZVLHEEIZES,
BRTEEH=3MD/—rEHEICLTRE—IvA—BRRAI—ILDTHEALEEY ., ZCTERINIET &S
Poppins-san&EL CTAMZEERL. YSA T U MIRET HAEEDOEBZ 1=,

Business model generation - Japanese women’s examples 27
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[
Japanese women’s entrepreneurs example :8-2 [Ulf S

Poppins Corporation

Business Model

KP KA VP CR (&)

T—b avH—t | BRARE—IvE— | BYSFRARITES | REVXSAEFHE | FrUT-HFEELL.
R—IL, EHEEF (REXX)DER HRBIHEL LD | BHOBRELER BRICBDGEHR (R
ERHEE. Re2v— |KREVADT—7T4 | 1T 4B REEES | RERLBHRELD |(#)

Ezxto8— i DERJARE—Svi— |(SEEE
o YREBEOREER [
BNE—sos—s |SOETORER KX qavrs
AY YN cMol-TRen 5. FEE. #Ho0

CEMNTEDmMBR

HRELXDTIUR 7 = 47 o

cs RS
REVZERTOYSLHAKER. REERZER. A | E—Tui—HE RJ—LEEH. REEH
8. LEERE

Business model generation - Japanese women’s examples 28
28
/ [’ Y3BEKCKO - SMOHCKUA UEHTP
Japanese women’s entrepreneurs example :8-3 AL

Meri Poppins & New Opportunity & 8L LS

Company Profile

B A —REV X & Za—FRFa=FT« #t{& % : valida Daminjanovna
FXII:20065F  BEAE:-  REE11-50%

BENE N\VRF TR R—N\—-TIHFEDFRRAIVIDIRE . NE—2va—DiRERE
http://meripoppins.gl.uz/5827-meri_poppins/

Entrepreneurial history

Valida& A lE, BEGA S FHIAEBE TTV R TRORE—2vE—AN TS EETEIMN D ERL TV, HBA
EFNFEEIT. BEDEHEBVHIAE VI —LERASYIDIRER L ERILIZ, ZDR. 2010FITIRER
BITDI-HDEE L F—EERLT=,

Business model generation - Japanese women’s examples 29
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[
Japanese women’s entrepreneurs example :8-4
) : : = Qe
Meri Poppins & New Opportunity & &L LD ‘
KP KA VP CR (&
KR CH
CS RS
Business model generation - Japanese women'’s examples 30
30
. . ’ Y¥3BEKCKO - ANOHCKKH HTP
Work shop : Business model generation

EE 90D TOVvIEFSTESRRAETILERRT %,
TN—TIZh T ECRRAETIVEERT 5,

1. ESHRRETNEEYFVDEDSRRTATATHH DN EENEGHAT S,
2. WI=ESBEDRADARLEAD ADFGHAZENT—REIREFLZWLWATRCT IL—T%4E%,
3. SFVN—TEWMETELRWMEE (L. BEAFET S,

KEERET(ADYiay
DEICHLT, BEEDETTEZEPLLEETOT( ANV aVERRET 5,
(92DTAVIEKRFTHEEICEL WETHNIETEETA ANV IV EEKET 5. ) Changed in red

Business model generation - Japanese women’s examples 31
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Business Model Design :1 45

ABBATEREINALHEEHHL0. BEEFOLN THELAETHLOERELEL, ESARETILE
HELTRET IBEN DS,

(KYEHFHLE SR RETILDHEE]
» Customer Insight
TBEEDEZAZENA/A—LaVDRRTHIEWS LTI EDRRETIETHE T 2DICEETRANSE
NTLBRET,
ZDEHIZ, BEREOCAELEE. BD. RELW - BEICET SRV EFBSRMELL,
LAl ALBLLDEBERICHCKD TG BELTFCEMRTLIENKRETH D,
*What does she see? What does she hear? What does she really think and do? What does she say and do?
What is her pain? What does she gain?

» ldeation

*Mapping an existing business model is one thing; designing a new and innovative business model is another. What’s
needed is a creative process for generating a large number of business model ideas and successfully isolating the best
ones. This process is called “Ideation”.
DDEEIOVIDVWTNIEDRAETILEBEOHFERELD, SVV—RATE BERETE . BEIE. T
LT.I7M4F U REE,

TEL~GBIEESIREDEMESDITTHS,

Business model generation - Japanese women’s examples 32
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. . [
Business Model Design :2 e

» Visual thinking

HEERICHEMNTREED., BICRZDERABEHD S,

SERAHRMNTLONSEERMLELDITHRY, TAR—FDEEED S,

» Prototyping

RN EEERETHIENTE HLLWTATATDIRERETHEIZT B,
FABDESRRETILNEDIENTEDRDAMEIRDIDICRIDBEY—ILTHD,

» Storytelling

LA DBVETIVIZIZERETT ONERDORETHD, TD=H . ERERYMZ DLIUAET. HILLE
CRRETIVEGATHENERTHS,

-REFEERBL. BTEETAS BEICYELTRET S,

MEEICES T EENMIZZTIMY. TNNEFICEDLIITEBLTEY., EQLSICMELXEL DI EHBT S,
» Scenarios

VT DE—DHEEIL. THAUEH LRI LS. FOTAT—ILEHMCET ESRRAET LR IO
TANERIRBT HETH D,

SELABERRTEICLDI VT EROY—EREEDQLSIZMHEL., FIATIEZCEZTORED. 80k, BRI

PEEZ D,

SEEQBFSBFEHBT 5LTUL  REDTEMIONTHMITAA—ST 5, REQBISITHLTHULLE
CHRRAETINEEZDDIZH/ID,

(References: Business Model Generation by Alexander Osterwalder & Yves Pigneur) Delete after sheets
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Japanese women’s entrepreneurs example :3-2

[
/Ujf Y3BEKCKO - ANOHCKUA UEHTP

Trenders Inc.

ol
\ ¢

KP KA VP CR cs
YRAT AT FE=F2)—F0 | BFOEVAPER | A E-F2— | XEOBEREEE
TEAE=FoY— | Ry bT—UBE | ITEEZIOHELY | F—ICLPBEHRRE. | LWEEEL - HRR
- RAATATEEE | KA E=A)— | TEAALR ERURFTRH
ZHESB20H A5 |ALLGEEER F—%dhib& LB
T EEDR KR NENNT—4v Y CH
= s o= | P—FER Lo

REBYA L FEVRT HHE— L2 E YD BE A—LIAY

LgitrE=Ay | 2RSSR Y. YAR3I, A3

)—5— SN N
cS RS

ATLEEER. R4V ITAGE

T—HFF4o5&AVHILTF AT T4 —

nOCTpoeHMe 6M3HEC-M0Aeﬂel7ll npumepbl ANOHCKUX H(eHU.I,VIH-FIpeAanHVIMaTeIIeVI

0

Japanese women’s entrepreneurs example :4-2

/’C Y3BEKCKO - SMNOHCKUA LEHTP

Waris, Inc.

Business Model

KP KA VP CR cs
NARFIIH— AMRF L DL | BELENAMFY)T | BBLRIVHILT— | I—T7T409 . NS,
NARFILTH—0 | BE. ZREHFON |BOEEUNMREXIL |23V N(RXILT | & RE, LHREE
FODREER HAYYEL, RER | vY—)OpETILE | Y—EORELEER | OAM——ZDHD
ROLHEDOY BAMEBEEY—EX 1 BHich/phiE
KR oH PARVTFY—EK
RBYT N RFIL ARUR, R—LR—
I —&HF-EEIX . RE.TRII H
TL RYFT I %58
Aw)
cs RS
NGB LCEEGEE. VATLERE. N AXILIY— | EILOEBZIH
~DEBRTH

MocTpoeHune BuU3Hec-moaeneii: NpUMepbl ANOHCKUX KEHLWMH-NPeaNpUHUMaTENe N
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Japanese women'’s entrepreneurs example :5-2

[
/Ujf Y3BEKCKO - ANOHCKUA UEHTP

Y‘s STAFF Corporation.

Business Model

VATLERE. EBERE. RIVIALE

KP KA VP CR cs
TRENEFTEIEME | RybAT4RO55Y | )—XFTIVEEHKRT | F—LxiE R—LR—T XV F
LEERD-ONE |FOERFE . AXILEZ. DEREDR—LA SN DERENELT
FYAk FEHBEOESRE. A | R—UPIVTFUYD g

MHER. AMERK TERCPITEEET YL

KR FaY o

TUATL, TLESR R—LR— Ry

B.EBRAVI.E N &=H

A
cs RS

R—LR—=UFFMEH ., YT T T4—

nOCTpoeHMe 6M3HEC-M0Aeﬂel7ll npumepbl ANOHCKUX H(eHU.I,VIH-FIpeAanHVIMaTeIIeVI

2

Japanese women’s entrepreneurs example :6-2

/’C Y3BEKCKO - SMNOHCKUA LEHTP

Galleria Collection, Inc. - Galleria, Inc.

Business Model

KP
JS5A45)ILoax)—
Lav)
Z=REAGEDERA AN
RTIL-FEIR &5
KL AA—H—

KA
SEDYDRLADFH
2. Bt

KR

TR IDFLR
BEDY—ER%EIE
HTEIZ LM

VP
WMHTELLRLRE
FlzFz Lo #EERKD
BlvH
FELDIAMLDH
CHMDER AT
R E100%

CR
—ANDEY~ADHR—
h AR

cs
gk, BIZRLRIC
CIEDhYZEEDTER

CH
LR GOl
A3s, vR3s

CS
ERFAEEA. FLARMER. A&, LEERE

RS

RFLRL AL -BR5EH

MocTpoeHune BuU3Hec-moaeneii: NpUMepbl ANOHCKUX KEHLWMH-NPeaNpUHUMaTENe N
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Specialized courses. UJC

Trainer: Nahoko YANO

Title: Business model generation - Japanese women’s examples

Target group: Women who have some business ideas and want to start their
business, women who want to launch other new business

[Course description]

* Learning objectives: To be able to create a Business Model and implement
action plan independently upon completion of the training.

¢  Follow-up after implementation: To monitor the development of an
independent Business Model and emphasize the importance of start-up
implementation. This will involve: D individual advice sessions and the
individual coaching, @ priority participation opportunities for PMP and
participation in specialized courses, 3 support for loan access for investors.

Course objective:

To support to inclusive growth and promote “a society where women can shine” as
proposed by the Japanese government. This new business course is aimed at
specializing in supporting the development of female managers and entrepreneurs. In
this course, you can acquire the method of business model generation using nine
blocks. And this course supports new business model generation by women’s
perspectives, the new services and product development taking advantage of women's
sensibility, by using many Japanese women's entrepreneurs’ cases. Moreover, this
course gives the place sharing issues and experiences in the business of Uzbekistan
women's entrepreneurs.

IDaA—ATE, 9007 vy 7 A LIEE YR AT NVERD HIEERSTE &
T F£o. BROLMEEZR DL OFFlZB L T, ZHEOHEEIZED2FH LnE YR
AT NVDER, LMEDREMEZ L LT LN — B X0 2 L4, &
HIZ, TOa—R(F, VARFZZ U ORWEEERO B YR AZRIT 8 LRk %
AT LG L ET,

Course requirements (maximum number of participants, position, etc.):

Capacity: Approximately 10 to 15 participants per class.

Target: Women managers and entrepreneurs (eligibility requirements: submission of an
expression of interest which details the applicant’s motivation for participation).



[Course schedule]
Date and time: 10/12/2018 — 14/12/2018, 10:00 — 13:00

Specialized courses. UJC

D | Topic Content Methods Equipment/ |Expected
a stationery |outcome
y to be used
Women’s e Success factor of women’s|Lecture/Discussi |Projector To understand
1 |entrepreneurs entrepreneurs on/Workshop PC,Text the business
Business model | ¢ Business model building model building
generation blocks block
e Japanese women’s
entrepreneurs models
e Favorite thing x Ability x
Strength
Japanese e Explanation Japanese | Lecture/Discussi | Projector To explain the
2 lwomen’ s case women’s entrepreneurs | On/Workshop PC,Text Japanese
study models using blocks women's
business model
Exchange e Presentation by | Lecture/Discussi | Projector To build a
3 | opinions with Uzbekistan women's | on/Workshop PC network with
Uzbekistan entrepreneurs womes's
women's e Exchange opinions on entrepreneurs
entrepreneurs issues and experiences of and managers
women entrepreneurs and
mangers in business
Japanese e Explanation Japanese | Lecture/Discussi | Projector To reuse the
4 \women’ s case women’s entrepreneurs On/WOkahOp PC,Text Japanese
study models using blocks women's
e Comparison Japanese business model
women’s entrepreneurs
models and  Uzbekistan
model
e Business model design
Business model (e Creating new  business|Work Shop Projector To genetate a
5 |generation and Models Presentation PC,Text business model
presentation e Presentation




Trainer: Nahoko YANO
Title: Business model generation - Japanese women’s examples

Contents draft Min
Day 1 Min
The purpose of this course  <Natalya> 5
Rule of this course and contents table 5
Profile : Nahoko YANO
Your name? Your business? What's your purpos of participation? New business idea? 20
*WS
Strengths and weaknesses of women’ s entrepreneurs 15
lecture and discussion
Various life—style of women Free and Value 10
lecture
Favorite thing X Ability X Strength 10
lecture
9 Business model building blocks 20
lecture
Break 20
Japanese women's examples 2
Japanese women’ s entrepreneurs example 1 33
lecture and discussion(What can you learn as regards the business?)
Strength of entrepreneuship(Favorite thing X Ability X Strength)
35
lecture and % WS
Total 180
Day 2 Min
Japanese women’ s entrepreneurs example 2 30
lecture and discussion(Create 9 blocks)
Japanese women’ s entrepreneurs example 3 40
lecture and % WS
Break 20
Japanese women’ s entrepreneurs example 4 5 6 30
lecture
Japanese women’ s entrepreneurs example 4 5 6 60
*WS
Total 180
Day 3 Min
Presentation and disucussion 80
Break 20
Presentation and disucussion 80
Total 180
Day 4 Min
Japanese women’ s entrepreneurs example 7 25
lecture
Japanese women’ s entrepreneurs example 8 45
lecture kWS
Expranetion theme and making team 15
Break 20
Business Model Design
20
lectur
Customer insight (and Storytelling) 45
*WS
Creating business model 10
*WS
Total 180
Day 5 Min
Creating business model 40
* WS
Break 20
Presentation 120
Total 180
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