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More recently, quality has become a significant factor

in companies that focus on customer experience such as
the Ritz-Carlton Hotel Company and Starbucks. Many
companies, like Allegheny Energy and Milliken & Co. have
elevated the role of quality throughout the company.

With negative perceptions, fuzziness of the job specifi-
cations, disparity in the expectations of the quality

Table 1

The New Quality Imperative

Original Imperatives 1980s

Japan lead quality; United States aspired to
improve quality

Leadership sought, learned and embraced
new quality knowledge'and applications

Quality departments lead improvement efforts

Traditional control and improvement—
defect reduction

Quality principles perceived new and necessary

Basic quality tools, technigues and principles—
few choices, limited history on usage and
lessons learned

Near perfect product quality as a differentiator

Relatively stable loyal customers, relatively
slow changes

Source: Mike Adams, Vice President Quality, Allegheny Energy, Inc.

professional, and the shift of quality practices moving up
through the company. is it any wonder that the quality
discussion has slipped from the corporate agenda over
the last 20 years?

There is a new imperative that quality professionals and
the C-suite must recognize to ensure the relevancy of the
profession in the coming years.

New Imperatives 2009

Worldwide sourcing; global offerings

Leadership perspective on quality varied based
on past experiences and personal definitions

Quality integrated into business leadership efforts

Value creation, innovation, accelerated cycle
time to market

Quality principles perceived assumed, already
present, necessary but not sufficient

Numerous tools, terms and interpretations;
Many choices, rich history of failures, successes,
and best practices

Near perfect product quality assumed or
basic expectation

Worldwide customer engagement, mass
customization, increased commoditization
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‘Appendix: Survey Results

Demographics
Most council members have extensive experience in the Quality field.

Total Years as
Quality Professional

Time in Current Role

Time with Current Company

6% __ Lessthan
1 year

—— 3to 5 years

7to 10
years

Number of responses = 17

Business Environment: Senior Management
Most believe Senior Management views Quality
as a “Must Have” in their organization.

Senior Management's
View of Quality's Role

— Nice to have

12% ——— Advisory

6%
———— Mandate

Senior Management's Leadership and
Decision-making Style

41%
24%
18%  18%
0%
5 4 3 2 1
Command Highly
and controi distributed

Number of responses = 17
Data shown Is the percent mentioned.

lessthan

1 year
yeu 12%

—— 10years 14 9 qo — 10 years
or more years Qr more
6% _ lessthan — 71010
1 year years
L 6% oo 3to5 29%
) . oars —— 51610
ye years

Business Environment: Quality’s Influence

Quality is “very well” or “somewhat” aligned and influential
when addressing business challenges, corresponding with the
quality maturity level most organizations indicate achieving.

Extremely
well aligned/
influential . 6%
Somewhat ! Very
well aligned/—1 — well aligned/
influential influential

Quality's Maturity Level

Tier Tier Tier Tier Tier

47%
4 3

29%
18%
6%
0%
2 3

1

Source: Baldrige Quality Program -
Criteria for Performance Excellence

Number of responses = 17
Data shown is the percent mentioned.
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Appendix: Survey Results (continued)

Effectiveness of Quality Practices
The majority of quality practices in use are considered “extremely” or “very effective,”
with the exception of TRIZ.

M Extremely effective I Very effective || Somewhat effective | Not very effective | ' Not at all effective

| | |
Customer surveys [n=16) ; 38%

Gage R&R (n-8) 50 . : 28

Regression analysis (n=12)
Customer experience metric (n=12)
TPM (n=5)

Employee surveys (n=16)

FMEA (n-16)

Kaizen (n=11)

Transactional surveys (n=11)
Customer focus groups (n=12)
Linking quality to compensation [n=8)
Kano model (n-12)

DOE (n=9)

Lean (n=14)

Cause analysis tool [n=15)

Stage gate process (n-10)

TQM (n=10)

TRIZ (r=6)

Risk assessments (n-14)

Conjoint analysis (n=7)

Taguchi [n=7)

DMAIC (n=18)
Workout session (n-9)
Affinity process (n=10)

QFD (n=12)

Failure analysis (n=13)
Benchmarking {n=17}
Six sigma [n=16)
TTQV (n=3)

AHP (n=3)

ITIL (n=5)

Balanced scorecard [n=16) |

Reengineering (n=14)
Value engineering (n=10)
CMMI (n=¢} |

Source: The Conference Board © 2008

0 20 40 60 80 100%
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Appendix: Survey Results (continued)

Degree Market Forces Impact Quality
Globalization is the market force influencing the future of quality most.

B Extremely influential I Very influential [ Somewhat influential [_| Not very influential

Globalization influence (n-17)
Innovation/creativity /change influence (n-17)
Value creation influence (n=17)

Consumer sophistication influence (n-17)

Changes in quality influence (n-15)

Outsourcing influence (n=17)

0 20 40 60 80 100%

Source: The Conference Board @ 2008
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Appendix Table 2

Future Intent with Quality Practices
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Lean is the quality practice cited most frequently as needing to be accelerated over the next 3 to 5 years.

30

ACCELERATE CONTINUE EMERGING UNDERUTILIZED STOP
Working, and Seems to be Could work, Could work, but Does
and need working at but need need to scale not
more of it current levels more data to be sure work
Lean (N = 15) 73% 13% 13%
Balanced Scorecard (N = 17) 53 35 6 6%
Kaizen (N = 13) 46 38 15%
Linking Quality to Compensation (N = 12) 50 17 17 8 8
FMEA (N = 18) 44 50 6
Risk Assessments (N = 16) 44 44 6 6
Cause Analysis Tool (N = 15) 40 60
Value Engineering (N = 14) 36 29 21 7 7
Failure Analysis (N = 13) 38 62
Benchmarking (N = 17) 35 65
Regression Analysis (N = 15) 40 53 7
Customer Focus Groups (N = 15) 47 47 7
Customer Experience Metric (N = 15) 47 33 20
DOE (N = 13) 38 31 8 15 8
DMAIC (N = 16) 38 63
Reengineering (N = 15) 40 47 7 7
Customer Surveys (N = 17) 41 53 6
Six Sigma (M = 16) 31 63 6
TRIZ (N = 10) 30 10 20 40
Employee Surveys (N = 17) 29 A
QFD (N = 15) 27 33 7 20 13
Workout Session (N = 15) 33 27 27 7 7
Affinity Process (N = 12) 25 67
Stage Gate Process (N = 13) 23 62 8
Gage R&R (N =12) 25 42 17 17
Kano Model (N = 14) 21 43 29 7
Transactional Surveys (N = 14) 21 71 7
TPM (N = 10) 20 20 20 10 30
TTQV (N=9) 11 33 22 22 1
ITIL (N=8) 13 25 25 25 : 13
CMMI (N = 8) 13 13 25 38 13
Conjoint Analysis (N = 10) 10 50 20 20
Taguchi (N=11) 36 18 36
TQM (N = 12) 58 8 25
AHP (N = g8) 25 13 25 38

Source: The Conference Board © 2008
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