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Welcome

- Becoming strategically aligned
— Strategic relevance defined
— Five steps to success

. Striving for continuous
improvement

— Operational excellence defined
— Five steps to success
. Q&A
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Today’s In-Plants: Challenges

Departmental printing

Staff

Connecting with customers

Increased
competition
Providing ROI

Stratégrefrsjevance
S t&/@(}lg@%%@ eink to marketing

Funding

Promotion/Marketing

Silos

Outdated equipment

o Skills
Digital vs. offset
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The In-Plant “Strategic Alignment” Dilemma

Out of Sight
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Strategic Rings of Influence. How Far is Your Reach?

Director of Department or Agency

High High
Office of Strat and Planning
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Strategic Relevance

From an In-Plant perspective, what does

achieving strategic relevance mean to you- o / g
I - ; .#— i
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Strategic Relevance Defined: Xerox

The alignment of your In-Plant with the
overall mission/vision of your organization
and its core business processes, where the
organization considers the In-Plant as its
document communications provider of
choice.

Additionally, your institution considers the
In-Plant as a valued partner that assists the
institution’s value/supply chain document
owners and creators towards the
achievement of its overall mission/vision.
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Strategic Relevance Defined: Your Peers

“My customers have choices. They are looking for a print service provider who
can help them not only achieve their business objectives but also to see the
possibilities. We become strategically relevant when they consider my In-
Plant as their communication service provider. If | do not deliver the
services they are expecting, an outside service provider surely will, thus
they will no longer remain my customer.”

Director of Print Services,
Government of Singapore
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Strategic Relevance Defined: Your Peers

“Printing Services is not always embraced as a solutions provider. | believe you
become strategically relevant within your institution when you achieve the
following:

- You anticipate what the university’s leadership team needs before they
recognize it. This demonstrates strategic value.

- You become perceived as part of the solution rather than part of the problem.”

Duncan Hurst, Director Media Services
Heriot-Watt University, UK
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Strategic Relevance Defined: Your Peers

“For years we have needed to prove the worth of our services. Many of us
have needed to prove our existence due to the current inflation situation
which has added to budget cuts and uncertainties.”

Karen Birch, President
Network of In-house Print Professionals Australasia (NIPPA)
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Strategic Relevance: Addressing Strategic Initiatives

- Gaining new revenue—>bringing students into the school more
effectively; optimizing how you manage, measure, and improve the
process

- Retaining revenue—keeping service to the point that the student
continues as a student; maximizing the spend they have with the school

- Ongoing Student Life Cycle Revenue—maximizing university
advancement in terms of donor dollars; targeting graduates and
maximizing the resulting dollars

CFO Park University
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Making the Strategic Relevance Transformation:
Five Easy Steps to Success

! - Their applications
Consider « Critical success factors

your customer - How they are measured
\Why they are not your customer

5 2
- Offer what your ] _ Prici
customer requires = 4ef=1a[6 Strategic s d Prcing
: nderstan - Services offered
- Offer what your your A“gnment th ket i i
Mkl _ . € marke . Differentiators
competition does not EeTETTaTalefS Achieved

\
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- Sell, Sell, Sell, Sell your . Strategic Plan

11
:;aluel'q' Cand t " Market Develop - Business plan
- Reach out and touc .
someone, everyone! gg?\/rices a plan - Marketing plan
. Communicate your _ « Customer support plan
value proposition - Value proposition
- Educate your customers - Know the financial value
of the services you provide
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The Guide to Achieving Strategic Relevance

Be the better mousetrap

Step1:
Consider your customer

Step 1
Marketing 5
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But Wait, There’s More

The journey continues F

- Use the voice of your customer

.« Streamline your processes for continuous
Improvement 8.

A new guide to help you succeed:
Achieving Operational Excellence Using Lean Six Sigma
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What is Xerox Lean Six Sigma?

Combination of two powerful approaches

Lean SPEED Enables Six Sigma QUALITY
Six Sigma Quality Enables Lean Speed
(faster cycles of (fewer defects means less
experimentation/learning) time spent on rework)
Lean Speed + Low Cost Six Sigma Culture + Quality
- Goal: Reduce waste and - Goal: Improve performance
Increase process speed on customer CTQs (Ciritical
. Focus: Identify non-value to Quality)
add steps and causes - Focus: Use DMAIC process
of delay with various tools to eliminate
. ) _ variation )

| 4

Effectiveness
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Why Lean Six Sigma?

Quality is a given in the marketplace Customer loyalty/retention
Demand is for shorter and shorter lead times - New customers
Downward price pressures—lower costs Stay ahead of competition

11

Barriers/Inhibitors

Inconsistent service delivery Lean tools and

95% of customer lead time is spent waiting techniques accelerate
process cycle time

Poor quality increases time—customer lead time reduction
and customer delivery time _ o

Six Sigma tools and
Etcetera techniques reduce

variability and
stabilize the process
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Why Lean Six Sigma?

What do customers want?

What is the traditional supplier response?

Low

Low

What is Lean Six Sigma’s focus?

Best Value Xerox ?\




Operational Excellence = Eliminating Waste

- Overproduction

- ldle time

- Transportation

- Processing

- Inventory

- Movement

- Defective products

)
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Eliminating Waste

Anything that does not add value in the customer’s eyes and should be
eliminated

Stepl mwwmmmn»> Step 2w Step 3w Step 4

Value Added Non-Value Value Added Non-Value
Activity Added Activity Activity Added Activity

System Satisfier Pure Waste
Waste
Legal compliance tasks Delays/waits
Financial reporting tasks Multiple signatures
Tasks that would break Counting
the process if eliminated Handling
Inspecting
‘ ‘ Moving
Reduce/Eliminate Transporting
Reworking
Workarounds

U

Eliminate
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Enhance Efficiency with Operational Excellence:
Five Easy Steps to Success

1

- Consider VOC
Understand - Role of suppliers
your goal . Potential metrics
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Enhance Efficiency with Operational Excellence

1
- Consider VOC
Understand . Role of suppliers

your goal . Potential metrics

2
- Process capabilities
Measure - Bottlenecks

your current

- Data gathering
Sstate
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Enhance Efficiency with Operational Excellence

1
- Consider VOC
Understand . Role of suppliers

your goal . Potential metrics

2
- Process capabilities
Measure - Bottlenecks

your current

- Data gathering
Sstate

&
- Look for trends and
Analyze fluctuations over time

your data - Create a detailed
process map

- ldentify non-value added
steps—improve, reduce,
eliminate
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Enhance Efficiency with Operational Excellence

1
- Consider VOC
Understand . Role of suppliers

your goal . Potential metrics

2
- Process capabilities
Measure - Bottlenecks

your current

- Data gathering
Sstate

4 3
« Look for trends and
Develop Analyze fluctuations over time

your plan your data - Create a detailed
process map

- ldentify non-value added
steps—improve, reduce,
eliminate

- Use your team to
brainstorm solutions

- Evaluate potential
solutions using a
benefits/efforts matrix
or criteria-based matrix

- Document what you
plan to implement
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Enhance Efficiency with Operational Excellence

1
- Consider VOC
Understand . Role of suppliers

your goal . Potential metrics

. Create an action 5 2
p|an ' -
. i - Process capabilities
- Develop training/ Implement & Operational Measure P
retraining Excellence - Bottlenecks
track results Achieved YOUT CUITENT [ Yerapape
« Document new g g

State

standard operating - Base Line Established

procedures

4 3
« Look for trends and
Develop Analyze fluctuations over time

- our plan our data . Create a detailed
solutions y P y 5r06ESS Map

. DIOCUthnt \INhat YtOU . ldentify non-value added
plan to Implemen steps—improve, reduce,
eliminate

- Use your team to
brainstorm solutions

- Evaluate potential
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The New Customer Guide to Operational
Excellence

See your way to enhanced efficiency

The Guide to
Operational Excellence.
See your way to
enhanced efficiency.
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Finding Success

Two powerful In-Plant tools, one important goal

Strategic Operational A successful
relevance excellence In-Plant
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Thank You

Questions and discussion

Visit xerox.com for more information.
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