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Preface

Preface

Welcome to Process Management: Creating Value along the Supply Chain; Text & Cases.
The past 25 years has been characterized by tremendous change in the areas of purchasing,
transportation, production, information systems, and supply chain management. These chan-
ges have created significant changes in the processes used for product design, manufacturing,
and distribution, and in the way companies manage their relationships with suppliers and cus-
tomers. Companies have evolved from being strictly internally focused with adversarial suppli-
er relationships and only a passive regard for customers, to what we commonly see today—
significant efforts placed identifying customers and end-product users with the goal of continu-
ally satisfying their needs; and building long-term, mutually beneficial relationships with sup-
pliers and customers in order to collaborate to better serve custorners. When process collabo-
ration or integration is performed correctly, supply chains become formidable competitive en-
tities, customers get what they want and continue to return, and all of the companies along
the supply chain benefit.

The objective of this textbook is to encourage readers to think about the key processes com-
panies use to purchase, make, and deliver products and services successfully, and how these
processes are integrated within a supply chain framework., This textbook would be most use-
ful for a Process Management class in an undergraduate supply chain management curriculum,
as an upper-level Operations Management class or elective, as an MBA class in Process or
Operations Management, or as a business oriented course in Industrial Engineering. Most
supply chain management degree programs have a course entitled Process Management, and
this text is specifically suited for this class. This text is designed around the eight key value-
creating supply chain processes listed in Chapter 1. Managers, too, will find this textbook
extremely useful in creating strategies for improving their firms’ competitive positions. Some
of the unique things included in this text are: 21 easy-to-difficult cases spread throughout the
sections and provided on the student and instructor CD-ROMs., three chapters addressing the
concepts of flow management, a chapter on lean thinking, a chapter on returns management,
and a chapter on future trends in process management, We think these and the other chapters
will be a valuable source of information for business and engineering students and practicing
business managers.

Part 1, Creating Customer-Driven Process Strategies, includes an introductory chapter dis-
cussing the concept of process management and how it is used as a way to create value along
the supply chain, a product design chapter, and two chapters discussing the relationship be-
tween a firm and its customers. Chapter 1 introduces the eight key supply chain processes,
while the core concepts in Chapters 2, 3, and 4 include customer and supplier input in the
new product design process, designing an effective customer relationship management (CRM)
process, CRM technologies, a framework for managing customer service, and integrating
customer service in the supply chain, There are three cases focusing on customers and cus-
tomer service issues to accompany Part 1.

Part 2, Manufacturing and Service Flow Issues, includes chapters on forecasting and inven-
tory management, and then three chapters that are unlikely to be found in any other similar
textbook: these are Managing Material Flows, Managing Customer and Work Flows, and
Managing Information Flows, These important chapters introduce the concepts of flow man-
agement and the processes required to manage flow within the firm and between the firm and
its trading partners. The key concepts discussed in Part 2 include the demand management
process; collaborative planning, forecasting and replenishment; collaborative inventory man-
agement; material flow mapping; flow analysis; customer flow mapping; service delivery sys-
tem design; managing work flows along the supply chain; and automating process manage-
ment. Accompanying Part 2, there are four cases addressing these issues.
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Part 3, Lean Production Systems, presents three chapters discussing a number of issues re-
garding lean thinking, Chapter 10 presents an introduction to lean production systems and
lean thinking, while the other two chapters discuss the order fulfillment process, logistics
network planning, strategic sourcing, and supplier relationship management. There are six

cases dealing with lean thinking, logistics, and supply issues associated with Part 3 that we hope
you will find thought-provoking,

Part 4, Quality Issues and Process Performance, contains three chapters. Chapter 13 dis-
cusses the basics for managing and controlling quality within the supply chain, while Chapter
14 presents a discussion of the very popular Six Sigma methodology for improving quality.
Chapter 15 closes this section with a discussion of returns management. Core topics in this
section include the quality improvement process; Six Sigma tools, initiatives, and challenges;
developing a returns management strategy; and designing the returns network. There are five
cases which are most appropriate for Part 4, discussing issues related to these topics.

We hope you agree that this unique combination of process management topics will keep
readers interested and challenged, We welcome your comments and suggestions. Please email
them to Dr. Joel D. Wisner at joel. wisner@unlv. edu.
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HP's Portal Strategy

The Telecommunications Infrastructure Division of Hewlett-Packard (HP) is a single part of one of the world's lar-
gest corporations, but it also is a sizeable and rather complex business in its own right. This division—which makes
control stations for wireless networks—revolves around a “project center” in Cupertino, California, where a group of
workers coordinate all of the tasks involved in building and delivering these network control systems to HP customers a-
round the world.

When a wireless network operator orders an HP base controller, the project center is expected to give the salesperson
handling that transaction instant feedback on the availability and expected delivery date for the equipment. The project
center atso must make sure that the delivery date is no more than two days after the customer places the order.

“The challenge for the project center is figuring out how to keep track of exactly what is going on throughout the entire
supply chain,” says Andre Kuper, process technology manager with HP's Supply Chain Services Group. “They are pul-
ling data from at least five different ERP systems, and communicating with multiple organizations, each of which has its
own unigue business processes. ”

This past spring, Kuper's Supply Chain Services Group, which in effect does business process and information technolo-
gy consulting for HP's various business units, launched a pilot project that it expects will make the project center's job
easier, and ultimately make HP's Telecommunications Infrastructure Division a more profitable enterprise. The center-
piece of this project is an enterprise portal platform that Kuper refers to as “an information backbone”.

HP leases this portal infrastructure from Global Factory, located in Santa Clara, California. Since connecting to the
Global Factory Network, Kuper estimates that HP's project coordinators spend at least 50 percent less time on mundane
tasks, such as verifying that they have current information before inquiring about the status of a particular order. “With
the portal, we have moved into a collaborative environment,” Kuper says. “Instead of arguing over whether we are loo-
king at the right documents, we are proactively working to make sure we are mesting customer demand. ”

That simple change also has allowed the division to create more effective business processes. “The end result is that
everyone is performing fewer nonvalue-added tasks,” Kuper says. “That means we can process orders faster, which
u'timately should increase revenue by allowing our project coordinators to handle more orders simultaneously. ”

Source: Hill, S., “See the Whole Chain,” Manufacturing Systems (MSI), V. 19, No. 10, 2001. Used with permis-
sion.

Introduction

In today’s highly competitive global marketplace, organizations must continually assess,
adjust, and redefine themselves to win new orders, please existing customers, and stay com-
petitive. Large new markets have opened up in China and Russia, for instance, and many
smaller markets in developing countries are continually opening and growing as political cli-
mates change. Many foreign organizations are coming to the United States and other highly
developed nations and adding competition, while domestic firms are constantly seeking to ex-
pand into new product areas and new markets to improve profitability. These dynamic condi-
tions create a need for organizations to be continually reducing costs, improving responsive-
ness, and improving quality, while designing new and exciting products to meet constantly
changing customer requirements,

For most organizations, becoming and then staying competitive is like hitting a swiftly mov-
ing target. Firms must study their customers, determine what their needs are now, and antic-
ipate what their needs will be in the future. Then they must develop or adjust processes,
products, and services to meet current and (hopefully) future customer needs. Processes are
woven throughout all organizations and represent unique ways that organizations provide what
their customers want. World-class businesses manage processes in part by successfully manag-
ing inventories, creating long-lasting and mutually beneficial partnerships with suppliers and

4 HP 22 A B 5 WM F K IE
EmABE TN |
B, SEET &
LEE TR A
BRER, HESHTITH4bA,
B ERELBRGOH
. me T T 83847
R, BATLFHBHE
Rk,



