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#The more you know |
dabout the past, the better
{prepared you are for fhe

$future.

I Theodore Roosevelt




Conformlty is

the jailer of
freedom and the

enemy of growth.”

22222222

— John E Kennedy



First think. Second, dream.

Third. believe. And finally, dare.

- Walt Disney




' WE ARE HERE TO |
'CREATE HISTORY,

NOT .REPEAT IT."

 CHANTELLERENEE-
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The Fourth Industrial Revolution

Artificial intelligence
3D Printing

Biotech

Robotics
Autonomous vehicles

Nanotechnology
Quantum Computing
loT

4th Industrial Revolution

Intelligence

3rd Industrial Revolution

Computing

2nd Industrial Revolution

Electricity

I1st Industrial Revolution

Steam




The Fourth Industrial Revolution

4% Industrial Revolution

(2" Information Revolution)

: Early 215t Centu
34 Industrial 4 =

Revolution RETRE oy T
i G afoymition Artificial Intelligence

; Revoluti
Revolution . L | Information Technology
: ate 20" Century :
1st Industrial 19~20th Century
Revolution
18" Century Electrical

Energy-based
Mass Production

Computer and
Internet-based

Steam-based Knowledge

Machines

Blockchain/
DLT

The confluence and convergence of emerging technologies




1800
Industry 1.0

The invention of
mechanical production
powered by water and
steam started the first

Industrial revolution

1900
Industry 2.0

Mass production,
with machines powered
by edectricity and
combustion engines

Introduction of
assembly lines

1970s :
Industry 3.0 *

Electronics, IT, and
industrial robotics for
advanced automation

of production
processes

Electronics and IT
(such as computers)
and the Intermet
constitute the
beginning of the
information age

3
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:
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Digital supply chain
Smart manufacturing

Digntal products,
sarvices, and business
modeis

Data analytics and
action as a core
competency

Cyber-physicsl production

sysiems aiming 1o connect te

phys:ical and dgtal worlkd of
production

2030+
Digital ecosystem

Flexible and ntegrated
value chain networks

Virtualized processes

Virtualized customer
interface

Industry collaboration
as a key value driver




FOURTH
INDUSTRIAL
REVOLUTION

Cloud Computing 1oT platforms

1. Digitization / Integration
of value chains Location

Augmented Reality detection
technologies

INDUSTRY

| , « > it i . 3. Di tal
Multileve! customer 2. Digitization 9 Advanced

Interaction and of product business
customer profiling and service models and

TRl offerings customer
L;_, 3-0 access

—

Computing / Internet
Nuclear Energy
Authentication &

L 2.0 Big data snaiytics fraud detection

CLLL

o/

.
Steam Englneering Smart Sensors 30 printing

human-machine
imerfaces

Assembly Line




From Industry 1.0 to Industry 4.0

First Second Third Fourth

Industrial Industrial Industrial Industrial
Revolution Revolution Revolution Revolution

based on the introduction based on mass production based on the use of based on the use of

of mechanical production achieved by division of electronics and IT to cyber-physical systems
equipment driven by labor concept and the use further automate
water and steam power of electrical energy production

[T

e 4
\\ Fiét rogrammable
~._ First conveyor logic controller (PLC)
First mechanical loom, 1784 ™ belt, Cincinnati Modicon 084, 1969
slaughterhouse 1870
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The Age of
A family of technology S-curves The Age of Insight Energy

reflects the ‘burst — dissipation — Computing Energy

burst — dissipation’ sequence Here

> and
The Age of / now
Electrical Energy Third Industrial

Revolution
e
/Second Industrial
The Age of >

Revolution /
Steam Energy First Industrial

Revolution / Using energy to help mankind work better

The 1, 2" and 3 Industrial Revolutions used steam,
electrical and computer energy to leverage man's
brain and brawn

/







Evolution of Quality-Timeline
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Evolution of Quality Management

1960s

- sampling  quality focus,.,_

- Old Concept of Quality:

Statistical Organizational

ustomer driven quality

| ’New Concept of

Build quality into the pr
 |dentify and correct &

quality proq "




Mianagement

Evolution of Quality

1930 [ 1950

Inspection SPC Taguchi’s
loss

function

www.shakehandwithlife.puzl.com




Evolution of quality

- DIl ' Global
ﬂualllzt:f;;;;ance management Ll SLElE;

EN 1SO 9001 management quality

© KeyCheck Translation




1850

American
Civil War

Eli Whithey

Taylor

Gilbreth 49 0—

— Eli Whithey
Interchaangeable Parts

Drawing Conventions
Tolerances
Modem Machine Tool Development

Frederick Taylor
Standardized Work
Time Study & Work Standards
Worker/Management Dichotomy

Frank Gilbreth
Process Charts
Motion Study

Henry Ford
Assembly Lines
Flow Lines
Manufacturing Strategy

Edwards Deming

| """ Joseph Juran

Ishikawa
SPC

TOM

Eiji Toyoda

Taichi Ohno

Shigeo Shingo
Toyota Production System
Just-in-Time
Stockless Production
World Class Manufacturing

Lean Manufacturing




"he first book to reveal
Toyota's lean
production system that
IS the basis for Iits

enduring success.

The Story of Lean Production—
Toyota's Secret Weapon in the Global Car

Wars That Is Revolutionizing World Industry

THE
MACHINE

THAT

CHANGED

— |, se—

WORLD

JAMES P. WOMACK,
DANIELT. JONES,
and DANIEL ROOS




Key Message

Lean Production requires all organizational elements and
relationships to be in harmony with the production
LINE OS&aad {dz0O0S&aa NBIl-dAWBa T2NEH
relationships with all stakeholders.
Employees
Suppliers
Customers
Shareholders
Dealers

Recyclers



Goal: Highest Quality, Lowest Cost, Shortest Lead Time *

Just In Time High Quality

Mudi Muri Mura

Operate with the minimum
resource required to Process

« Detect abnormalities

consistently deliver: i - + Stop and Respond
 Just what is needed « Harmonise humans &
* In just the required amount

« Just where it is needed
« Just when it is needed

Method machines

Minimum Lead Time

Heijunka Standardised Work
Stability










The biggest
communication problem
is we do not listen to
understand.

We listen to reply.



The difference between hearing and
listening is paying attention

— Ruth Messingerr —










Voice of Customer
Origins

The concepts and
methodologies oVoC
were first outlined in a
Marketing Science paper
published by Griffin and
Hauser in 1993

4/26/2019
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urce: https://www.linkedin.com/pulse/origirgoice-customershaursummers



Voice of Customer
Origins

"...a productdevelopment
technique that produces a
detailed set of customer wants
and needs, which are
organized into a hierarchical
structure, and then prioritized
In terms of relative importance
and satisfaction with current
alternatives."

4/26/2019
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Source: https://www.linkedin.com/pulse/origirgoice-customershaursummers



Hauser and
Clausing 11988
(The House of

Quality, Harvard
Business
Review).

Harvard
Business
Review

ANALYTICS

The House of Quality

by John R. Hauser and Don Clausing

FROM THE MAY 1988 ISSUE

save [7Ishare &Comment HH Text size [5] Print  $8.95 Buy Copies

igital Equipment, Hewlett-Packard, AT&T, and ITT are getting started

with it. Ford and General Motors use it—at Ford alone there are more

than 50 applications. The “house of quality,” the basic design tool of
the management approach known as quality function deployment (QFD),
originated in 1972 at Mitsubishi’s Kobe shipyard site. Toyota and its suppliers
then developed it in numerous ways. The house of quality has been used

successfully by Japanese manufacturers of consumer electronics, home

Prof. M. Zairi
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u76d/4178e60da3a333e1e70b737a27a876cb9dc7.pdf

k /4 EUROPEAN CENTRE FOR

W~ (estPRACTICE
"y = MANAGEMENT

KEY ENABLERS FOR THE EFFECTIVE IMPLEMENTATION OF QFD:

A CRITICAL ANALYSIS
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Thanks to the Digital
Revolution the use of
Co-creation and social media
Tools have put customers
In the driving seat
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Customer 4.0 Revolution
Timeline

VOC ‘ Customer Creation

Customer Eumplaint@

‘ @ Customer Co-Creation
Customer Satisfaction
Mid
o €
[990s
Customer Loyalty

Customer Experience




A succession of S-Curves showing
The disruptive Effects from QIOL (Quality In
Our Lite) to DODL (Quality Of Our Lite)

The Age of
Satisfaction Measurement

The Age of
Complaints Handling

-

& Prof. M. Zairi, 2018

o

st Customer Revolution

The Age of

The Age of Customer Happiness

Customer Experience

=

3r? Customer Revolution
4th Customer Revolution

(,

nd Lustomer Revolution

=
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[uality Evolution brought Customers Closer

To providers of Products and Services and created a major shift

From the negative energy of anger and frustration to

Elation and Happiness through Emotional fulfilling Experiences




Uuality First Revolution to Quality 4.0
The Organizational Excellence Continuum

[@ Prof. M. Zairi, 2018
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Customer 40A Continuum Towards Happiness Impact

Innovating
For Market

Segments Innovating through
Customization

nnovating Through
Personalization

Innovating for the
Masses

© Prof. M. Zairi, 2017
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Customer M
Relationship _ Customer angiole an

With Solicited Tangible Co-Creation ]| Intangible
Input Value Value

One S Targeted
ne Size Cust Variet
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Basic Product Orientation Differentiated Product Orientation Service Orientation Experience Orientation
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The Fulfilled Customer

The Limitation of not knowing
The Customer and Not

Listening to The Voice Of the
Customer

The Supemacy of The
Inspired Customer

The Power of Customer
Engagement

&l Prof. M. Zairi, 2013

PASSIVE CUSTOMER PROACTIVE CUSTOMER

Irritation Indifference Interest Influenced Impressed Inspired
- Unique and Memorable From Co-Creation to Creation
Dealing With Imperfecti D S s ol el e Tag® Cust 2 Bsmrr Tarautid Customer Intimacy and Engagement q : : : :
. mlg\]nd!Cun’x][;:i:lfsc o e s IRSB:C;:" e Spec:‘f?cgﬁ;e'rf‘l::uu?;%e:rmg:nteatiun Triggers Positive Emotional Reactions Experiences 0f ‘For Me DOnly’ Experiences
4/26/2019 Prof. M. Zairi

Customer ExperienceAn Emotional Journey



The Fulfilled Customer

Push Approach to
Value Creation for
Rasic and Utilitarian

Needs

Pull Approach to
Value Creation for

Hedonic Needs
s

The Limitation of not knowing
The Customer and Not

Listening to The Voice Of the
Customer

The Supemacy of The
Inspired Customer

The Power of Customer
Engagement

PASSIVE CUSTOMER PROACTIVE CUSTOMER

Irritation Indifference Interest Influenced Impressed Inspired
| S TSl T T—
Dealing With Imperfections One Size fits all and ‘Me Too' Customer is Being Targeted Customer Intimacy and Engagement L Memurahle Frn‘m Cu-l:reati,un 0 E_reatinn
And Complaints Reaction Specifically Through Segmentation Triggers Positive Emotional Reactions E——— G il
4/26/2019 Zairi

Customer ExperienaeAn Emotiorﬁ)g{' %urney (From Engagement to Total Empowerment)



Quality 4.0
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Shaping the Future through Disruptive Ouality Behavior
1l

& Rl E
wiT mc b lOF ~t F wyAHKOF 9F

—

Building Excellence Maturity through -7 R Redefining Quality to ensure the organization
Transformation-based Performance Impact — ) b/ Remains Relevant

— Mal(i_nﬁ Quality the License to Manage
R The Organization

Gl - lilples @) (e By

Ensuring that Quality Orientation is the
Driver of Organizational Excellence

7
Developing Transformational and \OZ_| >

Disruptive Capability
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Leading into a Sustainable Future

<

The Performance Metrics that
Really Matter

©

Transformation driven
Competitive Advantage

Experience based
Value Creation

Customer
Satisfaction

Process
Performance

The Excellence Maturity Impact

Cost of Quality

Quality
Quality Philosophy Quality Culture Advantage

Prof. M. Zairi, 2018

The Quality Foundation Impact



How Far Can We go?




A Likely
Possibility?

22222222
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Insight

(noun) deep understanding, observation, judgment ,realization,
recognition, vision.



The Power of Insight

Customer Insight means
better understanding,
better focus, more
engagement, a higher level
of empowerment and most
importantly meaningful

and fulfilling experiences.

4/26/2019 Prof. M. Zairi
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Conduct Research and
Scan all possible sources
0f Data and Information

Convert messages into
Meaningful actions

Ensure that Insights Gained Are
Converted Into Wisdom and

Confident, Dependable o’
Outcomes

Use an Inquiry

Mind to ask questions

(What, Why, Where, How What the information is
'Whern gtc.) - communicating

Analyse and Understand
Ensure there are

Adequate follow ups







FROM QUALITY IN OUR LIFE TO the QUALITY OF OUR LIFE

REFLECTION
<8

PHYSICAL NEEDS PSYCHOLOGICAL NEEDS EMOTIONAL NEEDS SPIRITUAL NEEDS

© Prof. M. Zairi, 2018

Level | Level Il Level llI Level IV
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