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The "Mechanics" of Business Process Mapping
by Karen Wallace

Some people like their cars. Not me. I really do not enjoy driving my car. Plus, I
am a self-proclaimed "nonmechanic." A few weeks ago, I was driving on a busy
downtown highway enroute to a process mapping meeting. The engine clanked,
sputtered, then stopped. I tried desperately to start it again, but the car did not
respond, so I guided it safely to the side of the road.
I curbed my frustration and decided to do what I could to troubleshoot the problem. So, I got out and took a step back to look at the car. Hmm. No big leaks or
obvious missing parts. I then decided to look under the hood to see what I could
see.
After opening the hood, I gazed across the entire sea of interconnected hoses and
steamy-hot, oily engine parts. I searched for the obvious. No screwhadeome
.
loose. No belt had fallen off. But wait! I saw that a battery connection had jarred
loose. I snapped the connection back on and was happily on my way.

~ ~
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Later, at the process mapping meeting, I considered my roadside troubleshooting
effort that allowed me, knowing almost nothing about the mechanics of a car, to
identify quickly the possible problem. The answer was so intuitive, I almost
overlooked it.
I found that when analyzing a complex system like a business or an automobile, it
makes sense to "take a step back" to picture the system as a whole. Just as I felt the
need to step back from my car to see what I could see before looking under the
hood, it also makes sense to examine the high-level processes of a business before
analyzing any of its piece parts. Without taking this step back to see how individual processes contribute to the goals and the overall processes of a business, a
great deal of the power of process mapping is lost.

Level

"Map" Type
Business Process Map

3.

Subprocess Map

Four levels of
process mupping

SWI uses an integrated process mapping technique that consists of four levels. It
begins by defining the processes of the entire business or business unit and ends
with the definition of individual process tasks. Each consecutive level shows
processes at a more detailed level. The higher the level, the more inclusive the
process that is being described. Most importantly, links exist between all of the
levels, so individual tasks at lower levels can be traced to an overall contribution to
business goals at higher levels. This is the systems engineering approach to analyzing systems that we consider one of the core competencies of SWI.
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An Example. The four different levels of a fictitious manufacturing company are
explained below.
Levell.
Business Process
Map

Strategic
Planning

Operational
Planning &
Budgeting

Results
Measurement
I

Product
Management

Performance
Management

Marketing
I

Product
Development

Physical
Assets

Research &
Development

Production

Information
Technology

Human
Resources

Accounting

Purchasing

The first level is the Business Process Map. This map is generally built as a part of
a company's Business Architecture (see "What Is a 'Business Architecture'?" in the
spring 1995 Pursuing Performance) and contains three tiers.

•

Leadership Processes-those processes that guide the organization by providing the vision, strategies, and planning while monitoring the overall results
achieved

•

Product/Service Processes-those processes that work together to produce the
products and services of the organization

•

Support Processes-those

processes that support the work of the organization
~~
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This Business Process Map provides us with an organizing scheme for all the
processes within the business and allows us to see the linkages between them.
For example, we might find that a manufacturing company has invested most of its
quality/improvement energy in driving cost out of the Production Process and is
reaching the point of diminishing returns on ideas for further improvement. Completing a top-down assessment of business performance using the Business Process
Map as a framework might reveal that the best way to get unit cost down in manufacturing is to work on the Sales and Service Process (not production) so that the
plants are working at capacity. A second major opportunity may exist in improving
the Product Development Process and its interface with the Marketing Process to
speed up the stream of commercially viable products.
Without a macroframework for analyzing total business performance, it is difficult,
if not impossible, to identify and correctly prioritize targets of improvement. Some
of the business processes will offer richer rewards than others, and some of the big
opportunities are at the interfaces between major business processes.
Level

2.

Human Resources Process Macromap

HR Strategic
Planning

Organization
Architecture

HR Research

I

HR Operations
Planning and
Budgeting

HR Results
Measurement

HR
Infrastructure
Management

Staffing

Training
&
Development

Capability and
Performance
Assessment

Legal

Project
Management

Administrative
Support

Rewards
and
Recognition

Communication
(Internal,
External)

This Process Macromap is an expanded view of the Human Resources Process
shown as one of the Support Processes in the Levell Business Process Map. This
map details the Leadership, Product/Service, and Support Processes required by
the Human Resources Process. Again, we have the ability to see the linkages and
organize the processes.
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Level 3. Capability and Performance Assessment Subprocess Map
Leadership Process
System
Maintenance
Management

I

,

Results
Monitoring

Qualification Processes

Individual Planning,
Coaching, and Training

Performance
Assessment

•

Support Processes

••

Maintenance
and Change

Appeals

Again, this Level 3 Subprocess Map is an expanded view of one of the processes
(Capability and Performance Assessment) from Level 2. More and more detail is
shown with each successive level. ~ ~
Level 4. Qualification Assessment

Subprocess Role Map
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Level 4 contains enough detail to map out individual roles within a process, as
seen in this example (Qualification Assessment). At this point, we can see how
these tasks contribute to overall business goals, as we trace back to Level L
For example, in the Level 4 Process Map, the team leader's process step, "Agree on
Performance Selection," is a task that needs to be performed as part of the Qualification Assessment Process (Level 4). The Qualification Assessment Process is part
of the Capability and Performance Assessment Process (Level 3), which, in turn, is
part of the Human Resources Process (Level 2) that supports the overall business of
manufacturing products for the company (Levell). You can see how the small step
of agreeing on a performance selection is actually contributing to the goals of the
business.
Three Process Mapping Areas for Improvement.

SWI has extensive experience

creating Process Maps for all kinds of organizations. We have found in all cases
that mapping all of the levels rather than just the detailed process can provide
positive results.

1. We have a systematic way to organize and view the business.

clearly define and target improvement opportunities.
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This allows us to

"---../

2.

We can eliminate gaps and overlaps in process design/re-engineering.
happens when different redesignlre-engineering

What

teams work on redesigning

different processes without this top-down view? Redesign teams begin to cross
into other teams' boundaries.

It is a common mistake to name something a

"process" without defining its boundaries.

Where does it begin? Where does it

end? How does it fit conceptually within other processes that are being improved? Redesigners may also find that they cannot integrate the newly redesigned process when they are done, because they performed the redesign
without considering other processes. We have a systematic way to manage the
re-engineering process. We can target and prioritize the improvement of those
processes that provide us with the biggest payback.

3. We can design and optimize the organization structure and other infrastructure
elements. By seeing the process families and process hierarchy, we can determine how best to design an organization structure to support that process
family. We can also design other physical, human, information, and asset
infrastructures because commonalities and connection points between processes and process steps can be seen. It also shows which processes have
strong interfaces with other processes and allows us to address these points
during organization and infrastructure design.

Multilevel process mapping gives business leaders the opportunity to take advantage more easily of opportunities for improving their business. Unless you start at
the top, you might find yourself engineering unnecessary processes or engineering
processes in conflict with one another. Intuitively, taking this step back makes
sense.
Author's Note:

The anecdote in the beginning of the article was for illustrative
purposes only. In reality, if my car ever broke down, I could not
even locate the hood release!

This subject is covered in greater detail in SWI's book, The Quality RoadmapHow to Get Your Company on the Quality Track-And Keep It There. For more
information on process mapping, contact Karen Wallace, partner, or Jennifer
Freeland, client relations coordinator. The Quality Roadmap is available from
AMACOM Books, 1-800-262-9699. ISBN 0-8144-5117-9 .••
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SWI's Latest "Creation"

Human Asset Management Database
by Mark Purcell

Most human resources systems-training, qualification, selection, skills management, etc.-find their roots in employee job performance and related knowledge
and skills, attributes, and values (KSAV)requirements. Performance Models and
related KSAV Matrices are used extensively at SWI to hold the specific performance
and related knowledge and skills, attributes, and values data. These two tools hold
this important information and can be a vital element of the human resources
department and the entire company (see "The 'Mechanics' of Process Mapping" on
page

1 for

more information on Performance Models).

Most companies run different human resources systems as separate entities. The
training system does task analysis to determine what training is needed. The
qualification system does similar task analysis to determine who is qualified to do
what. The obvious result: Rework. If only there was a way to connect a universal
set of performance attributes and supporting knowledge and skills, attributes, and
values data to all human resources systems ...
We deliver
a series of integrated
consulting services

Business
and Quality
Engineering

Human
Asset
Management

~WI
For additional information, contact Jennifer
our client relations coordinator

L Freeland,

SWI • Svenson & Wallace, Inc. • 1733 Park Street, Suite 201 • Naperville, IL 60563
708.416.3323
• Fax: 708.416.9770 • E-mail: 74674.453@compuserve.com
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There soon will be.
Introducing the Human Asset Management Database. Its purpose: to allow for an
easy-to-use computerized system to tie together all related human resources
systems and keep the data "evergreen."

A change in job performance, for ex-

ample, automatically will trigger immediate changes to all related human resources systems. Job descriptions will update automatically, and training related
to the updated performance will be identified, showing that there will need to be a
change in the related training. Qualification requirements will automatically
change as well. The following are a few examples of what will be possible:

•

Users of the system will be able to project how much of an impact a process
change might hold, allowing for many different "what if" scenarios.

•

Managers and team leaders will be able to project with greater accuracy the
need for upcoming training and qualification needs, allowing for more accurate just-in-time training.

•

Users of the system will be able to update and access job performance data online from anywhere in the company where a computer is linked to the network. ~ ~

Example:
Performance Model

The American Boat & Canoe Company
Component Production Team Member
Performance Model
Area of Responsibility:

8. Continuous

Key Outputs
- Measures

Process Improvement

Key Tasks

Continuous process
improvements
- Increased customer
satisfaction
- ROI for implemented
ideas

1. Identify process/output
problems
Products that do not meet
customer/stakeholder
requirements
Processes that are not in
control (errors/cost)
2. Identify the ideal process or
output capability
3. Identify the worth or value of
the problem or opportunity
4. Identify possible causes for
the problem/opportunity

5. Identify the most probable

Roles/
Responsibilities
A
B
C

,;

7. Create test and implement it
in a controlled manner

Codes:

dE
dK
dl

=
=
=

,;

dE
dK
dl

• Conflict over problem/
solution identification

dK

• Conflict over what the
problems are worth

dK

• Jump to solutions
prematurely

dK

,;
,;

,;

·

Solve non root causes

dK

,;

deficiency - Environment
deficiency - Knowledge
deficiency - Individual

SWI • Svenson & Wallace, Inc.

Probable
DefiCiency
Cause(s)

,;

causeslbarriers for the
problem/opportunity
6. Identify a test to determine
the root cause

Typical
Deficiencies

A
B
C

5/4/95

=
=
=

Component Production Team Member
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SWI currently is completing the development

of a structure on which to base the

Human Asset Management Database. To date, IBM®and Macintosh'" prototypes
exist to hold the performance data; knowledge and skills, attributes, and values
data; and relationship information. The near future holds promise to add Training
Modules and qualification system information.
Short-term implications of having a working prototype system include the possibility of delivering Performance Model and KSAV Matrices analysis data on disk for
easier client manipulation.
This will save document production, delivery, and
maintenance costs.
The client will receive an electronic copy of the data that can more easily be kept
evergreen, instead of a more cumbersome binder full of paper documents.
Above all, this comprehensive
from the data at all levels.

database will allow SWI's clients to get more use

Automation. Ease. Human resources data that is "evergreen." For a demonstration
of the Human Asset Management Database prototype, call SWI's Mark Purcell,
associate, or Jennifer Freeland, client relations coordinator. ••

SWI has three major
practice areas composed of
a number of services

•
•
•

Busi ess and Quality Engineering

Business Architecture Assessment and Targeted Improvement
Plan'
.• Baldrige Ass~ssment: ..ISO 9000 AssessJ'Uent •
Busi
Proces~Mappin~ and Re....
engineerihg • Organization,
Team nd Job Design • BusinessPerformance Metrics

'f'

Human Asset Management

Integrated HR Systems Design • HR Strategic Planning •
Asse sment Systems Design • Human Performance Analysis •
Selection and Suecessiori'Systems.Design

If

j"

Trainin;~& Developmen~·:f

"'i
'ef>, .

Strategic Planning for Training &j)evelopment
• Curriculum
Architecture Design • Custom Course Development • Training
System Architecture

All,of our services b~€l.on o~ core c0J'Upetencies ?f perf0li.illance
technolog
terns engmeenng; planning, and P!o]ect management£,
For additional information, contact Jennifer L. Freeland,
our client relations coordinator
SWI • Svenson & Wallace, Inc. • 1733 Park Street, Suite 201 • Naperville, IL 60563
708.416.3323 • Fax: 708.416.9770
• E-mail: 74674.453@compuserve.com
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Personal Profile:
Dottie Soelke
by Mark Purcell

After the last traces of busy activity faded from the
offices at SWI, I found a lone light peeking from
under the crack of a particular office. A knock on
the door confirmed my suspicion: there was
Associate Dottie Soelke, still hard at work behind
the gentle glow of her monitor's display. Hardly a
surprise, I thought to myself. As anyone at SWI
will confirm, Dottie often works late into the night,
after everyone else has retired. I took this "after
hours" opportunity to interview her.
My first question centered around what everyone
wants to know: Does she ever go home?
Dottie: (Laughs) It's not that I prefer to work late. I
don't know. I love my work, and I like tweaking the
details until the project is as good as it can be.
r>. Dottie Soelke
Interesting. I wonder how many people would say they love their work.

Mark:

What do you love about it?

Dottie:

(pause) Another stumper. I like lots of things about it. The diversity of
work, my co-workers, the broad variety of clients we work with. Ask me
an easier question.

For those of you unfamiliar with Dottie, I should first explain a little about her.
She is positive, intelligent, and quick-witted. She is the kind of person you would
fight for to be on your team. A hard worker. Very precise in her work's execution.
But the hallmark of her character lies in the good humor of her personality. Her
friendly nature binds her work habits together, making her someone who you can
easily call a friend as well as co-worker.

Mark:

All right. Easy. What was your favorite project you have worked on at

sm?

~~
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Dottie:

I know what the most interesting project is currently-the

awards system

redesign project for NSPI (National Society for Performance and Instruction). I manage that project, and we are waiting for feedback on the
system design now. I had the chance to interview Mager, Harless, and a
bunch of other gurus in the human performance field.
Mark:

Apart from work, tell me about yourself

Dottie:

I read adventure books. I relax by cross-stitching. I like to learn about
new things. I like working on the computer. But most of all, I like spending time with my boys.

Mark:

Do you get to spend much time with them?

Dottie:

Yes, but it never seems like enough. Rob is in school (photojournalism) at
Western Kentucky University, so I definitely do not see enough of him.
Yesterday, Bob, my husband, and I watched our younger son, Dan, play
soccer. He's been playing since he was six. He played in Europe during a
couple of summers, and this is his last year to play high school soccer for
Naperville North's Huskies. You should have seen him. (Dramatically)
He was playing fullback, as usual, and broke away with the ball. Outran
two of the opposing team's forwards, quick-footed their defense, got a toe
in, and shot on goal! He shoots! He scores! Great effort from the
backfield. I love plays like that. Rare, but "cool."

After hearing this brief recount of the game's highlight, I saw what Dottie liked
about her son's play reflected in herself. This was how she likes to play, too.
Taking the proverbial ball on projects and, against the odds, moving it up the field
for her best shot on goal. Striving to achieve. Moving forward. In fact, her final
words in her recount not only describe her attitude, they go far in describing how
Dottie really is: Rare, but "cool." ••

Why the Customer Is Not Necessarily the King

BalanCing Conflicting Stakeholder
Requirements
by Guy

W Wallace

Dr. Deming decried slogans. But slogans are one way we communicate, and the
slogans accompanying many Total Quality Management (TQM) efforts emphatically
state that "The Customer is King." Meet the customer requirements. Exceed the
customer requirements to delight the customer. Quality is defined by the customer,
internal and/or external.
However: Are we willing to meet the customer's requirements at any cost? The
answer: No! Not considering stakeholders other than the customer is wrong. The
reason the answer must be no is that the cost of nonconformance to other stake-
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holders' requirements might drive our decisions in directions other than "what the
customer wants."
Satisfying the customer is not merely a quality decision. Ultimately, economic
requirements must be part of the decision-making process. Nor is there any point
in ignoring one of the key considerations in making a business decision-return
on
investment (ROI). Whether and how to satisfy the customer always boils down to a
business decision. And the truth is, there are always complex tradeoffs in business
decision-making.
Often, TQM advocates do a poor job of convincing management that they understand these tradeoffs. As a result, the TQM discipline sometimes exudes a certain
naivete about the realities of business. On the other hand, some executives seem to
oversimplify their "customer is king" message to make it clear and, in the end, fail
to give sufficient guidance to the people empowered to make decisions involving
the customer.
Effective business decisions must balance the requirements of a number of disparate stakeholders, not just the series of downstream customers. Often the requirements of the various stakeholders are in conflict with each other. How do we
balance the requirements and determine where tradeoffs can be made? Let's take a
look at who these stakeholders are and how much "clout" they carry.
There are seven basic stakeholder categories, each with different types of people in
them.
Stakeholder Hierarchy
Government
Shareholders
Executive
Management
Customers
Employees
Suppliers
Community

Typically, the higher the group is in the stakeholder hierarchy, the more "clout" it
has and the more complex its requirements will be. The following are general
descriptions of each group of stakeholders.
Government. The government represents the most formal and powerful stakeholder. Government embodies the laws and regulations guarding the interests of
the public and business. The government's requirements and interests supersede
those of all other stakeholders, under penalty of law for noncompliance.

~ ~
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Shareholders. Shareholders are the owners of the business. Their shares represent
capital invested in the organization in return for an expectation of an equitable
return. Shareholder goals are typically financial-long-term growth in equity or
short-term income through dividends. Shareholder goals can also include societal
enhancement, environmental protection, etc.
Executive Management. Executive management stakeholders are responsible for
the operation and outputs of the entity. As a matter of law, executive managers of a
publicly held corporation have a fiduciary responsibility to the shareholders for all
of the operating decisions they make. They must always balance the conflicting
interests of various stakeholder groups in determining a course of action for the
organization.
Customers. Customers are typically

"Effective business decisions must balance the
requirements of a number of disparate stakeholders,
not just the series of downstream customers."

heterogeneous; they may be internal or
external. Segmentation schemes allow
us to analyze them in order to gain

insights into their situations, problems,
and needs. However, there are potentially many other groups within a customer's
organization (technical experts, business management, contracts management, etc.),
with unique and sometimes conflicting requirements.
Employees. This stakeholder group includes all ranks of employees below the
executive management level-upper-middle
management, middle management,
supervisors, individual contributors, and employees with union representation. At
the heart of all employee requirements are a safe workplace and financial security;
but other needs do exist, and those may differ among the groups.
Suppliers. Suppliers need to achieve a profit margin that will allow them to
remain in business. To promote a long-term arrangement with particular suppliers,
purchasers need to be aware of the impacts of their decisions on the suppliers'
business. Their objective should not be to drive prices for materials/components
far down that suppliers become unprofitable.

so

Community. Community stakeholders, although a less formal group, remain
important through the influence they can have on our business. Church groups,
neighborhood action committees, the Rotary, etc. are less formally organized than
government, but they can exact a consequence. The various stakeholders in the
community can choose to support a business or, if they do not agree with the ways
in which its operations are run, bring those operations to the attention of the greater
public.
An Inviolate Hierarchy? The relative precedence of stakeholder requirements
usually stays the same over time. For example, in the short term you might give
away something to buy future business (which in the short term seems to run
against shareholder requirements for profit). However, if the giveaway is positioned as good for the long term, the integrity of the stakeholder hierarchy is, in
fact, kept in balance.
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Balancing Stakeholder Requirements. How do you balance the requirements of
such a diverse set of stakeholders? It is no small feat. Each stakeholder requirement needs to be considered relative to the requirements of other stakeholder
groups and, in addition, relative to requirements the company feels it can meet and
wants to meet.
A "Stakeholder Requirements Matrix" (which we will present in our next issue)
can help organize the information involved in this balancing act. The matrix helps
communicate with the constituencies involved about requirements, conflicts, and
tradeoffs.
It will not give you an answer-but it will make conflicting requirements visible.
That visibility, along with your industry knowledge and insights, will lead to better
tradeoffs in the decision-making process-better

quality decisions, better business

decisions.
Guy has just published a longer article on the same theme in the March 1995 issue
of the Journal for Quality and Participation .••

ISO 9001 and the Engineering Department
by Joe Sener

This article is part of a series on ISO 9000 and its relationship to various departments in an organization. ANSIIASQC Q9000 (or ASQC Q9000, or simply Q9000)
is the American equivalent of ISO 9000. The article is based on the quality standards embodied in the latest version of those standards, ASQC Q9000-1994.
In previous articles, we have discussed the role of sales, human resources, and
purchasing in the design and implementation of a quality management system
designed to comply with ISO 9001. This article will describe the requirements of
the engineering department.
Engineering, in contrast to some other departments within the supplier organization, has a much more significant role to play at the front end of the product/
service supply process. Notably, engineering's responsibilities should include the
new product design and development process.
Management Responsibility and the Quality System (Clauses 4.1 and 4.2). As in
other departmental roles, engineering has the requirement of participating in the
assignment of management responsibility and developing and effectively implementing a quality system. All members of senior management should participate
in this assignment.
. But when it comes to Subclause 4.2.3, "Quality Planning," engineering has a
particular interest. ~ ~
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This section requires that the supplier (again, this is the company submitting for
registration to ISO 9001) "define and document how the requirements for quality
will be met." As new products are designed and new processes introduced into the
product/service supply chain, engineering will participate in "the identification
and acquisition of any controls, processes, equipment (including inspection and
test equipment), fixtures, resources, and skills that may be needed to achieve the
required quality." They should also "ensur]e] the compatibility of the design, the
production process, installation, servicing, inspection, and test procedures and the
applicable documentation."
Contract Review (Clause 4.3). Contract review is the process of examining each
and every purchase order or contract-for-purchase let to the supplier by the customer. It can be as simple as a quick review to see that the company provides the
products requested by the customer, or it could mean a complete legal contract
analysis for a piece of capital equipment or major consulting proposal. In many
organizations, engineering is involved during the contract review stage. During this
pre-award stage, the supplier must ensure three things.
•

The requirements are adequately defined and documented.

•

Any differences between the contract or accepted order requirements and those
in the tender are resolved.

•

The supplier has the capability to meet the contract or accepted order requirements.

These requirements include the ability to deliver on time. If the evidence available
during the audit includes a substantial discrepancy between the committed-to
delivery date and the actual, the auditor may spend a great deal of time in the
contract review process. How is the firm determining their ability to meet the
customer requirements? Why is it that they routinely miss promised dates? Engineering may have to review the contracts to ensure that the quoted design will meet
the contracted specifications. Records of such contract reviews must be maintained.
Design Control (Clause 4.4). Engineering usually has the greatest responsibility for
this category. The standard requires the following:
•

The supplier shall prepare plans for each design and development activity
(Subclause 4.4.2).

•

Organizational and technical interfaces between different groups shall be
defined and the necessary information documented, transmitted, and regularly
reviewed (Subclause 4.4.3).

•

Design input requirements shall be identified, documented, and their selection
reviewed for adequacy and shall take into consideration the results of any
contract review activities. (Subclause 4.4.4).
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Design Output (Subclause 4.4.5). In the area

"The supplier has to have procedures for
documenting the outputs of the design in ways that
can be verified against the input requirements."

of design outputs, the supplier has to have
procedures for documenting the outputs of
the design in ways that can be verified
against the input requirements. In many

organizations, the design drawings or product and service templates are used.
Whatever process is used, it must be able to be audited and verified against the
design input requirements. The outputs must contain or reference acceptance
criteria, and they must "identify those characteristics of the design that are crucial
to the safe and proper functioning of the product" (Subclause 4.4.5c "Design
Output").
This clause provides the opportunity to describe those items or characteristics that
may be excluded for subsequent review and inspection as being noncritical.
Rather than entangle the organization with learning which are crucial and which
are not, most firms will say that "if it is on the drawings, it is critical to the design." In this case, a global statement may be made in the quality manual itself,
then everything on the design drawings must be reviewed, just like any other
design process.
At appropriate stages of the design, the supplier must review the design to ensure
that it still meets the original design requirements. These reviews must be
planned and documented, and records of such reviews must be maintained as
quality records (Subclause 4.16 "Quality Records").
Design verification may include activities such as performing alternative calculations, comparing the new design with a similar proven design, undertaking tests
and demonstrations of the design adequacy, or reviewing the design-stage documents before release (Subclause 4.4.7 "Design Verification").
A new requirement with the 1994 revisions ofthe standard is design validation.
Prior to introduction, a new product must be validated to ensure that it conforms
to defined customer needs and/or requirements. This might be done through
analysis but should include some type of testing of prototype or production
models to determine fitness for use in the designed environment. This should
include foreseeable uses and misuses (Subclause 4.4.8 "Design Validation").
Document and Data Control (Clause 4.5). Let's assume that document management and control responsibilities will reside in engineering. While this is not
always the case, it will allow us to illustrate a critical opportunity.
It is critical that the supplier ensures the following:
•

The pertinent issues of appropriate documents are available at all locations
where operations essential to the effective functioning of the quality system are
performed.

•

Invalid and/or obsolete documents are promptly removed from all points of
issue or use. ~ ~
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•

Any obsolete documents retained for legal and/or knowledge preservation
purposes are suitably identified.

This can certainly be performed by having a central issuing facility and a department that maintains drawing record files, but one must understand the implications
of making several drawing changes (several hundred in some cases) per day and
having to retrieve all those obsolete documents. One client we worked with decided
to convert to a paperless system. This meant that the 78,000+ documents in the
quality system were completely electronic. When one was changed, it was secured
from the personal computer-based network, and only the most recent copy was
available at anyone time. In addition, each copy printed out, as part of the print
routine, read "Paper Copies are Obsolete" along one border. They saved the need for
a document management department with an annual cost of about $125,000 and
replaced it with a total capital outlay of about $150,000. That client made 3,000
drawing changes or new drawings per month. It obviously paid for itself.
Do not forget those documents referred to during the design phase that you do not
generate. If you have a thread standard referred to on your design drawings, you
must control the latest copies ofthat document as well. Will the 22nd or 23rd
edition of the Machinist's Handbook be your firm's standard?
The above example illustrates an obscure but critical

"Beware of anything that is used in
the design process. It must be able
to be audited and verified."

failure found in many engineering organizations. That is
the area of control of engineering software used in the
design process. If you are using a CAD software package
for design drawing, what version is appropriate for your

use? If a new version of your Finite Element Analysis (FEA) software package is
released, have you performed a review and validation of its results before blindly
putting it into service?
Conclusion. Beware of anything that is used in the design process. It must be able
to be audited and verified. This is one use of "alternative calculations." Determine
a test case for the new version. Run it a couple of different ways, and keep records
of the results and the reviews. This is fairly inexpensive compared to the consequences of an error. Several years ago, in the dim ages of card deck FEA mainframe
programs, the design parameters of several different nuclear power plants were
improperly generated by a single design house using an FEA program with a bug.
They were well under construction when the error was caught and repaired.
Senior Associate Joe Sener is a Certified Quality Engineer, Certified Quality Auditor,
Lead Assessor for ISO 9000, and a former member of the Board of Examiners for the
Malcolm Baldrige National Quality Award .••
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Strategic Planning for Training &
Development-Phase 2
by Dreama Perry
The fourth in a series about the process of Strategic Planning for Training
opment.
Companies
prehend

must ensure that employees

our changing competitive

have the competencies

environment,

execute changes in process and structure,
stream of high-quality
requirements.

products

formulate

&

they need to com-

strategy, plan and

and simultaneously

produce

and services that is carefully matched

a steady
to customer

One way to do this is by creating a strategic plan for training

development

that is directly linked to the business

strategy.

Devel-

A systematic

and
process

for creating this plan can be found in our book, The Training and Development

Strategic Plan Workbook. In previous articles, we have presented
the process and discussed

an overview of

Phase 1. This article will explore the second phase of

the process.

The four phases of the SPT&D Process
Phase 1

Phase 3

Phase 2

Phase 4

Training
Business
Architecture
Design

Strategic Vision
and Goals

Phase 2: Investment

Plan.

During Phase 2, alternative

Implementation
Plan

strategies for achieving

vision and strategic goals are investigated,

and their associated

ments are estimated.

is selected,

investment
Key outputs

A strategic approach

resource

the

require-

and a three- to five-year

plan is developed.
of Phase 2 include

the following:

•

Quantitative

needs forecast

•

Alternative

•

Strategic approach(es)

•

Three- to five-year investment

strategies

for meeting the needs

plan
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QUANTITATIVE
NEEDSFORECAST.
The needs forecast is completed to develop a quantitative picture of all the work that must be done to achieve the vision, mission, and
goals. This work can be divided into needs analysis, Curriculum Architecture
Design, training materials development, delivery of training, and development and
deployment of administrative systems. Your quantitative needs forecast should
provide the following:

1. A three- to five-year staffing requirements

'---..../

forecast

2. Needs analyses for major functions or job groups, for new systems, and for other
initiatives
3.

Curriculum

Architectures

for functions, systems, and major initiatives

4.

A three- to five-year forecast of training needs

5.

A three- to five-year forecast of training materials to be developed and maintained

6.

A three- to five-year forecast of training delivery requirements

ALTERNATIVE
STRATEGIES
FORMEETING
THENEEDS.Based on the numbers and types of
requirements identified in the needs forecasts and the logistics involved, alternative
strategies must be explored, particularly for developing materials and delivering
training.
timeliness,

The strategy mix chosen has major implications

for the effectiveness,

and cost of training.

Your definition of alternative strategies should provide the following:

1. A list of development

strategies

2.

A list of delivery strategies

3.

Criteria for using these strategies

4.

Unit costs for each strategy

RESOURCE
REQUIREMENTS
FORALTERNATIVE
SCENARIOS.
Now we come to one of the most
important bottom-line

questions:

How much can be done at what cost? Usually,

when the data is in, what is being done today is far less than what is needed to
address fully the challenges of the business. This means that a stiff price, usually
not apparent, is paid in lost business performance, one of the "costs of nonconformance," to borrow a phrase from quality guru Philip Crosby.
Your analysis of the resource requirements
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should provide the following:

'---..../

1. An analysis of the resource requirements

implicit in several different three- to

five-year scenarios for meeting various fractions of the total estimated need
2. Resource implications

of varying the development

3. A workable three- to five-year investment

and delivery strategy mix

plan to present for executive approval

STRATEGIC
ApPROACH(ES)
ANDTHREE-TOFIVE-YEAR
INVESTMENT
PLAN. A strategy is selected and a three- to five-year investment plan is developed based on the analysis
of alternative strategies for achieving the vision and goals and the resource requirements implications.
EXECUTIVE
REVIEW,
PHASE2. Once you have completed your three- to five-year investment plan, you have completed Phase 2 of the Strategic Planning for Training &
Development Process. At this point, you should have another executive review in
order to obtain executive commitment to a three- to five-year investment plan and
the resources to execute it.

Why Develop a Strategic Plan for Training and
How Readers Use the Strategic Plan Workbook

"The book was helpful in assisting one of
our organization's divisions to create a
training plan that was driven from the
strategic plan."
-Manager

of Training and Development, Food

and Beverage Industry

Development? Without a strategic plan for training
and development, many of the important training
requirements of the business may go unrecognized,
may not be addressed at all, or may be poorly addressed at the last minute. The strategic plan for
training and development can help identify the
consequences of not addressing important training

needs and help mobilize resources to
negative consequences. Figuring out
training requirements ofthe business in a proactive, forward-looking
enough advance planning so that training can be ready when needed
requirements

and not treated as an afterthought,

avoid these
the important
way provides
for critical

providing too little too late.

SWI Senior Associate Dreama Perry has worked extensively with SPT&D, including
projects for pharmaceutical and service industry clients.

We "wrote the book" on strategic planning for T&D
For more information on SPT&D, please call Dreama Perry or refer to the Training and Development

Strategic Plan Workbook, written by Ray Svenson and

Monica Rinderer and published by Prentice-Hall. Phone 1-800-288-4745.
ISBN 0-13-853862-X. The book won the 1994 NSPI Award for Outstanding
Instructional Communication.

••
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Lincoln Award for Business
Excellence Announced
by Joe Sener

The Lincoln Foundation for Business Excellence
has announced a statewide award program to
recognize Illinois businesses that have achieved
high levels of excellence. The program, designed
to spur economic growth and foster the pursuit of
quality in Illinois, is open to large and small
businesses across the state. Winners will receive
the Award for Business Excellence (ABE) from the
Lincoln Foundation at a formal reception next January.
The service and industry sectors will compete this year. Companies are classified
as either large or small depending on whether they have more than or less than 200
employees. Competition in the education, health care, and government sectors will
be phased in over the next two years.
The Lincoln Foundation for Business Excellence is a not-for-profit, private sector
foundation commissioned to help achieve economic improvement for the State of
Illinois by encouraging, developing, and highlighting excellence within business,
educational institutions, health care providers, and government.
The ABE program is modeled after, and will complement, the Malcolm Baldrige
National Quality Award, but it is adapted to the needs of Illinois organizations. A
unique feature of the Illinois program is that more than $250,000 of in-kind services
have been pledged to date for award recipients, both by public and private sector
businesses. Services donated include graphic design, printing, image consulting,
legal counsel, and public relations. The contributions will enable winners to
enhance their efforts toward excellence in the years ahead.
The process begun with the Baldrige Award bears great promise for the economic
improvement within Illinois. This award is for every company and every aspect of
the customer-supplier relationship in our state.
Joe Setter, senior associate for SWI • Svenson & Wallace, Inc. is co-chair of the
criteria committee and an inaugural examiner for the Lincoln Award for Business
Excellence .••
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Partnering with the Client

Building a Better Business Case
by Pete Hybert and Oreama Perry

Many people view selling as an unsavory process. The image, of course, is that of
the slick, fast-talking peddler pushing an unwanted product on unsuspecting
customers. Using sales skills like martial arts techniques-overcoming
offering proof, open probes, closed probes, closing-the

objections,

top-performing salesper-

son takes out more customers than Jean Claude Van Damme on a good day.
There's one problem. For selling complex systems or projects involving multiple
customers and interest groups within an organization, these techniques do not
work. This is the conclusion of the research done by Huthwaite, Inc. and published in books and training materials as SPIN®Selling. Instead, their research
showed that the effective sales approach is not a "push" at all but, rather, a "pull"
where the customers' needs drive the solution and terms.
Selling versus Consulting. Many of the recent sales approaches do position selling
as a consultative process. We have taken this approach one step further, not only
by gathering needs from the customer before designing the solution, but by working directly with the customer to do this. The customer may be a single client
(initially), or it may be a Steering Team, but this approach is the basis for all our
projects at SWI-partnering with our clients to develop the business case for work
the client and organization values.
We believe that many consultants (internal and external) do not have a process that
sufficiently involves the customer/client during the development of the case. You
will recognize this problem when you hear responses like

Martial arts sales
techniques may not
work. Then what?

•

"We don't have the resources to support your project."

•

"We already know what we want (and it isn't what you are proposing)."

•

"The need that your case addresses is important, but it is not a corporate
priority right now; maybe next year."

These responses all show that the client is not behind what you are proposing and
does not see the value in it. When you partner with your client to build a case that
addresses a business opportunity, you establish an inside salesperson who has a
vested interest in propelling the case forward and making it a success. You have a
better chance in the competition for a limited pool of investment dollars.
The Process. There are many ways you can partner with your client. We have
developed a seven-step process that provides a systematic method for building a
case for a human performance improvement project-training, process improve~~
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--6.

7.

Building a case for
human performance
improvement
ment, systems change, etc. The process is shown in the above graphic. The example we will use addresses a simple request for sales training on proposal writing.

STEP1. The process begins by completing a situation analysis so the request or
perceived need can be discussed and clarified. In this case, the audience is actually
the Sales Team, which includes the "customer contact" person and their technical
support resources. The client initially asks for training on business writing skills
and "writing to persuade your audience." At this point, you can clarify whether
they were thinking instructor-led or other (e.g., self-paced) delivery and how
quickly they want to cover how much of the audience. This helps you gauge their
expectations.

STEP2. After the request is defined, Step 2 establishes the opportunity

or the result

of the future desired performance. Try to affect measures that are already being
tracked as part of the business management system or are at least at a level that
would matter to the potential approvers of the case. The opportunity in our example is for a better "hit rate" for proposals, as well as a lower development cost
per proposal, not for "fewer grammatical errors per proposal."

STEP3. The next step involves defining the elements ofthe solution needed to
capture the opportunity.

It could include training, process redesign, software

development, etc. In our example, the real solution will probably need to include
some analysis as to what makes successful proposals work, a standardized proposal
template (perhaps in a format that can be edited easily using a word processor), or
maybe even some research into customer needs and benefits along with a job aid on
business writing tips. This is a broader scope than the initial request but more
likely to have a business impact.
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STEP4. Only now do we "crunch the numbers" and calculate the return on investment (ROI). We suggest calculating the return two ways to get a minimum and
maximum return. The first is to use only the "hard" numbers-"a"

and "b" in our

example. These include the projected revenue increases and/or cost reductions
directly associated with the project-for

a "minimum" calculated return.

A second way to calculate return is to use "soft" numbers. For example, a qualitative factor might be increased confidence in the salesforce or a better impression
on customers, which might lead to future business even for losing proposals.
These results are reasonable but are too far removed to link back directly to the
project. They would be used in the second formula that includes the hard numbers plus additional, less tangible benefits ("a" and "b" plus "c" and perhaps "d",
etc.)-the "maximum" calculated return.

$144K

$180K

Opportunity $

(a & b)
MinimumROI

Estimated %
Opportunity

- $36K

"
Cost $

ROI$

The "estimated % opportunity" in the formula indicates the degree to which the
client believes the solution will deliver results. This percentage is determined by
the client. This allows you to inject reality into the case.
This formula is just a starting point. Once it is completed, you have the opportunity to work with it. Maybe the return is borderline. Can you reconfigure the
solution to reduce the costs? Can you accelerate the implementation to get results
faster? Can you do some additional analysis to get better clarity on the assumptions and, therefore, increase the likely percentage of the opportunity you can
realize? None of these questions can be answered by the consultant alone-and
this is why you need to partner with your client.
STEP5. Next, document the assumptions upon which your case is built. The
assumptions are the most likely grounds on which your case will be challenged.
Again, your clients will probably have the best insight into how their peers or
management will react. Assumptions are typically made about market conditions,
economic conditions, technology issues, related initiatives, or company strategy.
STEP6. Complete the risk analysis, assessing the issues that could make or break
the case. Is project cycle time a critical issue? Will implementation of the project
be feasible? When you are aware of the risks inherent to your case, you are better
positioned to dodge the bullets that can kill the case.
STEP7. The final step is to use all of the data from Steps

1

through

6

to develop a

selling plan. Identify the key players and assess their support for the case. If a key
~~
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decision-maker does not currently support

"When you partner with your client to build a
case that addresses a business opportunity, you
establish an inside salesperson who has a
vested interest in propelling the case forward
and making it a success."

your case and you are aware of this, then you
can decide on an approach for winning the
person over. The selling strategy also contains the action plan you have developed for
carrying the case forward.

Closing Thoughts. We believe that the process described in this article could be completed at several levels. Initially, the
consultant should walk through the steps alone and develop his or her view of the
answers. This view, however, should be kept in the "back pocket" during a followup interview with the primary client or sponsor. In this interview, the client puts
forward answers and the consultant can probe for details, clarify, or challenge the
input until common ground is reached. Then, if a Steering Team is involved, the
plan can be used as a starting point (or the Steering Team can be led through the
same set of questions).
Once the case is built, subsequent steps can include specific follow-up studies to
develop more detail on key elements such as cost estimates, resource requirements,
or even market or financial studies. Later, the case content can be configured into
a briefing package for all project participants and affected audiences. The business
case can also be used in the project postmortem to assess how well the project
achieved its initial intent. In fact, this type of approach could be used in advance
of developing a request for proposal to improve the project definition prior to
circulating to vendors for bids.
Change agents who have involved their clients using the steps above are more
likely to gain the opportunity to effect measurable change in the organization.
They have used the client's data, so the case has credibility. They have linked the
case to a business need, so the case is prioritized.
solution, has ownership in the case-and

Plus, the client understands the

can go sell it.

Senior Associates Pete Hybert and Dreama Perry based this article on their experiences in a variety of projects across disciplines ranging from training to electronic
performance support system (EPSS) tool development to re-engineering. Earlier
this year they gave this presentation at a workshop for the Chicago Chapter of the
National Society for Performance and Instruction
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(CNSPI). ••

Hewlett-Packard Company

Adapting CAD Results in Great ROI
by Mark Purcell

Return on investment (ROI) is an elusive economic factor that every MBA will tell
you is desirable. In a training organization, ROI plays a critical role, but it is
sometimes hard to measure, due to the "softer" nature of the outputs.
Hewlett-Packard deemed it worthwhile to perform an ROI analysis on the Order
Processing (OP) training that was developed in conjunction with Darryl 1. Sink &
Associates. This five-week curriculum was designed using the SWI Curriculum
Architecture Design (CAD)methodology. The following are some results, as appearing in America's Education's ROI analysis report.
"The resulting training curriculum cut the time to proficiency for a new OP Coordinator from ten months (old on-the-job training approach) to about two months (new
classroom approach). After just one year, the overall increase in staff productivity
earned H-P an ROI figure ofroughly $1.25 million."
This is, for lack of a better word, phenomenal.
"We were very pleased with the results," commented Christine Westall, HewlettPackard's training project manager. Christine has been in training on the SWI
PACTsMProcess for CAD over the course of two years and several projects. "This
training met a critical business need for H-P. The only way our new OP sites could
be successful was to significantly cut the time to proficiency. We met this need. A
key enabler for us was the SWI CAD Process. It

•

Helped create political support for implementation

•

Clarified the job/process requirement that needed to be taught

•

Allowed for concurrent module development

•

Ensured that the training enabled performance

An additional benefit was our ability to reuse 30 out of 70 modules for another
order fulfillment training curriculum. This saved us both time and money. Again,
the SWI CAD Process was instrumental in this saving."
In addition to having very successful training results, H-P and Darryl 1. Sink &
Associates were honored at the 1995 National Society for Performance and Instruction (NSPI) Conference for "Outstanding Instructional Product or Intervention."
Congratulations, Christine, and all those that contributed! SWI is glad to have
played a role in such a remarkable achievement. ••

Summer 1995 - Page Twenty-Seven

Supplier Profile:
Mark Bade
Although SWI employs a diverse
group of talented individuals,
sometimes the skills required to do
the job are not available internally.
In these instances, SWI turns to a
highly qualified group of contract
employees. On occasion, Pursuing
Performance will highlight these
contract employees as part of our
effort to give credit to these important contributors. In this issue,
SWI acknowledges writer Mark
Bade and his quality contributions
to our organization and to the
organizations of all of our clients.
Mark Bade is serenely comfortable
at his home/office, in a hidden,
wooded subdivision in Glen Ellyn.
The relaxing drone of a periodic
train can be heard just outside the
office window. It is here that

Mark Bade

SWI's freelance writer and quasi-associate has written many of the profiles and
other articles in Pursuing Performance over the past several years.
Mark's two sons, ages eight and four, have learned to respect Mark's home office
space and rarely intrude except in cases of dire emergency ("Daddy, can I use the
office bathroom - now?"). Mark's wife, Linda, also a writer, shares the office suite.
What led Mark to this peaceful writer's haven?
His work has strong roots in the technology field. He began writing at a company
called Deltak, developers of media-based training for data processing-which
at the
time meant mainframes, because personal computers had not yet become the
standard. At Deltak, Mark gained considerable experience writing and developing
print, audio, and video. After six years with Deltak, he chose to freelance for the
corporate market, setting up shop under the name of Bade & Associates. Today,
computers and high-tech topics remain a personal and professional interest. In
fact, one of the things Mark likes most about being in business for himself is the
chance to learn and write about new technologies, new businesses, and new topics-including

the "inherently complex" business technology offered at SWI.

Mark's clients consist of companies who need to farm out the development, writ-
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ing, and layout of print materials such as manuals, corporate communication
pieces, newsletters, and other documents; the script writing of videos on all sorts
of topics, especially those that are computer related; and the writing (or construction from interviews) of audios. Lately, more and more clients have been asking
him for help in developing interactive CD-ROM materials. He prides himself on
being able to use his message design skills and past experience to take in a client's
communication goals, process the content, and deliver a message that communicates effectively.
The SWI projects he has been involved with over the years are among his favorites.
He specifically mentioned working with Guy Wallace to write a "business
novel"-a new concept to many people. He produced a copy from his shelf and
offered it for inspection, explaining that it was written to educate the reader about
some facet of a business in the form of a story.
The cover appeared to be that of a regular paperback book. It was titled The
Product Management Novel: A Fictional Introduction to the World of Product
Management. This 130-page business novel turned out to be a "what to expect on
the job" story. It told the tale of two fictional new employees and their manager.
A new hire could read this business novel to gain insight on some of the expectations, rewards, and pitfalls common to their position. What a creative, engaging
idea! He got the idea from the 1982 Pulitzer Prize novel by Tracy Kidder, The Soul
of A New Machine.
Other favorite projects of Mark's have been a video documentary called "Art Fair"
that he helped a friend develop. He also liked working on drafting the display and
media language for an energy museum built by Chicago's favorite electric utility
company.
What interesting projects, what new high-tech (or low-tech) writing challenges are
next for Mark? He'll find out soon enough. As is his credo, "The moving finger
writes, and having writ, moves on."
Mark Bade can be reached at his home/office at (708) 790-2252. Many thanks,
Mark, for your colorful creativity and consistent good work over the years. ••
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SWI • Svenson & Wallace, Inc.
Architects

and Engineers

of Systems

1733 Park Street, Suite 201· Naperville,

that Build and Support

IL 60563·708.416.3323·

Performance

Fax: 708.416.9770·

74674.453@compuserve.com

Since 1978, SWI has been partnering with our clients to achieve their
strategic intent. Our specialty is maximizing the economic value added
through the management of human assets.
SWI has three major practice areas composed of a number of services.

•

Business and Quality Engineering
• Business Architecture Assessment and
Targeted Improvement Planning
• Business Performance Metrics
• Business Process Mapping and
Re-engineering
• Human Performance Analysis

•

Human Asset Management
•
•
•
•
•

•

HR Strategic Planning
Integrated HR Systems Design
Organization, Team, and Job Design
Assessment/Qualification Systems Design
Selection and Succession Systems Design

Training & Development
•
•
•
•

Strategic Planning for Training & Development
Curriculum Architecture Design
Custom Course Development
Training Systems Architecture

All of our services build on our core competencies:
•
•
•
•
•

Human Performance Technologies
Systems Engineering and Integration
Project Management
Planning
TotallTargeted Quality Management
Technologies
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About

~WI: Who, What, When, and Where

"MOORE"
GOODNEWS:SWI welcomes Joe Moore as our senior vice president of
marketing & sales. Joe joins us with 29 years of experience at CCH, Inc. (Commerce
Clearing House in Riverwoods, IL). "I believe in what SWI is doing, and I think I
can contribute to their efforts," said Joe. We first met Joe in 1993 when we worked
on a Curriculum Architecture Design (CAD) project and a Strategic Planning
(SPT&D)project with the training department at CCH, Inc. "I was an end user of
their product and experienced firsthand the value-added products and services
they provide. SWI was very supportive and exceeded my expectations," said Joe.
"SWI sold me on their superb performance." Joe and his wife, Barbara, live in
Libertyville. The Moores enjoy a number of outdoor activities including golfing,
biking, swimming, tennis, and cross-country skiing.

PRESENTATION
PREVIEW-JUNE:
SWI will participate in the annual Assessment, Measurement & Evaluation of Human Performance (AME) Conference this month in
Boston. Karen Wallace will present "Maximizing the Value of Human Assets
through Systematic Skills Management." Karen's session and roundtable discussion will describe a process for managing the human assets inventory needed by a
business to achieve competitive advantage by using actual cases. Karen and
Jennifer Freeland will also have the opportunity to meet with conference attendees
at the SWI exhibit. If you are interested in obtaining a copy of Karen's presentation, please contact Jennifer Freeland, SWI's client relations coordinator.

Newhook

PRESENTATION
PREVIEW-OCTOBER:
Ray Svenson and Karen Wallace will co-present
the preconference workshop titled "Managing Human Assets" at the 7th Annual
Positive Employee Practices International (PEPI) conference. The October conference, sponsored by Lakewood Publications, will be held in Atlanta. The workshop
will cover a case for a new, systematic approach to matching human assets to
business requirements. This topic is also the subject of an upcoming book by Ray,
Karen, and Guy Wallace. For more information, please contact Jennifer Freeland.

PRESENTATION
REVIEw-ASQC: SWI Senior Associate Joe Sener recently presented
the paper "It's Not about Quality, It's about Culture" at the Annual Quality Congress of the American Society for Quality Control (ASQC). Ray Svenson and Joe
Moore also represented SWI at the conference exposition in Cincinnati. The
session was attended by more than 300 visitors, and we received some interesting
feedback. This year there were between 3,500 and 4,000 attendees from all over
the world, and many stopped by our booth (both old friends and new!). We are
looking forward to next year's 50th Annual Quality Congress, which will take place
in Chicago.

~ ~
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PRESETATION
REVIEW-NSPI: SWI participated in another successful National Society for Performance and Instruction (NSPI) Conference in Atlanta at the end of
March. Our four presentations scored very well with the conference attendees. On
a scale of 1-5 (with 5 being the highest), Ray Svenson and Guy Wallace's Strategic
Alignment of Learning Systems presentation scored 4.0. Guy's and Pete Hybert's
Curriculum Architecture Design session also scored 4.0. Pete's and Dreama Perry's
presentation on Using Activity-based Costing to Manage the Training Function also
received high marks with a 3.9. Joe Sener spoke about the Human Resources Role
in ISO 9000 and received a commendable 3.7.

HELLO
ANDTHANK
You! We also enjoyed visiting with many of our clients at our
exhibit booth at the Annual NSPI Conference in Atlanta in March. We would like
to say "thank you" to some of our clients for stopping by our booth: Abbott Laboratories, Amoco, CCH, Inc., General Motors, Hewlett Packard, Intel, Invetech, and the
many others who are not mentioned here. Just a reminder, if you would like to
submit a proposal for the 1996 NSPI Conference in Dallas, the deadline for submission is July 1,1995.

PRESENTATION
REVIEw-MTC: SWI represented the Chicago Chapter of NSPI at the
Midwest Training Conference (MTC) in February when Ray Svenson and Karen
Wallace presented the session "Strategic Planning for Training and Development."
The four-hour presentation was well received. We used a technology new to SWI,
the lead crystal display (LCD), for presentation overhead projection.

••

Next in Pursuing
Performance:
• SPT&D Phase 3
• Organization
Architecture
• And more ...
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