ants throughout high school and
ded to develop a new type of res-
primarily on takeout of home-
busy professionals on their way
rk. The restaurant would also have
g area for customers who wish to eat
. Because this prospective business

itional local restaurants, Chuck wants to
s business will compete on quality

and develop a strong quality reputation. He has
asked you to help him understand the issues that
he must address in designing and managing this
restaurant.

Using the principles of TQ and the six basic
areas of management that defined TQ practices
as discussed in this chapter, provide Chuck with
specific advice on how he might “bring to life”
the principles of TQ in this new venture, and
what specific practices he should consider to help
develop a quality-based business.

pany (http:/ /www.deere.com) (also
ohn Deere, after it’s founder) is a world-
anufacturer, distributor, and financier of
or agriculture, construction and for-
mmercial and consumer applications
and grounds care). Deere’s objective has

tly been to be the low-cost producer in the
t serves. However, it seeks to do so while
g an image of quality and customer fo-
mpany values are quality, innovation, in-
and commitment. Because of the company’s
s to the agricultural industry, corporate
:ance in both sales and profits was highly
ver the last several decades due to cycles
rices and oversupplies of many agricul-
) __o_ducts. During that period, the company
tious adjustments in its product mix and
ufacturing processes to enable it to better com-
te and survive in the global environment.
- The excerpts below come from various Deere
nnual reports.

1984

In spite of the industry environment of
low demand, the challenge is to do what
we do better. Provide more value per
dollar of purchase price. To accomplish
this will require cost-effectiveness in all
facets of our business, which includes
being more flexible and more aggressive
in adopting the most modern design and
manufacturing technologies . . . Praduct
design is being systematically reviewed to
provide improved performance and qual-
ity at a lower cost . . . New manufacturing
technologies such as robot welding have
enabled Deere employees to become

more efficient while producing parts of
higher and more consistent quality.

1987

John Deere is determined to be the
lowest-cost producer in our industries
and to sustain a competitive advantage
on a global basis. However, we all must
perpetuate the company’s reputation for
providing the best quality and value to
our customers. While we’re making struc-
tural changes in our operations we must
continue to adhere to these business prin-
ciples . .. John Deere leadership in the
agricultural equipment business is based
on a line of products that has earned a
reputation for excellent quality and reli-
ability, on the skills and services we have
to support the product line, and on our
strong network of independent dealers . . .
In our continuing effort to improve the
quality and performance of John Deere
agricultural equipment, we have tradition-
ally invested a higher percent of sales

in product R&D than any of our major
competitors . . . The industrial equipment
improvement reflects our strong prod-
uct line and dedicated organization and
our employees’ determination to reduce
costs, improve quality, and deliver the
best value to the customer . . . The total
value of John Deere equipment is quality,
reliability, dealer support, finance plans,
resale value, and the company that stands
behind it all.

1989

We must continue to ensure that John
Deere products offer the customer the




best value in all respects—in quality, reli-
ability, features, resale price, and espe-
cially in value added by an independent
network of well-placed, full-servicing
dealers people can rely on.

1995

Deere’s focus on continuous improve-
ment takes a wide variety of farms, but

is based on the simple concept that any
product or process can be improved.

We have placed great emphasis on en-
hancing the team-based culture of the
company, in which salaried and hourly
employees work cooperatively toward the
common goal of creating ongoing, mean-
ingful gains in productivity . . . A key com-
ponent of this operating philosophy is the
company’s growing utilization of team-
based compensation systems that reward
continuous improvements in productivity.

1996

As we move ahead in the pursuit of gen-
uine value, we continue to follow twin
strategies of continuous improvement—
embodying innovation, efficiency, effec-
tive business processes and a passion for
excellence—and profitable growth, which
is being accomplished through the global
pursuit of new markets and products . . .
Nothing stands as a better illustration

' of Deere’s commitment to continuous

improvement than our long record of
investment in capital programs and re-
search and development . . . Continuous
improvement initiatives are setting the
stage for our other strategy—that of
profitable growth . .. Our company’s pur-
suit of genuine value as our primary stra-
tegic initiative provides a strong point of
focus. In reaching to create value for our
many constituencies, we have embarked
on a series of exciting journeys that are
fundamentally remaking our enterprise.
For example, a strong company-wide to-
tal quality program continues to expand
and intensify, yielding improved cus-
tomer responsiveness, shortened cycle
times, and reductions in costs and asset
levels.

1999

Highlighting our pursuit of genuine value
through continuous improvement is

Part 1 The Quality System

an aggressive series of process-based
initiatives targeting six-sigma levels of
performance and customer satisfaction.
During the year, some 900 projects in-
volving the efforts of several thousand
employees, were completed or in prog-
ress. Their goal: Streamlining business
processes, large and small, and pursuing
operational excellence throughout the
company ... In support of the initiative
stressing customer focus, our operating
divisions are structuring their activities
around the core processes of customer
acquisition, order fulfillment, product de-
velopment and customer support.

2003

A totally new compensation and re-
wards system, which began taking effect
in 2003, is supporting the attainment

of our goals and promoting true align-
ment among the interests of customers,
employees and investors. Thousands of
management employees at all levels are
now eligible for a bonus payable when
our service to customers earns a return
above the cost of capital over a multi-
year period.

2005

Deere employees are tightly aligned

with our business objectives and are
being evaluated and compensated
accordingly. Virtually all 21,000 of our
salaried employees worldwide follow de-
tailed performance plans tailored to their
own responsibilities and development
potential. The plans spell out how each
individual’s efforts contribute to meeting
unit and company goals . . . A prime ex-
ample of how product innovation is driv-
ing higher sales, the John Deere 2500 e
greens mower is the golf and turf indus-
try’s first mower that uses hybrid technol-
ogy. Result: Lower noise and better fuel
efficiency but plenty of power (18-hp) . . .
Building on a tradition of stewardship,
the company has continued to develop
product solutions that are less disruptive
to the surrounding environment. Deere’s
newly introduced Tier 3-compliant
PowerTech Plus engines use the latest
technology to deliver better fuel economy
and more power while meeting stringent
emissions regulations. In another case,
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i p;srn'y in 2005 became
quipment manufacturer to use
s a factory fill at its U.S. manu-

locations.

sis of this information, prepare a brief
sing Deere & Company’s evolution of

45

quality. Relate your discussion to historical trends,
future challenges, the various definitional perspec-
tives of quality, and other issues discussed in this
chapter such as the principles of TQ and infra-
structure. For example, how has their perspective
of quality and the practices used to implement it
changed over the years? Update the case by re-
viewing Deere’s latest annual report and include
any new information in your analysis.
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