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AHistorical perspective

A 100,000 foot view droles, methodology
AAdvantages
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AProviders and costs
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JCGM The History of Six Sigma

A Ear | y: M®Orolasdevelops a statistically -based problem-
solving methodol ogy to I mprove
(manufacturing focus only)

ALat e : 86tdrda entrepreneurs leave to promote Six
Sigma elsewhere

A 1995: Allied Signal introduces Six Sigma to GE

A 1998 - Present: Six Sigma evolves into non-manufacturing,
design and transactional applications

A 2000 &Present: Lean Six Sigma and DFSS become prevalent

Six Sigma changes the business culture



CGM The Phases of Six Sigma
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ACGM Why Six Sigma Now?

Customer Satisfaction 1 s t he di fferenti at

ABEf fect i(¢cedteome Dds vi ew) : me ¢
requirements and creating O0del i

Customers feel VARIATION, not averages

A0 ETf f i c(mnamagemeyt Gew): providing streamlined
processes, minimizing internal costs

Win by preventing fires, not fighting them

Six Sigma goal: satisfy customers profitably
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Customers are ALWAY'S the starting point
The methodology Is the key, not the tools
Issues arise from the process, not the people
Excessive variation is the enemy
Controlthe x s not the 0ya©0
Change must be managed

Measurement systems create variation

Data always drive good decision-making
Test theories before making decisions

Create systems to sustain the gains

X

S



Ay CCM Six Sigma Roles

Yellow Belts (team members)

Green Belts

~ 80% of those
trained

A Project leaders (typically smaller -scope projects)
A Part-time process improvement role

A Project leaders (typically larger -scope projects)
A Typically full -time process improvement role

A Mentor Green Belts

Master Black

Belts: A Project leaders (typically strategic initiatives)

A Full-time process improvement role
A Mentor Black Belts, Green Belts
A Subject-matter experts, trainers, facilitators

Other Roles:

A Process Owner &first-l e v e | 0 c | i-ewmer 6f funchonatlagea t
A Champion &roadblock remover, resource provider, ultimate process owner
A Sponsor 8 high-level supporter of project (typically VP+)



ACGM Six Sigma Roadmap & Tools

DEFINE PHASB Understand Customer Needs

Step 1. Customer Tools: VOC, COPQ, Stakeholder Analysis
Step 2: Team Tools: Project Charter, Elev. Speech, T/O Matrix, Comm. Plan
Step 3. Scope Tools: Pareto, C & E, CTQ tree, QFD, SIPOC, Process Mapyalue Stream

MEASURE PHAS&Develop Process Measurements
Step 4. Measurement Tools: Operational Definition, Measurement Validation

Step 5: Baseline Tools: Brainstorming, Sampling, DPMO/Sigma Level, Benchmarking
ANALYZE PHASB Develop Thearies

Step 6: Correlation Tools: Graphical analysis, Basic Stats

Step 7 Theories Tools: Inferential Stats, Analogy, FMEA, Impact/Control Matrix
IMPROVE PHASB Create Solutions, Test & Optimize

Step 8. Causation Tools: Anti-solution, Pilot Studies, DOE

Step 9: Performance Tools: Confirmation Runs, Tolerancing, Re-baselining
CONTROL PHASIB Sustain the Gains

Step 10: Methods Tools: 5-S6s, Mirmfing 8RC

Step 11: Closure Tools: Control Plan




