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Mission Statement

The mission of Section 0905 is to
develop and provide a strong
organization for exchanging
knowledge and ideas necessary
for the growth and development
of quality professionals in a
manner that benefits the member-
ship, business, and the Northeast
Indiana Community.

Mailing Address:

American Society for Quality
Northeastern I ndiana Section 0905
P.O.Box 11887
Fort Wayne, | ndiana 46861-1887
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N e w s e tter

May Meeting
May 14, 2009 ( Thursday )

Arrival: 5:30- 6:00 PM
Dinner: 6:00 PM
Presentation: ~6:30 PM

Don Hall’s Guest House
1313 West Washington Center Road
Fort Wayne, IN 46825
For reservationscontact JamesSmith :
james.e.smith@baesystems.com
Telephone: 260-434-5464

Dinner Meeting at Warsaw, Indiana

Ramada Inn
2519 East Center Street
Warsaw IN 46580
Same times as above and same dinner price
Webcast of the Fort Wayne Presentation

For reservationscontact Nathan Prieshoff:
nathan.prieshoff @mchsi.com
Telephone: 574-267-6826, ext 7863

Topic: Improving L aboratoriesthrough Accreditation to 1SO 17025

This presentation will briefly discussthe |SO 17025 standard and
will help attendees understand how and why adherence to the
standard through accreditation will lead to |aboratory improvement.

Bio

DouglasR. Leonard, L-A-B Managing Director will be presenting.
Doug has been the Managing director of Laboratory Accreditation
Bureau for 5 years, and has positioned this company as aleader in
SO 17025 Accreditation having received ‘ signatory’ status from

the International Laboratory Accreditation Cooperation (ILAC) in
December 2007.



CHAIRMAN'SCORNER

THE NEXT STEPS

Alphonse Daudet wrote a short
story “La classe derniere’
about the changes his school
would experience when Ger-
many acquired Alsace and
Lorraine border states from
France. The Prussians had
humililated France in the War
of 1870.

Thestudentswould havetolearn Ger-
man, not French. TheGerman flagwould
fly intown. Thestatenameswould
change.

Everything would revert after WorldWar I. To
assurethat thiswould never happen again, the
French built theMaginot Line: fortificationsto

stop the next German attack.

Problem was, theworld changed. TheMaginot
Lineanditscounterpartsin Belgiumfell quickly
because of new tactics: airborne assault and the
Blitzkrieg.

Thisisalong history lessonto point out that

A SQ and Section 0905 must preparefor the
future, not fight thelast war. Tothat end, the
Section Management Process (SMP) cdlsfor a
strategic businessplan each year. Suchaplan
startswith an analysisof Strengths, Weak-
nesses, Opportunities, and Threats (SWOT).
The L eadership team and the members attend-
ingtheApril meetingdidthis.

Now, we must determine how to meet the
threats, shore up our weaknesses, leverage our
strengthsto take advantage of the opportunities.

by Dan Templeton

On the following pages are the SWOT analysisusing an
Affinity Diagram. AttheApril Leadership Meeting, initial
ideas to make operational solutionsto the SWOT were
put forward. The membership will have the opportunity in
the May members meeting to enhance this starter.

The ideas were put together in an Interrelationship
Diagraph. Therearethreeinitiatives highlighted in Green:

Begin creating Webcasts

Expand our Educational Efforts

Try an Ad-hoc Public Relations
Director position

Thereareat least two solid proposals (in Blue) associ-
ated with these: Movethe Meetingsto Columbia City
and Look For A Healthcare Related Speaker for the
Fall Conference.

But, thereremain numerousunaddressed issuesall
highlightedin Orange. Atthe May member meeting, we
hopeto brainstorm for someinitiativesto addressthese.

Thelast stepwill betofileour businessplan outlining
our goalsfor 2009-2010. Thisispart of the SMP
Process.

| want thank the members of the Leadership
Team and Section for the support given mein
leading the section for the last two years.

And, like Toyota, who incorporates ~70-80%
tried-and-true systems in their next model year’s
cars, ASQ 0905 has a Leadership Team that will

have that proportion of veterans in 2009-2010.
| have asked to take on the role of the Ad-Hoc
Public Relations manager to see if we can develop
thisrole and boost the ASQ brand equity locally. |
will also continue to write and speak about quality.
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QUALITY POLICY DEPLOYMENT PROCESS

Big Goal| 9 |Strategy| @ | Deploy [ @ | Tactics

Thismonth, QPU looksat surveying customers.
TACTICAL

-Surveying methods: right and wrong;
- Using survey data: right and wrong;
- Marketing resear ch quality checklist

We appreciate your member ship

Grestings,

harmto society.

form.

This message is brought to you by the American Society for Quality (ASQ).

Quality guru Genichi Taguchi drew adirect connection between quality and social responsibility when
he said that aproduct or service demonstrated good quality if its production and use caused littleto no

Inarecent Quality Progress Quick Poll (3/31/08), 82.8 percent of respondents agreed that social
respons bility and environmena sustainability should be considered part of quality management.

ASQwouldliketo hear your perceptionsand thoughts on theintegration of quality and social respon-
sibility. Pleasetakeamoment to completethe short survey to let usknow your thoughts! Pleasegoto
thefollowing URL to participate: http://mww.asq.org/mr/socia-respong bility.html.

All information collected from the survey is confidential and will be presented only in summary

Thiscomesfrom the premier society for
quality! Wewant to seehow our members
react toadding Cor por ate Responsibility and
Environmental Sustainability toa Quality
Professional’sportfolio.

Obvioudly, ask them. We have brand-spanking
new softwarefor generating marketing surveys. The
resultistheabovee-mail.

Problem Definition

Software doesn't teach surveying. Let'sstart with
thefollowingissues:

(8 Theintroductory e-mail inherently biasesthe
result. Theauthorscited two positivereports. Of
course, wedon’t know if thereportsask valid
questions. Sotheresults CAN NOT be projected

to any conclusion other than the people answering
thesurvey said X. Sowhat valueisthesurvey?

(b) Thesurvey isbiased further because only
respondentsarereported. Respondentshavea
reason for answering. What about the non-respon-
dents? Thereare marketing techniquesto estimate
them, but ASQ doesn’t usethem. Plus, | could
respond asmany timesas| wanted.

(c) Many of the questioned are unanchored.
How familiar are you with Social
Responsibility?

Not at all familiar
Somewhat familiar
Very familiar

Extremely familiar




Define* Familarity” and citethreeexamples. Your
“Familiar” isdifferent frommine. Anchoring
meansthat termsarequantitatively, anditis
hoped, intervally defined.

We can go onwith mockery of thisexample, but
it would be excusableif it werethe only trans-
gresson.

Six Sigma Forum featured aMay 2008 cover
pagearticleontrangit busesand ridership. They
used a“Likert Scale,” you know theold 1-7, 1-
worst, 7-best scale. TheproblemwiththeLikert
scaleisthat theanswersareordina data, not
interval data. Thedistancebetweenalanda2,
may not bethe same asbetweena2anda3.

Thearticlefeatured heavy analyss, Sx-sgma
speciaist Syle, using canonica correlaionanaly-
gs. Itisanexcelent technique, | haveusedit
mysdlf. But, the base dataall emanated from
Likert scalequestions. Therefore, thewhole
andysswasillegitimatefromamathmatical
standpoint. Thearticlehasyet to beretracted.

Thiscritiqueof ASQ publicationsisnot thegist of
thestory. Thestory isquality inmarketing
research. Section 0905 wantsto addressquality
in service sectors.

Onesarvicesector usingquality isadvertisng. This
sector knows statistics asapplied to marketing
research, and would skewer these ASQ writings
worsethan | have, if they paid ASQ any heed.

Quirk’s, amarketing research trade magazine
recently illustrated quaity in advertisng asit related
todecison-making. It waswritten by an Evansville
marketing group president. Her focusisadvertisng
to support new product launches.

Shedefinescritical marketing issuesgrouped around
(8) thetrend away from descriptiveand predictive
quantittative statisticsto exploratory quditative
assessmentsthat cost less, and (b) growing concerns
regarding sampling. Today, we have do-not-call

lists, caler-1D screening and answering machines.
Probablitity sampling by phonehasdied.

Initsstead isinternet datasampling, just likeASQ's.
Marketing research dataquality appearsto be getting
sgnificantly poorer.

Executives, without benefit of quality standards, see
marketing research asacommodity, fungible between
every credible PR agency. Inthearticle, Proctor and
Gambl e, another Region 9 homebody, citesnumerous
timesthat the preliminary datawasflawed, after they
spent many dollars preparing aproduct for launch.

A number of leading market researchers, including
P& G, aretryingto establish on-linemarketing re-
search standards. Below isa8-part research quality
checklist fromARSgroupin Evanslle.

1. Havedecision criteriathat reflect the voice-
of-the-customer, not per sonal/executiveopin-
ion.

2.Alignthemetricswith thecurrent objective.

3. Pre-test theconcepts. Havethat data
availablebeforethedecision ismade.

4. Maketheperformanceindicatorsand
decision-makingtoolssimpleto understand.

5. Replicatethe measurements. Make
ongoing replicate analyses of the surveysover
timetoget greater confidenceand, presum-
ably, smaller error bars,intheoriginal data.

6. Find represntative consumer sof appropri-
atesamplesize. Thismeanshaving good
screening questionsin order toquallify cus-
tomersfor thesurvey. Thisisoften absentin
on-linesurveys.

7. Validateand calibrateadvertising sothat
valid measurementsaremade. Thevalid
measur esshould accur ately predict key items
like awar eness, share-of-market, use, etc.
Again, continually validatethese measures.

8. Conduct independent audits, or if sensitive
dataareinvolved, usein-housequality audi-
tors.




Advanced ASQ Membership

L eadership and professional achievement do not go unnoticed by ASQ. The Society offers
advanced levels of membership—Senior and Fellow—for individual members who represent the
upper echelon of the quality profession and serve as the backbone of the Society. ASQ Senior and
Fellow membership rewards members with enhanced benefit selections.

Senior membership status may be awarded to those individuals who have been ASQ membersin
good standing and meet thefollowing criteria:

Have been an individual member for one year

Have 10 years of professional experience. Up to 4 years may be satisfied by graduation from an
accredited university.

Have qualified in one of thefollowing ways:
1. Conducting quality-related engineering, inspection, or statistical work, or applying quality
on thejob for at least 2 years.
2. Teaching quality or related arts or sciences at an accredited institution for at |east 2 years.
3. Being a Senior Member or comparable grade in an American Society for Association
Executives' list of recognized organizations.
4. Currently holding an ASQ certification that requires recertification.

To apply for Senior membership status log-in with your membership number and password at http://
www.asg.org, click on the Membership tab, scroll down to Senior, click on UPGRADE, and
download the application.

World Conference on Quality and | mprovement
(Formerly the Annual Quality Congress)

Minneapolis, MN - May 18-20, 2009

Visit http://wcai.asg.org/ for more information.




SPECIAL BOOK DISCOUNT

Forrest Breyfogle's “Going Beyond Lean Six Sigma and the Balanced Scorecard”, presentation was
given herein Fort Wayne November, 2008, sponsored by ASQO0905 and Ivy Tech Community
College. During the presentation, Forrest mentioned his new books on Integrated Enterprise
Excellence (1EE). You can learn more about these books, on hiswebsite: http://

www.smartersol utions.com/integrated-enterprise-excellence.htm

Forrest Breyfogle is extending an offer to ASQ0905 to save up to 40% off list price on booksin his
webstore. Webstore: http://www.smartersol utions.com/store/home.php?cat=2

Coupon Code: s083n67

ASQ Career Center

WWW.as0.0rg/career

Areyou looking for a job? ASQ’'s Career Center is here to help. Post your resume, search job
postings, get career advice, and explore career development opportunities.

Do you need to hire a quality professional? Post jobs and search resumes from the largest, most
qualified audience of quality professionals—ASQ members.

Job Seekers
ASQ’'s Career Center (powered by Boxwood Technology) is FREE to all job seekers and provides
you with access to the best employers and jobs in the quality industry:

Employers

The ASQ Career Center isthe premier electronic recruitment resource for the industry. Here,
employers and recruiters can access the most qualified talent pool with relevant work experience to
fulfill staffing needs.

The next issue of the Histogram will befor
September 2009
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Chairman .......cccoeeveneeeeeeee e Dan Templeton, Aptimise
dtempl eton@aptimise.com 260-407-0203 ext. 2001
Chairman Elect.........cccooeinenenene Mark Maffey, BAE System Controls
r.mark.maffey @baesystems.com 260-434-5410
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TIEASUIEN ... John Carlson, ITT Aerospace
jcarlsonjr15@@verizon.net 260-451-5751
SECTELAY.....cvvreeeereeereseeieeee e tes e sen e James Oxenrider

joxenrider@comcast.net

REGION 9 DIRECTORS

Director: Dick McKeever 513-984-0047

Past Director: Bud Newton

Deputy Director: Dick Coy 317-849-3489

Deputy Director: Dorothy D. Shook 317-773-4399
Deputy Director: Molly Brown 812-523-5547
Deputy Director: John Chal mers 260-587-9155, x332
Deputy Director: John Meier 260-414-4126

A SQ Headquarters 800-248-1946

AITangemMENtS ......coveeveieenieesee e Jim Smith, BAE Systems
james.e.smith@baesystems.com 260-434-5464
Education .......... James Teeple, Ivy Tech Community College
jteeple@ivytech.edu 260-479-2227
Scholarships.......ccccoveeveeniennnnen Milt Gallmeyer, General Aluminum
mgallmeyer@general al uminum.com 260-356-3900
Membership .....cccceeeeveveriienennns Brian Lanier, Ind. Oppurtunities
indop@dmci.net 260-495-1732
SMP ettt Ed Woodward
efcbwdwrd@comcast.net
Outreach Chairman ..........cccceeveeevennnne. Steve Shoda, BAE Systems
steve.shoda@baesystems.com 260-434-5654
Newsletter Editor ........c.cocevvverinineiescicieen, Leslie Zody, Autoliv
leslie.zody @autoliv.com 260-341-5172
Recertification ..... Karen Hughes, Ashley Industrial Molding
kjhughes@metalink.net 260-587-9155, ext. 332
NOMINGEING .vcvvviieieiei e Chuck Whitaker
usalmo@juno.com 260-385-7546
EXaMINING ...ccveeiviieeseieesee e John Meier, SEABOL
jmei er8@comcast.net 260-414-4126
Placement..........cccoceeneene. Cynthia Wilson, Fort Wayne Foundry
cw3054@hotmail.com 260-483-3032
Program Chair .........c.ccceeee.. Megan Pape, American Red Cross
papemm@usa.redcross.org 260-494-4715
AUditing.......ccooevveveeennnn, Wayne Scherry, Decatur WireDie, Inc.
wscherry @esteves-dwd-us.com 260-728-9272
Internet Liason ........cccceveeeeeveveens John Chalmers, Ashley Industrial
jchalmers@ashinmold.com 260-587-9155, ext. 332
SENIOTAGVISOT ..ttt Dave Masanz

dmasanz@verizon.net 260-745-7600






