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(7) Continuous Business
Process Improvement

Integrate
& Learn

(6) Recognize, Reward,
Improve
Stakeholder Development &
Recognition

(2) Establish &
Communicate Clear Values:
Core Values, Core Purpose,
Mission

(1) Determine & Balance
Stakeholder Requirements
& Expectations

Communicate and
reinforce values

(3) Set Direction:
Strategies & Goals
Allocate Resources
Operating Plan
PMP/KRAs

Align
Engage
Communicate

(4) Monitor & Guide
Performance:
Key Indicators,

Process Improvements R Balanced scorecard Oversight
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00, Ce )(5) Analyze Organizational
C@V

Performance:
Balance value,

Resource reallocation

Engage
Communicate

Communicate results
and review findings




o
Qua t
Awardl ¥

2005
& 1999
Award Recipient




it
Award1 ¥

2005
& 1999
Award Recipient

() $
( #o
( % !

( % ! I

+ 1 ! 11




It?;;;;;r;‘f
Qua it
Awardl ¥

2005
& 1999
Award Recipient n

#
( s

~~
AN
=
N
N




e CorePurpose:
To bethe supplier of choiceto
our customersworldwide

e Corevalues:
— Customer Focus
— Safety (food, personal)
— Quality
— Stakeholder Focus
— Ethics
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Customer’s Sweeney Application 1993

Sweeney Self-Scoring Assessment 1994

Sweeney Criteria Self-Survey 1995

( |$ 7 Sweeney Self-Scoring Assessment 1996
' : Cargill CQA Application 1997

Customer’s Sweeney Application 1998

Cargill CQA Application 1998

Cargill CQA Application 1999

Malcolm Baldrige Application 1999

( $| | MBNQA Feedback Report Evaluation 2000
" Cargill CQA Self-survey 2001
Cargill CQA Application 2002

Customer’s SQI assessment 2003

Cargill BEA Self-survey 2003

Feedback Improvement Assessment 2004

( 4 |$ 8 | Cargill BEA Application 2004
" Customer’s SQI assessment 2005

= ' 9 Malcolm Baldrige Application 2005




Sunny
Fresh
<>

thrm.l.‘f Foods Company

(8 7 "1 ( 1



1I$ | 1222

1'%

$!

$



>| . o n

Input to strategic planning process
Analyze, prioritize, and communicate

Work on the gaps
— Relevance over several planning cycles

Core Purpose, Core Values, Mission

Sunny Fresh Vision 2010

Customer Needs and Expectations

Sunny Fresh Capabilities

Supplier Input and Capabilities

Synthesis

Integration

Trends in E% Consumption

Trends in E% Processing Industry

Consumer Research
—

Human Resources Research

Domestic / International Markets
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Alignment

Stakeholder Needs and Expectations

Communitz Needs / Public Concerns r

Best Practices / Benchmarks [ =

[

Integration




Recognize and Celebrate
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Increased customer
satisfaction

Reduced price of non-
conformance

Higher productivity

Improved safety
performance

Engaged stakeholders

Reaults

Figure7.4a1-3
Engagement and Satisfaction Surveys

2002 Fortune’s
63%o0r Above: Hewitt's gy &N 10Best
“ High Performance” Zone Employers

‘D Engagement Score M Satisfaction % Overall ‘




% %

‘Thisisnot the end.
It isnot even the beginning of the end.
But it isperhapsthe end of the beginning.”

Winston Churchill
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