
©1987-2000 Arthur M. Schneiderman  All Rights Reserved. Slide 1

PILOT Demo 
c. September 1990 

Arthur M. Schneiderman
title

Next

Arthur M Schneiderman
Analog’s effort to automate its performance measurement system began in late 1986 under my sponsorship.  My major objectives were:

•to highlight areas for management action through the use of  visual displays of information,
•provide timely access to and ownership of data by those responsible for its improvement,
•reduce the cost of manually maintaining the system,
•facilitate organizational learning through measurement and the open sharing of process improvements.

Over the ensuing years both the delivery vehicle and the content evolved.  However, the look and feel remained unchanged.  In March of 1990, further development of PILOT was abandoned under the guise of cost reduction.  Consequently, some of the screens in the Product Tracking System demo have incorrect data.

In May of 1990, I presented the then current system at a major IT Conference: DSS90.  I gave similar presentations in November (DST) and December (CISR).  Parts of this demo, in manual form using overheads, were included in each of  these presentations.

A short ten years later, I have been  able in a matter of days to produce a working version of what took several man-years of effort to originally create.  I hope that it will provide you with a realistic simulation of the actual PILOT system.
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Entity scorecard for metric categoryEntity name in row:

Re-graph for that entity onlyEntity name in column:

Time history of that entryTable entry number:

Result:Click on:

Navigation Rules

Next

Arthur M Schneiderman
The slides that follow are reproductions of the actual screen printouts.  In this demo, active buttons are outlined in yellow.  Clicking on the “Return” button will generally bring you back one screen. 

 Unfortunately, I don’t have a complete set of all possible displays.  However, there are examples of all of the various screen formats and data display templates.

The function of all inactive buttons in this demo is explained in the notes.
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üTime to quote lead 
time

•Responsiveness

histogram 
(selected month)

average for month
(12 month window)MetricCategory

üüQuoted lead time
üüRequested lead time
üüExcess lead time

ü% CRDs not matched•Lead time

ü% late•Responsibility
(by entity) 

üsize of late backlog 
(turns)

üüage of late backlog
ü% early or late

üühow early?
ü% early

üühow late?(by mfg. division)
ü% late•Lateness

Predefined Graphics

Next

Arthur M Schneiderman
The system provides for both predefined and ad hoc inquiries.  This slide summarizes the predefined views of the customer service metrics.  There are two graphical display formats: monthly averaged performance for a twelve month moving window and a monthly histogram.

(Note that lateness metrics are determined to FCD.)
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Ad Hoc Queries

(slice-n-dice)

Select one or more from each criteria:
•Measure (~100)

–e.g.: Number Of Lines Late Due To Credit Referrals

•Time period (end date) 
–end date or year

•Entity
–individual division, warehouse, credit, or corporate total

•Product
–individual: e.g. AD575

–type: standard or custom

•Customer
–all foreign affiliates: Japan, Italy, etc.

–account categories: domestic key, corporate key, etc.

–~400 individual key accounts: HP, IBM, etc. Next

Arthur M Schneiderman
The underlying data warehouse contains nearly 100 customer service measures.  The vital few, earn the classification as metrics and a place on the scorecard.  They can each be viewed down to the product and customer level as well as by responsible entity.  Past data can be viewed by selecting the appropriate time period.
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ANALOG DEVICES, INC.

Corporate Scorecard

Product Tracking
System

Customer Service
Metrics

EXIT
Set Printer

Arthur M Schneiderman
Now let’s start the demo.

This is the first screen encountered after logon.  You have three choices at this point.  Click on each to explore its content.  Clicking on return will eventually bring you back to this screen.

Demo buttons:

•click on “Corporate Scorecard” to go to Analog’s Balanced Scorecard
•click on “Customer Service Metrics” to go to metrics for the order fulfillment process.
•click on “Product Tracking System” to go to the system used for managing the product development process.

Not in demo:

•“Set Printer” allowed the user to designate a printer and setup for generating hard copy.  
•“EXIT” ended the PILOT session.
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?
1990 Scorecard

ADI
Qtr 3 1990

1
2

#13.511.007.408.40Scrap/Rework %
#30.104.0019.9023.90AP Cycle Time DYS
#-1.52-1.4092.2090.80Plug In Yield %
#36.68468.001276.001744.00AP Outgoing PPM

#-12.24-5.3043.3038.00IC Yield %
#36.6816.9045.8062.60IC Cycle Time DYS

-17.33-234.001350.001116.00IC Process PPM
-28.25-278.00984.00706.00IC Outgoing PPM

#17.262.9016.8019.70Employee Turnover %
#12.50.302.402.70Excess Leadtime WKS
#77.0522.5029.2051.70CRDs Not Matched %
#-2.46-2.4097.7095.30On Time Delivery (To FCD) %

QIP:

% Var.VarianceBudgetActualLine Item

Retrace Utilities 1989 Scorecard Commentary Return

Arthur M Schneiderman
This is the Corporate Scorecard.   It is the table of contents for the PILOT system.

Demo buttons:

•click on ADI to drill down one scorecard level to a division/entity scorecard.
•click on delivery related “Line Items” to jump to the customer service metrics
•click on NEW PRODUCTS (on page 2) to jump to the product tracking system.

Eventually, we planned to have all of the “line items” jump to more detailed measures maintained by their respective owners. 

•click on “Utilities” for various options.

Not in demo:

•“Retrace” showed a history of where you had been during this session and a quick way to jump back to an earlier screen.
•“1989 Scorecard” reset all data to the previous scorecard year.
•“Commentary” provided an explanation of scorecard variances provided by its owner.
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?
1990 Scorecard

ADI
Qtr 3 1990

1
2

#-25.00-2.6010.407.80ROA (Contribution Margin) %
#-28.41-2.508.806.30Contribution Margin %

8.33.506.006.50Sales Growth (YTY) %
.42.50120.20120.70Sales $M

FINANCIALS:

.00Forecasted 3rd Year $M
#-1.71-.8046.7045.90Post 1985 Products $M

NEW PRODUCTS:

% Var.VarianceBudgetActualLine Item

Retrace Utilities 1989 Scorecard Commentary Return

Arthur M Schneiderman
This is page two of the scorecard.  A second page was required in order to accommodate low resolution monitors.

Demo buttons:

•click on NEW PRODUCTS to jump to the product tracking system.



©1987-2000 Arthur M. Schneiderman  All Rights Reserved. Slide 8 Pilot-7 select division scorecard

?
1990 Scorecard

ADI
Qtr 3 1990

1
2

#13.511.007.408.40Scrap/Rework %
#30.104.0019.9023.90AP Cycle Time DYS
#-1.52-1.4092.2090.80Plug In Yield %
#36.68468.001276.001744.00AP Outgoing PPM

#-12.24-5.3043.3038.00IC Yield %
#36.6816.9045.8062.60IC Cycle Time DYS

-17.33-234.001350.001116.00IC Process PPM
-28.25-278.00984.00706.00IC Outgoing PPM

#17.262.9016.8019.70Employee Turnover %
#12.50.302.402.70Excess Leadtime WKS
#77.0522.5029.2051.70CRDs Not Matched %
#-2.46-2.4097.7095.30On Time Delivery (To FCD) %

QIP:

% Var.VarianceBudgetActualLine Item

Retrace Utilities 1989 Scorecard Commentary Return

ADBV

ADS

CLD

CTS

DSP

IPD

MDL

Return ♦

MED

Arthur M Schneiderman
This menu allowed selection of a lower level scorecard.  Below the division level, scorecard inclusion was voluntary.  Owners could arrange to have their scorecards added to the system.

We also were in the process of adding scorecards for our wholly-owned foreign sales affiliates including “see-thru” metrics to their end-customers.

Demo buttons:

•Click on “ADS” to see a division scorecard.
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?
1990 Scorecard

ADS
Qtr 3 1990

1
2

NEW PRODUCTS:
#-6.98-.9012.9012.00Post 1985 Products $M

Forecasted 3rd Year $M

#-16.49-7.7046.7039.00IC Yield %
#23.9411.9049.7091.60IC Cycle Time DYS
#1.1319.001675.001694.00IC Process PPM

-29.87-448.001580.001052.00IC Outgoing PPM

#25.294.3017.0021.30Employee Turnover %
-4.55-.102.202.10Excess Leadtime WKS

#103.1022.7022.0044.70CRDs Not Matched %
#-1.13-1.1097.6096.50On Time Delivery (To FCD) %

QIP:

% Var.VarianceBudgetActualLine Item

Retrace Utilities 1989 Scorecard Commentary Return

Arthur M Schneiderman
This is an example of a division scorecard.  The division scorecards consolidated to the corporate scorecard.
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?
1990 Scorecard

ADI
Qtr 1 1990

1
2

#-13.39-1.5011.209.70ROA (Contribution Margin) %
#-10.34-1.2011.6010.40Contribution Margin %
#-237.50-3.80-1.60-5.40Sales Growth (YTY) %
#-3.90-1.6041.0039.40Sales $M

FINANCIALS:

% Var.VarianceBudgetActualLine Item

Retrace Utilities 1989 Scorecard Commentary Return

Arthur M Schneiderman
Page two of a division scorecard.
(This is for Q1.  I don’t have the Q3 financials.)
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?
1990 Scorecard

ADI
Qtr 3 1990

1
2

#13.511.007.408.40Scrap/Rework %
#30.104.0019.9023.90AP Cycle Time DYS
#-1.52-1.4092.2090.80Plug In Yield %
#36.68468.001276.001744.00AP Outgoing PPM

#-12.24-5.3043.3038.00IC Yield %
#36.6816.9045.8062.60IC Cycle Time DYS

-17.33-234.001350.001116.00IC Process PPM
-28.25-278.00984.00706.00IC Outgoing PPM

#17.262.9016.8019.70Employee Turnover %
#12.50.302.402.70Excess Leadtime WKS
#77.0522.5029.2051.70CRDs Not Matched %
#-2.46-2.4097.7095.30On Time Delivery (To FCD) %

QIP:

% Var.VarianceBudgetActualLine Item

Retrace Utilities 1989 Scorecard Commentary Return

Pilot-10 PILOT utilities

Layout Report

Edit Notes

Print at System

Print to File

Print Locally

Download to LOTUS

Calendar

Return ♦

Arthur M Schneiderman
“Utilities” are used to change the report layout, add/edit explanatory notes, change print options, download data to a LOTUS 123 spreadsheet, or change the timeframe of the data.
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CUSTOMER SERVICE METRICS – ON TIME/RESPONSIBILITY
September 1990

.34.466.7094.3883.2311.15ALL

.34.466.7094.3883.2311.15ADI

.36.245.5995.6051.8113.79MED

.00.0015.5082.9535.6647.29MDL

.43.987.9393.9388.795.14IPD

.63.635.0595.3787.797.58DSP

.00.008.6592.4375.6816.76CTS

.19.294.1998.0567.4530.60CLD

.32.345.7395.4686.998.47ADS

.31.378.1391.9575.7216.22ADBV

Credit %Warehse. %Division %Not Late %On Time %Early %

Utilities Change Metrics Return

Arthur M Schneiderman
This is the top level screen for the customer service metrics.  Shown are the six default measures by manufacturing division.  Analog had a centralized warehouse and credit department.  The last three columns show the responsibility for late shipments.  The last four columns do not necessarily add to 100 since there may be more than one reason for a late shipment (e.g. product received from division and customer on credit hold).

Demo buttons:

•click on a number to see its time history.  In this case, the number for “ALL/Not Late %” produces a composite for all divisions.
•click on “Change Metrics” to change from the default set or enter the slice-n-dice mode.
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Half
Life (In months)

Percent Of Lines Shipped Late (Oct 89 through Sep 90)
100

10

1

0.1

++
+

+ +
+

+++

+ +

+ +

+
+

++
+

++

+ ++

ADIMEDMDLIPDDSPCLDADSADBV 

+

N/ANSNSN/AN/A4NSN/A

Return

Arthur M Schneiderman
This is the basic format for all time-series data.  Here the composite of all divisions and the corporate total is shown.  Each chart shows a twelve-month moving window of monthly data.  The green lines are control limits.  Variation within their band is not statistically significant; it can not be assigned to a single cause.  Points outside of the control limits do have special causes which are addressed in the scorecard commentary.  The red line is a fit of my improvement half-life model.  The resulting half-life is given at the bottom of each column.

Demo buttons:

•click on a half-life number for ADS to see its time history.
•click on a data point to see a histogram of the data that goes into the average. (In this case, I've taken some poetic licenses.  Just pretend that this was the chart for average weeks late of late shipments when jumping to the histogram).

Not in demo:

•click on a division name to se an expanded view of the data just for that division.
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ADS Half lives by month 10/89 to 9/90

NS9/90

228/90

187/90

146/90

155/90

194/90

263/90

452/90

501/90

3012/89

2211/89

1910/89
Hlf Life

0

10

20

30

40

50

60

SepAugJulJunMayAprMarFebJan

90
DecNovOct

89

Return

Arthur M Schneiderman
Here’s an example of a divisions half-life history for a given metric.  We used this as a metric for process and organizational learning.
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0-
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421
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034
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20
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474

Value

9
10
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2
1

WeeksTime Phased Late Shipments In Weeks
September 1990 - ADILines %

Return

Arthur M Schneiderman
This is an example of a histogram.  I observed empirically that most of the histograms were exponential in shape.  So I created a test for exponentiality.  When the test failed, the average value was colored red.  This triggered an investigation of why the test failed.

Often these investigations led to the identification of a single product that was causing the problem.  Unfilled orders for this product would cause a spike that moved from left to right with the passage of time until the problem was resolved.  It looked like a snake swallowing a mouse.  Once the problem was fixed, the shape of the data returned to normal.
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measure

ADI CUSTOMER SERVICE MEASURES

CANCEL CLEAR DONE

?

Select  label,  composite,  or  new  key  field
\/ END

Number Of Lines Late Due To All Divisional CausesDIVISION
Percent Of Lines Late Due To Divisional Warehouse ErrorDIV_WE_PCT
Lines Late Due To Divisional Warehouse ErrorDIV_WAREHSE
Percent Of Lines Late Due To All Distribution CausesDISTRN_PCT
Number Of Lines Late Due To All Distribution CausesDISTRIBUTION
Percent Of Lines Late Due To All Customer CausesCUSTOMER_PCT
Average Customer Requested Lead TimeCUSTOMER_LT
Number Of Lines Late Due To All Customer CausesCUSTOMER
Percent Of Lines Late Due To Customer StopsCUST_STP_PCT
Number Of Lines Late Due To Customer StopsCUST_STOP
Number Of Lines Late Due To Credit ReferralsCREDIT_REF
Percent Of Lines Late Due To All Credit CausesCREDIT_PCT
Number Of Lines Late Due To Credit Hold CausesCREDIT_HOLD
Number Of Lines Late Due To All Credit CausesCREDIT
Percent Of Lines Late Due To Credit ReferralsCRED_REF_PCT
Percent Of Lines Late Due To Credit HoldCRD_HOLD_PCT
Total Number Of Unshipped OrdersBACKLOG
Weighted Average Number of Shipments Per PeriodAVG_SHIP
Percent Of Orders Received That Were ASAPASAP_PCT
Number Of ASAP Orders Placed During The PeriodASAP

Arthur M Schneiderman
This is page one of several that listed all of the measures currently tracked in the data warehouse.  By selecting one or more measures from this list, a custom report could be generated.  When metrics selection was “done,” more options could be selected.
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/ADI TYPECUSTOMER
PILOT DIMENSION ?Print

Reset Metrics Views Calendar Return
Select  label,  composite,  or  new  key  field.

6.7094.3883.2311.15ADI
TOTALTOTALTOTALTOTAL

(9/90)(9/90)(9/90)(9/90)LATEST PERIOD
DIVISION_PCTNOT_LATE_PCTON_TIME_PCTERY_SHIP_PCTENTITY

CUSTOMER SERVICE TABLE

Arthur M Schneiderman
Here’s the main screen for slice-n-dice.  Once the desired measures were selected, the user could refine their query to orders from a specific division, for specific products going to a given customer during a predetermined timeframe.


Demo buttons:
•click “/ADI”(the default) to select a specific division.
•click “CUSTOMER” to select from a list of the top 400.

Not in demo:

•clicking on “TYPE” allowed selection of individual products or groups of products (stock or special order parts).
•“Views”… hmmm, sorry, I can’t remember what this one did!!  I am sure though that it didn’t view Analog’s future stock price.

The atmosphere in many early customer meetings changed dramatically when these charts were used to illuminate contentious situations.  Often I could demonstrate that the problem had existed, but was resolved through our improvement efforts.  Without data, perceptions change very slowly
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/ADI TYPECUSTOMER
PILOT DIMENSION ?Print

Reset Metrics Views Calendar Return
Select  label,  composite,  or  new  key  field.

6.7094.3883.2311.15ADI
TOTALTOTALTOTALTOTAL

(9/90)(9/90)(9/90)(9/90)LATEST PERIOD
DIVISION_PCTNOT_LATE_PCTON_TIME_PCTERY_SHIP_PCTENTITY

CUSTOMER SERVICE TABLE

ADI
Qtr 3 1990ADBV

ADS

CLD

CTS

DSP

IPD

MDL

Return ♦

MED

Arthur M Schneiderman
Here’s the menu used to select a specific division.
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customer

ENTITY TYPE
PILOT DIMENSION ?Print

CUSTOMER

CUSTOMER SERVICE TABLE
CUSTOMER
LATEST PERIOD

CORPORATE KEY ACCOUNT
DOMESTIC KEY ACCOUNT
FOREIGN KEY ACCOUNT
KEY ACCOUNT
NON KEY ACCOUNT
ADKK
ALLEN BRADLEY
AMOCO
ARMCO
ATT
BECKMAN
BENDIX
BETHLEHEM STEEL

Reset Metrics Views Calendar Return
Select  up  to  nine  labels  for  composite  group.

\/ END

Finished

Arthur M Schneiderman
This is the first page of choices for specifying a customer.  Key accounts were selected by each division.  Corporate key accounts did business with several divisions and needed centralized coordination.

Demo buttons:

•click “FINISHED” to see the results of specifying a metric, entity, customer and type.
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/ADI /OEM/DIST
PILOT DIMENSION ?Print

/HEWLETT PACKARD

Reset Metrics Views Calendar Return
Select label,  composite,  or  new  key  field.

8.00OEM – ADI - HEWLETT
7.56DIST – ADI – HEWLETT

TOTAL
(9/90)LATEST PERIOD

CUSTOMER_LTTYPE
CUSTOMER SERVICE TABLE

Arthur M Schneiderman
Here’s an example of a specific slice-n-dice result.  The report is for all products ordered by Hewlett Packard and scheduled for shipment in September of 1990.  The results are broken down between stocked (DIST=distribution) and special order (OEM) products.  The metric is customer requested leadtime (customer request date minus order entry date).

Demo buttons:

•click on the number “7.56” to see its history.
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DIST – ADI – HEWLETT PACKARD
METRIC: CUSTOMER_LT (9/90)

7.569/90

5.058/90

5.747/90

19.826/90

7.885/90

7.524/90

11.113/90

9.362/90

11.751/90

10.7712/89

10.9911/89

10.4710/89

0

4

8

12

16

20

24

SepAugJulJunMayAprMarFebJan

90
DecNovOct

89

Aggregate  time-series  - N

Return

Arthur M Schneiderman
This is the time history of the monthly average requested leadtime.  You can see the trend toward shorter leadtimes as HP continued to implement its just-in-time manufacturing.

You can see from these data why HP decided to use our measures rather than their own at our quarterly review meetings.
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ADI PRODUCT TRACKING SYSTEM

-28.2%-12,983.633,130.446,114.0Division 1986-1992 Products
-6.0%-4,633.273,073.977,707.1Division Pre 86 Products

-28.2%-12,983.633,130.446,114.0PSTF 1986-1992 Products
-6.0%-4,633.273,073.977,707.1PSTF Pre 86 Products

-28.2%-12,983.633,130.446,114.0RPCC 1986-1992 Products
-6.0%-4,633.273,073.977,707.1RPCC Pre 86 Products

% VARVARIANCEACTUALFY89 PLAN1st Quarter 1990

ReturnRetrace

Arthur M Schneiderman
This is the initial screen of the product tracking system.

The product tracking system was the result of several years of effort toward developing scorecard metrics for the new product development process.  Each previous attempt led to metrics that encouraged dysfunctional behavior or were poor predictors of future results.  I created the product tracking system as I became convinced that complex processes can not be effectively managed by a few simple metrics.
Each product, whether released or under development, was assigned to a cost center, strategy group and division.  Product revenues were further aggregated into two groups: introduced prior to 1986 and introduced from 1986 through 1992.  It was this later group that was the strategic focal point for revenue growth. 

Demo buttons:

•click on “PSTF 1986-1992 Products” to see the product strategy breakdown.
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QUARTERLY  BOOKINGS  ($K) :  1986-1992  VINTAGE  PRODUCTS

-29.7%-309.8733.41,043.2ASIC
0.00.00.0COMM
3.03.00.0MISC

-28.2%-12,983.633,130.446,114.0ADI

-62.3%-918.3556.51,474.8MIL
-14.2%-959.35,785.76,745.0AMP
-38.2%-1,063.81,717.62,781.4ASP
-11.3%-1,199.99,400.010,599.9ADC
-45.9%-1,200.71,416.22,616.9SENSE
-25.7%-1,648.94,761.56,410.4SYS
-44.5%-2,057.02,564.04,621.4DSP
-37.0%-3,629.06,192.49,821.1DAC

% VARVARIANCEACTUALFY89 PLAN1st Quarter 1990

ReturnRetrace Pareto Vintage Chart

Arthur M Schneiderman
Here you see the disaggregation of the previous results by product strategy (PSTF stands for product strategy task force, the cross-functional team responsible for creating and implementing the product strategy).

Demo buttons:

•click on “Vintage Chart”to see a graphical expansion of these data.
•click on “ASP” to see a breakdown by vintage (year introduced) of products in this strategy group.

Not in demo:

•“Pareto” showed a Pareto chart of the variances (a bar chart sorted from largest to smallest).  There is an example of this chart type from the ASP screen.
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BOOKINGS  CHART  BY  VINTAGE  (Actuals  through  1/90)
ADI

1986

1987

1988

1989

1990

1991

1992

ActualFY89
Forecast

Vintage

Data Sheet

ReturnPrint

0

150000

300000

450000

600000

750000

900000

92919089

Arthur M Schneiderman
This is a vintage chart.  It shows the contribution of products introduced or planned for introduction between 1986 and 1992 to the planned and actual bookings of 1989 through 1992.  This chart and the supporting detail provided credibility to the revenue projections.  Without this kind of detail, other functions worried that their response in support of the plan might produce overcapacity in both people and facilities.

Demo buttons:

•click on “Data Sheet” to see the spreadsheet behind this chart.

(Note: the breakdown of actuals is incorrect on this chart).
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* Actual data annualized

14,909.01992

73,783.623,101.21991

242,945.1149,741.546,771.235,000.01990

124,901.191,382.255,106.219,881.535,000.01989

87,395.868,844.950,003.525,521.335,000.01988

50,164.847,264.740,113.149,107.333,130.41987

57,457.256,665.851,320.045,049.530,207.01986

1992
Forecast

1991 
Forecast

1990
Forecast

1989
Forecast

1990
Actual*

Vintage

ReturnPrint

FY89 Plan Bookings By Vintage
ADI

Arthur M Schneiderman
This is the spreadsheet that forms the basis of the Vintage Chart.

(Note: some of the “1990 Actual” numbers are incorrect on this chart.)
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QUARTERLY  BOOKINGS ($K) :  1986-1992  VINTAGE  PRODUCTS
ASP

-38.2%1063.81717.62781.4ASP
1992 Vintage
1991 Vintage

170.51990 Vintage
-76.3%-961.8299.11260.91989 Vintage
-18.1%-101.9461.4563.31988 Vintage
22.0%152.0843.2691.21987 Vintage
19.2%18.4113.995.51986 Vintage

% VARVARIANCEACTUALFY89 PLAN1st Quarter 1990

Vintage Chart ReturnRetrace Pareto

Arthur M Schneiderman
This screen displays a disaggregation of quarterly bookings for products in the analog signal processing strategy group. Shown are the bookings during the first quarter of 1990 by year of introduction (vintage). 

Demo buttons:

•click on “1989 Vintage” to see the variance by specific product.
•click on “Pareto” to see a rank ordered bar chart of the variances.
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1987 Vintage

1986 Vintage

1992 Vintage

1991 Vintage

1988 Vintage

1990 Vintage

1989 Vintage

1986-1992 VINTAGE PRODUCTS – BOOKINGS ASP
QUARTERLY VARIANCE FOR 901 (Actual-Plan)

2000-200-400-600-800-1000
Return

Arthur M Schneiderman
This is a Pareto chart of the variance from plan by vintage year.
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QUARTERLY  BOOKINGS ($K) :  1986-1992  VINTAGE  PRODUCTS
ASP

-81.7%-26.15.831.9AD689
-100.0%-19.30.019.3AD9590
-100.0%-14.80.014.8AD688

35.9%5.019.014.0AD9501
71.8%8.821.112.3AD9901

-38.9%-30.547.878.3AD640
-100.0%-35.50.035.5AD1320
-35.4%-38.470.1100.5AD834

-100.0%-79.20.079.2AD1315
-94.2%-83.95.289.1AD7341
-96.4%-85.93.289.1AD7371
-76.9%-212.863.7276.1AD892

-100.0%-412.80.0412.8AD1322

% VARVARIANCEACTUALFY89 PLAN1st Quarter 1990

ReturnRetrace Pareto

Vintage: 1989

1
2

Arthur M Schneiderman
These are the plan, actual and variance for each of the products that make up the ASP strategy group.

Demo buttons:

•click on the blank below AD9901 to see a typical product tracking data sheet.
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PSTF: ADCTechnology:  BIPOLARProduct Type:
Die Size:Development Cost:Development Risk:
Latest Date:Earliest Date:Release Window:

Actual Time to Market:Actual Release:
Planned Time to Market:Planned Release:  843Start Date:

Revenue Risk:Margin:Sourcing:
ADSAD585   :   SHA

ReturnForecast Data Print
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Plan vs. Actual

Arthur M Schneiderman
This is an example of the product specific data which provides the basis of the product tracking system.  It shows actual (the bars) and planned (the line) bookings for that product.  These data were maintained for released products as well as all products in the development pipeline.  The data at the top provided inputs to manufacturing on future manufacturing process requirements.  It was also used by R&D managers in managing critical gates in the development process.

Demo buttons:

•click on “ZOOM” to see a blowup of the planned versus actual bookings.
•click on “FORECAST DATA” to see the data sheet for forecast updates.



©1987-2000 Arthur M. Schneiderman  All Rights Reserved. Slide 30 Pilot-29 product actuals
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ADS QUARTERLY BOOKINGS
1984 Vintage: AD585

5591/92
5584/61
5453/91
5332/91
5231/91
4904/90
4833/90
4772/90
4714521/90
4955764/89
4886493/89
4794562/89
4684661/89

4654/88
4403/88
3552/88
3961/88

FY89ACTUAL

Return

Arthur M Schneiderman
This is a blowup of the actual vs. strategic plan forecast bookings.
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Return\/

PRODUCT DATA SHEET
1Q90 Bookings: 471.2 Division:  ADS              Vintage: 843 

AD585 SHA

487.8649.13Q89
495.0576.44Q89

1,929.92,147.7FY89

478.9456.02Q89
468.2466.21Q89

1,655.7FY88

464.84Q88
440.03Q88
354.82Q88
396.11Q88

UnitsASPBookingsBookings
FY89 PLANACTUAL

Arthur M Schneiderman
This product data sheet was a key learning tool.  Each quarter, for a one week period, the data sheets were opened for updating by the strategy manager responsible for each product.  They revised their forecast for the next twelve quarters and the following two years as appropriate.  By keeping a record of all forecasts I hoped to discover and disseminate best practices in product forecasting methods.  
In addition to forecasting bookings, each strategy manager was asked to forecast average selling price (ASP) and unit sales (of most interest to manufacturing).
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Return\/

PRODUCT DATA SHEET
1Q90 Bookings: 471.2 Division:  ADS              Vintage: 843 

AD585 SHA

545.23Q91
558.34Q91

2,160.0FY91

533.32Q91
523.21Q91

1,920.1FY90

489.54Q90
482.63Q90
476.82Q90
471.2451.91Q90

UnitsASPBookingsBookings
FY89 PLANACTUAL

/\

Arthur M Schneiderman
This is page two of three.
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