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What is the Lean Enterprise Institute?

Lean Enterprise Institute
lean.org

A non-profit education and research institute based in
Boston, MA, with 32 global affiliates
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HAVEN HOT

ROB LATRONICA

* Seasoned Chef —a man obsessed with perfecting
hot chicken

CRAIG SKLAR
e Restaurateur — founder of The Beer Collective

ETKIN TEKIN

* Start-up entrepreneur who also brings corporate
experience from AB-InBev

JASON SOBOCINSKI

* 20-year veteran of the food service industry with
successful Connecticut destinations such as Black
Hog Brewing, Bear’s at The Stack, and Ordinary




Built through experimentation
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Understanding
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Lean thinking helps us deliver the most VALUE with the fewest resources....




Understanding
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What IS
value?



Understanding
® o

Anything a customer is
willing to pay for.

Every product has a job to
do, so a product that does
its job is valuable.

What IS
value?




Understanding
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Functional Emotional

Companies drive
value by addressing
four kinds of

customer needs

Life Changing Social Impact

Emotionally engaged consumers are 5 2 % more valuable, on average, than those who are just highly satisfied

"Leemon, D., Magids, S., Zorfas, A. The New Science of Customer Emotions (2015), Harvard Business Review. https://hbr.org/2015/11/the-new-science-of-customer-emotions



Guest
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Companies deliver fundamental elements of value

that address four kinds of needs:

1. Functional
2. Emotional
3. Life Changing
4. Social Impact

The more elements provided, the greater
guests' loyalty & the higher the company’s

sustained revenue growth.
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Work vs. Waste
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Incidental
Work creates customer value. Waste RN

Waste destroys it.
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Confidential. Service Physics LLC. All rights reserved.



Work vs. Waste
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Work creates customer value.

Transportation | ©OVerproduction

Waste destroys it.

Over-processing .
aiting

Inventory

Confidential. Service Physics LLC. All rights reserved.



Work vs. Waste
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Work creates customer value.

Waste destroys it. | ‘

Waste

Confidential. Service Physics LLC. All rights reserved.



Work vs. Waste
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Work creates customer value.

Waste destroys it. Motion + Work
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Confidential. Service Physics LLC. All rights reserved.



| see waste everywhere.




Top Value Elements From Internal Voting
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Internal Voting Customer Value
L N

Haven Value Element Voting Results

This line
represents
how far
apart the
votes were,
signaling

people may
not be
&

aligned




Through the utilization of Retro Boards in team settings, the team was able to define key attributes as well as
how they manifest in the brand.

How Does Badge Value +-Aesthetic
Come to Life?




Retail Customer Journey
L N

Stages:
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HAVEN HOT CHICKEN CUSTOMER JOURNEY EXERCISE
Intent: Continue to build understanding of your customer

1e experience of interacting with HHC from the guest's point of view

Commitment to a great
product and a great
experience. By breaking down
each part of the guest journey
and identifying components

and variables that we could
control, we were able to hone
our buildout and interaction
with guests with intent.







Application of lean thinking to the assembly of THE Sandwich.

Ticket times in our early pop-ups were > 20 — 30 minutes.




Through many work sessions, the operations team codified, and argued over, every essential and isolated step involved with
making a sandwich

Mapped the flow of materials and information

Flipped inventory from batch and push to
pulling form a 2-bin supermarket

Key insight: information and inventory are

i

joined at the hip. Working on one means
working on the other.
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It turns out, it only takes 34 seconds! (today)

This Routine Delivers:

- Pull the ticket - Confirms receipt
Perfect quality
Built in food safety
Baseline for innovation
Top Secret nde *Product

*Process

Line off rate = 34 sec.
(105 sandwiches / hr.)

Job instruction document for team
member training and coaching

the order is complete




Virtual Lean Learning Experience : Subscribe today

The Virtual Lean Learning
The Virtual Lean Experience
Learning Experience
(VLX)

(VLX) couples' comprehensive
content with convenient online

technology to give you and your

i organization a growing library of
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price, accessible via a single login link
exercises






