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Cardinal Health helps healthcare 
providers focus on patient care 
while reducing costs, enhancing 
efficiency and improving quality.

34K+
employees 

across the globe

21st
on Fortune 500

$101B
in FY13 annual 

revenue
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Did you know?
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We deliver to 
more than

60K
healthcare sites in the 

U.S. each day.

Our products and 
services are used by

86%
of hospitals 
in the U.S.

We dispense 
nearly 

12M
radiopharmaceutical 

doses annually.
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We are the business behind healthcare
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2005

•May  2005, full 
deployment launch
•12 Site 
Assessments
•June, Sponsor, 
BB, Kaizen
•December summit 

2004

•Pre-launch - 2004
•Process improvement
•Quality and Operations
•Sizing the opportunity
•Evaluating the 
capability 
•Drive cost out

20072006

•January – accelerate 
•June –169 BB, 
297 GB, 209 KL, 
1,600 sponsors,  
•Shift to 
“Value Stream”
•Pharma Lean
•Innovation awards

•Top Gun
•Medical lean
•MBB promotions
•June - 160 BB (net of 
55 “PTS), 835 GB/ KL

2008

•Shift to “Value 
Creation”
• Supply chain lean
•Talent Review and 
requirements
•Top Gun
•June - 209 BB, 
1,037 GB/KL

2009
•Top Gun
•ACFC trials
•MBB promotions
•June:- +65 promotions
•Full value stream view
•Lean office
•HVN Sponsor

2010

• Enterprise capability
•Perfect processes
•Value stream 
alignment
•ACFC / ACFS
•+95 promotions
•1,025 improvement 
projects

20122011
• Lean Road Maps
- full enterprise
• Extend the V.S.
• MBB Internal 
candidates
• Shingo Assessor 
workshops with HVN

•$1.0B achieved
• $1.5B working
capital achieved
•Lean Leader
•170+ promotions
• > 5,000 projects
• >100 customer
engagements

Operational Excellence timeline: 2004- 2012

Concept to reality 
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Agenda

Why develop Lean Leaders

What is a Lean Leader

How are Lean Leaders selected

How are Lean Leaders developed



© Copyright 2012, Cardinal Health. All rights reserved. CARDINAL HEALTH, the Cardinal Health LOGO and ESSENTIAL TO CARE 
are trademarks or registered trademarks of Cardinal Health. All other marks are the property of their respective owners.

9

Why develop Lean Leaders

#1 in peer 
group

40% quality 
and safety 

improvement

40% lead 
time 

reduction

35% 
productivity 

increase

Lean transformations REQUIRE internal lean 
leaders to drive and sustain benefits
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Why develop Lean Leaders

29%
Fewer emergency room visits

25%
Reduction of inpatient harm rates

53%
Reduction of lab test turnaround time

3.7%
Reduction in overall patient costs

50%
Reduction of unnecessary biopsy 

call back rate

0%
Medication reconciliation errors
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What is a Lean Leader

1. Able to capture the 
“big” picture and current 
status2. Can create a clear 

vision for 
organization 
including customer 
image

3. Able to identify gaps

4. Understands 
initial direction and 
priority setting 
(Q,V,C)

5. Introduces simple 
measurements and 
target setting

6. Develops low 
cost solutions

7. Communicates simple, 
concise and visual ideas

8. Executes 
implementation plans

9. Able to maintain 
energy, focus and 
drive in self and 
others

10. Realizes good 
results

11. Develops others

12.  Good grasp of lean 
concepts providing context 
to lead and develop others
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How are Lean Leaders selected

• A good candidate for lean leader development will enter 
the program with some experience centered on:
– A targeted number of years

• In the workforce

• In “operations” (your gemba)

• In a continuous improvement role

• Supervised others

– A targeted variety of:

• Product lines / unique value streams supported

• Functional areas

– And the right people skills to be able to manage by influence
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How are Lean Leaders selected

• Ties to a 
career path

• Recognized

• Nominates 
candidate

• Mentors

• Drives the 
process

• Qualified
• Wants to learn

CandidateCandidate Program 
Owner

Program 
Owner

Talent 
Review
Talent 

Review
Candidate 
Sponsor

Candidate 
Sponsor
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How are Lean Leaders developed

Knowledge

LeadershipExperience

Personal 
Coaching
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How are Lean Leaders developed

Developed 
Lean 

Leader
Book learning

Classroom 
training

Experiential 
workshops

Coaching

Gemba walks/ 
benchmarking

Through a combination of:
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How are Lean Leaders developed

Experiences

Leader 
capabilities

Knowledge
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How are Lean Leaders developed
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How are Lean Leaders developed
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Early in the program…

How am I going to apply this 
manufacturing stuff to a 

services business?

When is my coach 
coming? I have to 
update my A3!

How am I going to do these 
lean projects along with my 

day job?

I have to read how 
many books?
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Midway through the program…

• I can apply Lean concepts and tools to 
improve my job…Can’t wait to get back to 
work!

• My fellow Lean Leaders are facing similar 
problems…I can learn from them!

• My Lean Coach is very helpful guiding me 
through problem solving…I want to provide 
this same coaching to my team!

• Lean Thinking makes perfect sense…Why 
do not all organizations develop their 
employees in this discipline?
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Lean integrated into my daily work

Strategic Planning
CLK 02/10/2014

 Title: Continued Expansion into non-acute channels with channel specific solutions.

I. OptiFreight® Logistics 2014 - Next Generation Strategy

II. Financial Performance and Growth Expectations

III. FY14 New Channel Development MBO's

Build/Improve Business Capabilities TBD

5 Expand service value for Independent Reference Lab segment. Build/Improve Business Capabilities
Develop Specimen Transportation 

Management service offering.

6 Launch freight management services into new channels. Build/Improve Business Capabilities
Assess and Prioritize New Channel 

Opportunities.

1

Category

IV. Financial Performance Tracking

Management Business Objective

Deliver $2.3M in gross profit within the Ambulatory Surgery Center channel.

Child A3

Accelerate OptiFreight Expansion into 
Ambulatory Surgery Center Market.

2 Deliver $2.9M in gross profit within the Independent Reference Lab channel. Deliver Financial Results
Grow Financial Performance in 

Independent Reference Lab channel.

3 Deliver $0.1M in gross profit within the TBD channel. Deliver Financial Results TBD

4
Implement lean processes to maximize business/customer value, reduce 
business non-value add activities and eliminate waste.

Deliver Financial Results

7
Establish individual development plans designed to achieve FY14 goals; 
balancing daily work, special projects and personal development activities.

Develop a High Performing Team Individual FY14 Performance Plans

8 Coach team members to improve their ability to see and solve problems. Develop a High Performing Team N/A

Adding new channels

● Grow Ambulatory Surgery Center 

market share

● Expand service and value for 
reference lab segment

● Assess and explore new channel 

for  launch and entrance into during 
2014

 Title: Nikki Galiardi's FY14 Annual Performance Plan

Daily Work Project Develop

#

I. Background

II. FY14 Business Objective

C Q1 - Q4
Create and complete 12 Customer Opportunity 
Plans focused on solving customer problems to 
maximize service and/or business value.  

3 Improve problem solving techniques and capabilities.

1

Key Development Area

Coach and develop team member(s).

CAH Leadership Essentials

Attracts, develops and retains talent

Item #

IV. Activities to Achieve Business Objectives

# Activity
Growth 

Area
Activity Period

Resources / 
Stakeholders Required

1

2

7

6

4
Identify 2 RL customer references and partner 
with Mkt to create appropriate collateral to 
increase net/new sales.

B

A, B, C

5 Project Roadrunner A,B,C

Q3 - Q4 Miller

Design core SDM for Reference Lab customers A,B,C

Not started

Not started

2
Improve collaboration with cross functional teams 
and business units .

III. Nikki Galiardi Career Development Focal Points

Is an influential leader

Thinks and acts strategically
Leverage the A3 methodology to solve an issue you are 
fac ing, process you are trying to improve or a concept you 
are trying to realize.  Two A3's in FY14.

Manager Expectations

Leverage and coach resources to execute activities.  Learn to 
focus and execute critical activities, while providing 
development opportunities to others.  
Partner with other teams to get the right work done for 
effectively and efficiently.  Work collaboratively  vs. in a silo.  
Also, don't try  and win the Ray Guy Award!

3
Assist in the development and execution of a 
pilot Specimen Transportation Management 
service offering.

X X #2

X X X #3

Q2 - Q3

8

Activity Type

X X

MBO

#1

TBD

X #4

X X #5

Q2 - Q4

VI. Open Items, Questions, Issues

Performance Target Status

Not started

Performance Results To-
Date

Barriers / Risks Status Update

1

2

3

4

5

6

7

Not started

Not started

NRG 10/07/13

Not started

Not started

Not started

V. Activities Performance Tracking

8

The purpose of  this A3 is to outline Nikki's FY14 plan 

to achieve her performance goals; balancing her daily 
work, special projects and personal development 
activities to achieve her goals.

Management will be responsible for establishing the 
business objectives and providing adequate support 
for Nikki to achieve her objectives.  

Nikki will be responsible for  identifying activities to 

achieve plan, executing those activities and reporting 
performance against the activities performed.  

Individual Development
Danie la Swedarsky 09/20/2013

 Title: ASC Customer Training Process

Cause Benefit

 

Automate SharePoint Internal Workflow to send automatic messages to customer 
care team, and customer about training.  This will eliminate 6 manual s teps from the 

process which equates to 12 minutes  per account set up 

Owner StakeholdersTiming
Reduce 60% of t ime 

spent in BNVA activities 
per year, which equates 

to 18 business days 
based on 720 trainings

Accelerated PO 
comment usage

The survey results will 

enable the ASC team to 
make necessary 

adjustments to the 
process to ensure 

customer satisfaction

Increased level of 

customer engagement, 
increased volume.

Swedarsky

Q2 Swedarsky
 Absten, Skerness, 

Kreakie

Survey customers to measure their overall experience with OFL

Commence activities to create and deploy customer experience roadmap to ensure 
that customers  are fully utiliz ing the program

III. Countermeasures

Q1

Miller (MKT), Absten, 
Skerness, Kreakie

2) Q1 Swedarsky Customer

Swedarsky
Absten, Skerness, 

Customer Care team, 
Customer

1)

Countermeasure

Send auto cus tomer email after BG is created, welcoming them and letting them 
know that their account is active and certified vendors  have been notified.  Additionally 

the letter will ask the customer to utilize PO comments to maximize their savings

Key Customer Training Points

I. Background (Why are we here?)

II. Current State

4) 

Status

IV. Future State

3) Q2

Customer base = 584, all 
customers implemented 

between Aug/12 and 
Aug/13 

309 or 53% of the 
customers have visited the 

OptiFreight website.  
82% of the customers who 
visited the website received 

training.  
Reports viewed - 45% 

DACC, 24%  Dashboard, 

4 out of  319 
customers 

invoiced in FY13 
never paid an 

invoice

The ASC customer training process signals the completion of the new customer set‐up process and the commencement of value being delivered  to the customer and to  OptiFreight Logistics. New customer training 
provides  the customer with information and tools enabling them to maximize program value realized with minimal time and investment to achieve. Ineffective training content and deliver mediums will result in limit 

opportunities to manage shipments, which  in turn will l imit customer savings and OptiFreight Logistics  profit. In efficient training will result in the customer and/or business resources performing non‐value add 
activities, thus limiting time spent on patient care and other value adding activities.

The standard process for training ASC  customers was changed in March 2013. We anticipated that these changes  would 1) improve customer go‐live (certified vendor notification) lead  time and 2) reduce 
customer/business time spent preparing for, delivering and receiving training. The fundamental changes including e‐mailing the customer training information once their first invoice was sent with the option to 
request a live training session. The impact of this change has  resulted in a 14 day reduction in lead time (from 21 to 7 days) and a 80% decrease in  time spent delivering/receiving training the average customer (from 
2.5 hours to 0.5 hours). This  has resulted  in faster certified vendor notifications, which delivers value faster to the customer and to the business.

Now that we have implemented changes to the timing methodology of ASC customer training, we will  perform a deeper assessment of the training process to identify opportunities to improve the quality of the 
process.

BNVA ‐ Business Non ‐Value Added
CVA ‐Customer Value ‐Add
NVA ‐ Non Value‐Add

Use PO 
Comments

Access 
Website

Pay OFL 
Invoices

NEW! An auto 
letter is sent to  
the customer 
as soon  as the 
BG is created.  
The Sales rep is 
copied on  the 
email. 

Hello Materials Manager, Welcome  to OptiFreight Logistics! We are  
excited to have Billing Group Nameon  our program. Healthcare 
providers active on  our program are  experiencing an average savings of 
40% over pre‐pay and add  shipping!
Your newFedex  account  number is Fedex  Account Number.

We have notified the vendors you use who are certified on our program 
of your account number.  They will begin  shipping through the program 
starting now.  If you would like to  see a list of these vendors, please let 
us know.  

Within the next  2‐3 weeks you should  be receiving your first invoice . I 
will then  send you an email of fering web  based training.

In order to accelerate and maximize  your savings, we  recommend using 
the  following Purchase Order comment while  placing orders with your 
vendors. Adding the  below comment  will help drive up to 20% more  
savings with vendors who are not  certified  on our program.

“If shipping  charges contractually  apply, sh ip Bill 3rd Party  via FedEx  
account  # Fedex  Account Number, FOB Destination. Insert our PO# in the 
recipient  2nd address field .  If combined shipping weight exceeds 150lbs, 
call 888‐457‐5851  for carrier instructions prior  to shipping.”

Once again  welcome  to OptiFreight Logistics and I look forward to  
assisting Billing Group Name  saving on shipments!

Warm Regards,
Account Manager

Hello Materials Manager,

I hope this message finds you  well. I have  been  informed that the first invoice for Billing Group Namehas been  
generated and  I would like to make myself available to answer any questions that you may have  regarding OptiFreight 
Logistics. 

Additionally, I would like to  offer you  the option of web training. This training has been designed to help you  with the 
following:
*Obtain your Detailed Activity Report  which displays the  details behind your invoices
*Obtain your Program Dashboard which displays key monthly metrics
*Answer any questions about  the program

To access your website click the following link and use  the logon information provided to you in a separate email from 
our customer care team.  https://optifreight.cardinalhealth.com/Default.aspx

If you need assistance, please contact our OptiFre ight Customer Care  team at  866‐457‐4579.

As a reminder, please continue to add the following Purchase Order comment while placing orders with  your 
vendors. Adding the below  note  will help drive up to 20% more savingswith  vendors who are  not certified on our 
program.

“If shipping charges contractually  apply, ship Bill 3rd Party via FedEx account # Fedex  Account Number, FOB 
Destination. Insert  our  PO#  in the recipient 2nd address f ield.   If combined sh ipping weight exceeds 150lbs, call 888‐457‐
5851 for carrier instructions prior to shipping.”

Please respond to this email if you  are interested in web training and I will schedule this training with you. Once again, 
thank you for partnership and I look forward  to hearing from you.

Warm Regards,

A

B D

D D

A

B

C

D

B

A A
A

Process Improvements

CLK 02/08/2014

 Title: Grow Financial Performance in Independent Reference Lab Channel

OptiFreight Logistics specializes in reducing inbound freight costs associated with Hospitals' purchases from their direct, non-distribution vendors 
[55% Acute Care Beds under OFL Mgmt].  An FY13 Strategic Priority for OptiFreight is to diversify its portfolio and expand its service offering 
into new provider channels, which includes expanding market share in the lab channel.  OptiFreight officially entered the lab market in FY12, yet 
did not yield the expected new customer sales or package count results.
 
OptiFreight's core value proposition is derived through its strong relationships with both FedEx & healthcare product manufacturers, 
vendors who participate in the OptiFreight Logistics 3rd Party freight management program.  For each small parcel shipment through the 
program, the customer saves money and OptiFreight earns a profit; therefore more vendors = more shipments = more value.

Y

Design and develop Specimen Transportation Management 
service capabilities.

Galiardi Kreakie; Washington Q2 - Q4 TBD R

B

Activity Period Targets / Goals

TBD

Create and complete 30 Customer 
Opportunity Plans.

B

Create and complete Customer Opportunity Plans focused on 
solving customer problems to maximize service and/or business 
value.  

Stakeholders
Rep engagement by 8/31

Customer engagement by 9/30
Close 148k shipments by 6/30

I. Background

II. FY14 Business Objective

IV. Countermeasures to Overcome Growth Barriers

Countermeasure

Leverage OFL GPO contracts, relationships to promote OFL 
service offering to IRL members.

Monnin

Owner

Labosky, Miltko, GPO's, 
OFL Mkt

TBD

Q1 - Q2

Leverage Lab Field Sales Rep to promote OFL service offering to 
all current IRL customers w/ 250,000+ annual tests.

Monnin
Billman, Field Sales Reps, 

RM's, OFL Mkt
Q1 - Q2

V. FY14 Performance Tracking

Status

R

G

Improve lab customer set-up process to maximize 
business/customer value, reduce business non-value add 
activit ies and eliminate waste.

Eisnaugle

C

G

TBD Not Started

Reduce go-live lead time X days.
Increase pull-thru % to Y.

TBD Not Started

Q3 - Q4

TBD G

III. Barriers to Growth

Q1 - Q2C

B

Galiardi; 
Washington

Q2 - Q4

Monnin, Washington

A

Execute activities as a result of Project Roadrunner. Matthew Kreakie, Galiardi; Monnin Q1 - Q4A

Analyze opportunit ies to promote OFL service offering to non-CAH 
IRL customers.

Kreakie Monnin, OFL Mkt

TBD Not Started

C Strengthen Core IRL service delivery model, including our issue 
escalation and resolution processes.

Galiardi Monnin, Washington Q2 - Q4

A Increase value of inbound program by identifying and adding new 
lab vendors to the program.

Washington OFL Vendor Relations Q3

We cannot manage % of 
the market shipments due 

to lack of service 
capabilities, offering

|-
--

-S
h

ip
m

e
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s 
M
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ag
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--

--

C
B

A

Market Opportunity

Service Gap

Courier
Declined Vendors
Drop Shipments

Specimen Mgmt
Pricing

Tracking/Alerts

Sales Gap

Qualification; Collateral
Process, Training

CAH ~14% market share

Service Offerings Sales Strategy Service Performance

Performance Gap
Set‐up

Program Mgmt

Cardinal 

Health

14%

Fisher 

Scientific / 

VWR
50%

No 
Distribution 

Partner

36%

January ‐ 104.1% to Plan
FYTD ‐ 114.0% to Plan

IRL FYTD Results = 
195.5% to Plan

January ‐ 110.0% to Plan
FYTD ‐ 115.5% to Plan

CAH has 80 IRL customers ($1+ in sales) 
w/ 250,000+ annual  test volume.

Status as of 1/31/14

Non‐IRL channels
Total FYTD Results = 

249.7% to Plan

Plan Achievement Service Development

Problem Solving!
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How will the program be sustained

• A key objective of this program is to ultimately become 
self-sufficient

– Develop pool of internal coaches

– Develop the lean leaders to coach and mentor future 
waves

– Document the standard work associated with the 
program

– Engage the organization through structured talent 
review
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Q&A
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Thank you!
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Essential facts

30,000
plus employees 

with direct 
operations in 10

countries

60,000
sites 

delivered to 
daily

*An estimate of the pro forma revenue for fiscal 2012 in accordance with generally accepted accounting principles 
with adjustments expected to reflect each company as a stand-alone entity. The estimate is based on assumptions 
that management currently believes are reasonable, but actual revenue may vary materially from the estimate.

Leading provider of products and services across the healthcare                
sector with an extensive footprint across multiple channels.

$108B
FY12 pro 

forma 
revenue*

#21
on Fortune 

500 list

86%
of hospitals in 

the U.S. use our 
products and 

services

28
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Essential purpose

We are more than 30,000 people applying our
deep understanding of healthcare to deliver inventive
and meaningful solutions that help improve the 
cost-effectiveness and quality of healthcare so our 
customers can focus on patients.

29
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Our products and services make an impact in the 
healthcare segments we serve:

Pharmaceutical Medical

Essential role

Extensive offering of products and services

30
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• Product availability issues

• Inconsistent and variation in performance

• Increasing compliance requirements

• Low loyalty / high churn

• Large network

• Buy and hold model  FFS1 model, putting pressure on cost

• Lots of capital tied up in inventory

• Rising transportation costs

• Lead time variability / supply chain responsiveness

• Frustration with current processes

• Insular  end-to-end focus

• Information silos  information sharing

• Unclear roles and responsibilities

• Not empowered

Voice of the 
Customer

Voice of the 
Business

Voice of the 
Employee

1 Fee-for-service

Case for change
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2005

•May  2005, full 
deployment launch
•12 Site 
Assessments
•June, Sponsor, 
BB, Kaizen
•December summit

2004

•Pre-launch - 2004
•Process improvement
•Quality and Operations
•Sizing the opportunity
•Evaluating the 
capability 
•Drive cost out

20072006

•January – accelerate 
•June –169 BB, 
297 GB, 209 KL, 
1,600 sponsors,
•Shift to 
“Value Stream”
•Pharma Lean
•Innovation awards

•Top Gun
•Medical lean
•MBB promotions
•June - 160 BB (net of 
55 “PTS), 835 GB/ KL

2008

•Shift to “Value 
Creation”
• Supply chain lean
•Talent Review and 
requirements
•Top Gun
•June - 209 BB, 
1,037 GB/KL

2009
•Top Gun
•ACFC trials
•MBB promotions
•June:- +65 promotions
•Full value stream view
•Lean office
•HVN Sponsor

2010

• Enterprise capability
•Perfect processes
•Value stream 
alignment
•ACFC / ACFS
•+95 promotions
•1,025 improvement 
projects

20122011
• Lean Road Maps
- full enterprise
•Extend the V.S.
• MBB Internal 
candidates
• Shingo Assessor 
workshops with HVN

•$1.0B achieved
• $1.5B working
capital achieved
•Lean Leader
•170+ promotions
• > 5,000 projects
• >100 customer
engagements

Operational Excellence timeline: 2004- 2012

Concept to reality 

32
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Pharmaceutical Employee Engagement
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Employee engagement Manager effectiveness
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>20% increase in VOE Scores>20% increase in VOE Scores
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Medical Employee Engagement
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10% increase in VOE Scores10% increase in VOE Scores
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Safety (Total Recordable Incident Rate)

6.79

5.79

4.56 4.78

3.57

5.63 5.82

4.00

5.21

4.50

FY09 FY10 FY11 FY12 FY13

Rx - 55% reduction in TRIRRx - 55% reduction in TRIR Med - 20% reduction in TRIRMed - 20% reduction in TRIR
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Shipping accuracy (DPMs)

2,074 

1,592 

1,253 

1,010 
925 

803 
681 

2,200

1,971
1,895

1,481

1,660

1,381
1,294

FY07 FY08 FY09 FY10 FY11 FY12 FY13

Rx - 67% improvement Rx - 67% improvement Med - 52% improvementMed - 52% improvement
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Productivity (Lines / Hour)

Rx = 13% improvement Rx = 13% improvement 

34.69 35.90 36.88
39.20

9.9 10.1 10.1 11.18

FY10 FY11 FY12 FY13

Med = 19% improvement Med = 19% improvement 
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Essential to customers

We are proud to be recognized for our continued commitment to improving 
the efficiency of our supply chain across both segments.  #1 ranking in 2011, 
2012 & 2013 – first repeat winner in 2012 and the trend continued into 2013.

“Cardinal Health took the No. 1 spot in the Healthcare Supply Chain Top 25 
for the third year in a row ... Cardinal uniquely brings together, under one 
ownership structure, an expanding global presence and increasing vertical 
integration in the form of a manufacturer, medical surgical distributor, 
international sourcing company, pharmaceutical wholesaler and retail 
pharmacy along with a myriad of other services

Gartner Healthcare Supply Chain Top 25 Report
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Benefit History
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2005

•May  2005, full 
deployment launch
•12 Site 
Assessments
•June, Sponsor, 
BB, Kaizen
•December summit

2004

•Pre-launch - 2004
•Process improvement
•Quality and Operations
•Sizing the opportunity
•Evaluating the 
capability 
•Drive cost out

20072006

•January – accelerate 
•June –169 BB, 
297 GB, 209 KL, 
1,600 sponsors,
•Shift to 
“Value Stream”
•Pharma Lean
•Innovation awards

•Top Gun
•Medical lean
•MBB promotions
•June - 160 BB (net of 
55 “PTS), 835 GB/ KL

2008

•Shift to “Value 
Creation”
• Supply chain lean
•Talent Review and 
requirements
•Top Gun
•June - 209 BB, 
1,037 GB/KL

2009
•Top Gun
•ACFC trials
•MBB promotions
•June:- +65 promotions
•Full value stream view
•Lean office
•HVN Sponsor

2010

• Enterprise capability
•Perfect processes
•Value stream 
alignment
•ACFC / ACFS
•+95 promotions
•1,025 improvement 
projects

20122011
• Lean Road Maps
- full enterprise
• Extend the V.S.
• MBB Internal 
candidates
• Shingo Assessor 
workshops with HVN

•$1.0B achieved
• $1.5B working
capital achieved
•Lean Leader
•170+ promotions
• > 5,000 projects
• >100 customer
engagements

Operational Excellence timeline: 2004- 2012

Concept to reality 
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Strategy - Stepping up

Capability

Development

Internal
Value

Delivery

Change /
Program

Leadership

Brand &
Influence

Extend &
Consult

Value Stream Alignment

CAH Operating System / Process Alignment

Leverage Academy for Excellence in Healthcare

Extend Lean Leader / Scale

Implement Pan-Asian design

Safer, Productive,
Effective and 

Efficient
Healthcare

Lean Enterprise, Data Driven, Inventive, Collaborative, Challenging
Combine Tools / Behaviors / Value Chains / Support Systems

-Role / assignment 
minimization and 
conflict
-Project vs Strategic 
Program

Extend our
Operational Excellence
capability internally and 

externally to create / support 
a competitive advantage
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Strategy - Stepping up

Capability

Development

Internal
Value

Delivery

Change /
Program

Leadership

Brand &
Influence

Extend &
Consult

Value Stream Alignment

CAH Operating System / Process Alignment

Leverage Academy for Excellence in Healthcare
Extend Lean Leader / Scale

Implement Pan-Asian design

Safer, Productive,
Effective and 

Efficient
Healthcare

Lean Enterprise, Data Driven, Inventive, Collaborative, Challenging
Combine Tools / Behaviors / Value Chains / Support Systems

-Role / assignment 
minimization and 
conflict
-Project vs Strategic 
Program

Extend our
Operational Excellence
capability internally and 

externally to create / support 
a competitive advantage
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Extend Lean Leader / Scale

• The problem
– 9 years, >300 staff moved to new leadership roles….however..

Director and above – 1300 global staff
Inconsistent “BEHAVIORS”

Thinking “tools” NOT “system”

• Assessment
– Current exposure to “LRTS” and kaizen sponsorship is not 

achieving our desired future state
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Our Experiment – “Lean Leader”

• Cardinal Health / LEI partnership – 3rd year

• 18 month, gemba based, with direct coaching

• Objective
– Embed a consistent understanding of 

“LEAN MANAGEMENT/ LEAN ENTERPRISE”

– Change thinking and daily behavior

• Results – Come to our breakout……..
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