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JEFF REINKE, Editorial Director

A couple of weeks before we start production on a new issue
of Chem.Info, our staff gets together to talk basically about three things — where
we stand right now, where we want to go and how we intend to get there.
This scope of attention deals not only with the financial elements that any business
endeavor must broach, but also the quality of our end products, in both print and on
the web, as well as the process we take in getting there. The re-occurring challenge
for us right now is the same that many of you might be encountering — how to fully
embrace the need to continuously improve and, excuse the cliché, take that next
step.
I think this can be challenging for three primary reasons:
1. Recent Improvements
Comparing our print and electronic offerings from two years ago would venture a
nearly unanimous endorsement of significant improvement. The look is better. The
content is better, and we’ve received buy-in from some major advertisers. So we’re
very proud of the progress that has been made.
Similarly, I’m guessing if a tour was taken of your facility two years ago and then
again today – the improvements would be evident. The stumbling block here,
whether your business is publishing or processing, is that continuous improvement
is the mantra of the day. It’s about what you’re going to continue to do, not patting
yourself on the back for previous accomplishments.
2. It’s Time To Be Critical Of The Process
Sometimes getting where you want to be from a quality perspective means
implementing inefficient short cuts in the production cycle. So now it’s time to go
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back and analyze not just the outcome, but how getting there can be improved.
This can be a frustrating experience because some will not want to mess with a
process that has produced the desired result — a result that was not easy to come
by and produced excellent feedback.
Therein lays the true challenge for today’s U.S. manufacturers and processors.
We’ve never had quality issues, simply efficiency and profitability obstacles that
came from an old-school approach to production. Analyzing the process is a
necessary part of taking that next step towards success.
For us it meant re-evaluating our production schedules and working to get further
ahead in terms of planning. For processors it could mean changing a number
operational paradigms and implementing greater automation.
3. The Tough Stuff
The initial quality and process improvements are easier in many ways because the
impact is simple to understand and faster to realize. The “next step” means digging
beyond the problem/solution stage and actually finding issues to be resolved.
For us, this meant going beyond producing a daily newsletter and tracking it to
ensure good metrics, and delving into how we can improve those already high
marks. Do we need to re-design our templates so even more information appears in
the preview pane? Do we need to generate content from even more sources, feeds
and industry contacts? Should we deploy more video? More blogs?
None of these are problems, but we need to look at them like critical issues to be
solved and improved upon in order to reach the next level of success. Similarly, how
do you improve quality controls in that already low percentage of rejects? How can
turnaround times be made even quicker than the industry best level that you
currently provide?
Everyone wants to take the next step in improving their offerings, approach and
results. We all want to be better. The tough part is that improvement doesn’t
always stem from fixing things that are obviously broken, but from finding those
things that aren’t broken yet.
What kind of improvements have been made at your plant? Were they obvious or
subtle fixes? Let me know by e-mailing me at jeff.reinke@advantagemedia.com [1].
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