
by Catherine Towers, 
Bright Words editor

First I should confess that I did-
n’t sign up for the Healthy
Mother/Baby Program until

my husband and I slammed into a
difficult decision about four months
into our pregnancy. We talked to our
doctor, read books, and researched
the procedure, but still weren’t confi-
dent enough to make the call.

So I dialed 1-800-862-3338 for the
Healthy Mother Baby Program
(HMBP) and was immediately trans-
ferred to the prenatal nurse Sally
Johnson. She listened and then asked
for some research time before telling
me when she would call me back.
Sally dug up many of the same med-
ical studies we had, but when she
started asking simple questions from
the angle of what we would do with
the results, the haze cleared and we
knew the right choice for us. 

From then on Sally checked in with
us every 30 days or so. I found
myself looking forward to the calls
because I always felt more energized
and focused after I talked to her.
Every conversation included praise
for the things we were doing right
along with gentle and practical sug-
gestions to make our pregnancy
healthier for both the baby and me.

The HMBP sent us a book on preg-
nancy, two packets of information,

and sometimes brochures to follow
up on conversations about specific
conditions or topics. They have a free
lending library of books, DVDs, and
VHS tapes that you conveniently
return in a postage-paid envelope.
(Word to the wise, however, get on
the waiting list early: My son arrived
before my turn for a popular DVD.)

Did I mention the $50 JCPenney gift
card that arrived after our baby was
born? All this and yet only two peo-
ple participated in the free and confi-
dential HMBP last year. All Bright
Wood associates are eligible and so
are their spouses (even if the wife is

not covered by the company’s insur-
ance plan as long as she completes an
enrollment form and provides the
Personnel Department with a copy of
the marriage certificate). 

I suspect there are a lot more people
who would have enrolled in the pro-
gram if they’d known about it and
understood what it could do for them.
Like me you may think you have all
your bases covered with a great doc-
tor, doing everything by the book,
eating right, exercising, etc., but even
then having one more prenatal expert
on your team can pay off. 

We found that out the day I went in
for a routine doctor’s appointment
and ended up in the hospital sched-
uled for an early C-section. Nurse
Sally called just as my husband was
about to leave for the hospital. At a
time when things seemed out of our
control and scary, she reassured us by
pointing out that we were in one of
the best facilities in the state for pre-
mature babies and that our doctor
was on top of things.

I talked to Sally for the last time
when our son was six weeks old. I
was sad to say goodbye, but also
grateful for the healthy baby boy in
my arms. I knew that all her encour-
agement and information played a
role in bringing this beautiful miracle
into the world. 
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TT he results from Pella Corpo-

ration’s 2008 Lean Supplier
Assessment are in and the

news is good. “Bright Wood per-
formed very well on the assessment,”
John Holterhaus of Pella’s Lean Sup-
plier Development said. “Your score
is in the top 15 percent of all rated
suppliers and ahead of Pella’s pro-
gression curve to have all rated sup-
pliers at a target level by the end of
2009.”

This was Pella’s second visit to
observe lean initiatives on the plant
floor. Bright Wood scored 16 points
lower the first time around in 2006.

Pella evaluates the lean programs of
their 50 largest suppliers, who togeth-
er represent 75 percent of their spend-
ing, using the same expectations
applied to their own plants. “There
are 78 questions covering five differ-
ent categories (i.e., leadership, met-
rics, support structure for lean, evi-
dence of lean in the business,
and customer focus),” John
explained. “Each question is
answered either yes or no. The
percentage of questions
answered yes determines the
score.”

“The lean assessment is our
way of determining what type
of lean program, if any, our
suppliers have and then provid-
ing feedback on how they can
improve value to their cus-
tomers,” John said. “This value
includes being agile and adapt-
able enough to keep up with
Pella’s requirements. The lean
assessment is tied to the suppli-
er’s overall ‘rating’as well,
which is very important when

it comes to awarding new business to
a supplier.”

Pella’s auditors identified several
strengths in Bright Wood’s lean pro-
gram. “Bright Wood’s leadership
team is very strong from a lean per-
spective and does a nice job using
data (metrics) to drive improvement
action,” John said. “It is also evident
in the plants that all the people are
getting involved, through suggestions
and communication boards that are
reviewed with all the personnel.
There is good visual management
and workplace organization, standard
work in place, and employee involve-
ment in many ways, including pre-
ventative maintenance activity.”

The auditors left Bright Wood’s lead-
ership with a list of improvements
they’d like to see adopted before the
next lean assessment in 2009. “One
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Bright Wood Scores in
Top 15 Percent of all
Pella’s Rated Suppliers

Healthy  Mother
Baby  Program

Enroll by 

Telephone: 1-800-862-3338

Online:
www.HeathlyMotherBaby.com

Mail or fax in a Healthy Mother
Baby Program Sign Up Sheet you

pick up from your site’s
Personnel Department

Materials available in 
English and Spanish

The Lean/Sales
Connection

It is not a coincidence that
Pella increased their program
business shortly after Bright

Wood scored in the top 15 percent
on their 2008 supplier lean assess-
ment. 

“Lean is a component of return on
investment because it generates
sales,” Tony Bartelson, Operations
manager, said. “If you bring a
prospective customer in a plant
that is well run, well organized,
self directed, everything cleared –
they leave with a more comfort-
able feeling than if they’d walked
in to chaos.”

“The plants have done a lot with
their method sheets, standard work
documents, foot printing, 5S prac-
tices, etc.,” Robert Holcomb, value
stream manager, said. “These
make a huge difference, not only
in our plants’daily lives, but also
in the assumptions our customers
make when they visit. Just show-
ing Pella a few of these things and
how organized everyone was
helped sell the assessment and

peaked their interest in what
we’ve done.”

“Lean offers us the opportunity
to reduce costs, eliminate waste,
and achieve predictable results,”
Robert continued. “Seeing these
builds customers’confidence
that we will be able to meet
what they want, no matter what
it is, when it is, and in what form
they want it.”

“Alot of people understand
what lean is doing for them, but
I don’t think many understand
what it means to customers,”
Carl Lindgren, Sales, said. “We
moved up significantly relative
to our peer group after Pella’s
lean assessment.”

Pella’s Lean Assessment auditors snapped this
photo of how Bright Wood uses floor markings to
indicate aisle ways and inventory locations. See
page 4 for examples of the lean initiatives and
improvements that impressed Pella’s two auditors
when they toured Bright Wood on October 10, plus
more photos they took to record best practices.

Continued on page 4

by Tony Bartelson, Operations manager

Most of us grocery shop at a regular frequency, be
it weekly, biweekly, monthly, etc. How often
we shop determines how much of a particular

item we purchase. For example, if you drink 12 cans of
Mountain Dew each week, you will probably purchase
one 12-pack every Saturday. You might buy a few more if
Mountain Dew is on sale, but it is unlikely that you would
load fifty-two 12-packs into your cart at any one time. No,
but why? 

Because you need that money for other
items such as gas, toothpaste, food, etc. You
know that if you tied up all of your money in
Mountain Dew, you wouldn’t have it for the
other items you need. The caffeine would
keep you wired, but you would still be broke.

This is exactly the same reason it is bad for Bright Wood.
As the market changes, we want to respond accordingly. It
would not be a good thing if Bright Wood were still hold-
ing the levels of inventory that it was in 2006.

Using Your Shopping Cart to Understand Inventory




