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Preface

Lean thinking has traditionally been associated with manufacturing, production systems, quality, and
operational excellence. Over the years, however, I have become increasingly convinced that the
fundamental principles of Lean are not limited to factories.

Wherever there is a process, there is the potential for waste. Wherever there is demand, there is a need for
flow. Wherever customers wait, organizations have an opportunity to improve.

Marketing and sales are no exception.

Every organization moves potential customers through a series of activities: attracting attention,
generating leads, qualifying opportunities, communicating value, preparing proposals, negotiating,
following up, and ultimately closing the sale. Between these activities, however, enormous amounts of
waste can accumulate—waiting, unnecessary approvals, duplicated work, poor handoffs, excessive
processing, ineffective campaigns, overloaded sales pipelines, and delays that customers experience as
friction.

This book is an attempt to look at that entire system through the eyes of a Lean practitioner and an
industrial engineer.

I have deliberately approached marketing and sales as operational systems rather than as purely creative
or commercial functions. The objective is not to turn marketers into production engineers or salespeople
into process analysts. Rather, it is to provide a different lens through which they can see their work.

A lead can be viewed as Work-in-Process.

A sales pipeline can be viewed as a Value Stream.

A delayed proposal can be viewed as Waiting.

An ineffective campaign can be viewed as Overproduction.

A repeated data-entry task can be viewed as Overprocessing.

A customer who abandons the buying journey can be a signal of process friction.

And a sales organization struggling with too many open opportunities may have a WIP problem rather
than a people problem.

These perspectives can lead to very different questions—and ultimately very different solutions.

This book brings together Lean principles, Value Stream Mapping, Kanban, Flow, Bottleneck
Management, Standard Work, Poka-Yoke, Kaizen, A3 Problem Solving, and Lean Performance
Measurement and applies them to customer acquisition, marketing operations, sales processes, and
conversion.

My goal is not simply to introduce another collection of Lean tools.

My goal is to encourage a change in thinking:

Marketing and sales are not merely activities that generate revenue. They are processes through
which value flows toward the customer.

Once we begin to see them this way, many hidden opportunities for improvement become visible.

I hope this book helps you see your marketing and sales processes differently—and, more importantly,
helps you improve them.



Why This Book

I wrote this book because there is a gap between the way Lean is traditionally taught and the way modern
organizations actually create customers and generate revenue.

Lean has given organizations powerful methods for improving production and operations. Yet many
companies continue to manage their marketing and sales activities using fundamentally different logic.

Manufacturing processes are analyzed for waste.

Sales processes are often not.

Production lines are studied for bottlenecks.

Marketing and sales bottlenecks are often accepted as normal.

Factories measure cycle time and throughput.

Sales teams may focus primarily on monthly targets.

Kanban is used to control Work-in-Process on the shop floor, while sales organizations may carry
hundreds of uncontrolled opportunities in their pipelines.

This creates a paradox.

An organization may have a highly optimized operational system for producing its product, while the
process used to acquire customers and convert demand into revenue remains fragmented, slow, and
wasteful.

This book addresses that paradox.

The central question is simple:

What happens when we apply Lean thinking to the journey from market demand to customer and
revenue?

The answer requires more than simply replacing a few marketing terms with Lean terminology.

It requires understanding the customer acquisition and sales process as a complete value stream.

Where does value actually begin?

Where does the customer experience waiting?

Where does information stop flowing?

Where does work accumulate?

Where are decisions unnecessarily delayed?

Where are leads overproduced?

Where do marketing and sales handoffs create defects?

Where is the real bottleneck?

And ultimately:

How can we create smoother flow from customer demand to customer value and revenue?



The purpose of this book is to explore these questions systematically.

It is written for marketing professionals, sales leaders, business owners, entrepreneurs, consultants,
operations professionals, and Lean practitioners who want to understand how Lean principles can be
applied beyond the traditional factory environment.

You do not need to be an industrial engineer to benefit from this book.

You do not need to be a Lean expert.

What you need is a willingness to look at familiar processes from a different perspective.

Because sometimes the biggest improvement does not come from working harder.

It comes from removing the things that make the work unnecessarily difficult, slow, and complicated.

That is the essence of Lean.

And that is the perspective behind this book.
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PART I

THE LEAN TRANSFORMATION OF MARKETING & SALES

Chapter 1

Marketing and Sales as Flow Systems

1.1 Beyond Traditional Marketing and Sales

Marketing and sales are often described as two essential functions of a business.

Marketing creates awareness, generates interest, communicates value, and attracts potential customers.
Sales then engages with those potential customers, understands their requirements, develops solutions,
handles objections, negotiates, and converts opportunities into revenue.

This description is correct—but incomplete.

It describes functions, not the system connecting them.

From a Lean and industrial engineering perspective, this distinction is fundamental.

A business does not generate revenue simply because it has a marketing department and a sales
department. Revenue is created when customer demand successfully moves through a sequence of
interconnected activities until value is delivered and the customer commits to a transaction.

That means that between market demand and revenue, there is a process.

And whenever there is a process, there is an opportunity to study:

 Flow
 Capacity
 Cycle time
 Lead time
 Work-in-process
 Bottlenecks
 Variability
 Waste
 Quality
 Handoffs
 Standardization
 Performance

This is precisely where Lean thinking becomes powerful.

Lean does not ask only:

"Are our people working hard?"

It asks:

"How effectively does value flow through the system?"

This is a very different question.

A marketing team may be extremely busy creating content, launching campaigns, producing
advertisements, attending events, sending emails, generating leads, and managing social media.



A sales team may be equally busy making calls, conducting meetings, preparing quotations, sending
proposals, negotiating contracts, and following up with prospects.

Yet the organization may still have:

 Low conversion rates
 Long sales cycles
 Aging leads
 Excessive customer waiting
 Repeated work
 Poor marketing-to-sales handoffs
 Large numbers of inactive opportunities
 Slow quotation processes
 High customer acquisition costs
 Lost opportunities
 Frustrated employees

This creates an important Lean paradox:

High activity does not necessarily mean high flow.

A system can be extremely busy while being operationally inefficient.

That principle is well understood in manufacturing.

A factory can have machines running continuously while work-in-process accumulates between
operations. Employees may appear productive, but the overall lead time may continue to increase.

The same phenomenon can occur in sales.

A sales organization can have hundreds or thousands of opportunities inside its CRM while very few are
actually progressing toward closure.

The pipeline looks healthy because it is full.

The system, however, may be congested.

This is why Lean Marketing & Sales Operations begins with a change in perspective.

We are not going to look at marketing and sales merely as departments.

We are going to look at them as a flow system.

1.2 From Functional Thinking to Systems Thinking

Traditional organizational structures naturally encourage functional thinking.

Marketing owns marketing.

Sales owns sales.

Finance owns pricing and approvals.

Operations owns delivery.

Customer service owns the customer after the sale.

Each department has its own objectives, meetings, KPIs, software, priorities, and management structure.



This arrangement can make organizational responsibility clear.

But it can also make the end-to-end customer flow invisible.

Consider a simplified example.

A company launches a digital advertising campaign.

The campaign generates 1,000 leads.

Marketing considers the campaign successful.

The leads are transferred to sales.

Sales discovers that many leads are poorly qualified.

Some leads have incomplete information.

Some are duplicates.

Some have no realistic purchasing intent.

Salespeople begin calling the leads.

They cannot reach many of them.

Others ask for information that marketing did not provide.

Some require technical clarification.

Technical staff must then become involved.

A quotation requires management approval.

The approval takes two days.

The customer waits.

The salesperson follows up.

The customer asks for a revised proposal.

The proposal is prepared again.

The customer eventually purchases—but after three weeks.

Now ask a simple question:

Where did the process actually fail?

Marketing might say:

"We generated 1,000 leads."

Sales might say:

"Only 50 were qualified."

Sales management might say:



"The sales team needs to follow up faster."

Finance might say:

"We cannot approve pricing without proper documentation."

Everyone may be correct from the perspective of their own department.

Yet the customer experienced only one process.

The customer did not experience:

Marketing → Sales → Finance → Technical → Management

as separate departments.

The customer experienced:

"I wanted to buy something, and it took three weeks."

This is the fundamental reason Lean thinking must cross functional boundaries.

The customer experiences the flow—not the organization chart.

1.3 The Customer Acquisition Value Stream

A useful way to visualize the system is to consider the journey from demand to revenue.

A simplified customer acquisition value stream may look like this:

Market Demand

↓

Awareness

↓

Interest

↓

Lead Generation

↓

Lead Qualification

↓

Sales Engagement

↓

Needs Analysis

↓



Solution Development

↓

Proposal

↓

Negotiation

↓

Decision

↓

Closing

↓

Customer

Each stage performs work.

But between the stages, something else happens.

Waiting.

A lead may wait before being contacted.

A salesperson may wait for technical information.

A proposal may wait for approval.

A customer may wait for an answer.

A contract may wait for legal review.

Information may wait inside someone's inbox.

These waiting periods are often invisible when organizations measure only activity.

Suppose:

 Actual customer-facing work = 3 hours
 Total elapsed time from lead to purchase = 15 days

The organization might proudly say:

"We processed the customer quickly."

But the customer experienced 15 days.

From a Lean perspective, the relevant question is not simply how much labor was performed.

It is:

How much of the customer's elapsed journey actually created value?



This distinction between work content and elapsed time is one of the most important ideas in Lean
Marketing & Sales Operations.

1.4 Flow: The Heart of Lean Thinking

Flow is one of the central concepts of Lean.

In a well-designed process, work moves smoothly from one step to the next with minimal interruption.

In manufacturing, this might mean that a component moves from machining to inspection to assembly
without unnecessary queues.

In marketing and sales, the "work" is often information.

A lead moves from one stage to another.

Customer information moves between employees.

A request moves from sales to technical staff.

Pricing information moves from finance to sales.

A proposal moves from sales to management.

A decision moves back to the customer.

Therefore, Lean Marketing & Sales Operations must pay attention not only to the movement of physical
products, but also to the movement of:

 Customer information
 Decisions
 Leads
 Opportunities
 Proposals
 Approvals
 Feedback
 Requirements
 Communication

Information flow is the production flow of knowledge-based commercial work.

This is why many marketing and sales problems are not actually people problems.

They are flow problems.

When information is incomplete, people compensate.

When approvals are slow, employees follow up.

When systems are disconnected, people manually transfer information.

When qualification is poor, salespeople spend time filtering leads.

When responsibilities are unclear, employees send emails asking:

"Who is handling this?"

Each of these behaviors consumes capacity.



The organization may respond by hiring more people.

But adding capacity to a broken flow can sometimes make the system even more complicated.

Lean asks a different question first:

Why is the work not flowing?

1.5 Lead Time Versus Activity Time

One of the most common mistakes in sales and marketing management is confusing activity time with
lead time.

Consider a quotation process.

A salesperson spends 45 minutes preparing a quotation.

The quotation then waits 8 hours for pricing approval.

It waits another 4 hours for management approval.

The customer receives it the following morning.

The actual work may have required less than one hour.

But the customer's lead time was much longer.

We can conceptually express this as:

Lead Time = Processing Time + Waiting Time + Transfer Time + Rework Time + Other Delays

This is not merely a mathematical distinction.

It changes management behavior.

If management sees only processing time, it may ask:

"How can we make employees prepare quotations faster?"

If management examines total lead time, it may discover:

"The quotation is already prepared quickly. The real problem is the approval queue."

That is a completely different improvement opportunity.

The first approach optimizes the worker.

The second improves the system.

Lean focuses on improving the system rather than merely accelerating individual activities.

1.6 Leads Are Work-in-Process

One of the most useful Lean concepts to transfer into sales is Work-in-Process (WIP).

In a factory, WIP represents partially completed work.



A component that has started production but has not yet become a finished product is WIP.

In sales, the equivalent is an opportunity that has entered the process but has not yet become a customer.

This means:

An active lead or sales opportunity is a form of commercial WIP.

This seemingly simple observation has significant implications.

Imagine a sales team with:

 500 open opportunities
 10 salespeople
 40 new opportunities arriving every week

At first glance, 500 opportunities may appear impressive.

Management may interpret the number as:

"We have a huge pipeline."

But Lean asks:

Can the system actually process this amount of WIP?

If the team has insufficient capacity, the pipeline becomes congested.

Some opportunities receive attention.

Others wait.

Older opportunities receive occasional follow-ups.

New opportunities enter the system.

The CRM becomes increasingly full.

Eventually, nobody knows which opportunities are genuinely active.

The pipeline becomes a storage area rather than a flow system.

This is exactly what happens in poorly controlled manufacturing systems.

Excess WIP can create the illusion of productivity while increasing lead time and hiding problems.

1.7 The Relationship Between WIP, Throughput, and Lead Time

One of the most powerful relationships available to Lean practitioners is Little's Law.

In a stable system:

WIP=Throughput ×LeadTime

Or:

LeadTime= WIP
Throughput



The principle applies naturally to sales pipelines.

Suppose a company has:

WIP = 200 opportunities

and closes:

Throughput = 20 opportunities per month

Then:

LeadTime=200
20

=10  months

This simplified calculation suggests an average flow time of approximately ten months.

Now imagine management decides that the sales pipeline needs to "look bigger."

The organization increases WIP to 400 opportunities without increasing throughput.

Then:

LeadTime= 400
20

=20  months

The pipeline has doubled.

But the system has not become twice as productive.

It has become twice as congested.

This illustrates a critical principle:

More opportunities do not automatically mean more sales.

If throughput does not increase, excessive WIP can simply increase waiting and lead time.

This is one reason why a giant CRM pipeline can be misleading.

The question is not:

"How many opportunities do we have?"

The better questions are:

 How many are genuinely active?
 How quickly are they progressing?
 How long have they been waiting?
 Where are they accumulating?
 What percentage advances from one stage to the next?
 What is our throughput?
 What is our average lead time?
 What is the constraint limiting flow?

These are Lean questions.

1.8 The Sales Pipeline as a Production System



Consider a simplified sales pipeline:

Lead → Qualified Lead → Opportunity → Proposal → Negotiation → Closed

This looks remarkably similar to a production process:

Raw Material → Processed Material → Subassembly → Finished Product → Inspection →
Shipment

The analogy is not perfect—and we should not force it too far.

But operationally, there are meaningful similarities.

Manufacturing Marketing & Sales
Raw material New lead
WIP Active opportunity
Processing Customer engagement
Inspection Qualification
Rework Proposal revision
Queue Waiting opportunity
Bottleneck Slow stage
Throughput Closed deals
Cycle time Sales cycle
Finished product Won customer

This perspective enables managers to ask questions that traditional sales management may overlook.

For example:

Manufacturing question:

Where is WIP accumulating?

Sales question:

At which pipeline stage are opportunities accumulating?

Manufacturing question:

Which machine is constraining throughput?

Sales question:

Which activity is constraining deal progression?

Manufacturing question:

Why are products waiting between operations?

Sales question:

Why are opportunities waiting between stages?



Manufacturing question:

How much rework is occurring?

Sales question:

How many proposals are repeatedly revised?

Manufacturing question:

What causes defects?

Sales question:

Why are customers receiving incorrect or incomplete information?

The objective is not to pretend that sales is a factory.

The objective is to recognize that both are systems through which work flows.

1.9 Bottlenecks: The Point Where Flow Breaks

Every flow system has constraints.

In sales and marketing, the constraint may not be obvious.

Suppose marketing generates 1,000 qualified leads per month.

The sales team can effectively process only 300.

The organization therefore has a capacity mismatch.

If marketing continues increasing lead generation, the result may simply be more WIP.

The bottleneck is sales capacity.

But suppose sales has sufficient capacity and proposals are delayed because every quotation requires
management approval.

Now the bottleneck is approval.

Or perhaps proposals are prepared quickly but customers wait because technical questions take three days
to answer.

Now technical support is constraining the flow.

Or perhaps everything works well until negotiation, where deals remain open for months.

The bottleneck has moved.

This leads to an important principle:

The system should be improved at its constraint, not wherever improvement happens to be easiest.

A marketing department may celebrate a 50% increase in leads.



But if the downstream system cannot process them, the improvement may actually increase congestion.

This is a classic example of local optimization.

Marketing optimizes marketing.

Sales optimizes sales.

But the customer experiences the combined system.

Lean therefore encourages end-to-end optimization.

1.10 Push Versus Pull

Another important Lean concept is the distinction between Push and Pull.

In a push system, work is created because someone decides it should be produced.

In a pull system, work is initiated or replenished in response to actual demand or downstream need.

The distinction appears naturally in marketing.

A company may produce:

 100 social media posts
 20 email campaigns
 15 white papers
 10 webinars

because the marketing calendar says so.

But the question should be:

Are these activities creating useful customer demand and moving the value stream?

Production of marketing content can itself become inventory.

A marketing team can accumulate a huge library of content that nobody reads.

Similarly, a sales team may aggressively push customers toward a proposal before the customer is
properly qualified.

The result is overproduction of proposals.

Lean does not mean eliminating proactive marketing or sales.

Rather, it means understanding when push creates value and when it creates unnecessary WIP.

A pull-oriented system responds more intelligently to customer signals.

Those signals may include:

 Search behavior
 Website interactions
 Requests for information
 Product inquiries
 Demonstration requests
 Pricing requests
 Customer questions



 Existing customer demand

The objective is to create a stronger connection between actual demand and the work performed by the
organization.

1.11 The Handoff Problem

Few things destroy flow more effectively than poor handoffs.

Marketing says:

"The lead has been transferred."

Sales says:

"The lead is incomplete."

Sales requests additional information.

Marketing responds.

The customer waits.

Or sales promises something to the customer that operations cannot deliver.

Operations pushes the issue back to sales.

The customer experiences confusion.

Every handoff creates an opportunity for:

 Information loss
 Delay
 Misinterpretation
 Duplication
 Rework
 Accountability gaps

The solution is not necessarily to eliminate all handoffs.

Some handoffs are unavoidable.

The Lean objective is to make them reliable and standardized.

A good handoff should answer:

 What information must be transferred?
 In what format?
 At what point?
 Who owns the next step?
 What is the expected response time?
 What constitutes a complete handoff?
 What happens when information is missing?

This is where Standard Work becomes important.

A marketing-to-sales handoff should not depend entirely on individual memory or personal
communication style.



It should be designed as part of the process.

1.12 Flow Efficiency

Traditional organizations frequently measure efficiency at the activity level.

For example:

 Number of calls
 Number of emails
 Number of meetings
 Number of campaigns
 Number of leads
 Number of proposals

These metrics can be useful.

But they do not necessarily tell us whether the customer journey is efficient.

Lean encourages us to examine Flow Efficiency.

A useful conceptual measure is:

FlowEfficiency=Value−AddedTime
TotalLeadTime

×100

Suppose a customer journey takes:

10 days

but actual value-creating interaction represents:

5 hours

Then the process contains enormous amounts of elapsed time relative to actual value-creating work.

The precise classification of "value-added" in knowledge work requires judgment, and not every waiting
period can simply be eliminated.

Nevertheless, the calculation forces an important question:

What is the customer actually waiting for?

That question can reveal enormous opportunities.

1.13 From Activity Metrics to Flow Metrics

The transformation from traditional management to Lean management requires a change in metrics.

Instead of looking only at:

"How many leads did marketing generate?"

we should also examine:

 Lead qualification rate



 Lead response time
 Lead aging
 Lead-to-opportunity conversion
 Opportunity throughput

Instead of:

"How many proposals did sales send?"

we should examine:

 Proposal lead time
 Proposal-to-close conversion
 Proposal rework
 Approval waiting time
 Average time to decision

Instead of:

"How many opportunities are in the pipeline?"

we should examine:

 Active WIP
 WIP aging
 Stage conversion
 Pipeline velocity
 Throughput
 Sales cycle time

This does not mean abandoning traditional KPIs.

It means adding flow metrics that expose how the system actually behaves.

1.14 A New Mental Model

The most important transformation in this chapter is therefore conceptual.

Traditional thinking asks:

How can we make marketing more effective?

How can we make salespeople more productive?

Lean thinking asks:

How can we make the entire customer acquisition system flow better?

Traditional thinking asks:

How many leads did we generate?

Lean thinking asks:

How quickly and reliably do qualified leads flow toward customer value?

Traditional thinking asks:

How many opportunities are in the pipeline?



Lean thinking asks:

How much WIP can the system effectively handle?

Traditional thinking asks:

How can we increase activity?

Lean thinking asks:

Which activity actually improves flow and creates customer value?

Traditional thinking asks:

Who is responsible for the delay?

Lean thinking asks:

What condition in the system created the delay?

This last question is particularly important.

Lean is not fundamentally a blame system.

When a sales representative fails to follow up, management may immediately blame the salesperson.

But perhaps:

 The CRM is difficult to use.
 The lead information is incomplete.
 The salesperson has 300 active opportunities.
 There is no prioritization mechanism.
 Leads are assigned manually.
 Notifications are unreliable.
 The qualification process generates too much low-quality WIP.

The individual may be part of the problem.

But the system may be creating the behavior.

Lean asks us to investigate before blaming.

1.15 Designing the Marketing & Sales Flow System

A Lean Marketing & Sales system should ultimately answer six fundamental questions:

1. What is the customer value?

What does the customer actually need?

2. What is the value stream?

What sequence of activities moves the customer from demand to value?

3. Where is the waste?

Where do time, effort, information, and resources fail to create value?



4. Where is the bottleneck?

What currently limits system throughput?

5. How should work flow?

How can we reduce interruption, WIP, waiting, and unnecessary handoffs?

6. How will we improve?

How will performance be measured and continuously improved?

These six questions provide the foundation for the remainder of this book.

The objective is not to force manufacturing terminology into marketing and sales.

The objective is much more useful:

to apply the underlying logic of Lean to a different type of value stream.

1.16 A Practical Example: Redesigning a Sales Flow

Consider a B2B company selling industrial equipment.

The existing process is:

Lead Generated

↓

Salesperson Receives Email

↓

Salesperson Reviews Lead

↓

Salesperson Calls Customer

↓

Customer Requests Technical Information

↓

Salesperson Emails Engineering

↓

Engineering Responds

↓

Salesperson Prepares Proposal

↓



Manager Reviews Proposal

↓

Finance Reviews Price

↓

Proposal Sent

↓

Customer Requests Revision

↓

Proposal Revised

↓

Negotiation

↓

Order

The organization initially believes that the salesperson is the bottleneck.

A Value Stream analysis reveals something different.

The largest delays are:

 Lead waiting for assignment
 Engineering response
 Manager approval
 Finance approval
 Proposal revision

The salesperson's actual working time is not the dominant source of delay.

The process itself is.

A Lean redesign could introduce:

 Automatic lead assignment
 Standard qualification criteria
 Standard technical information packages
 Defined engineering response time
 Standard pricing rules
 Approval thresholds
 Standard proposal templates
 Clear revision limits
 Visual pipeline management

The result is not necessarily "salespeople working harder."

It is a system that requires less unnecessary work.

That distinction is the essence of Lean.



1.17 The Ultimate Objective: Flow of Customer Value

The final objective is not speed for its own sake.

Lean is sometimes misunderstood as simply a methodology for making processes faster.

But faster waste is still waste.

A marketing campaign that produces irrelevant leads faster is not necessarily better.

A sales team that sends more proposals without understanding customer needs is not necessarily better.

A CRM that processes more opportunities without improving conversion is not necessarily better.

The objective is:

To create a system in which customer value flows with minimum unnecessary interruption, effort,
delay, and waste.

Speed matters because customers value responsiveness.

Flow matters because interruptions create delay.

Quality matters because defects destroy trust.

WIP matters because excessive inventory creates congestion.

Standardization matters because variation creates instability.

Continuous improvement matters because no process remains perfect.

And customer value remains the ultimate reference point.

1.18 Chapter Summary

Marketing and sales should not be viewed only as independent business functions.

They form an interconnected customer acquisition and revenue-generation system.

By applying Lean thinking, we can view:

 Leads as Work-in-Process
 Sales pipelines as Value Streams
 Closed deals as Throughput
 Sales cycles as Lead Time
 Pipeline accumulation as WIP
 Delayed approvals as Waiting
 Proposal revisions as Rework
 Poor handoffs as Flow interruptions
 Sales capacity constraints as Bottlenecks
 Customer friction as Waste

The central lesson is simple:

A busy marketing or sales organization is not necessarily an efficient marketing or sales system.

Lean shifts our attention from activity to flow, from departments to value streams, and from individual
performance to system performance.



Once we begin to see marketing and sales as flow systems, the next question becomes unavoidable:

What exactly is flowing—and what does the customer actually consider valuable?

That is the subject of the next chapter.

Key Takeaways

1. Marketing and sales can be analyzed as interconnected flow systems.
2. Customer acquisition is a value stream extending from demand to revenue.
3. Leads and opportunities represent forms of Work-in-Process.
4. Excessive WIP can increase lead time without increasing throughput.
5. Little's Law provides a useful way to understand the relationship between WIP, throughput, and

lead time.
6. Handoffs between marketing, sales, finance, technical teams, and management can create

significant flow interruptions.
7. Activity does not necessarily equal productivity.
8. Lean focuses on improving the system rather than simply asking individuals to work faster.
9. Bottlenecks should be identified at the system level.
10. The ultimate objective is the smooth flow of customer value—not simply faster activity.


