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Introduction to [ CHE

Lean or the Hertz Improvement Process (HIP) at Hertz
Implementation in Europe

Some Examples

Net Promoter Score (NPS)

Summary

Q&A
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Lean must be owned by the company. It must becomet  he Hertz Way.

Broad awareness is needed, but the awareness comes  from direct
involvement in eliminating waste at the gemba (wher e the work is done).

Lean deployment champions must be trained to lead t he effort internally and
can only learn by doing.

Leaders need to be intensively involved in observin g the operations directly
and coaching... all the way up to the executive level.

It is more than a short-term cost reduction program though it can deliver
cost reductions in the short term.

It can start as tools for waste elimination driven by management and the
deployment champions, but must mature over time to a culture of
continuous improvement at all levels.

The journey takes years (5-10).
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Create Lean Pilot Site (London Heathrow Feb. 2007)
Roll-out Lean training & implementation to:
— 27 largest rental sites (model sites)

— 118 rental sites (satellite sites) trained together with model
sites

— Administrative centers in Europe, Dublin and Countr  ies - train
one team per identified value stream

Appointment of Lean coordinators

Lean executive 3 days training session in March 200 7
Monthly progress report

Alignment with training

Communication

Quarterly Lean reviews with executive team
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Launch HIP at 31 model and 134 satellite sitesin2 007
Cover 60 % of European RAC revenue

Country/Site Model Sites Satellites
Plan Launched Plan

France 7 6 28
Germany 5 5 25
UK 4 4 17
Spain 4 2 16
Italy 4 3 20
Others 3 3 12
HESC 2 2

HEL 2 1

Total 31 26 134
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Positive staff reaction and high commitment
Change from Push to Pull system

5 S has a great impact and is immediately replicate  d in
other areas

Takt time as well as standard work has great potenti  al

Pull, Takt, one piece flow, inventory reduction wil I
reduce idle fleet

Check-in process needs significant improvement
Reduction of waiting time is key

Demand delivery failure identified as another key
potential area (= wrong car rented)

50% of “Just do It” items implemented immediately
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Common European issues
— Printer Problems
5’000 waste telephone calls a month
— Gold Service delivery failure
Customer dissatisfaction and rework
— Local vs. Central Scanning
Cost saving potential
— Check-Out Process Improvements
Waste, non value adding work
— Reports
Waste
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Alta Baja
Lunes 146 82
Martes 126 72
Miercoles 116 78
Jueves 117 76
Viernes 147 88

Sabado 216 107
Domingo 187 120
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Lunes 145 89
Martes 128 87
Miercoles 145 91
Juewves 153 102
Viernes 187 108
Sabado 236 115
Domingo 153 84

Takt 540"
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Lean Factor 6,5%
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Process time 14 horas
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Inform the whole team about it...

This is getting
interesting!
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Failure demand 0!

No phone calls
for cars!

5 people 15 min 1 key
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BEFORE

14 customers:
average waiting
time 40 minutes
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Walking p. car 191 meter

8 stops per car
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Reduction of
Walking 50 meters per car
10 km per day!
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Hertz takes great pride in the level of service we o  ffer to all of our
customers

Over the years we have continued to monitor our cus tomers’
perception surrounding the service they received

Customer contacts
Service quality audits
Key location survey
However, there were drawbacks to these methodologie s
Timeliness
Incomplete data
Not all locations included
No direct correlation to future behavior
This led to the search for a fast, simple and power  ful tool
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10 Point Scale

. } Promoters

Passives
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> Detractors
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The Net Promoter Score

If the customer provides us with an 8
or 9 response, they are considered a
promoter, meaning they are loyal and
will encourage others to use Hertz;
customers giving us a 6 or 7 are
considered passive; and those
ranking us 0-5 are considered a
detractor. A detractor will not only
leave Hertz, but will cause others to
leave through their negative
comments. The Net Promoter score
is the percentage of promoters minus
the percentage of detractors.

Example 100 customer surveyed

70 score 8 or 9 Promoters = 70%
10 score 6 or 7 = (Passives)
20 score 0-5 Detractors = 20%

32




0 9,

Since the end of April 07, randomly
selected customers receive an invitation
via e-mail after return.

From July 07, at all
corporate locations,
Instant Return or
Counter return
receipts have an
invitation at bottom
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Gross Promoter Score
9&8

Gross Detractor Score
5-0

Net Promoter Score
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Total Number of surveys at this level/location

Only the willingness to recommend Hertz
influences the NPS, not _ Overall Experience

T

Customer comments appear here
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Implement key metrics

Management alignment with new structure and
country management

Monthly results tracking (target vs. achievements fo r
all sites)

Ensure proper implementation for satellite sites
Implement HIP at Admin Sites

HIP integration in Training

Further improve HIP communication
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HIP is long term, we are still at an early stage

HIP must become the DNA of our organisation
— At all levels and in all areas of the business

Management must lead by example
Go and See — Don’t Assume

Develop a culture focused on continuous improvement
and problem solving

Communicate results and share best practice
Celebrate Success
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