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“Operational Excellence Program” at Hasbro Games 
 By: Pedro Caceres                  March 21, 2006 
 

An in-depth discussion of this strategic initiative that is the framework of reference for all 
business improvement programs at Hasbro. It impacts all the areas of the business unit 
including the Supply Chain. He will cover the structure, implementation plan and results, which 
are largely responsible for maintaining Hasbro’s presence as one of our major employers and 
a leader in their industry. 
 
Born in Spain in 1963. Pedro holds a Master in Engineering from the Politechnical University of 
Valencia, a Certificate of “Internet Specialist” from the Stratford Career Institute in Washington, DC 
and an executive MBA from the Kennedy-Western University in Wyoming. 
 
Pedro is member of the Spanish Association of Industrial and Mechanical Engineers, American Society 
or Quality, APICS and the Supply Chain Council Organization. f

  
He is Chairman of the Board of Advisors of the Division of Business Excellence (Affiliated Chambers 
of Commerce of Greater Springfield), member of the Advisory Board for the National Ergonomic 
Conference and Exposition (NECE) and member of the Board of Directors of Junior Achievement of 
Western Massachusetts. He is also a frequent speaker at Boston University School of Business. 
 
Pedro has developed a comprehensive integrated strategy for the Global Supply Chain and 
Manufacturing under the umbrella of Value Chain management that drives substantial competitiveness 
improvement.  
. 
Please see page 6  for meeting registration, location and travel direction information.  
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Consumer 
 Marketing: 
 A Flawed  
Strategy 
 
 
By Ira Smolowitz, Ph.D        
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Next, Iyengar sought to examine consumer choices with higher 
stakes to see if a greater investment in the outcome meant people 
would make different or better choices.  In a study under review 
at JPSP, she and Wei Jiang, PhD, a finance professor at 
Columbia Business School, analyzed retirement-fund choices - - 
ranging from packages of two to 59 choices - - among some 
800,000 employees at 647 companies. 
 

 “With 401(k)s, people are given enormous incentives to 
participate through tax shelters and employer matches,” 
Iyengar comments.  “So, essentially, if you choose not 
to participate, you’re throwing away 

 free money.” 
 

Instead of leading to more thoughtful choosing, however, more 
options led people to act like the jam buyers: When given two 
choices, 75 percent participated, but when given 59 choices, only 
60 percent did.  In addition, the greater the number of options, the 
more cautious people were with their investment strategies, the 
team found. 
 

Relatedly, too much choice also can lead people to make simple, 
snap judgments just to avoid the hassle of wading through 
confusing options - - which ironically can sabotage a company’s 
marketing plan, finds psychologist Alexander Chervev, PhD, of 
Northwestern University’s  Kellogg School of Management.   In 
a paper in press in the Journal of Consumer Research, Chernev 
found that when people were offered variants of the same brand 
of toothpaste - - cavity-prevention, tartar-control and teeth-
whitening types, for instance - - they tended to switch to another 
brand that offered a single option. 
 

 “If you introduce a product just for the sake of introducing a 
new  product,” says Chernev, “you can end up with several 
products that target the same customer. The customer has no 
idea how to decide and may therefore switch to another brand 
that doesn’t require making tradeoffs.” 3 

...As businesses rapidly increase their portfolios of products 
and services - either in response to consumer demand or 
through mergers and acquisitions - - they run the risk of 
adding too much complexity, which can eat away at scarce 
resources and ultimately harm returns.4 

 

Why then is the following condition so prevalent: 
 

 “Attention, shoppers: Welcome to today’s marketplace, where 
consumers face a bewildering variety of choices.  In grocery, 
we have 24 different bagged lettuces, 100 cheeses – 20 of 
them cheddar – plus 30 kinds of muffins, 24 flavors of coffee 
sold in bulk and 80 varieties of cereal in just the first 10 feet 
of the breakfast aisle.  Looking for something to read?  Visit 
Amazon.com to browse among tens of millions of titles.” 5 

 

In my opinion, corporations erroneously operate under the 
following assumptions: (a) the more shelf-space our products 
occupy, in comparison to the competition, the better off we will 
be. (b) the more product choices we offer the consumer – the 
greater is the probability that the consumer will buy at least one 
of our products. 
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In addition, corporations may fall into a thought-process that in 
game theory is known as the prisoner’s dilemma.  Corporation A 
may believe that ideally if it reduced its product portfolio and 
competitor B also prunes its product portfolio – no competitor 
gains at the expense of the other.  However, the fear of being 
double-crossed prevails.  If corporation A reduces its product 
portfolio, and competitor B, at the last minute does not – 
corporation A perceives itself to be at a disadvantage.  Likewise, 
corporation B runs the risk of being betrayed by competitor A.   
The product proliferation ‘arms-race’, in my opinion, continues.  
The ensuing product proliferation is detrimental to the competing 
corporations and their associated current/future customers. A 
proliferation of products or brand extension has the following 
potential detrimental corporate impact: (a) brand proliferation may 
cause cannibalization of sales;  b) disturbs the basic thrust of 
consumer marketing. By point (b) I mean that a corporation wants 
the consumer to buy its product routinely, without hesitation.  
Exposing the consumer to new choices causes hesitation on the 
part of the consumer.  In that confusing, destabilizing, period of 
hesitation – the consumer may abandon a routine purchase practice 
and switch to a competitor’s product 
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The views and opinions expressed in Ira Smolowitz, PhD 
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opinions of the Western MA Chapter #19, Inc 
 

 

Donald W. Fogarty International 
Student Paper Competition 

Every year APICS offers students a significant 
opportunity to win some money through the Donald W. 
Fogarty International Student Paper Competition. At 
the Region and Society level, awards are offered to 
each full-time (graduate AND undergraduate) and each 
part-time (graduate AND undergraduate) student. Since 
many students are already writing papers, it could be 
simply a matter of obtaining the submission form 
(instructions below) and sending it in.  
There are three (3) levels of available awards – the 
Chapter, the Region and APICS International. The 
awards are as follows: 
 

 Chapter  Region  Society 
      

First Place  $250.00  $250.00  $1,500.00 

Second Place $150.00  $200.00  $1,000.00 

Third Place $100.00  $100.00  $750.00 
      

 
Any one of the nine (9) categories could be won 
individually, or any combination of an award from each 
of the three (3) levels. Thus, coming in first at all levels 
could result in a total award of $2,000.00. You can 
contact our V-P Academic Relations, Cheryl Zebold, 
for further information and details. The brochure and 
submission form can be downloaded by doing the 
following: 

 
 

Go to www.apics.org, click on "Download" 
under "Education and Research Foundation" 
click on "Donald W. Fogarty Competition 
Instructions and Form" to download. 
 
Please pay particular attention to Item III, 
"Submission Guidelines." 
 

Deadline for submission is May 15 of each year. 
Applications are submitted to the V-P of Academic 
Relations, who coordinates the Chapter award, and 
forwards winners to Region and Society. 
 
 
 
        
 
 
 
 
 
 
 
 
 
Speaker Dan Marino, CPIM; at the February  PDM 
meeting.  Dan walked us through the importance of 
utilizing lean manufacturing  techniques. 

http://www.aarp.org/bulletin/yourlife/many_choices. htmll print - 2/3/06 - p. 1
http://www.apa.org/manijor/jun 04/toomany.html-2/3/06
http://www.responsiblewealth.org/press1999/citigroup)
http://www.freep.com/apps/phcs.dll/article
http://www.apics.org/
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Benefits of CIRM  
CIRM is a comprehensive 
educational program designed 
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Delivering Products and Services 
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Standard for Excellence 
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evaluate their knowledge of th
production and inventory manage
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CPIM has helped more than 66,000 professionals 
• Learn to predict outcomes more accurately and 

take actions that achieve results  
• Gain peer and industry recognition  
• Gain the knowledge to effectively and 

efficiently manage worldwide supply chain 
activities  

• Achieve greater confidence and peer and 
industry  

 

Please contact Ed Kantor. CPIM at (413) 592-6895 or 
email: Edkan@juno.com to enroll or schedule a 
workshop 

 

APICS Certified Supply Chain 
Professional (CSCP) 
 
APICS announces a new industry certification: The 
Certified Supply Chain Professional (CSCP), to be 
launched in conjunction with the APICS International 
Conference on October 16-18, in New Orleans. CSCP 
designation will provide individuals with the skill set 
necessary to understand and manage the integration of 
activities within today’s increasingly complex supply 
chains.   
 
CSCP prepares individuals to effectively and efficiently 
manage supply chain activities that span across and 
beyond an organization’s four walls leading to reduced 
costs and increased profits for the company.   
 
 
CSCP provides in-depth knowledge and understanding 
in the areas of supplier and customer relations, 
international trade, the use of information technology, 
and physical logistics.  
 
 BECOMING A CSCP CANDIDATE 
CSCP exam candidates must meet one of the following 

criteria:  
• B A or BS, plus 2 years of related business 

experience  
• CPIM, CFPIM, CIRM, or C.P.M. plus 2 years of 

related business experience  
• 5 years of related business experience.  
 

Watch this newsletter for further announcements 
regarding APICS rollout of this program and Western 
Ma. Chapter schedule of Workshops.  
 
  
Please contact Ed Kantor. CPIM at (413) 592-6895 or email:  
edkan@juno.com to enroll or schedule a workshop. 
 
 

http://www.apics.org/Certification/CIRM/modules.htm
http://www.apics.org/Certification/CIRM/modules.htm
http://www.apics.org/Certification/CIRM/modules.htm
http://www.apics.org/Certification/CIRM/modules.htm
mailto:edkan@juno.com
mailto:edkan@juno.com
mailto:Edkan@juno.com
mailto:Edkan@juno.com
mailto:edkan@juno.com
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TENTH ANNUAL 
  

Student Scholarship Open Scramble Golf Tournament 
at Oak Ridge Country Club in Feeding Hills 

 
Western Mass Chapter#19 APICS 
(The Educational Society for Resource Management) 

 

 
Sunday, August 6, 2006  12:30 pm shotgun start 

 
(Deadline for reservations - Wednesday, July 26th) 

 

Our mission is to provide value-added education to our 
members and their companies, and our scholarship program is an 
integral part of that mission. We award scholarships to deserving 
students matriculating in business and related disciplines, who will 
follow in our footsteps. Our goal is to continue to expand on that in 
the future. All are invited, so ask your friends and relatives, and 
come one, come all. Enjoy a great day of golf, with a great group of 
people, with a great meal at a great course. For further information 
.... call Jack Perazella at 413-527-2842. 
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Calendar of Events 2005 – 2006 
 
Pedro Caceres 
  Sr. Vice President- Hasbro Games 
 
 

“Operational Excellence Program” 
 
 
March 21, 2006 
Chateau Provost, Chicopee 

 

TOP MANAGEMENT NIGHT 
 
 

Bob Abair    Robert Abair Associates 
 

“Developing Your Vision For Next 
Generation Manufacturing” 

 
April 18,  2006 
Chateau Provost, Chicopee 
 
 

 
Plant Tour 

 
TBD 

 
May 2006 

 
 
 

APICS Membership Benefits 
 

Certification Programs    Member-Only Content 
APICS Magazine       Ask APICS 
APICS Bookstore            Educational Events 
Electronic Discussion Lists APICS Career Center  
Unique Services and Discounts 

 
Joining APICS is quick and easy. Join today and start start 

enjoying benefits of membership.  
 

Contact:  
John Koski, CPIM @ 413-665-8306, ext 2174, or 
jkoski@yankeecandle.com 
 

Board of Directors 
President 
Mark White 

860/525-0821 Ext 2548 B 
413/467-7793 H  

mwhite@stanadyne.com 
 

Executive Vice President 
Bruce Chartier, CPIM, CIRM 

413/732-2551 H 
brucha@worldnet.att.net  

 

Secretary 
Robert Gagnon 

413/642-4125 B 
413/572-2529 Fax 

bgagnon@savagearms.com 
 

Treasurer/Bylaws Chairman 
Tom Lamontagne CFPIM, PCMM 

TNL Associates 
413/737-8545 H 

TomL1235@msn.com  
 

V-P Marketing/Ex-Officio 
Jack Perazella 

413/527-2842 B 
japer@juno.com  

 

V-P Publicity 
Jodi Welch 

(413)527-9094 H 
(413) 665-8306 ext.2260 
jwelch@yankeecandle.com 

 

V-P Education 
Edward Kantor, CPIM 
413/592-6895 B/H 
edkan@juno.com 

 

V-P Membership 
John Koski, CPIM 

413/665-8306 Ext. 2174 B 
413/734-6362 H 

jkoski@yankeecandle.com  
 

V-P Programs 
Frances Appleby 

(ph) 1-413-781-7507 
(fax) 1-413-781-7574 
 franappleby@aol.com 

 

V-P Academic Relations 
Cheryl Zebold 

Phone 860-537-3451, ext. 2168 
Fax: 860-537-6099 
czebold@ssww.com 

 

Director-at-Large 
Rich Frank 

(413) 665-8306 x2623 B 
(413) 536-6039 H 

rfrank@yankeecandle.com 
 

Past President 
John Janus, CPIM 
413/289-1866 H 

John_Janus_CPIM@hotmail.com President 
 

mailto:mwhite@stanadyne.com
mailto:bgagnon@savagearms.com
mailto:TomL1235@msn.com
mailto:japer@juno.com
mailto:edkan@juno.com
mailto:czebold@ssww.com
mailto:rfrank@yankeecandle.com
mailto:John_Janus_CPIM@hotmail.com


WWeesstteerrnn  MMaassss  CChhaapptteerr  ##1199                                                                  OONNWWAARRDD!!                                        MMaarrcchh  22000066              PPaaggee  7  

  
March 21, 2006 
Location:   Chateau Provost Restaurant, Chicopee, Ma. 
 

Agenda   Networking-   5:30-6:30 PM 
Speaker-        6:30-7:30 PM 
Business Meeting 7:30-7:45 PM 
Dinner-           8:00 PM  

     

Registration   Members:  $25.00  
Non-Members:  $30.00  
Retirees:  $17.00 
Students:  $17.00      

    

Reservations  Contact Jack Perazella 
(413) 527-2842, or reserve online at japer@juno.com 
No later than Saturday, March 18, 2006 

 

Directions:  From Mass Pike Exit 5 (Chicopee/ Westover). After tollbooth, bear right (for Route 33); and go to signal light. 
Turn left on Rte 33 North (Memorial Drive). Continue EXACTLY 2 miles to left turn just before a CVS. Sign will say Willimansett. 
Just past shopping area, bear right at fork. Proceed to light, turn left and the Chateau is just ahead on the left, 85 Montcalm 
Street, 413-532-2100. 
From I-91  I-91 to I-391 North. Take Exit #4 off 391. At end of ramp, cross median and left onto Grattan Street. At first light, right 
and follow Rte 141 West just over a mile, take right under RR bridge. At next light, left onto Buckley Blvd for about 1.2 miles. 
Chateau Provost is located immediately after the Cumberland Farms store on the right. 
Rte. 202 East from I- 91 or Rte. 202 West to Rte. 33 South  
Follow Rte. 202 North through Holyoke over Mueller Bridge to Rte 33 South. OR Follow Rte 202 South from Granby to Rte 33 
South. Take Rte 33 South about 2 miles and turn right at the CVS. Bear right at fork. At next set of lights, take left onto Montcalm 
Street. Chateau Provost is located 0.1 miles on the left.
 
 
WESTERN MASS CHAPTER #19 APICS, INC 
The Association for Operations Management 
PO Box 2571 - Springfield, MA 01101-2571 
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