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See Your Business Through
the Customer’s Eyes

What you learn from customers and
test marketing plays a powerful role
in the right business decisions
and the success of your prod-
ucts in the marketplace. Robin
Béquet, founder of Béquet
Confections, is a strong advo-
cate of listening to your cus-
tomers. She uses their feedback
extensively to hone her business
model and increase sales.

Each morning Robin joins her
dad Ray Béquet over a copper
kettle stirring up the ingredients
to prepare approximately 1500-
2000 gourmet caramels to fill grow-
ing customer demand at the busi-
ness she started only 14 months ago.

In the brightly lit commercial kitchen
at Four Corners near Bozeman, she
spends time over a special cooling
table pouring, smoothing and cutting
the bite-size treasures that then head
to an automated wrapping machine
before being shipped to customers as
far away as California and Colorado.

The upcoming 2008
Olympics in China
may have you thinking more than
usual about exports as a way to
increase sales. Exporting is a very
important part of the U.S. economy,
contributing 30 percent of domestic
economic growth in recent years. The
number of companies exporting over-
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What started as a small test market
has grown to filling orders for 130

Hot caramel pours from a copper kettle.

retail outlets in six states. It fills her
afternoons with related business
activities that include contacting cus-
tomers, developing new leads, order-
ing supplies, researching new pack-
aging ideas, and exploring useful
equipment possibilities.

Observers would be surprised to
learn that this is a dramatic career

seas has tripled over the past decade.
Small companies were a large part of
that increase.

"A full two thirds of that boom comes
from companies with fewer than 20
employees," according to information
on the Rocky Mountain Business pages
of the Montana World Trade Center

ASSISTANCE

change for Robin, who obviously
loves what she's doing. The change
was precipitated in part by a lay-
off several years ago when hard
times hit the high tech industry
where Robin was vice-president
of worldwide sales for a
Bozeman company. She also
spent 15 years with W.L. Gore
and Associates, maker of
Gore-tex ® fabric in Flagstaff.

Three Principles

What helped her successfully

launch a business in a very dif-

ferent niche? Robin said she
simply applied three principles
from her favorite business

author/speaker, Tom Peters:

1) Identify an unserved or under-
served market niche.

2) Do what you do very well.

3) Listen to your customers.

"L asked myself, ‘What do I know,
and what can I do extremely well?” 1

(Cont. on page 4-5)

Are Exports Right for Me?

(MWTC) Web site. It advises that in
today's competitive environment,
every company should consider how
the global marketplace may affect their
business, whether choosing to export
or not.

But how do you know if exporting is
the right direction for your products
(Cont. on page 6)
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Director’s Gomment...

When a rough spot in the road is
referred to as a "barrier," we begin to
believe it is something that we can-
not get around. This is particularly
true in business where oft' repeated
phrases come to be accepted

as truths.

For instance, I continually hear that
Montana is remote and lacks market
access. High employee turnover is
causing problems. We lack a trained
work force. Montana has poor busi-
ness-to-business infrastructure,

high taxes. ..

Viewed as barriers, these statements
become the proverbial mountain,
rather than a molehill. They poten-
tially stop the search for a solution,
derailing innovation that bridges
chasms and smooths out the road.

MFG News

*Northern Specialty, Inc. in Missoula
has merged with Industrial Pipe Fittings
of Houston to become IPF/Montana,
combining experienced employees,
management and production capacity
to provide unequaled support to cus-
tomers, and the HDPE industry in gen-
eral, according to an IPF statement. See
www.plasticpipe.com .

* Construction is expected to begin this
summer for a $60-§75 million malt plant
north of Great Falls, according to the

If Montana is so remote and lacking
in market access that it cannot suc-
cessfully do business, why are Japan
and Taiwan able to do business here.
If we are so remote, why are store
shelves filled with things from other
states and countries rather than

just those things we make here

in Montana?

Remote? Not the problem. Maybe it's
learning how to better reach the mar-
ketplace or exploring the potential
for exporting products. Perhaps a
business neighbor shares a mutual
shipping issue - filling a cargo con-
tainer or enough goods to schedule a
routine north-south delivery route -
that you can solve together.

Lacking a trained workforce? Why?
Have you cooperated with local
schools or campuses to augment
their programs or volunteered as a
mentor. Do others know your needs
or do you just voice the "truism." Do
you invest in your workforce? Dig
deeper. The answers may be reveal-
ing and provide an action plan.

High turnover? Ask why they are
leaving. See where they are going,
and ask why? You may discover that
it's a management issue - poor work-
ing conditions, lack of respect for
employee contributions, no clear
direction on what to do and when -
and not turnover itself. Again, ask
why? Solutions may be at hand.

Great Falls Tribune. The project was
announced by Milwaukee-based
International Malting Co. Operations
are set to begin in the fall of 2005,
employing about 35 people, with pay-
roll and benefits of around $2.3 million
per year.

*Winners of the Ag Inventor Contest
during the January Ag Technology
Show in Billings, were People's Choice
Award to Ken Wolery of Billings, for the
Fence Sweep designed to efficiently

Ilook around and see businesses
across Montana succeeding every
day. Montana is filled with entrepre-
neurial successes. During the recent
BBER Economic Outlook seminars, [
described the challenges and solu-
tions in several of these companies as
examples of the "can do" attitude so
prevalent here.

They build on their strengths and
seek assistance where it is needed.
Their successes are a direct result of
seeing the possible. They view barri-
ers as symptoms of more solvable
problems and approach them with
the same entrepreneurial spirit used
in developing a product: "Why does-
n't this work? What can I do to make
it better? Who or what can move me
down the road to success?"

Begin to question the "facts of doing
business" in Montana. By asking why
- why - and again, why, as we sift
down to the root cause behind some
of these barriers, we can begin to
find solutions. Both individually and
collectively, we can begin to improve
the Montana business climate.

S; S

Steve Holland
MMEC Director

clear brush and debris from even the
roughest fence line, and the $1,000 Top
Inventor Award to Jake and Mike
McCoy of Laurel for their Breakaway
Stirrup. U.S. Congressman Denny
Rehberg was an Honorary Judge for the
contest and presided over the Awards
Ceremony. Next year's Jan-8-10-event
will feature another Ag Inventors
Contest.
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Wood Firms Starting to Think Small

(Editor's Note: A significant shift in
what is considered valuable wood is
taking place in the timber industry.
Participation in small diameter
wood conferences at Thompson Falls,
Kalispell, and Libby was strong

and future potential explored,

according to Greg Larson, N
Lincoln County oy

Coordinator for Resource
Conservation and
Development.

Areport from the
Kalispell event
appeared in the

Daily Inter Lake and is
reprinted here.)

By Jim Mann,
The Daily Inter Lake

Chris Parmenter is amazed when he
considers how many lumber mills
today produce nearly the same
amount of logs they did 10 years ago,
with half as much timber.

He recalls how his family's business,
Stillwater Forest Products of Kalispell,
once chewed bona-fide logs through
a chipper, thinking they weren't suit-
able for anything else. But there's
been a drastic shift in the industry
over the last decade, brought on by
intense economic pressures.
Efficiency now means survival for
wood-products manufacturers.
Efficiency and innovation were the
theme at a conference on small
diameter wood held in Kalispell in
mid-March.

The conference, sponsored by the
Montana Resource Conservation and
Development Division, was prompted
by the prospect of national initiatives
aimed at reducing fire fuels in popu-
lated rural areas, a task expected to
produce an abundance of
small-diameter trees.

Speakers like Parmenter talked about
survival -- how they did it in the past,
and how they expect to do it in

the future.

Stillwater
Forest Products
has survived by making finger-jointed
studs out of the best pieces of low-
grade lumber bought from other
companies. Making use of leftovers
from other outfits has been the
modus operandi for the Parmenter
family since going into the business in
the mid-1980s. At that time,
Parmenter said, the industry was still
highly wasteful.

"It's kind of a joke in our family now,
all the studs we turned into chips
over the years."

Recognizing the value of almost any
wood has been a key to the resurrec-
tion of a sawmill in Plummer, Idaho.
The Riley Creek Lumber mill rose
from the ashes of a sawmill that was
destroyed by fire in 1998, with the
help of partnerships and a business
plan that relied on small-diameter
trees, some innovative cost-savings
and no wood supply from

national forests.

"People called us stupid,” said Alan
Harper, a manager at the Riley Creek
mill. "I mean, we built a sawmill when
everyone else was closing them."

It was possible largely because the
Couer D'Alene Tribe wanted a mill
in Plummer, which falls within tribal
jurisdiction, and played major role
in rebuilding the mill, Harper said.
But the venture also required a
wholesale shift in the notion of
what's considered

valuable wood.

"A lot of it was
education -
getting
contrac-
tors and
landowners to recognize that there's
value in a 4-inch log," Harper said.

Without that widespread
understanding, it can be difficult to
drum up a wood supply for an
up-start mill.

"In two years, the change of
mindset was just unbelievable," said
Harper, who is optimistic about the
mill's future.

One change at the mill boosted rev-
enue and overall efficiency - the
installation of a hog-fuel boiler that
fires a five-megawatt co-generation
plant and produces steam for the
stud mill's dry kiln. The mill now
sells power, with revenues
exceeding the mill's cost of
electricity, Harper said.

A featured speaker, John Scahill, a
researcher with the National
Renewable Energy Lab in Golden,
Colo., predicted that small genera-
tion plants fueled by timber slash
and other forms of biomass will
become more common in Western
states. Such plants are much more
prevalent in the Northeast, but have
failed to take hold in the West partly
because the region's power supply
has traditionally been cheaper:

(Cont. on page 7)
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GAIN
MORE

WITH
LEAN

Call
MMEC
406-994-3812

or

800-637-4634
for more
information.

MMEC Lean
Workshop
& Simulation
Coming
To Butte
June 20

See Your Business..
(continued from page 1)

enjoy making homemade caramels
for the family and as gifts for friends,"
she said. “I do that well."

But did her caramels fill an under-
served market? She felt pretty
certain that few really good
caramels, were around, but
how did hers rank in flavor
and texture or mouth feel?

"Quietly and with very little
startup cost, I ran a test mar-
ket, testing the waters to see if
a gourmet caramel business
could be successful. The
results came back very
strong," she said.

In blind taste tests, 15 of 16
adults preferred hers from

sales, and 1begin to understand the
difficulties they face.”

She once visited a customer whose
strong sales had dropped and
observed that the display box had
been moved just a few feet. The new
location was not conducive to a cus-

Define Niche

"Really defining your niche also
helps," Robin said. She originally
thought she was in both a food and a
gift niche. Today, she would tell you
most of her business is in the food
industry. "Defining your niche helps
match what you do to your strengths
and vulnerabilities."

_\‘

four other unmarked samples.
From market tests she learned
that "the package must be attrac-
tive." In different markets, that
package may also need to change.
She is continually testing product
and markets.

Robin also believes in spending time
face to face with her customers --
retailers in the gourmet market, gift
shops, natural foods stores, and cor-
porate accounts. "Face to face time is
especially important while developing
the business the model," she said.

Her products are sold in gift quanti-
ties and as individually wrapped
treats. Being on the sales floor, ask-
ing questions, observing, and getting
to know her customers and the prod-
uct fit, gives her knowledge that
improves sales for her and for her
customers.

"When I go into stores that sell my
product, I get to see how the display
box looks in the setting. I get a sense
of how they sell it. I can suggest bet-
ter use of their space to increase

Machine wraps 90 caramels per minute.

tomer adding the small treat when
paying for another transaction. The
display was returned to its original
location, and sales improved. Face to
face visits provide a better under-
standing not only of what can hinder
sales but also of considerations retail-
ers face each day.

Gathering customer information
helps her take actions to differentiate
her product and positively position it
in the marketplace. Currently, she is
exploring a next generation package
for her gift boxes.

1. Identify an unserved
I or under-served
market niche.

2. Do what you do
I very well.

3. Listen to your
I customers.

Retaining taste and texture
are priorities in her prod-
uct. Freshness, too, is para-
mount, including a person-
al commitment to only
natural ingredients. These
food considerations
opened additional markets
for her caramels and
refocused where energies
are directed.

For instance, solving shelf
life vs. shipping time
became important when
she considered expanding to out-of-
state markets. Shipping threatened to
take a big bite out of the original
three-week shelf life of the Béquet
caramel (if not refrigerated or
frozen.)

Determined not to add chemical
preservatives to overcome the prob-
lem, she turned to the Montana
Manufacturing Extension Center and
University Technical Assistance
Program for help finding a solution.

"We had a few clues on what might
work to get started. The search was
very collaborative," she said of a
series of weekly meetings with Nikki
Erickson, a UTAP engineer working
with MMEC. Together they shared
what each knew and made to-do lists
for further research; regrouping a
week or so later, they would compare
notes and weed out dead ends.

An emulsifier did nothing for shelf
life and detracted from taste. The
"Big Win," she said, was trying out
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different types of sugars, extending
shelf life to five weeks. A very big
difference when shipping uses up
three days.

"Nikki found the critical piece of the
puzzle. I'm using her information to
investigate additional ways to increase
shelf life. Twould not be shipping to
California, or out of state for that mat-
ter, without that improvement."

Pursuing excellence
Pursuing excellence at Béquet

man. After a time, she began a
search on her own and was much
surprised to locate a manufacturer
who insisted on having samples of all
the products she would wrap, in
order to run inspection samples.

"You'd have thought they were wrap-
ping diamonds," she said. The sam-
ples came back looking just the way
she had hoped. Immediately, she
knew it was a "match of values," the
kind of company she wants to do

Confections extends beyond the
recipes to achieving the look and
packaging of the final product.
Robin was very proactive in
selecting wrapping equipment
that would retain the glossy fin-
ish and symmetrical shape of the
caramel in an individual
cellophane wrapper.

The quest for a machine proved

to be an enlightening experience -
she discovered not everyone is com-
mitted to excellence. She first met
resistance when she asked for a
wrapped sample from a machine she
was considering. When she reported
that the sample was not acceptable,
she never heard back from the sales-

-

Cutting begins on special coling table.

business with. She purchased the
refurbished 1960s vintage machine,
glad to turn the hand wrapping over
to an automated system that wraps
up to 90 caramels per minute.

"I'will be eternally grateful for the
help MMEC/UTAP gave us when the

wrapping machine arrived," she said.
Both Nikki and UTAP engineer Tom
Davidson showed up ready to assist,
after hearing the machine was in the
parking lot, fully assembled, weighing
over 2000 pounds, and too large to go
through the door.

"They spent five hours out here disas-
sembling it, moving it in, and setting
it up. We borrowed equipment and
other strong bodies from around the
business neighborhood. I joke that it
would still be sitting out in
the parking lot without
their help. The combined
talents of electrical help
and mechanical engineers
were very valuable. The
MMEC/UTAP engineers are
on par with the best I've
worked with in the
industry.

"Very small businesses

cannot afford to have an engineer
on staff. When I think about all that [
need to know and all that has to go
on, it can be overwhelming. Knowing
that your organization is available
takes away some of the
intimidation factor."

MMEC Clients reported:

¢ Cost savings

MMEC direct services.

L~ Making a Difference
From July 2000 -June 2002

¢ Increased/retained sales . . .$22.3 million

¢ Investment in modernization as a result of

..... $10.3 million

..... $ 3.7 million

A FutureGen Forum

on hydrogen
energy projects is set
for May 1¢ at the
Miles City Community
College at 6:30 p.m.

For more information
see
www.fe.doe.gov/
techline/
fl_futuregen1.shiml

LEARN BY
DOING!

“TOOLS FOR

WINNING THE

MARKETING
GAME”

INATIONALLY
RENOWNED
MARKETING
SIMULATION

ReAL ProODUCT
CASE STUDY

LEARN
ABOUT:

TARGET MARKET
SELECTION

DISTRIBUTION
CHOICES

COMPETITIVE
ANALYSIS

USING MARKET
RESEARCH

MORE INFO:
CALL KATE AT
406-994-3812
OR VisiT OUR
WEBSITE
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Think
About
it!

Since 1990, the
number of
American compa-
nies exporting
overseas has
tripled. A full 2/3
of that boom -
companies with
fewer than 20
employees.

Montana World
Trade Center
WWW.mwtc.org
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Are Exports Right for Me?

(continued from page 3)

and expanding your customer base?
Where do you begin? What do you
need to know? Free step-by-step guid-
ance on the websites of the MWTC, the
Small Business Administration, and
Export.gov can help unravel the mys-
teries of the export game.

Export basics are presented in a little
different style at each site, but each
walks you through making the export
decision and developing a strategy that
fits your company goals, resources, and
products. The sites share tips for gath-
ering marketing research in foreign
markets, along with a wealth of infor-
mation about distribution options

and sales channels in the foreign
marketplace.

Because tariffs, regulatory require-
ments, distributorship agreements,
shipping, financing options, and
other details may seem intimidating,
these pages preview legal considera-
tions, logistics and documentation,
financing options, travel information,
etc. You will find links to further assis-
tance as well.

Check out the Montana World Trade
Center link www.rockymountainbusi-
ness.com/IBResources/default.asp .
Rocky Mountain Business is a joint
endeavor of the Montana District
Export Council and the Montana
World Trade Center, with participation
from Wells Fargo Bank and other part-
ners. Clicking on the International
Business Resources link will take you
not only to the Basic Guide to
Exporting but also to a variety of useful
international tools like a currency con-
verter, time zone information, a lan-
guage translator, shipping forms, tariff
and tax information, etc.

RMB was established in the fall of 2000
to provide one-stop assistance to small-
and medium-size enterprises with inter-
active training and consultancy services,
to increase global competitiveness.

Take a look at
www.sbaonline.sha.gov/oit/info/Guide-
To-Exporting/index.html

developed by the Small Business
Administration's Office of International
Trade. Breaking Into the Trade Game: A
Small Business Guide to Exporting is
both a comprehensive how-to manual
and reference book. In addition to a
step by step workbook, these pages

help you explore the pros and cons of
exporting and sample company success
stories. The workbook uses
questionnaires to walk you through
planning, goal setting, industry analysis,
and your financial picture as they relate
to export markets and whether or not
this is an arena for you. The site also
provides contacts and resources to sim-
plify entry into markets around the
world.

If you prefer a more interactive online
learning environment, try the
Export.gov site
www.globalspeak.com/html/export-
gov/ExportBasics.htm . At this site,
Tools of the Trade: Export Training is
presented in four easy to follow Web
casts, a multimedia learning environ-
ment using video, shared access
options, and electronic notetaking.
The free four-hour, interactive video
presentation can be stopped and start-
ed at your convenience as you learn the
step-by-step process of how to enter
rapidly growing international market-
places. Links will take you to related
sites.

Choose the guide that fits your learning
style and begin delving into how
exporting fits your company model.

Statewide Jobs Summit set for May 28-29, Billings

The 2003 Montana Economic
Development Summit is set for May
28 and 29 at the MSU - Billings cam-
pus. The event will be hosted by the
state's top elected officials, Montana
Governor Judy Martz, U.S. Senators
Max Baucus and Conrad Burns, and
U.S. Representative Denny Rehberg,
along with the Economic
Development Action Group.

The goal of the summit is to boost
Montana’s economy and create more
good-paying jobs in the state in a col-
laborative effort.

"We have a tremendous opportunity
to work together as Montana leaders
to bring more good-paying jobs to

our state," the congressional delega-
tion and governor said in a joint state-
ment. "We know the problems. Now
the focus will be on action."

Previous economic and jobs summits
each attracted more than 1000 partici-
pants to hear keynote speeches and
discuss job creation ideas in breakout
groups, which were then shared with
lawmakers and the Economic
Development Action Group, a pri-
vate-sector, statewide jobs advisory
panel appointed by Baucus after he
held the first economic summit in
2000. Important groundwork was laid
for this third jobs summit, which will
focus on business recruitment, busi-
ness retention and "clustering."

Industry clustering — a key initiative
of the Governor’s Office of Economic
Opportunity — refers to identifying
and grouping together interconnect-
ed companies in a particular field
and/or geographic region. Efforts can
then be directed at spurring entrepre-
neurial activity to grow these interre-
lated groups.

Public and private sector leaders and
other interested individuals from
across the state are invited to partici-
pate in the summit, which will be free
of charge and open to the public.

For more information, visit
WWW.montanajobs.org.
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Meet the New Board Members

Jim Markel

Three Montana natives involved in
manufacturing were elected to the
MMEC Advisory Board in January:

Jim Markel, co-owner and CEO of
Red Oxx Manufacturing, Inc., in
Billings, believes Montana's economic
prosperity is linked to manufacturing,
He used his knowledge and experi-
ence as a parachute rigger in the U.S.
Marines to create and manufacture a
line of Red Oxx bags for outdoor
adventures, travelers, and storage
uses. The bags are designed to be
rugged and carry a lifetime warranty.
Markel has worked hard to develop a
solid following of niche customers in
outdoor organizations like Ducks
Unlimited and Safari International
and is an avid outdoorsman himself.
He uses a variety of tools to market
his products including a dynamic
website www.redoxx.com. He was
recently featured as an entrepreneut-
ial success story in the "40 Under

Wood Firms Starting to Think Small
(continued from page 3)

But those conditions may change
because of rising natural gas prices
and because of the National Fire Plan,
a bundle of federal money that calls
for fuel reductions in populated
forested areas. Fuel-reduction
projects are expected to thin out
brush and flammable "ladder fuels"
in forests that tend to be smaller
diameter trees.

Mike Wier

Forty" supplement to the Western
Business News publication in Billings.

Mike Wier is general manager of
NorthWinds Publishing and Printing
in Great Falls. He is a former opera-
tions manager for DowBrands' west
coast Ziploc bag plant and has a
mechanical engineering degree from
MSU. Couple these achievements
with his stint as a field engineer for
MMEC, and he will bring special
insight to Advisory Board discus-
sions. NorthWinds is a fast growing
publishing company that produces
many of the telephone directories
you use as well as custom printing
and binding of other products. The
company uses web-interfaced pub-
lishing technology and marketing
practices to stay customer focused.
www.nwpub.com .

Barry Roose is involved in technology
transfer as Special Projects Director

Scahill cautioned that biomass co-
generation plants are disproportion-
ately expensive to establish, com-
pared to other types of energy plants.

Sue LeVann Greene, program
manager with the Forest Service's
Forest Products Lab in Madison, Wis.,
discussed research and programs
aimed at helping rural businesses
turn small diameter trees into prod-

Barry Roose

at American Eagle, a Family of
Products, in Missoula, and Arcomac
Surface Engineering, LLC. He origi-
nates and closes on technology activi-
ties and works start-up and spin off
technology projects at these compa-
nies. Visit the American Eagle
www.am-eagle.com. He is a former
Regional Development Officer for the
Montana Department of Commerce
and helped steer a number of
Montana companies through secur-
ing funds and loan closing. He was
one of several featured panelists in
the Growth through Technology
Transfer session held during the 2002
Compete Smart Manufacturing
Conference .

The three replace Michael Baugh
(Darcova - Billings), Ed Knudson
(Ironwood Manufacturing - Missoula),
and Brad Heckerman (American
Eagle - Missoula) whose three-year
terms expired.

ucts ranging from laminated beams
to wood-fiber filters.

Greg Larson, Lincoln County RC&D,
said the workshop was aimed at
product ideas and grant/loan pro-
grams for developing renewable
energy and innovative

wood products.

C.2003 Daily Inter Lake, reprinted by permission
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MMEC WEBSITE:
WwWw.coe.montana.
edu/mmec

Feel free to call
MMEC about
manufacturing topics
or issues that
concern you.

800-MEP-4MFG

EXTENSION

MONTANA
MANUFACTURING

Online training via the internet can
be a great way to gain introductory
knowledge and information on tech-
nical, operations or general business
challenges encountered at your man-
ufacturing facility. You may already
know that MMEC and its field engi-
neers provide a variety of training on
manufacturing and business topics to
Montana Manufacturers. This training
is delivered in several effective for-
mats including manufacturing simula-
tions, classroom learning, plant field
events involving multiple companies,
and plant floor demonstrations.

7 Learn p Evolve =
=¥
Manufacturing Training

Woid = Y

There may be times, however, when
another form of training — online
training — may meet your needs.
When might that be?

Perhaps you have a new manufactur-
ing manager that needs to under-
stand the basic supervisory concepts
or tactics for handling difficult
employees. Or suppose an employee
needs training on a new software pro-
gram or an introduction to statistical
process control . Maybe a supervisor
needs training on how to interview a
potential new employee or a shop

MMEG Scheduled Training

manager needs basic math skills. For
these more individual needs, online
training may be a viable option.

For your convenience, we have iden-
tified some online training resources
that might provide value to you and
your company. These online refer-
ences can be found on our Web site
at www.mtmanufacturingcenter.com .
They are organized by training topic.
(On our home page, select "Training"
in the main menu, then click "Online
Training" from the drop down menu).

Workforce
Training

®

DATE COURSE TOPIC

Tuesday - Thursday IS0 International Quality

May 6-8 (3 days) Auditor Training

Friday Lean Manufaciuring

June 20 Workshop and Simulation
Wednesday - Thursday Tools to Win “The Marketing Game”
June 25-26

LOCATION

Three Forks - Sacajawea Inn

Butte - Headwaters Resource
Center

Missoula - MAEDC

For fees and on-line registration visit www.mtmanufacturingcenter.com

313 Roberts Hall
P.O. Box 173800

CENTER

Montana State University

Bozeman, MT 59717-3800

AN MSU COLLEGE OF ENGINEERING CENTER RETURN SERVICE REQUESTED

PLEASE ROUTE TO:

CEO
Owner
Production Manager

Safety Officer
Sales Manager
Office Supervisor

oo ouL L ond

Development Officer

a NIST | Network
MEP | Affiliate
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