Independent Review Worksheet – Sample 
Item 3.1 

	4–6 most significant key factors (KFs) for this Item

	1. Customer segments – personal consumers (students, celebrities, preteens, elderly disabled), personal/business consumers (“outdoors people”), business consumers (truckers, taxi drivers), business/government consumers (emergency service workers), and government consumers (US Dept. of Homeland Security). Employees are also customers

2. Customer requirements – reliability (all); ease of use (all personal, business, and business/gov’t), data and voice capability (gov’t, business/gov’t), (students: celebrities:, secure/encrypted data and transmission (celebrities, business/gov’t, gov’t), low cost  (preteens), personal safety and security (personal/business), personal/home safety and security (preteens), ruggedness (business, personal/business),  sustained signal strength across distances (business/gov’t), trendiness (students), convenience (students), trend setting (celebrities), and security (gov’t).

3. Success factors - relationship with carriers, ability to rapidly respond to marketplace changes with new products, features and/or superior quality; maintaining strong margins by controlling costs and/or optimizing process performance, supply chain management, and collaborations with key suppliers/partners.
	4. Five products lines –Novel Complete (core device includes Phashion phones). Novel Secure (focus on home and personal security), Novel Free (audio centric), Novel Bug (small, full wireless, hands free device), Novel Aid (for visual and hearing impaired customers), but phones can be customized with features from each line.

a. Distribution through “big box retailers, carrier retail outlets, limited number of small company-branded retail outlets & kiosks, direct internet sales

5. Strategic Advantages – Product/feature design innovation, business model innovation, supplier partnerships/lowered costs

6. Strategic Challenges - Communication, logistics, volatility in niche markets, Market forces driving the cost of cell phones and market penetration

	Item ref.
	Brief description of approach
	Relevant KF
	Evidence that approach is systematic 
	Evidence of extent of deployment of approach
	Evidence of systematic improvements to approach
	Evidence of alignment and integration

	3.1a(1)
	How identify customers and market segments

Uses a niche focus to identify key sub-segments of broad key customer groups (Fig 3.1-1)

Marketing & Public Relations team reviews market segments, product features and price points to identify new market segments to target & product features to add            

Seven customer types in five market segments identified.


	1, 2, 4, 5



[image: image1]
	– Steps performed to identify new market segments & product features from reviews not evident

+ Reviewed each Feb. as part of SPP 


	+ Nearly all products and services are represented by segmentations in Fig. 3.1-1

– Information from customers of competitors & other potential customers not available
	+ after 2000, customer input obtained before new products and product features are added

– no evidence processes have been systematically reviewed and improved


	+ Integrated with SPP

+ Aligned w/ strategic advantages of product/feature design innovation and business model innovation through distributed virtual workforce

+ Integrated with Product, Feature, and Process Development Process (PFPD) 

(Figure 6.1-4)

	3.1a(2)
	How determine key customer requirements


Five VOC processes are used (Figure 3.1-2) ) as primary means to determine key customer requirements, needs, and changing expectations

· 3 customer surveys

· customer complaints

· CAGs

· market research

· customer relationship management process 

Four blogs used to promote products and bounce off new ideas
	1, 2, 3, 4, 6
	+  repeatable approach

– Not clear how data gathered are used to determine customer requirements.  

+ VOC approaches have varying targets, locations, content, and frequencies

+ administered at specifics times

+ conducted quarterly

+/- ongoing


	+ VOC data made available to all employees in MAP and sent to retailers and carrier on a quarterly basis

+ All employees also considered customers and  salespeople

+ Appear to be deployed to all customer segments and sub-segments

– VOC methods do not appear to vary for the different customer groups

+ CAGs deployed to all pod communities by employees 

+ includes carrier and its call center


	+ Data fed into MAP for process improvement projects


	+ Integrated with SPP, PFPD, and MAP database

+ Partners with carrier on customer surveys and complaint management



	3.1a(3)
	Use VOC information/feedback to become customer-focused and  satisfy needs/desires 

Formal Improvement Day using Allegiance Survey data
	2, 3
	+ held annually by Marketing and Public Relations Team

+ Data fed into SPP


	+ Survey process owners and other internal stakeholders


	
	+ Integrated with SPP, PFPD, and MAP database

	3.1a(4)


	How keep listening learning methods current

Question on Allegiance Survey is used to determine opportunities to improve listening and learning methods
	2, 4, 6
	+ Data reviewed by process owners and int. stakeholders at Annual Improvement Day
	( Responses limited to the those surveyed

( Unclear if question on Allegiance Survey and Improvement Day systematically apply to all Five Voices and to all customer types such as those in Fig. 3.1-1
	( No evidence of improvements made 
	+ Integrated with SPP


Were any key Criteria requirements or relevant KFs not addressed? 

	Item ref.


	Requirement or KF not addressed
	Why is this gap significant for the applicant?

	a(1)
	How applicant includes customers of competitors and other potential customers
	Applicant may miss opportunities to identify new niche markets

	a(2)


	Unclear how applicant uses relevant information and feedback from former customers
	Gathering information from former customers about why they no longer use their products may help the applicant to understand how it may better meet customer requirements.

	a(2) 


	How information from current and former customers used for making work system and work process improvements 
	Business model innovation is defined by the applicant as a Strategic Advantage.

	a(4)
	Keeping listening and learning methods current with business needs and directions
	Lack of a systematic process may make it difficult to ensure the applicant is getting up to the minute feedback from customers, and will be aware of changes in marketplace



Optional: Overall Item Notes 

	Here you can capture a critical thought that relates to the assessment of the Item. It is not intended to be used to capture the full set of comments for the Item or key themes. You will prepare your comments for this Item for the first time during the Consensus Review—not during the Independent Review.

	a(1) Learning – not sure this improvement to approach was systematic or just happened due to acquisition

a(2) I see a description of the methods used to gather VOC data, but not how they use it to determine key requirements – this may be an OFI comment

a(4) look for results of Allegiance Survey question “How can we better listen and learn of your needs and future directions?” in 7.2

a(4) not sure how using this single point from the customers’ view can be effective without additional data e.g., process performance, outcome metrics.    




Item 3.1 Scoring

	Factor
	0–5%
	10–25%
	30–45%
	50–65%
	70–85%
	90–100%

	Approach
	No systematic approach to Item requirements is evident; information is anecdotal.
	The beginning of a systematic approach to the basic requirements of the Item is evident.
	An effective, systematic approach, responsive to the basic requirements of the Item, is evident.
	An effective, systematic approach, responsive to the overall requirements of the Item, is evident.
	An effective, systematic approach, responsive to the multiple requirements of the Item, is evident.
	An effective, systematic approach, fully responsive to the multiple requirements of the Item, is evident.

	
	
	
	X
	
	
	

	Deployment
	Little or no deployment of any systematic approach is evident.
	The approach is in the early stages of deployment in most areas or work units, inhibiting progress in achieving the basic requirements of the Item.
	The approach is deployed, although some areas or work units are in the early stages of deployment.
	The approach is well deployed, although deployment may vary in some areas or work units.
	The approach is well deployed, with no significant gaps.
	The approach is fully deployed without significant weaknesses or gaps in any areas or work units.

	
	
	
	
	X
	
	

	Learning
	An improvement orientation is not evident; improvement is achieved through reacting to problems.
	Early stages of a transition from reacting to problems to a general improvement orientation are evident.
	The beginning of a systematic approach to evaluation and improvement of key processes is evident.
	A fact-based, systematic evaluation and improvement process and some organizational learning, including innovation, are in place for improving the efficiency and effectiveness of key processes.
	Fact-based, systematic evaluation and improvement and organizational learning, including innovation, are key management tools; there is clear evidence of refinement as a result of organizational-level analysis and sharing.
	Fact-based, systematic evaluation and improvement and organizational learning through innovation are key organization-wide tools; refinement and innovation, backed by analysis and sharing, are evident throughout the organization.

	
	
	
	X
	
	
	

	Integration
	No organizational alignment is evident; individual areas or work units operate independently.
	The approach is aligned with other areas or work units largely through joint problem solving.
	The approach is in the early stages of alignment with basic organizational needs identified in response to the Organizational Profile and other Process Items
	The approach is aligned with organizational needs identified in response to the Organizational Profile and other Process Items.
	The approach is integrated with organizational needs identified in response to the Organizational Profile and other Process Items.
	The approach is well integrated with organizational needs identified in response to the Organizational Profile and other Process Items.

	
	
	
	
	
	X
	


Guidance: The overall score is not intended to be a numerical average of the elements above; you should select the range and score that are most descriptive of the organization’s achievement level for the Item.

Item 3.1—Overall Score 
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List only those challenges, success factors, etc., that are relevant to this Item.





Show evidence including steps, time frames, inputs & outputs to indicate approach is repeatable/ systematic.





Using italics, record brief description of Item requirements you are addressing.





Score each evaluation factor, considering all approaches for the Item, deployment for all of the approaches, etc. Then view all of the factors holistically. DO NOT AVERAGE the scores.  Read the Scoring Guidelines and select the range most descriptive of the applicant’s level of acheivement.  Check the ranges above and below your selected range to ensure appropriate placement. Finally, decide on a specific score.





Do not leave boxes blank if there is no evidence to record.  Write “n/a” or “no evidence to record” to tell other Examiners you did not skip this area.








Use + and ( to indicate to other Examiners which observations you view as favorable or unfavorable.





Use the “Notes” box to jot down reminders about things you want to check in another Item or to provide further explanation/thoughts about an observation you’ve made.





Process observations should be brief, concise phrases.





Bold those observations 


you view as particularly favorable or unfavorable.
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