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4. REDESIGNING THE PRODUCTION PROCESSES

A Name of the person performing the assessment:

A Company:

A Date:
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CONCLUSIONS OF THE SELF-ASSESSMENT 
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2.1 WHEN CREATING NEW PRODUCTS, TO WHAT DEGREE DOES THE COMPANY IDENTIFY THE PRESENT

AND FUTURE NEEDS OF ITS CUSTOMERS AND EXAMINE ITS COMPETITORS’ ACTIVITIES?

2.3. HOW DOES THE COMPANY PLAN THE CREATION OF NEW CONCEPTS?

2.2. HOW DOES THE COMPANY PROMOTE THE CONTRIBUTION OF IDEAS, INNOVATIVE THINKING AND CREATIVITY AMONG ITS EMPLOYEES?

2.4. HOW DOES THE COMPANY SELECT THE IDEAS AND CONCEPTS TO BE DEVELOPED?

2.5. ARE THE TOOLS FOR CREATING NEW CONCEPTS USED IN A DISCERNABLE AND SUSTAINED MANNER?

(For example: value analysis, TRIZ, brainstorming, product portfolio, project mapping and project funnelling, etc.)

2 .  C R E AT I N G  N E W  C O N C E P T S

The company has segmented its
customers and it carries out a systematic
monitoring programme of the most
demanding and innovative ones. It
analyses the use of the current products
to be in a position to anticipate the future
needs of its customers. It develops market
exploration programmes and performs
regular analyses of market trends. It
studies its competitors’ activities to gather
new ideas for improvement.

New products are created on the
basis of mere intuition, without
studying the customers’ needs or
competitors’ activities.

The company relies both on its
experience in the sector and its
regular distributor and agent
network to provide it with the
market information it needs
(customers’ needs and
competitors’ actions) to launch
new products.

The company gets its market ideas
by studying its customers’ needs,
and it ensures that various areas
of the company are involved in
the study. The company carries
out systematic monitoring of both
the activities and new products
developed by its direct
competitors.

There is a series of mechanisms for
rewarding creativity, the contribution
of ideas and innovative thinking.
Multidisciplinary teamwork is
carried out on a regular basis.
Brainstorming sessions are held
within the context of predetermined
objectives. Management provides
feedback on any suggestions
made. Employees contribute good
ideas, many of which are
eventually put into action.

There are no mechanisms in place
to help employees contribute
ideas and suggestions for
improvements. As a result very
few ideas are put forward. Both
the monitoring systems in place
and the lack of organisational
flexibility are an obstacle to
creativity. The contribution of new
ideas is a painstaking process.

There are mechanisms in place
to facilitate the contribution of
ideas and suggestions. However,
the lack of response and
acknowledgement often
prevents employees from using
them.

The company promotes the
contribution of new ideas along
with innovative thinking. Team
meetings are held regularly for
information and feedback
purposes. All contributions are
expressly acknowledged.

The creation of new concepts is
planned according to the product
life cycle. A multidisciplinary team
spearheaded by management
meets regularly to study all the
new ideas that have been
generated. Products are planned in
terms of ranges and for several
generations.

There is no planning control over
the generation of new ideas.
Management alone decides which
new concepts should be
developed without involving other
areas of the company.

The technical department is in
charge of planning the creation of
new concepts. However, there is
no direct input from the market.
Products are not planned in terms
of ranges.

The planning of new concepts is
carried out through collaboration
between the technical department
and the company staff that are in
direct contact with customers.
Product life cycles are monitored.
Products are planned according to
ranges.

A procedure is implemented for
selecting concepts depending on their
level of conformity with the strategy
and the internal capacity of the
company, as well as on their technical
viability and predicted profitability.
Selection is also carried out according
to parameters such as quality, price,
resources and time. Market studies are
conducted and the challenges posed
by the new concept to both the
production and marketing processes
are carefully examined.

There are no procedures for
selecting the concepts to be
developed. When in doubt,
management always has the final
word.

New concepts are selected based
on the results of a technical
viability study, without
considering likely profitability, or
profitability criteria are used
without taking technical factors
into account. Management
endeavours to make decisions by
consensus.

The new concepts to be
developed are selected according
to their technical and economic
viability. However, no detailed
analysis is made of the likely
consequences on the current
production and marketing
processes. The selection process is
carried out on the basis of
subjective and objective criteria.

The systematic use of this type of
tool makes it possible to increase
the company’s ability to create
new concepts, select the best
ideas and involve key
collaborators with the aim of
reducing the risk of failure. As a
rule, great value is placed on the
possibility of introducing new
tools whilst improving those
already existing.

Tools are not used and there is no
procedure in place for introducing
them.

On occasion, some advanced
tools are used to create new
concepts.

A number of advanced tools are
used on a systematic basis to
create and select new concepts.

INSTRUCTIONS

This pie chart is intended to offer an overview of the ratings given throughout the
audit. It consists of 30 questions grouped under 6 sections laid out in the guide. For
each question, a mark ranging from 0 to 3 (corresponding to the four ratings possible
in the questionnaire) must be awarded. The selected rating must be indicated in the
area included between the two spokes of the wheel which stretch right across the 4
circles of the graph. For each question, the selected areas must be shaded, the outer

circle constituting the maximum rating of 3. The unshaded area extending to the
outer circle constitutes the improvement area in which the company should take
action. As indicated in the graph “Determinants of innovation according to the type
of project” on pages 36-37, companies may have different spider’s web-shaped areas
depending on the type of innovation project they have launched.
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NAME OF THE PROCESS

INNOVATION PROCESS

MANAGER LAST UPDATE

AIM OF THE PROCESS (What does the process consist of, why is it being implemented and who is it directed at?)

(See pages 32-33)

EXAMPLE OF CRITICAL PROCESS INDICATORS

Item Numerical value

................................................. 

................................................. 

.................................................. 

................................................. 

................................................. 

................................................. 

................................................. 

.................................................. 

RATING OF THE IN-HOUSE PROCESS AUDIT Question No.:

Please enter the rating recorded in the questionnaire 1         2         3        4       5

1. A CULTURE OF INNOVATION

2. CREATING NEW CONCEPTS

3. DEVELOPING PRODUCTS

4. REDESIGNING THE PRODUCTION PROCESSES

5. REDESIGNING THE MARKETING PROCESSES

6. MANAGING KNOWLEDGE AND TECHNOLOGY

A REFERENCE DOCUMENT FOR THE INNOVATION PROCESS

* State: Pending / Scheduled / In progress / Cancelled / Completed

A 

A

A

A

A

A

A

INCENTIVES (factors that are beyond the scope

of the process, but are nonetheless helpful)

OBSTACLES (factors that are beyond the scope

of the process and are detrimental to it)

STRONG POINTS (any strong points developed

on the basis of the innovation process)

IMPROVEMENT OPPORTUNITIES (the internal weaknesses that

the process must overcome and the opportunities to be fostered)

ACTIONS V. OBSTACLES AND OPPORTUNITIES Manager Completion date State*

A

EXTERNAL FACTORS THAT IMPACT ON THE PROCESS (circumstances that are unrelated to the

innovation process and which either help or prevent the aim of the process from being achieved)

INTERNAL FACTORS THAT IMPACT ON THE PROCESS (any internal circumstances which either help 

or prevent the aim of the process from being achieved, and which can be altered by the company)

This document is intended for use as a means of recording the basic information necessary to evaluate the
efficiency and state of implementation of the actions for improving the process. Because of its changing
nature, it should be constantly adjusted according to the characteristics of each company.




