


	MANUFACTURING PLAYBOOK 1
Customer Value Analysis
Define Customer Value





Before you improve a process, you need to know what your customer actually values. This worksheet walks you through one process in your own business and separates the work that creates value from the work that only creates cost. Set aside about forty-five minutes, and do it at the place where the work happens rather than at your desk.

How to use this worksheet
1.  Pick one real process. An order being processed, a product being made, an enquiry being answered, or an internal procedure. Keep it small enough to observe end to end.
2.  Identify the customer of that process. It may be an external customer or the next department in the chain.
3.  Go and watch the process. Write down every activity in the order it happens, not the order the procedure says it should happen.
4.  Test each activity against the three questions, then decide whether it adds value, is necessary but adds no value, or is pure waste.

	Part 1  ·  Set the scene



	Process under review
	Date and who was involved

	
	



Who is the customer of this process?
Remember that the next process in the chain is your customer too.
	External customer
	Internal customer (the next process)

	
	



What do they value most?
Quality, cost, speed, reliability, communication, availability, flexibility. Rank your top three. If you are guessing rather than quoting them, mark it as an assumption and go and ask.
	Rank
	What they value
	How do you know? Evidence or assumption

	1
	
	

	2
	
	

	3
	
	



	Part 2  ·  Walk the process



List each activity in the order it actually happens. For every one, answer the three tests, then classify it. An activity only adds value if it passes all three.
	The three tests:   1. Does the customer care about it?   2. Does it change the product, service or information?   3. Is it done right first time?
Classify each activity as:   VA = adds value      NNV = necessary but adds no value (statutory checks, records)      W = waste



	#
	Activity
	Cares?
	Changes?
	First time?
	VA / NNV / W
	Time

	1
	
	
	
	
	
	

	2
	
	
	
	
	
	

	3
	
	
	
	
	
	

	4
	
	
	
	
	
	

	5
	
	
	
	
	
	

	6
	
	
	
	
	
	

	7
	
	
	
	
	
	

	8
	
	
	
	
	
	




	Part 3  ·  What the walk told you



Five activities that genuinely add value
	#
	Activity
	Which customer need does it serve?

	1
	
	

	2
	
	

	3
	
	

	4
	
	

	5
	
	



Five activities that add little or nothing
Look for waiting, searching, rework, duplication, excess approvals and unnecessary movement.
	#
	Activity
	Why does it exist?
	Could it go?

	1
	
	
	

	2
	
	
	

	3
	
	
	

	4
	
	
	

	5
	
	
	





	Part 4  ·  What happens next



Three actions you will take
Be specific. A named owner and a real date is the difference between an action and an intention.
	#
	Action
	Owner
	By when

	1
	
	
	

	2
	
	
	

	3
	
	
	



	Keep this worksheet. In Playbook 2 you will take the activities you have classified as waste here and give them names, using a framework called TIMWOODS. The two exercises work best together.


Ready to unlock new opportunities for your manufacturing business? Head to the Manufacturing section of the Business Lincolnshire website and connect with our expert advisors. From Made in Lincolnshire and GLEAM to industry events, networking opportunities and business support programmes, there's a wealth of help available to support your growth and success. Book your appointment today and see what's possible.
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