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Voice of the Customer Input Process

wPurpose
~Revealunrecognized customer needsvhat weR 2 ykGbiw.
~ Validate our perceptions and planswvhat wedo know.

wDesired Strengths
~ Systematic vs. anecdotaturns over most of the rocks.
~ Factbased vs. opiniofbasedprioritization of needs.

wPotential Weaknesses
~ Can create inappropriate customexpectations
~ Risks compromising intellectual propecttip our hand.
~ Can keep us from being more inventive than our customers.
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OFD Resources

w We will be using a QFD format based on QFD Designer, available from
IDEACor¢nvww.ideacore.com You can download a free demo
version of their product from their web site. The download contains a
good users manual.

w Another good reference iQuality Function Deployment
by Lou Cohen.

w Also, here is a link to an dme QWFD tutorial by Dr. Robert Hunt. This
includes some templates you might find useful.

http://www.gsm.mq.edu.au/wps/wcm/connect/internet/Root/research/re
searchclusters/cmit/tutorials/

Voice of the Customer 4


http://www.ideacore.com/
http://www.gsm.mq.edu.au/wps/wcm/connect/internet/Root/research/researchclusters/cmit/tutorials/
http://www.gsm.mq.edu.au/wps/wcm/connect/internet/Root/research/researchclusters/cmit/tutorials/

Quality Function Deployment

w Quality Function Deployment (QFD) is a
common general method invented in Japan
In the late sixties initially to support the ship
building product design process.

w QFD has been adapted and expanded to apply to
any planning procesthat requires:
~ identification and prioritizationwhys)
~ of possible responselsgws)
~ to a given set of objectiveslfats).

w Other formal, systematic-XD-C processes exist. We use QFD to
demonstrate one way to obtain customer inputs.
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Origin of the term Quality Function Deployment: ﬁﬁg
w Hinshitsu A quality; qualities; features; attributes EE%

w Kino A function; mechanization

w Tenkai A deployment; diffusion; development; evolution
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What specificproblems are solved by OFD?

w

Poor understanding afustomer needs
~ Solve the wrong problems, miss the big problems.

Failure to strategicallyrioritize efforts -
~ No time and money left to solve the most important problems.

Willingness to take onnmanageable risks

g 52yQ0 1y26 6KFEG 6S NB O2YYAUU7

Overreliance on formalpecifications- }
g { LSO 2FiSYy YArAaasSa aO2y GdSEGdz f
e.g., why are we building this in the first place?

Fixing thewrong problems-
~ Often times forced to ship product before all bugs are eliminated,
so did we fix enough of thenost importantbugs?
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NOTE!
w QFD takes significant time and effort to do correctly.

w Itis explicitly (visibly) timeonsumingg meetings, reviews, delays.

¢ X
w Every issue resolved by QFD beftre-fact..

w Must be resolved after the fact anyway!

Pay me now, or pay me laterwith interest.
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Purpose of OFD

1. Find out what you© dza 0 2 spécifidnhéeds areHATS,

2. Determine the thinggou need to work on
(HOWS3,

3. Determinepriorities of what you should work on/{{HY $.
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Example OFD

w The following is an example of QFD applied to the
Gt SNFSOU az2dzaSUNYLXZ FNRY vC5 58S

ww.glyn-ryland.com Oct 2000
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QFD Diagram is sometimes ¢alK S a2 B dzaa&l t AGéé¢ 0SOl

Goal: Highest Quality, Lowest Cost, Shortest Lead Time

Just-in-Time
S and
Continuous Flow °:°.p°“ ocm';ollt(ll.:o
Takt Time
Pull System b
machings work
Standardized g
Heijunka Work Kaizen

Toyota Production System "House"

But people use thé S NI  ¢of v2ddraf Sh Gtldeg diagr&md,Jtoo.
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Building a OFD Matrix

LGQa y234 +a o6FR I

w You can build ibne section at a time
¢ Phase 1: Whats
¢ Phase 2: Hows
¢ Phase 3: Whys

Pay

[ §6Qa t221 4
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QFD Phase 1: Whats

Phase 1: Whats
Phase 2: Hows
Phase 3: Whys

Voice of the Customer
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£ 1. Gather WHATSs - \
These are the desired

Kl

®

Mousetrap Example
by QFD Designer
Qualisoft Corp.
www.qualisoft.com

effects you are trying
to bring about.

Customer Importance

\Luring radius

Attracts mice

Operates reliably 5.0

Not problems or solutions! /

§ Kills quickly 2.0 |
% Easy to bait 30 | A @® ‘

E Easy to set 4.0 @®
§ Easy to dispose 5.0

Customer
Performance Targets

50 actuations
0.5 Newtons
0.75 Newtons| (&)

20 feet

95%
10

Technical Difficulty

Relative Importance -_[._

3
3
2
5
5

<

Voice of the Customer 15




<% Phase 1
@ =

oK
O ®
7 R
Product Characteristics Customer
| l ! l Assessment

Mousetrap Example
by QFD Designer
Qualisoft Corp.
www.qualisoft.com

2. Quantify Importances of WHATS

us

Customer Importance

\ (®) | Luring rad

Rated by customer, not by you.
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3 |Easy to dispose 5.0 ®
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3. Identify WHAT-WHAT P Phase 1
3%
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A trap that kills quickly is
not easy to set, so thisis a

strong negative correlation. gharacteristics e
E 1 S s S
Posaer - | B | ®| % 2 g|€
isoft Corp. s "g S 3|5 €
.qualisoft.com E| = |8 | 5|5
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Easy to bait 3.0 | A | ®
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5 e | &
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\
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Sneak
Preview

Negative correlations are
prime targets for

fideationd pr oc Rl
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Logicalgrouping2 ¥ 2 |

Eliminates Mice

Luring

Effective Luring

Good Camouflage

Effectiveness

Reliable

Small

Kills Quickly

SGOX

Easy to Use

Easy to Bait

Easy to Set

Easy to Empty

SGOX

Safety

Safe to Set

Safe from Kids

SiOX

Controls

Government

EPA

S OX
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4. Gather Competitor Ratings
Phase 1

Yourc u s t o nassessment of
your offering vs. your competitors.

)

Customer
Assessment

Mousetrap Example
by QFD Designer
Qualisoft Corp.
www.qualisoft.com

orce
latching force W w

sea
e

MTBF /

S

Attracts mice

)| ®|u

Operates reliably 5.0 ® @ OO0
B |Kills quickly 2.0 ® l
‘ ?: Easy to bait .
| § [Easy to set |customer Need Customer Yoqr Compgtltor
13 |gasy to disp: Importance| Offering Offering
customelAltracts mice 3 High High
Performance Tl Operates relaibly 5 Medium Low
Kills quickly 2 Low Medium
Technical Difff Fasy to bait 3 Low Low
Relative Imporl Easy to set 4 Medium High
Easy to dispose 5 High Medium
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Customer Your Competitor RELATIVE
Customer Need . Pe Customer Phase 1
Importance| Offering Offering
Importance
Attracts mice 3 High High ?
Operates relaibly 5 Medium Low ? P Tr——
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. RELATIVE
Customer Your Competitor
Customer Need . . Customer
Importance| Offering Offering
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You have existing produgt

You have no existing

product

Your competitor has| Your existing product vs| Their existing product vs

existing product

their existing product

ideal product

Your competitor has
no existing product

Your existing product vs
iIdeal product

NA

However you do the comparison, the goal of customer assessment is:
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This approach can be applied for development of:

A New products,

A New services,

A New technologie®\
Comparison with existing/competing technologies.

Voice of the Customer
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ThusEndsPhase * Whats

Phase 1

Voice of the Customer
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Hints on Identifying WHATS

w

WHATSs tend to show up similar formsfor different
customers/applications/products,

Thus, there will always be som@sic commonalityto the list of
WHATS.

Ve

. 2dz LINPOolFofté& R2y QU ySSR G2 aidl NI
done a few of these,

You can probabliguild a common libraryof generic WHATS,

ldentifying WHATS in this structured environment gets much easier
with experience!
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Nevertheless!

w You still need to interview the customers to get WHATS,
w Justin case a new need is emerging.

w Further, this is a great way to build goodstomer relations
w Even if you already know all the answers,

w { A y<Oi8patbeticlisteningE A& | L2 GSNFdzZA (22¢
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VoiceOf-The-Customerg Part 2

How to Interview a Customer

© 2009 ~ Mark Polczynski Voice of the Customer
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The Customer Interview Process

The process of interviewing customers is thest important element of the
overall Voiceof-the-Customer element of strategic technology planning.

A poor interview process:
w Generatedad input, making the rest of your efforts a waste of time,
w Can raisdalse expectationsn your customer,

w Can drive customersway from you.

Psychological
Impact

Conversely, a good interview process:

w Sets the correct direction faxll other processes,
w Proactivelyclarifiesexpectations,
w Canbindé 2dz Of 2aSfé (23S0K

0}
Z
(@
™
S
(@n-N
A~
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Why we need aprocess

w Itis especially important faechnologiststo develop strong customer
Interview skills:

w Technology is an important potentiaburceof solutions,

w And since technologists will be the ones often solving the problems,
It is best for them to learn the problemirectly from customers,

w Plus they can discoveewy SSRa OGKF0 20KSNARA R2

w.dzi Ay 3TJSYSNI I O Spodly skiflg2 IMBABRS R | (83
good interviews.

w They can easily creatalse expectationdor customers.

w Establishing aystematic procesfor interviewing customers can help!

Voice of the Customer 32



wSUOdzNY (2 0KS dat SNIKSOG az2dzaSi

w You are a brand new engineer just hireddgyme Trap Company
w Your company makes all kinds of animal traps.

w Your very first assignment is to design the next generation product line for
your company.

w Yourfirst taskis to interview customers to determiné/HATfeatures your
new trap family will have.

w{2X tSGQa 3ISG &adl NILSRH
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Based on the customenterviews, your job is to fill in these boxes:
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Acme Market Segmentation

You will focus osmall animal
(rat and mousekill trapsfor use Iin
warehouseswhere grain is stored,
like in the movie...

1::z:‘~ é“l T

Acme Trap Co. |Large Animal | Small Animal

Kill Traps Fur hunters Households,
food industry

Live traps Z00s,
naturalists

\\/

/fs

iH BHb

Voice of the Customer

Grain
warehouses
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Our focus area:

Small animal kill traps for grain warehouses

{2 V26 6SQNB NBIFReé (2 F
AYUSNIWASGX
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Customer interviews can be done in four steps:

3
©O 3K
® ®
& |Product Characteristics Customer
5 Assessment
S 2 ©
Mousetrap Example =% ® g
by QFD De 2 2 2 g
3 Qualisoft 1 2 35 S|5| € 4
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D
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@
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@
O |Easy to dispose 5.0 ®
N ——
Z o | 2
2 c | 8
Customer s § =
Performance Targets % .g > | =
E e ® = | w
e |lvw | ol |
o™ L= n - < o
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Customer Interview ProcessStep 1.1

GeneralCustomer Needs

For the field of use and application (market segment) being focused on,
determine customer needs. Use the following guideline questions
(add/change/delete as appropriate):

w Why? Why is this this product/serviceeeded?
w What? What specifically will it besedfor?

w Who? Who does/will/could use it?

w When? Whendoes/will it be used?

w Where? Wherewill it be used?

W

How? Howwill it be used? Make_a
checklist!
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_ Make a
Customer Interview ProcessStep 1.2

SpecificCustomer Needs

Determine whatspecific attributesthat the product must have.
Typical areas of needs are:

w Performanceg What exactly does the customer need it do?
w Quality/Reliability ¢ How well must it do it?

w a! &S NJ L gHoty NiFthe&:E interact with it?

w Costc How sensitive to cost is it?
W

Regulationg Is its use or design regulated in any way?

1 4 &2dz 2001 A ¥Whyy LIZLIEINGEZE O KO K8 &K NAf €
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The 5 Whys Approach

w You ask a customer a question.

w They give you an answer.

w, K6 2dz WBYyR® @2dz YSSR UKI 1KE

5

w They give you an answer.

w, K6 2dz WBYyRE® @2dz YSSR UKl 1KE

w They give you an answer.

w, 2dz WgR2 aé2dz YSSR GKFIO¢ FAGBS GAY:

5

w This gets you to theoot cause
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You discover
coolant leaking

from a machine % |

1
Coolant is leaking from the machine. i F I |
v S

l A seal was damaged. Q

Metal shavings got into the coolant.

| A screen on a coolant recycling pump was broken. b%

Action: Redesign machine, or add guard to cover the screen and prevent damage. If the seal

The screen is located in a place where it was |)
likely to be damaged by dropped parts.

was merely replaced, it would have soon needed repair again as the damage repeated itself.

Voice of the Customer
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Like Pareto80-2 0 r ul e, seems to describe
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