Self Diagnosis Innovation Management 

Innovation is conceived as a permanent process that develops through four successive phases
· Access to Knowledge
· Generation of Ideas 
· Development of Prototypes 
· Application to Products and Services 

In accordance with this scheme, the key elements to be considered in the innovation process of a company are the following: 
The following questionnaire is designed to obtain a diagnostic about the situation of each key innovation element within a company. It should therefore be answered by persons from the management of the company that are involved with the different elements. 
The questionnaire contains 11 Sections, one for each key element, and each Section includes 5 Questions. Four alternatives are presented to each question, in ascending order of innovation performance. For each Question of each Section, the person answering the questionnaire must mark the position he/she believes is more representative of the situation of the company by moving the cursor along the alternatives and stopping it at the selected position. This provides a continuous score from 0 to 4.
If a Question is considered as not applicable, the cursor must be moved to the left end position (a value of 0). 
	1. Leadership.

How behaviour and performance of company management inspires, supports and promotes an innovation and improvement culture

	1.1. Structure of the organization and allocation of responsibilities

	0. The company has a loose structure and the management uses their own criteria to assign responsibilities and tasks
	1. There is an organization chart with clear hierarchical definitions. However, function assignment is variable depending on the needs of the moment.
	2. There is a clear hierarchical and functional organization chart, but no supporting documentation
	3. The hierarchical and functional organization of the company are clearly defined and fully documented, including an updated Functions Description Manual

	1.2. Communication within the organization

	0. Horizontal and vertical communication channels are not defined. Rumours and informal conversations are the main information source. 
	1. Communication channels are not defined. The main information source is informal company meetings, variable in attendance and periodicity.
	2. Horizontal communication channels are well established, with periodical meetings. But vertical channels are not defined, there is no top-down or down-top regularinformation flow.
	3. Horizontal and vertical communication channels are clearly defined. Information flows in all directions through periodical meetings with participation of different hierarchical and functional levels 

	1.3. Management’s vision about innovation

	0. The management is concerned about innovation in the company, but this concern is not sustained by any specific statement or objective. 
	1. The management has stated its vision about innovation in the company without any other accompanying measure.


	2. The management communicates within the organization their vision about innovation, and reviews this vision periodically, but there is no down-top feedback.


	3. The management seeks the concern and involvement of all the organization with their vision about innovation in the company. This vision is discussed and reviewed with feedback from all the company’s staff. 

	1.4. Management’s commitment towards innovation

	0. The management does not pay attention to innovation-oriented staff activities.

	1. The management is open to staff activities directed to innovation, and promotes an informal exchange of information about it.

	2. The management takes the initiative, collects opinions and ideas from the staff about improving the company and decides about its implementation
	3. The management has a proctive approach towards innovation, creates the right ambiance for the appearance of innovative ideas and initiatives among the staff and involves them in their implementation.

	1.5. Promotion of an innovation and improvement culture

	0. The management offers few opportunities to present opinions and suggestions about the company’s performance. 
	1. The management only accepts opinions and suggestions from a smal number of persons within the organization, and only about certain topics.
	2. Actions and resources are devoted from the management to a globl reflection within the company about ways to improve and innovate.
	3. The management collects sistematically internal and external information about innovative actions in the company, and takes the decisions needed to implement the right ones looking for consensus.


	2. Strategy and Planning. 

How strategies are formulated, turned into plans and actions, developed and reviewed.

	2.1. Formulation of strategies and plans based on relevant and thorough information.

	0. The management does not intend to formulate strategies and prepare annual plans.
	1. The strategy and annual plans of the company are drawn in an informal way, based on historical information and a few internal and external indicators.
	2. The management defines a strategy and prepares a formal annual plan using available information that is not collected in a structured way.
	3. There is a full availability of relevant and complete information, collected in a structured way, about the company’s performance and situation, and it is used to design the company strategy and the annual plans.

	2.2. Participation of the company staff in the formulation of strategies and plans 

	0. Plans and strategies are formulated from the top, without participation of the company staff.
	1. Plans and strategies are formulated with the occasional participation of some trusted persons from the company staff.
	2. The management formulates strategies and prepares annual plans using opinions and information from the company staff, but without their participation in the definition process. 
	3. The company staff plays an active and structured role in the formulation of the company strategy and the preparation of the annual plan. 

	2.3. Promotion of strategies and plans

	0. The staff is kept unaware of strategies and plans and there is only some sporadic information about them.
	1. The company strategy and plans are available to the staff in case they ask for them.
	2. The company staff is informed about strategies and plans through established information channels.
	3. There is a structured process to promote the knowledge and understanding of strategies and plans by the company staff, so they can participate in an active way in the achievement of the defined objectives.

	2.4. Review and evaluation of strategies and plans

	0. The management is only worried by the everyday problems, no need to review and update the strategies and plans. 
	1. Strategies and plans are reviewed and updated randomly, but there are no yardsticks or indicators, and nobody is specifically responsible to carry this task regularly.
	2. Strategies and plans are measured against defined yardsticks and indicators, and this leads to reviews and updates only when relevant problems are detected, and without following a structured pattern..
	3. There is a predefined procedure and persons in charge of monitoring strategies and plans against yardsticks and indicators, and reviews and updates are carried sistematically. 

	2.5. Innovation is relevant within the strategy of the company

	0. Innovation-related matters are not considered within the company’s strategy and plans. 
	1. Inovation is mentioned only accidentally and marginally in the company’s strategy and plans. 
	2. Innovation is a matter as relevant as any other when designing and defining strategis and plans. 
	3. Innovation and continuous improvement are key aspects to take into account to formulate strategies and define plans. 


	3. Human Resources.
How the company develops the full potential of its staff 

	3.1. Staff selection policies

	0. There are no policies or criteria about the selection and hiring of the employees of the company and there are no functional descriptions to be used as a model.
	1. There are functional job descriptions but selection and hiring are done based on the exclusive and variable criteria of the management, even overriding the functional descriptions. 
	2. There are specific well defined policies and criteria for selection and hiring, mainly based in a sound functional job description. However, there is no mention about skills and behavior related to innovation.
	3. There are specific well defined policies and criteria for selection and hiring. Functional descriptions and therefore selection and hiring policies consider innovation skills and abilities as key factors that candidates have to show. 

	3.2. Incentives to staff participation in innovation and improvement measures

	0. Salaries in the company are exclusively based on a fixed pay scale according to professional categories.
	1. There are random rewards linked to productivity and the achievement of individual or global objectives
	2. The company has an evaluation and rewards system partially or totally linked to productivity and achievement of objectives, but innovation-related activities are not included within this system, mainly related to productivity, costs or sales objectives. 
	3. The evaluation and rewards system specifically values activities related to innovation and continuous improvement within the company. 

	3.3. Staff training as a key element

	0. The company does not have training plans nor policies.
	1. The company promotes randomly training activities for its employees.
	2. There are regular training activities every time new systems, processes and tools are implemented within the company. These activities are usually delivered by the provider of the new element. 
	3. There is a specific training plan tailored to the functional descriptions and the current skills of the persons holding the different positions. This plan is periodically reviewed and evaluated.

	3.4. Human resources policies

	0. The company does not have a defined policy about the management of human resources and their participation in the decision-taking process.
	1. The company has a defined human resources policy only in terms of discipline and pay scale and incentives. 
	2. The human resources policy of the company includes the definition by the management of individual or group objectives and the evaluation procedures based on those objectives. 
	3. The human resources policy includes participation of the employees in the definition and setting of individual and group objectives and their evaluation procedures. 

	3.5. Human resources objectives and planning.

	0. There is no human resources planning, the staff is distributed and assigned to tasks according to the workload of the moment 
	1. Persons in the company are permanently assigned to a specific job position without taking into account workloads, similar skill necessities or strategic priorities within the company.
	2. Persons are assigned to projects or work orders based on the specific workload, priority and the decision of the person in charge of the project or work order.
	3. Persons are assigned to multidisciplinary work teams within the company. Teams are assigned to projects or work orders. Permeability among different skills and positions is a possibility. 


	4. The Outside World.
How the company interacts and becomes involved with society

	4.1. Concern about the environment.

	0. The company does not worry about the impact of its activities upon the environment.
	1. The company tries to comply with enviromental legislation in order to avoid sanctions. 
	2. The company goes beyond compliance with environmental laws and has a defined policy towards the protection of the environment. 

	3. The company is fully commited to the protection ef the environment. Tehre is a defined policy and performance indicators to measure the impact of the company’s activities. 

	4.2. Knowledge about competitors

	0. The company is not concerned by the situation of its competitors. 
	1. The company collects random information about the competition from customers and providers. 
	2. The company carries a sistematic collection of information about its competitors through different channels
	3. The company carries sistematic analysis of the information collected about competitors, addressing both products/services and markets. 

	4.3. Networking.

	0. The company does not belong to any Network or Association.
	1. The company belongs to a local/regional Network or Association. 
	2. The company belongs to a national Network or Association. 
	3. The company belongs to a european Network or Association..

	4.4. Technological information

	0. The company does not carr any search about technological information.
	1. The company collects at random some useful technological information from customers and providers.
	2. The company sistematically collects and stores technological information from several sources: publications, internet, events, etc. 
	3. There is a technological information collection and distribution within the company executed in a sistematic way and under the resposibility of a specific job position.

	4.5. Technological cooperation

	0. There are no cooperation activities with Universities, Technology Centres and the like. 
	1. There is random cooperation with technological institutions for information exchange, training, and/or research activities.
	2. There is a regular cooperation with technological institutions for information exchange, training and research activities. 
	3. There is a permanent cooperation relatinship with technological institutions for planned activities included in the company’s innovation and research budget. 


	5.Global Quality
How the company improves customer service through a quality management system.

	5.1. Customers’ needs

	0. The company is not concerned about the customers’ needs and therefore does not consider their suggestions.
	1. The company is concerned by the opinions of the customers, but receives them randomly and only if the customer adresses the company directly. 
	2. There is an informal mechanism to know customers’ needs and receive their opinions through direct contacts with the company staff, usually sales/commercial.
	3. Knowledge of customers needs and opinions is considered a key factor, and there is a sistematic collection and analysis of this information by specific company staff in charge of this task. 

	5.2. Staff involvement with quality

	0. The management is not concerned about involving the personnel with the implementation of a quality system within the company. 
	1. The management feels the need to involve the company staff with the quality system, but there are no specific procedures or responsibilities to this effect, just an informal approach. 
	2. There is a top-down implementation of a quality system, and functions and resposibilities have been defined within the company staff to this effect. 
	3. The staff is totally involved with the quality system and participates actively in its implementation within a structured set of functions and responsibilities.

	5.3. Management of the quality system

	0. There is a loose knowledge and definition of the key company processes 
	1. The key company processes have been defined and documented 
	2. The key and auxiliary company processes are defined and documented, and they are periodically reviewed and adapted to the company’s needs and realities. 
	3. There is a full quality management system , based on the implementation and application of an established quality model (EFQM, ISO, etc).

	5.4. Quality certification

	0. There is no intention of obtaining a quality certificate for the company’s activities.
	1. The obtention of a quality certificate is included in the medium-term plans of the company.
	2. The company is in the process of obtaining a quality certification. 
	3. The company is quality-certified.

	5.5. Continuous improvement as a key element.

	0. Quality is not considered by the management as a key factor for the company.
	1. The company has implemented a quality sstem, but it is not being updated and/or maintained.
	2. The quality system is updated and maintained in its original extension but does not keep pace with the company evolution in terms of new activities, products or processes.
	3. Quality is a strategic objective of the company and is therefore embedded in present and future planned activities, products or processes. 


	6. Design and development
How the company plans and controls design and development of products and services

	6.1. Sources of ideas

	0. Ideas about new products or services are provided by the management in an intuitive way.
	1. Ideas about new products or services emerge from informal meetings with the commercial staff of the company
	2. Ideas about new products and services emerge from the study by the commercial staff and the management of the customers’ needs and of the situation of the competition. 
	3. Ideas about new products or services emerge from a thorough study of the market with participation of all the areas of the company.

	6.2. Design planning

	0. There is no design planning. When a new product or service have to be designed, a temporary working team is built on the spot. Design activities are not planned in advance.
	1. There is a small permanent design team that is increased with regular production and commercial staff depending on the needs of the design activities. These activities are partially planned in advance. 
	2. There is a self-sufficient design team with enough resources to cope with the design activities, that are fully planned in advance. 
	3. The design plan is periodically reviewed by a multidisciplinary team and there is a strong information exchange between the design team and the other areas of the company. 

	6.3. Prototype development

	0. Prototypes are usually produced on the spot, without previous design. The prototype is just the first product of a series, and is obtained through a trial and error process.
	1. Prototypes are made following a technical specification prepared by a design team, but without a previous design study to detect possible weak points or special requirements. 
	2. Prototypes are built after a detailed design phase with participation of all the areas of the company. The prototype is tested on a laboratory-like environment before starting production.
	3. Once a prototype is obtained following a detailed design procedure, it is tested in a controlled environment, then in a real-life environment, possibly with selected customers. Feedback is used for adjusting and fine-tuning the prototype before starting production. 

	6.4. Production planning, monitoring and control

	0. There is no production planning nor resource/cost control during the production cycle of a product. 
	1. There is a production plan based on previous production cycles. There is no resource /cost control during production. 
	2. Production planning is sistematically used, and resources and costs are controlled during production. But this information is not saved for future production cycles.
	3. There is a detailed procedure for production planning and resource/cost control. Feedback from previous production cycles are used in this task. Produc development time is considered as a key peformance indicator..

	6.5. Use of state of the art tools.

	0., No tools are used, nor is there a plan to use them in the near future for product design and production planning and control.. 
	1. Some custom-made tools are used for design and/or production planning and control, without a previous feedback about its usefulness and/or maintanability. 
	2. Specific tools and methods with a long tradition in the market are tested, then used for design and/or production planning and control.
	3. The company is willing to implement innovative tools and methods for design, production planning and control. 


	7. Marketing

How companies manage the offer of their products and services

	7.1. Knowledge about market needs related to the product or service to be developed.

	0. There are no planned marketing activities and no information is collected. The company just sells repetitive products to captive customers.
	1. Randpm information about the present commercial situation and trends about new products and markets is collected from the sales force and the providers. 
	2. The company implements procedures to periodically review the commercial activities, looking for opportunities and identifying problems. 
	3. There is a Marketing and Commercial Strategic Plan in order to sistematically analyse markets, channels, communication, new products generation and the like.

	7.2. Collaboration with other companies.

	0. There is no interest in collaboration with other companies of the sector. 
	1. There is an interest in finding colaboration areas with other companies in the sector and share developments, products or markets, but there are no clear channels or procedures to implement this collaboration.
	2. The company seeks actively but randomly Collaboration with other companies in the sector looking especially to innovation and development synergies.
	3. The company has a clear and structured policy about collaboration with other companies and signs agreements in order to exploit synergies in innovation and techology development. 

	7.3. Dissemination of innovations in products and processes as a yardstick for market efficiency..

	0. The catalog of products is updated in terms of inventories or number of orders, without taking into account improvements or updates to the products. 
	1 Innovation is considered as a need to improve the quality of the products, but is not included as a sales strategy.
	2. Research, development and innovation are considered key factors to improve the performance of the commercial and marketing areas.
	3. The company implements a culture of benchmarking in terms of innovation. Prototypes are sent to customers for testing and there are pilot initial product offers. 

	7.4. Use of state of the art tools in marketing activities. 

	0. Marketing communication is passive and reduced to promotional sales pitches. 
	1. There is a marketing communication strategy based on traditional media: printed publicity, brochures, catalogs, participation in events. 
	2. New ICT technologies are randomly used as a support to the traditional communication media, but there is a growing trend towards the application of these new tools. 
	3. The communication strategy of the company is basically centered around the use of the new information and communication technologies. 

	7.5. Innovation as a sales tool. 

	0. Innovation is not considered as a factor to enhance the image of the company. It is regarded more as an added cost than as an investment. 
	1. Innovation is considered as another factor to build the image of the company, but will not be commercially exploited in the short term. 
	2. There are plans to use in the short term innovation as a key factor to build the image of the company. 
	3. The culture of innovation is a key factor in the image that the company offers to the market. 


	8. Production
Production planning and control in order to obtain a product or service fit for the market. 

	8.1. There are product specifications and production instructions.

	0. There is no formal product definition, decisions are taken while the product is in development.
	1. Some production and quality specifications are prepared prior to start production of a new product.
	2. There is a complete set of specifications before production on a new product is started, including instructions to meet quality standards. Specifications are not changed during the product life.
	3. The complete product definition, previous to any production activity, is periodically revised with the feedback from all the areas involved in the production process. 

	8.2. Production planning.

	0. There is no production planning, work orders are issued without any resource or capacity planning, decisions are taken on the fly.
	1. There is an informal planning based on delivery dates, type of customer and available resources. The plan changes according to new orders and their priority. Production management is the sole responsible for the planning. 
	2. There is a complete production planning updated every period of time (week, month…) with the feedback information from the production lines but also from commercial, quality and other involved areas. 
	3. Production planning is a part of the company’s computer-based ERP (Enterprise Resource Planning) system. All the company areas are integrated into the ERP.

	8.3. Production management.

	0. Work orders are issued verbally depending on the needs of the moment, including basic information about number of units, delivery time, processes and resources. 
	1. Work orders with full production information issued in print, based on a manual planning and are usually altered depending on new orders and priorities. 
	2. Work orders containing production and quality instructions are issued by a computer-based off-line application. Feedback from the production line is used to update the next batch of work orders. 
	3. Work orders are issued as a part of an integrated ERP system working on-line and accepting real time information from the production line to continuously update the process. 

	8.4. Quality within the production process 

	0. There are no quality control procedures. If the production staff detects failures they just correct them without any reporting. 
	1. Quality control spots are defined along the production process and there are procedures to solve on the spot the problems detected, but there is no recording of problems and no further action is taken. 
	2. There is a full procedure to identify, quality problems along the production process, to report them and to provide solutions. 
	3. The quality control feedback from the production line is used to review and update product specifications and to include new instructions in the work orders. Quality information is fed on-line to the company ERP. 

	8.5. How to improve the production process.

	0. Improvements to the production process are reactions against unexpected problems, and they are conditioned by the financial resources of the company. 
	1. Improvement decisions are taken randomly in order to produce more and/or with better quality, Economic viability and return on the investment are analysed prior to take any decision. 
	2. The improvement activity is a consequence of the production plan of the company, taking into account information about product quality, production costs, availability of resources and desired production capacity. 
	3. Improvement activities are considered a part of the company commitment towards continuous product and process innovation and research. Full viability studies are carried, and actions are taken following predefined plans and procedures. 


	9. Logistics and Post-Sale services
How products and services are delivered to the customer and their evolution there

	9.1. Inventory and delivery control

	0. There is no inventory control for the end product. Commitments about delivery dates are seldom fulfilled. 
	1. Inventories are randomly checked. Delivery dates are scheduled taking into account production times and estimated inventory levels, and they are fulfilled less than 50% of the times. 
	2. There is a stand-alone computer system for inventory control. Delivery dates are proposed based on the inventory and the production schedules and they are met more than 50% of the times. 
	3. Inventory control is an integrated part within the company’s ERP (Enterprise Resource Planning). Delivery dates are an output of the system and they are usually met. 

	9.2. Production process traceability.

	0. There is no product traceability in terms of the production process.
	1. There is partial traceability in terms of production facilities, not staff.
	2. There is a partial facilities and staff production facility at key points of the process
	3. There is a complete traceability of the product in terms of the production process. Traceability is a sub product of the company ERP. 

	9.3. Customer feedback.

	0. Comments and complaints from customers are received and answered by the commercial staff with no other effect on the company. 
	1. Customer feedback about delivery, installation and first days of use of the product are collected and analysed by the commercial and production staff, but no long term consequences are extracted. 
	2. There is an established procedure to collect customer feedback until a certain period after delivery and installation of the product. This information is used to review design and production processes. 
	3. The customer is encouraged to provide feedback about the company’s products during their whole life cycle. This information is used to correct problems within the company, but also to improve and innovate products and processes. 

	9.4. Post-Sale service (Maintenance).

	0. The company does not have a post-sales service. 
	1. There are post-sales services for specific products or customers. 
	2. The company has a defined policy for post-sales services but it is more about customer opinion and feedback than about product maintenance or problem solving. 
	3. The post-sales policy of the company covers the whole life cycle of the product and includes maintenance and problem solving. 

	9.5. New versions, upgrades and updates

	0. The company does not plan in advance new versions, upgrades or updates of the products. In any case the customer is not informed about it. 
	1. The evolution of the products is an effect of market demand. There is no policy about keeping the customers informed. 
	2. The company plans in advance new versions, updates and upgrades. There is a policy of information towards the customer, but no special conditions are offered, everything is regarded as a new product. 
	3. There is a proactive policy towards the customer keeping them informed and maintaining their satisfaction with privileged access to new versions, updates and upgrades,


	10. Purchasing and Subcontracting
The management of the inputs to the production process.

	10.1. Selection of providers

	0. The list of providers is based on history and/or price. New providers are selected without any special requirement, just “to try”. 
	1. Providers are evaluated about the quality of their service and product, but no previous specification has been made to them. 
	2 Providers are given full specifications about what the company expects from them in products and services. There is a formal procedure to evaluate providers and approve their continuity. 
	3. There is a full cooperation between providers and the company staff about improvement and innovation in both their organizations. 

	10.2. Purchase monitoring and control. 

	0. There is no specific responsibility to issue, review or approve purchasing orders. 
	1. There is no centralised approach to purchasing, only different approval authorities depending on the amount to be purchased. 
	2 There are several levels of purchase control, first technical, then financial. But there is no centralised approach, and several persons can issue overlapping orders. 
	3. Although each area of the company is responsible for their purchase orders in terms of quality and cost, there is a centralised control to avoid overlapping or extra costs. Purchasing is integrated into the ERP (Enterprise Resource Planning) system. 

	10.3. Reception of goods and services.

	0. There is no review of goods or services at reception time. Problems are detected when the product is used. 
	1. Products are checked randomly at reception, no specific procedure is defined and no record is taken. The only decision is to accept or reject the product. 
	2 The reception procedure for goods and services is completely defined and applied, but it does not incluye any consequences for future purchasing orders. 
	3. The complete reception procedures include recording and analysis activities that will have consequences both within the company(purchase and production processes) and in the relationship with the provider. 

	10.4. Outsourcing levels 

	0. As a starting point, the company does not consider outsourcing as a valid solution. 
	1. The company outsources some activities when internal resources are not available, and only in non-critical and non-strategic activities. 
	2 The company regularly outsources non critical and non strategic activities based on cost reasons..
	3. The company outsources activities based on a defined policy that takes into account quality, delivery service, costs, available resources and management of the company knowledge 

	10.5. Provider traceability. 

	0. The company has no system allowing the traceability of providers into the final product. Moreover, no detailed information about their goods is asked to the providers.
	1. The company requires the providers to supply all the information needed about their goods, but the company cannot trace them to the individual final product. 
	2. There is providers’ traceability for selected final products and selected customers. 
	3. All products for all customers include traceability information about external materials, parts and components. 


	11. Performance
How to measure the performance and use the results to improve the company.

	11.1. Customer satisfaction.

	0. The company has no system to receive or collect the opinions of the customers. 
	1. Questions, complaints and requests from customers are collected from various sources and answered, but there is no further analysis. 
	2. There is a procedure to regularly collect, record and analyse all the information about customer satisfaction. The results are only known and used by the management.
	3. All the company staff is involved and committed with the customer satisfaction objectives, and there is a policy about distribution of information concerning this topic.

	11.2. Customer service indicators

	0. The company does not have customer service indicators. 
	1. Customer service indicators address only the communication aspect with the customer: reception of requests or complaints, response time and the like. This is handled only by the commercial staff.
	2. Customer service indicators are defined for each area of the company, objectives are defined and results are distributed among the staff. Improvement measures are taken only by the management. 
	3. The company staff is involved not only with knowledge about customer service indicators, but also with developing and implementing plans to improve customer satisfaction. Customers themselves are also asked to participate in this process.

	11.3. Financial indicators

	0. The activity of the company is oriented to short-term results, there are no financial management indicators. 
	1. Financial indicators are defined as a part of the analysis and monitoring of the results of the company. 
	2. Financial indicators are sistematically used to review the strategies of the company. 

	3. The management tries to benchmark their financial results and indicators with other companies in the sector. 

	11.4. Innovation indicators.

	0. The management of the company does not consider innovation and continuous improvement as factors in the measurement of the company performance. 
	1. The management considers innovation as one more factor in the evaluation of the performance of the company, without going into the detail of the results obtained or the impact for the company. 
	2. The management reviews the results linked to innovation as an important indicator of the performance of the company..
	3. Innovation and continuous improvement are considered as key factors to measure the performance of the company..

	11.5. The image of the company.

	0. The management is not concerned about the perception that customers have of the image of the company.
	1. The management promotes the necessity of projecting a good image towards customers, but knows in very general terms their opinion about the company. 
	2. Indicators related to the perception of the image of the company by the customers are monitored and positive or negative trends are used by the management to improve products and processes. 
	3. All the staff of the company is concerned about the image of the company and its perception by customers. Information is widely distributed and suggestions and initiatives are accepted from all the areas. 
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