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1. What is \dlue analyr n (VAj 

Let us ask first, what is VALUE. 

To the manufacturer value is function 
cost 

To the conBumer it is "suitability" 
price 

Value analysis IB a systematic,   function oriented, and  scientific method. 

By comparing systematically  functions and costs it will  identify 

the optimum pair of function and cost.    Its purpose,  however,   is not to 

minimize the costs. 

Value Analysis  (VA)  is a kind of philosophy that thinks that everything 

can be made in a better way or in a less expensive way.    It does not 

criticise negatively those who made previous decisions, but identifies in 

a positive way better,  less expensive,  completely new solutions without 

any prejudice. 

The value depends on function (suitability) and cost (price) but 

also on availability.    In a developing country the availability is 

often a critical factor. 

Value is also relatée and  subjective depending on historical, 

political,  cultural and other factors. 

The values can be categorized as follows) 

1. Use VPIIU-    - i.e. how practical the item is valued; 

2. Re—Use Value - i.e. the item has more functions and can be used 

for other purposes than the original main purpose; 

3. Prestige Value - i.e.  what  IB its status,  how beautiful  it  is, 

(what do my neighbours think of me?); 

4*    Exchange Value - i.e.    this is very seldom relevant for furniture 

but cars for instance have that value; 

%    Market Value - (demand and supply). 

What are the value types that a piece of furniture has?    They 

are the USE and the PRESTIGE values. 
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COSTSt 

The«* oui be broken down intoi 

- planning 

- product development I 

- raw materials 

- labour 

- maohinery 

- building and land 

- management 

- caloa, markoting 

PRICEi    Raw material, and labour represent the major .hare.    It mu.t 

b. rexerborod that who rea. th. manufacturer ..t. th. prie, it i. th. 

confer who accept, it or r.j.ct. it.    Th. ..tting of th. prie, depend, 

on .?vcral factor, which are for examplet 

- situation, aurroundlngs 

- aooial position 

- incoTio 

- education and 

- need. <*tc» 

Th. VA t.ohnique i,*,. ¿"couded in the United States in I945 by 

Mr. Larry Nile, of 0.n.ral Electric.    VA cam. to England with a oon- 

sulting company in 19i>6 and was fiaally introduca in Finland in I965. 

2*    Where i. valu, analvi. h.ing Wffri 

VA con be applied toi 

1. Product. 

2. Parto of product.    )    At th. product development .tage 
3*    Raw material. ) 

4«    Method, atudy 

S    Organisation 

6.    Operation, like communication and marketing etc. 

About 80 to 90 per cent of th. application, ar. in product development. 

V 
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In product development STANDARDIZATION la also used but th» 

aim of «tandardiaation it to raduce unnecessary variation», whereaa 

that of value analysis la to create new aolutiona (-variation»).    Both 

are toola for produot development and ara intarlinkad. 

3*   Why <*o w »••<! value analysis in product development 

The answer to thia question might ba one of the following! 

- LACK OP KNOW-HOW AND UP-TO-DATE INFORMATION 

- Do you really know, what the client nsede? 

- Do you really know, what new materiale are available? 
- Do you really know,  .... 

- LACK OP NEW  IDEAS 

- The VA will liât all idea« that the brain storming will bring 

about and all ideaa will be evaluated. 

- WONG BELIEFS (in good faith) 

- You believe but do you know? 

- You have not atudiad but you believe "that th» machinery would 

be too expansive" and "th» client» are not int».-»at»d»  

- CHANGING C. .ÍCUMSTAUCBS 

- Ara you »till making th» product in th« »an» way you did ten year» 
ago? 

- PEAR8 

- Are you afraid to express your id»a» and opinion»? 

- Do you think your bo»» would not like your idea»? 

- Do you think oth»r people would laugh at you? 

- HABITS AND ATTITUDES 

- Prejudice 

- "Thi» ha» worked out well over 20 year»- (why should we change 

anything at all, change» oo»t money) .... 

By using VA. the above faotor» causing unnecessary coat a will bs 

•li«inat»d.    VA first collects all information concerning costs, manu- 

facturing process and salea.    New ideas will b» created and oollected 

systematically.    All idea» will be carefully studied and evaluated. 
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The xde     with   +.he Dost   valu*,  win   K«  +t posi  value  wil.  o0  then  selected   for er„cution.    This 
»a why   che above factor v-, n   !je «limited. 

Without  VA lniti.tive and  agination will be  kill*  in an or«- 
nmtion  by any of the  following altitud,., 

!•   We cannot   change anything now; 

2. These are   our orders from  the top; 

3. We will come oacic to this  iater on; 

4. There i. no ti», now to  LOOK for better  solution..    Otherwise the 
competition will  beat us; 

S      Thl«     i.   «y     J0Q.        X    d0   not     want    to    lnt8rfere   with    otherB} 

t>.   Thi. ha. b«en tried before; 

7.    Nooody knows better than  1  do; 

Ö.    You must  stick to   the rules; 

9. I an  still your ooss and you do what I t.ll youj 

10. In our company we do that  dxff.r.ntly.   Once you have been with ». 

for a couple  of year* you .ay oe able to make worthwhile suggestion.. 

The  following compari«»,  points out difference, between traditional 
cost reduction  and VA. 

V 

Traditional  n,    \,  reduction 

1. Product analysed 

2. Work usually done by only one 
person 

3. Reasons for  reducing coBt   is only 
to increase  profit 

This procedure make, the  company 
more competitive in  the short run, 
but omitB research 

Value Analya; 

1. r*unction analysed 

2. Croup work resulting more know- 
ledge,   and more important activity 

3. Reason  for reducing cost i. to 
looic  for value,  i...  to produce 
a better value and quality  for the 
consumer 

4. This procedure finds new market 
areas for end use area, to be 
studied and develop« RAD potential 

Summing up,   the goal  in the traditional  cost reduction approach i. 

to ..v. money whereas,  using VA the goal is to increa.e value. 

There are six .tepe to be  taken in . Value Analysis project. 

I 
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Th«M arts 

I» Inforaation phaaa 

2. Funotion anal/alt phaaa 

3. Valua datarainatlon phaaa 
4. Craativ. phaaa 

5. Evaluation phaaa 

6. Iapltnantation phaaa 

!•    Infornati on phaaa 

What la th« product?    MOM •>*•.. -<- 

ulti r ;r -ft,ur- AU
 —- - -¿ ~ «loiwauoB anali b. inoludad and auDoli.rt t« «h  «•« «uppuaa to ih« «roup mmbara. 

2.   Function analy.i. phaaa 

Th. croup .tart, working b, d.t.nni«^ function, to all part. 
•nd oo*ponanta of th. pi.oa of fw<* - 
„Hd,     For« 2 i. th *»"«••    Fora. Io.. 2 and 3 will b. 

3.   Val«« dat.naination 

4.    Craativa phaaa 

5»   Bvaluatlon paaaa 

•« ..Lot. tha id... to b. implantad,   ü.. f.« 7. 

6«    I»pl«atatation phaaa 

-* «nlU ilk. „, oth„ op.•««. ,iMll, th. „^ „^ ^ e 

n.nt 

b. u.«d. 
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vili b« filled out. 

5-    V*lm analvl, onranlaetion 

Valus analysis ig team work.   In a «mall or medium sii« company 

there it normally only one valu« analysis team.    Its chairman is oallad 
"oo-ordinator". 

In large coapani«« or whan you have many new or old products to 

b* analysed, you have tha following organiiation to oarry out this task. 

KANAQINQ     OROUP 

S 

COORD nCATOR 

TALUE / "\LYSIS TEAMS 

MaaaODfQ GROUP 

This group»s members ars the managers that normally dsfin« and a«t 

th« company produot polioy.   The r«sponsibiliti«« of th« group art toi 
- appoint th« oo-ordinator and tin t«ams 
- •«tabliah main «obedulss for VA 

- d«fin« priorities) 

- manag« th« VA Fun ot ion in th« oompany. 

COORDDCATOR 

H« has a full tine job and his responsibilities are tot 

- b« th« s«or«tary of th« managing group 

- b« th« ohairman of th« various VA team e 

- oollaot all basic information for nsw products 
- prepara all report« n««ded 
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- implement the projects accepted and follow-up on »11 promote 

- pr«par« m««tinga w«ll so that daoisions can b« mad« and no tima 

will b« wanted. 

VA TBáMS 
Th« m«iBb«r» r«pr«««nt all r«pr«««ntativ« function« of th« «nt«r- 

pri««, »uch aa product d«v«lopm«nt, production, materiale management, 

sal««, «to. Th« membere «p«nd only 5 to 10 p«r c«nt of th«ir tim« in 

th« taaa«.   Th«r« i» normally on« t«am p«r «ach typ« of product. 

A t««m shall hav« } to 4 proj«ct« (obj«cta) going on at different 

pha««« at on« tin«.    So it 1« po«»ibl« to jump from a project to another, 

if for «on« r«a«on, th«r« i« no po««ibility to proc««d with on« project. 

Th« d«ci«ion« and th« follow-up program«« will b« not«d on VA forma, 

•o everybody know« th« d«ciaion« mad« in th« pr«viou« masting and what 

h« is supposed to do in th« meantime* 

6. "Quick valu« analysis" 

In som« oasess 
1. Th«r« «ith«r is not «nough tim« for th« long proocdur« of VA,  or 

2. Th« product id«a or th« prototyp« i« v«ry rough. 

Th«n it is advisabl« to oarry out a Quick VA procedura.   This 

••ans that w« jump quit« soon into th« orastive phase and th« daeisions 

can b« mad« aoon.   Only two form« «hall be us«d and tima will be saved. 

Before adopting thia "Quick VA" procedure, on a regular baaia, the results 

•uat be studied and compared to those obtained when uaing th« normal VA 

procedure. 
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immt   T 

WjjjE.MM.Y3TS FORM No.   1 

^PUmSniDl i• 1*RT0  TTWiRMWTON W>R* 

Product 
Projet  No.t 

P»rt, 
fir* wi nff S NP , • 

J*- 

Pr1o«/lOO   nOB % 

P1#0»is/y#»«r 

5îî2.'L«L"v1 ri»* i/«,.« 

R«tiro«t«(} oost« 
*/y*°r 

I 
Swirl iur»/f irrt jrrar I 
Tim* r<»B«rvM 

Project te>*mt   Co-nrrt^nwtor 

Members 

Tim« «nd P1AO# of me«tinf: 

— 

Définition of the depth of the *n»ljrnii, parte and properties that h*va 
to be ratftinedt 

""•• 

—~—— 

Appendi oeu 
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VALUE AWALTaTa FORM Wo. 2 

ppowr worn 

PHOWJOT 

&>•—Bt   tUMl 

Total PT«oni m durwi^t. 

mLOW-üPt 

Wo.t Ifcaeriptton of follow-up 
action to >* titk-.n 

Appendioart 

ÄCL 
Projeo-t Ko.t 

Data 

Kootitg Wo. 

nn/houra/uaad 

By whom Whan Ramarle« 
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VAT.tTW ANALYSTS PROM No.   } 

miNOTTON ANALYSTS FOR* P*g*_ 

PRPTKJOT ProjT-t Wo.t 

7)»+.. 

Part M«in function Oth*r finirti "Tiff 
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VALUE DETERMINATION FORM 
Pay 

Proj«ot No.: 

D*t« 

Valu« typ« Cort Pero«nt*$í 

CcT-eatBj 
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VAUrc »NAT.TST9 FROM Wo. 6 

CPHATTVTC PHASI! POR* fVg» 

PRODUCT Project Wo, 

lMe 

P*rt Trtwns Cofrt «ffeot 

1 

? 

ì ^ 
•    -   ~"l 

A 

«> ..i   ...     

6 
1 
Í  

7     _4 
H  .. 

¡ 

i 

9 

IO 

11   

1? 

T* 

U i 

\\* 
I 

1  
1* 1         i 
17 

1                         í 
;                         i 

IB 
! 
i                                      

It» 
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mm ANALYSIS FROM No. 7 

VALUATION PHASIC FORM 

PRODUCT 

Part 

Pnn 

Proieo-t No. 

Date 

MBII» Punotionst 

lit* No. P»rt Advantagea IHs«<Jv*nt*.<>»eB 
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VALUE AWALY3I3 FORM No.t  8 

PROJECT 3UIPARY PORK 

PRODUCT 

Part 

0>C»1   HWVlttgB 

Pf VlOUB port 

M«t* eoat 

Savings 

Ptero»ntag» «avtnyi 

Port of malyiU 

OttorooBta 

Flrt yur'i M viari 

lét«t 

Id«M to IM forth** doimlopodi 

PfOJBOt  No.t 

Drawl n^o Wo«! 

Nww prioo/lOO ppg 

52íZz¡ 'MT 

Coat/yoar 

¿4 ynpr 

i¿e «ST 

JZza •T 

iZa *r 



''FVJICK VALUE ANALYSî.S''FORM I 

FUNCTION COST ANALYSIS 

i'ro-iuct. : Prn-ifi" t No 
;.n'.or        V. Client 

Presene were: 

Ou- Total    persons x dura!.:....  h - ;llun;i 

-r—H— I 
f Parts and its functions 
Ì ;  

"*",- Coot For 
ccnt- 
age Wages tow-nut. Total 
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1 
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