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ABSTRACT

This paper examines the need for the Value
Specialist to fully understand the meaning of "Value"
in the broadest context. Through case study analysis
the aim is to show that it is no longer sufficient to
limit the determination of Value to the two traditional
parties, namely the Client and the Customer.

INTRODUCTION

Whilst it is appreciated that there are subtle
differences between Value Analysis (VA), Value
Engineering (VE) and Value Management (VM), by
implication alone they are all concerned with
"Value". This 1is the wunequivocal common
denominator. It follows that any Value Specialist or
consultant who practices VA/VE/VM must be an
authority in the specific field of Value above all else.
Yet consultants offering other management skills such
as TQM, BPR, Quality Circles etc. would argue that
whilst for example, Quality may be the main
parameter of an exercise, their methods will also
produce better Value. So what extra ingredient does
the Value Specialist add to merit such an authoritative
title? because, if the 'value’ provided is not greater
than that achieved by the other methods, then either
our nomenclature is incorrect, or, worst still, in years
to come, we may be blamed for the consequences.
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Traditionally in VA, we have two parties:- The
CLIENT - the instigator of the project/ product,
without whom it probably would not exist. This
includes a wide variety of people e.g. shareholders/
owners/ manufacturers etc., and- The CUSTOMER -
the purchasers/ users of the item, an equally wide
range of people. The success of VA in the Japanese
motor industry shows that it is the CUSTOMER who
determines the VALUE of the product - and
consequently the manufacturer (Client) produces the
goods which the Customer wants. So we can
describe the functions as:- Satisfy customer; increase
sales; increase profits; satisfy shareholders - and
BOTH parties are happy!!

So what is meant by THIRD PARTY VALUE ?
Well, this is insurance jargon. It relates to a Third
Party i.e. an previously unknown element, and like
an Insurance Policy, you usually only realise how
necessary/ essential/ or how good it is, when it’s too
late to do anything!! For example - you are driving
your car one day, minding your own business, when
your car encounters another car/ or a tree/ lamppost
or even a person, otherwise described in insurance
terms as the "Third Party". This Third Party had no
previous involvement in your life or in the purchase
of your car. YET the "impact” (excuse the pun)
which this unrelated Third Party can subsequently
have on your life, can be dramatic. As such, it is the
CONSEQUENCE of an encounter with a previously
unknown element which constitutes the need for the
insurance policy in the first place.






