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DO WE NEED TO KNOW THE NEED?

Jos¢ Joio Marques da Silva Henriques, Mech. Eng., MBA

J. Jodo Henriques has got a degree in Mechanical Engineering from the
Higher Technical Institute of Lisbon University, and a master degree
(MBA) in Entreprencurial Sciences, in the area of Design Management.

For six ycars he worked in Industry in the design of thermodomestic
appliances. Since 1984 he has been working in INETI (the National
Institute of Engineering and Industrial Technology), an agency for
research, development and demonstration, within the Ministry of Economy,
where he is a Senior Researcher in Value Analysis / Value Management.
Besides having been involved in several R, D&D projects in this field he
has participated in more than 90 sensibilization, training and consultancy

VA/VM actions.

Since the foundation of the Portuguese Association for Value Analysis -
APAYV, in 1986, he has been in the Board of Directors.

ABSTRACT

This paper will deal with the importance of
knowing the exact needs of a future user of a
product, when designing a new or redesigning an
already existing one. Two tools that can be used to
define those needs are presented and illustrated
through two case studies.

INTRODUCTION

In his final report [1] of the study "Building
competitive advantages for Portugal”, Michael Porter
calls the attention of entrepreneurs for the need of
identifying the market segments to which they want
to answer, as each of them presents different users
with different needs which implies different
capacities.

We think that one of the ways for companies to
become competitive will be making an effort so that
the products / services they offer will have real
quality and minimum costs, defining Quality as the
aptitude of products and services to satisfy market
needs and expectations [2]. So, and according to
Value Analysis definition, it is necessary to optimise
the Value of products .

We can no longer design standard products and
then sell them to diversified segments in different
ways. There must be an adequate use of Marketing
and Market Research in order to really know the

different kind of customers and design different
products according to the different needs.

Tom Peters and Bob Waterman [4] consider that
still today, most of the managers keep on thinking
that the first objective of a company is to sell
whatever it wants to produce, instead of designing
new products and services in order to meet the new
needs of the consumers. They forget, or ignore, that
what the company wants to produce must be
determined by those who buy and no longer by those
who sell.

DEFINING THE NEED

Therefore the first step in designing or
redesigning a product is the previous and correct
definition of needs, no matter what the technical
solutions that will contribute to its satisfaction, will
be. In VM these needs must then be translated into
Functions. We all know that to identify functions of
an existing product can be a difficult task. But if we
think of identifying the functions of a new product
this difficulty will surely increase.

Of course Marketing techniques can be very
useful for Value experts, in the identification of the
needs. But there are other tools to define and
characterise needs, that are complementary to those
used by Marketing and can be used together with
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