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ABSTRACT

For years the VA customer oriented function model
(FAST) has helped teams to understand the product in
new ways. It has stopped short of including some
important "additional" factors in the customer buy
decision. This situation can be remedied by the use of
the Customer Purchase Decision Model. This model
will now force teams to detail ALL the
needs/perceptions of a buyer prior to purchase. This
will include traditional product functions - as well as
the spoken/stated and unspoken/latent needs defined by
users.

These added functions will create a more complete
viewpoint for VA team members. It is especially
beneficial to products that are inherently more
perceptual in nature such as those with greater esteem
value etc. The following discussion will describe this
FAST enhancement and its potential to Value Analysis.

BACKGR D

Function models were developed as a Value
Analysis tool in the 1960's. Their use is primarily and
generally to help teams better understand their product,
system, or process. Some would say that the team
obtains a "new viewpoint" when a function model is
correctly facilitated. When this outcome occurs - a
team benefits. New ideas, thoughts, and potential
opportunities surface.
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Most certainly the Customer Function Analysis
System Technique (FAST) - has this new team
viewpoint as an outcome. Its use over the years has
helped thousands of teams to obtain enhanced VA/VE
results. In addition, it has stood the test of time. Very
few refinements in procedure have been needed for
teams to obtain this high degree of usefulness.

As originally created - and still used today - the
Customer FAST is considered to be a model - a logic
diagram of the functions a product or process performs
for the user. As VA applications have evolved,
concurrently with techniques to sense the attitudes of
product/process users, requirements for understanding
the customer purchase have been expanded. Some
teams are finding it helpful and necessary to understand
not only the product or process - but the entire customer
buy decision. What does the customer go through when
he/she considers product A, B, or C for purchase,
recommendation, or continued use.

A Customer FAST is created by a VA team. They
know certain things about a product. They assume
certain things about a product and if (usually) a
majority of a team concurs with the assumption it
becomes a function for consideration. The functions
are then structured into a how - why logic creating a
model, an analog, or word/logic equivalent of what the
product does.

This new enhancement does all of those things - but
changes/expands the team viewpoint. Increased team
creativity, opportunity for cost reduction and/or product
improvement are the result.






