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1.0 Abstract

This article establishes the relationship between a
company’s strategic development and the Value
Management job plan. It proposes an approach and
gives concrete examples of its application within a
Value Management consulting firm. It shows how
to make the connection between the functional
business model, the strategic elements, the
company’s environmental impact and the scorecard
the company uses to implement its strategy.
Finally, its presents the advantages and benefits
obtained following the strategy’s implementation.

2.0 Introduction

Since the early 90s, we have seen major global
paradoxes. In the eastern hemisphere, we have
witnessed the collapse of the Asian banking
system, accompanied by devaluation of the
currencies of powerful member countries of the G-
7.

On our side of the globe, in America, we have
observed vigorous economic prosperity, with no
inflationary thrust, driving unemployment rates
very low, along with a strong dollar, which hurts
exports.

Who would have believed that American
automobile manufacturers, which were on the
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verge of bankruptcy a few years ago, would buy
BMW, VOLVO, DAIMLER-BENZ etc.

Modern companies are evolving in contexts where
the rules of the game are changing every day, if not
every hour. The traditional organizational models
and the processes that govem them no longer
correspond to today’s reality.

These models were efficient as long as the markets
were sufficiently dominated by companies (Jocou
& Meyer, p.6). But the evolution of consumer
expectations and our human resources, and the
obligation to face strong competition, and thus
increase our competitiveness, impose a much more
rigorous management approach.

Henceforth, the markets no longer behave as if they
were planned by the companies. On the contrary,
companies must adjust to the markets. The great
challenge of modern managers is to grow their
company in a complex and constantly changing
environment, which obliges them to introduce a
culture of change management.

This article presents an advanced approach to the
application of Value Analysis by corporate
executives. This is Value Management, or the
management of value creation in companies, from
development of the strategy to operational
processes.
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3. How to cope with this environment

3.1 Functional analysis through environment
analysis:

The team brings together the firm’s executives and
employees. Functional analysis through
environment analysis allows questions to be raised
to a level of abstraction that leads the team into a
creative state off the beaten path. The traditional
management functions of planning, organizing,
directing and controlling become « hows? », or
means of performing functions at a much higher
level more connected to the firm’s ultimate goal,

such as developing markets, growing with our
clients, enticing our clients, training resources,
etc.

These functions, called first level functions, are
identified through analysis of the company’s
environment.

The company’s ultimate goal is to produce value
which should benefit all the identified interactors.
Figure 1 shows the main interactors of a typical
company. The clients and markets, shareholders
and financiers, suppliers and partners are external
to the company while the other interactors are
internal.
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Figure 1

i) For clients, the functions correspond to the
actions to be performed to satisfy their conscious or
unconscious, present or future needs. Information
must therefore be obtained on the clients’ needs,
behaviors and wants with regard to our types of
products and services.

Markets require to position ourselves in relation to
the competition, know our market share, and
identify our strengths and weaknesses, threats and
opportunities.

ii) Human resources include our employees,
suppliers and partners. Their expectations are

evolving and require constant listening to their
needs and concems. Material resources consist of
the equipment required to convert our raw
materials (input) into output. The needs concern
preventive maintenance, renewal, conversion to
new technologies, etc.

iii) Financial resources concern shareholders and
lending institutions. In this field, especially for a
public company, the rules of the game are very
structured and are subject to the laws and
regulations in force, which are published and
controlled by governments. Constraint functions
result from this supervision.






