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BiographyBiography

Ziad Eldada, M.Eng, CVSZiad Eldada, M.Eng, CVS

Value engineerValue engineer

Specialized in computer design and applicationsSpecialized in computer design and applications

Developed several VE software tools Developed several VE software tools to assist in product cost to assist in product cost 
alignments, margin improvement and reverse engineeringalignments, margin improvement and reverse engineering

Lead or Participated in more than 30 VE studies in the Lead or Participated in more than 30 VE studies in the 
Electronic Manufacturing industry.Electronic Manufacturing industry.
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Total Value Engineering SolutionTotal Value Engineering Solution
Value Engineering Services: Value Engineering Services: 

Target Costing Target Costing 

Product Quality Analysis (FMEA, Components derating, Product Quality Analysis (FMEA, Components derating, 
Reliability) Reliability) 

PUPS OptimizationPUPS Optimization

Reverse EngineeringReverse Engineering

Inventory ReductionInventory Reduction

Competitive Bidding Cost Reduction (CR Machine)Competitive Bidding Cost Reduction (CR Machine)

Technology Technology UpgradeUpgrade

VAVE Workshop FacilitationVAVE Workshop Facilitation

Unique methodology with Unique methodology with Value IndexValue Index

Complemented byComplemented by PCM the Cost BusterPCM the Cost Buster Software toolSoftware tool

Professional Training in: Professional Training in: 

Value Engineering Value Engineering 
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IntroductionIntroduction

Rigorous VE methodology is not often used in 
product development

New product introduction, misses target cost at 
the expense of product functionalities and time to 
market.

Long production ramp up, allowing product cost 
alignments' are things of the past,  Product cost 
target must be met up front.
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Time to Cost ObjectivesTime to Cost Objectives

Product Optimization to meet:Product Optimization to meet:

Customers expectationsCustomers expectations

Organization ValuesOrganization Values

True Target CostTrue Target Cost

Best in classBest in class

Time to costTime to cost
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Product Definition and Target Cost.Product Definition and Target Cost.

FeaturesFeatures
CostCost

FunctionFunction
CostCost

ComponentsComponents
CostCost

ReverseReverse
EngineeringEngineering

CustomersCustomers
ValuesValues

Features Features 
Market ValueMarket Value

MarketMarket
ResearchResearch

Target Target 
Profit MarginProfit Margin

Profit
Planning

Product
Strategy

ProductProduct
FeaturesFeatures

Target ProductTarget Product
Market PriceMarket Price

Target
Cost

Competitors Products
Publications
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Design to Cost.Design to Cost.

Features Features 
CostCost

Functions Functions 
Target CostTarget Cost

Features Features 
Target CostTarget CostTarget

Cost

CustomersCustomers
ValuesValues

Functions Functions 
CostCost

IdeasIdeas
EvaluationEvaluation

EvaluationsEvaluations
Criteria'sCriteria's

Ideas GenerationsIdeas Generations

ComponentsComponents
CostsCosts

DVIDVIMVIMVI

Note: MVI (DVI) Indicate the cost deviation 
of Features (Functions) from optimum
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Features AnalysisFeatures Analysis
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Functional AnalysisFunctional Analysis
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Features Analysis: Marketing Value IndexFeatures Analysis: Marketing Value Index

Notes: 

Costs are relative 
to target.

Importance

Cost
VI =
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Functional Analysis: Design Value IndexFunctional Analysis: Design Value Index

Notes: 

Costs are relative 
to target.

Importance

Cost
VI =
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Brain StormingBrain Storming
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Ideas EvaluationIdeas Evaluation

Cost Reduction Cost Reduction 
Value IndexValue Index

Business Business 
AttributesAttributes

RisksRisks
AttributesAttributes

FeatureFeature
costcost

CustomersCustomers
ValuesValues

RiskRisk
Value IndexValue Index

BusinessBusiness
Value IndexValue Index

Market Market 
Value IndexValue Index

TotalTotal
IdeasIdeas

Value Value 
IndexIndex

IdeasIdeas

ComponentsComponents FunctionFunction
costcost

Design Design 
Value IndexValue Index

Business Model Transfer FunctionBusiness Model Transfer Function
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Value Index Principles : Value Index Principles : 
Product ValuesProduct Values

Functions ValuesFunctions Values

Identify the functions provided by componentsIdentify the functions provided by components

Establish the costs per function. Establish the costs per function. 

Features ValuesFeatures Values

Identify the product features perceived by customers, and providIdentify the product features perceived by customers, and provided ed 
by the functionsby the functions

Establish the costs per feature. Establish the costs per feature. 

Customers ValuesCustomers Values

Customers uses features, customers values quantify the importancCustomers uses features, customers values quantify the importance e 
of such feature. This is where the customer voice is entered intof such feature. This is where the customer voice is entered into the o the 
equation.equation.

Functions ImportanceFunctions Importance

Defined as the importance of the functions in delivering the reqDefined as the importance of the functions in delivering the required uired 
features at the customer required cost (value).features at the customer required cost (value).
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Value Index Principles : Value Index Principles : 
DefinitionsDefinitions

Function Importance

Function Cost
Function Value IndexFunction Value Index =

Customer RankingCustomer Ranking

FeatureFeature Cost
Feature Value IndexFeature Value Index =

It is also called:
Marketing Value Index

This too is also called:
Design Value Index
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Value Index Principles : Value Index Principles : 
Improvement ValuesImprovement Values

Marketing Value Index.Marketing Value Index.

Quantify the impact of an idea on functions cost, knowing the reQuantify the impact of an idea on functions cost, knowing the relation between functions and lation between functions and 
features, compute the impact of such idea on features cost, thenfeatures, compute the impact of such idea on features cost, then derive the variation of features derive the variation of features 
Value Index or Marketing Value Index.Value Index or Marketing Value Index.

Cost Reductions Value Index.Cost Reductions Value Index.

Defined as  the contribution of an idea into the total target saDefined as  the contribution of an idea into the total target saving. ving. 

Risk Value Index.Risk Value Index.

Define and quantify all risks such as Technical, Financial, ResoDefine and quantify all risks such as Technical, Financial, Resourceurce……....

Quantify their impacts on each generated idea.Quantify their impacts on each generated idea.

Business Value Index.Business Value Index.

Define and quantify business enhancements attributes such as: LeDefine and quantify business enhancements attributes such as: Lead times, Components ad times, Components 
Portfolio, Company image, Quality and Reliability ratings etcPortfolio, Company image, Quality and Reliability ratings etc……

Quantify their impacts on each generated idea.Quantify their impacts on each generated idea.

Total Value Index.Total Value Index.

A linear combination of all above, revealing the true value of aA linear combination of all above, revealing the true value of an idea.n idea.
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Evaluations CriteriaEvaluations Criteria’’s: s: 
Values DefinitionsValues Definitions

Customers Values Customers Values Marketing Value IndexMarketing Value Index

Business ValuesBusiness Values Business Value IndexBusiness Value Index

Risk ValuesRisk Values Risk Value IndexRisk Value Index

Cost Reductions ValuesCost Reductions Values CR Value IndexCR Value Index

Total ValueTotal Value Total Value IndexTotal Value Index
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Ranking methodsRanking methods
Priority Ranking - provides rank order importance of requirements by nominally ranking them from 
highest to lowest priority.

Multi-voting - indicates importance based upon the absolute number of votes each requirement 
receives.  Typically participants are given a number of votes which are equivalent with a third of the 
requirements.

Linear Rating Scale - denotes requirement priorities on a scale of 1-5 or 1-10.  Respondents indicate 
preferences on the scale selected for the inquiry.

Constant Sum - demonstrates customer priorities based upon the total number of points participants 
assign to requirements.  Frequently customers are giving 100 points and allowed to assign them as they 
will to the set of requirements.  Some analysis is required to examine if any participants skewed the 
results.

Dollar Distribution - customers divvy up perhaps $100 or $1000 to understand how customers make 
buying choices and which features are associated with the most value (priorities).

Kano Survey - identifies requirements which are expected, satisfiers and exciters.  It asks the same 
question twice in a positive and negative manner such as  “If I had .  .  .  ”, and  “If I didn’t have .  .  .”.

Analytic Hierarchy Process - provides the importance of requirements 
as percentages based upon forced pair comparisons.

Conjoint Analysis - develops the best combination of requirements at various product levels such as 
basic versus luxury through forced ratings of different combinations and intensity levels.
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Customer Value IndexCustomer Value Index
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Business Value IndexBusiness Value Index
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Risk Value IndexRisk Value Index
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Cost Reductions ValuesCost Reductions Values

E.g.E.g. Idea Annual Saving:Idea Annual Saving: 120K120K

Workshop Target Saving:Workshop Target Saving: 1M1M

CR Value Index:CR Value Index: 120K/1M= 0.12120K/1M= 0.12

CVI=
Net unit Savings

Target Total Savings

Defined as the idea contribution into target saving.Defined as the idea contribution into target saving.
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Total Value IndexTotal Value Index

Linear Combination of all Value Indexes

α.MVI+β.BVI+γ.RVI+δ.CVI

α+β+γ+δ
TVI =

Where α,β,γ,δ are defined as attribute importance parameters, set to 
define the business needs.
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EvaluationEvaluation

End
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•The scenario: 
There’s never time to do it right,
but always to do it over.

• is now replaced by: 
Do it right upfront 

•Thanks to VE methodologies, assisted 
by VE software tools.

Conclusion
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Future DevelopmentFuture Development

Integration with Cost Reduction Machine Results.Integration with Cost Reduction Machine Results.

Integration of design CR Projects.Integration of design CR Projects.

Remote Value Index Workshops. (VAVE on the WEB)Remote Value Index Workshops. (VAVE on the WEB)

Projects Scheduling and Status ReportingProjects Scheduling and Status Reporting
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