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CREATING AND DELIVERING YOUR VALUE PROPOSITION
MANAGING CUSTOMER EXPERIENCE FOR PROFIT
Kogan Page Publishers In recent years, developing a value proposition has become a
prime consideration for businesses. A value proposition is an analysis and quantiﬁed
review of the business beneﬁts, costs and value that a company can deliver to
prospective customers and customer segments. Creating and Delivering your Value
Proposition provides guidance for business leaders - demonstrating why having a
strong value proposition is so important for a company. This practical new title shows
readers how to build, deliver and harness value propositions to create proﬁtable
growth for a business, by utilizing the experience of clients and customers. Featuring
global case studies and examples, Creating and Delivering your Value Proposition is
an essential guide to understanding and developing a value-focused strategy for all
senior practitioners.

SELLING YOUR VALUE PROPOSITION
HOW TO TRANSFORM YOUR BUSINESS INTO A SELLING
ORGANIZATION
Kogan Page Publishers A value proposition is created from the combination of a
company's products and services, and the value gained by the customer. It is used
to drive better business, and is essential to success for any business - without it,
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companies are at risk of losing customers and being drowned out in crowded
marketplaces. Selling Your Value Proposition is a practical, user-friendly guide to
establishing a streamlined customer-centric selling process to communicate and
express value propositions, enabling companies to convey their value-creating
stories to customers consistently. Featuring case studies and interviews with
renowned business leaders and inﬂuencers, Selling Your Value Proposition
demonstrates how value propositions adeptly position a business across a range of
industries. The techniques and skills shared have all been honed through the
authors' experience with more than 600 companies around the world, and clear,
step-by-step guidelines will empower all readers to eﬀectively focus their value
propositions for competitive success.

VALUE PROPOSITION DESIGN
HOW TO CREATE PRODUCTS AND SERVICES CUSTOMERS WANT
John Wiley & Sons The authors of the international bestseller Business Model
Generation explain how to create value propositions customers can’t resist Value
Proposition Design helps you tackle the core challenge of every business — creating
compelling products and services customers want to buy. This highly practical book,
paired with its online companion, will teach you the processes and tools you need to
create products that sell. Using the same stunning visual format as the authors’
global bestseller, Business Model Generation, this sequel explains how to use the
“Value Proposition Canvas” to design, test, create, and manage products and
services customers actually want. Value Proposition Design is for anyone who has
been frustrated by new product meetings based on hunches and intuitions; it’s for
anyone who has watched an expensive new product launch fail in the market. The
book will help you understand the patterns of great value propositions, get closer to
customers, and avoid wasting time with ideas that won’t work. You’ll learn the
simple process of designing and testing value propositions, that perfectly match
customers’ needs and desires. In addition the book gives you exclusive access to an
online companion on Strategyzer.com. You will be able to assess your work, learn
from peers, and download pdfs, checklists, and more. Value Proposition Design is an
essential companion to the ”Business Model Canvas” from Business Model
Generation, a tool embraced globally by startups and large corporations such as
MasterCard, 3M, Coca Cola, GE, Fujitsu, LEGO, Colgate-Palmolive, and many more.
Value Proposition Design gives you a proven methodology for success, with value
propositions that sell, embedded in proﬁtable business models."
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John Wiley & Sons The authors of the international bestseller Business Model
Generation explain how to create value propositions customers can’t resist Value
Proposition Design helps you tackle a core challenge of every business — creating
compelling products and services customers want to buy. This practical book, paired
with its online companion, will teach you the processes and tools you need to

2

Creating And Delivering Your Value Proposition Managing Customer
Experience For Proﬁt

24-09-2022

key=Managing

Creating And Delivering Your Value Proposition Managing Customer Experience
For Proﬁt

3

succeed. Using the same stunning visual format as the authors’ global bestseller,
Business Model Generation, this sequel explains how to use the “Value Proposition
Canvas” a practical tool to design, test, create, and manage products and services
customers actually want. Value Proposition Design is for anyone who has been
frustrated by business meetings based on endless conversations, hunches and
intuitions, expensive new product launches that blew up, or simply disappointed by
the failure of a good idea. The book will help you understand the patterns of great
value propositions, get closer to customers, and avoid wasting time with ideas that
won’t work. You’ll learn the simple but comprehensive process of designing and
testing value propositions, taking the guesswork out of creating products and
services that perfectly match customers’ needs and desires. Practical exercises,
illustrations and tools help you immediately improve your product, service, or new
business idea. In addition the book gives you exclusive access to an online
companion on Strategyzer.com. You will be able to complete interactive exercises,
assess your work, learn from peers, and download pdfs, checklists, and more. Value
Proposition Design complements and perfectly integrates with the ”Business Model
Canvas” from Business Model Generation, a tool embraced by startups and large
corporations such as MasterCard, 3M, Coca Cola, GE, Fujitsu, LEGO, ColgatePalmolive, and many more. Value Proposition Design gives you a proven
methodology for success, with value propositions that sell, embedded in proﬁtable
business models.

VALUE PROPOSITION
FAST TRACK
Createspace Independent Publishing Platform Creating & Delivering Your Value
Proposition: Managing Value proposition for Proﬁt How do we measure improved
Value proposition service perception, and satisfaction? How do we go about
Comparing Value proposition approaches/solutions? Who will be responsible for
making the decisions to include or exclude requested changes once Value
proposition is underway? What are the business goals Value proposition is aiming to
achieve? This powerful Value proposition self-assessment will make you the assured
Value proposition domain leader by revealing just what you need to know to be
ﬂuent and ready for any Value proposition challenge. How do I reduce the eﬀort in
the Value proposition work to be done to get problems solved? How can I ensure that
plans of action include every Value proposition task and that every Value proposition
outcome is in place? How will I save time investigating strategic and tactical options
and ensuring Value proposition opportunity costs are low? How can I deliver tailored
Value proposition advise instantly with structured going-forward plans? There's no
better guide through these mind-expanding questions than acclaimed best-selling
author Gerard Blokdyk. Blokdyk ensures all Value proposition essentials are covered,
from every angle: the Value proposition self-assessment shows succinctly and clearly
that what needs to be clariﬁed to organize the business/project activities and
processes so that Value proposition outcomes are achieved. Contains extensive
criteria grounded in past and current successful projects and activities by
experienced Value proposition practitioners. Their mastery, combined with the
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uncommon elegance of the self-assessment, provides its superior value to you in
knowing how to ensure the outcome of any eﬀorts in Value proposition are
maximized with professional results. Your purchase includes access to the $249
value Value proposition self-assessment dashboard download which gives you your
dynamically prioritized projects-ready tool and shows your organization exactly what
to do next. Your exclusive instant access details can be found in your book.

BUSINESS MODEL GENERATION
A HANDBOOK FOR VISIONARIES, GAME CHANGERS, AND
CHALLENGERS
John Wiley & Sons Business Model Generation is a handbook for visionaries, game
changers, and challengers striving to defy outmoded business models and design
tomorrow's enterprises. If your organization needs to adapt to harsh new realities,
but you don't yet have a strategy that will get you out in front of your competitors,
you need Business Model Generation. Co-created by 470 "Business Model Canvas"
practitioners from 45 countries, the book features a beautiful, highly visual, 4-color
design that takes powerful strategic ideas and tools, and makes them easy to
implement in your organization. It explains the most common Business Model
patterns, based on concepts from leading business thinkers, and helps you
reinterpret them for your own context. You will learn how to systematically
understand, design, and implement a game-changing business model--or analyze
and renovate an old one. Along the way, you'll understand at a much deeper level
your customers, distribution channels, partners, revenue streams, costs, and your
core value proposition. Business Model Generation features practical innovation
techniques used today by leading consultants and companies worldwide, including
3M, Ericsson, Capgemini, Deloitte, and others. Designed for doers, it is for those
ready to abandon outmoded thinking and embrace new models of value creation: for
executives, consultants, entrepreneurs, and leaders of all organizations. If you're
ready to change the rules, you belong to "the business model generation!"

VALUE PROPOSITION
FAST TRACK
Createspace Independent Publishing Platform Creating & Delivering Your Value
Proposition: Managing Value proposition for Proﬁt How do we measure improved
Value proposition service perception, and satisfaction? How do we go about
Comparing Value proposition approaches/solutions? Who will be responsible for
making the decisions to include or exclude requested changes once Value
proposition is underway? What are the business goals Value proposition is aiming to
achieve? This powerful Value proposition self-assessment will make you the assured
Value proposition domain leader by revealing just what you need to know to be
ﬂuent and ready for any Value proposition challenge. How do I reduce the eﬀort in
the Value proposition work to be done to get problems solved? How can I ensure that
plans of action include every Value proposition task and that every Value proposition
outcome is in place? How will I save time investigating strategic and tactical options
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and ensuring Value proposition opportunity costs are low? How can I deliver tailored
Value proposition advise instantly with structured going-forward plans? There's no
better guide through these mind-expanding questions than acclaimed best-selling
author Gerard Blokdyk. Blokdyk ensures all Value proposition essentials are covered,
from every angle: the Value proposition self-assessment shows succinctly and clearly
that what needs to be clariﬁed to organize the business/project activities and
processes so that Value proposition outcomes are achieved. Contains extensive
criteria grounded in past and current successful projects and activities by
experienced Value proposition practitioners. Their mastery, combined with the
uncommon elegance of the self-assessment, provides its superior value to you in
knowing how to ensure the outcome of any eﬀorts in Value proposition are
maximized with professional results. Your purchase includes access to the $249
value Value proposition self-assessment dashboard download which gives you your
dynamically prioritized projects-ready tool and shows your organization exactly what
to do next. Your exclusive instant access details can be found in your book.

RAINMAKING CONVERSATIONS
INFLUENCE, PERSUADE, AND SELL IN ANY SITUATION
John Wiley & Sons Conversations make or break everything in sales. Every
conversation you have is an opportunity to ﬁnd new prospects, win new customers,
and increase sales. Rainmaking Conversations provides a proven system for leading
masterful conversations that ﬁll the pipeline, secure new deals, and maximize the
potential of your account. Rainmaking Conversations oﬀers a research-based, ﬁeldtested, and practical selling approach that will help you master the art of the sales
conversation. This proven system revolves around the acronym RAIN, which stands
for Rapport, Aspirations and Aﬄictions, Impact, and New Reality. You'll learn how to
ask your prospects and clients the right questions, and help them set the agenda for
success. Armed with the knowledge of the markets you serve, the common needs of
prospects, and how your products and services can help, you can become a trusted
advisor to your clients during and after the sale. With the RAIN system, you'll be able
to: Build rapport and trust from the ﬁrst contact Create conversations with
prospects, referral sources, and clients using the telephone, email, and mail Uncover
the real need behind client challenges Make the case for improved business impact
and return on investment (ROI) for your prospects Understand and communicate
your value proposition Apply the 16 principles of inﬂuence in sales Overcome and
prevent all types of objections, including money Craft proﬁtable solutions and close
the deal The world-class RAIN SellingSM methodology has helped tens of thousands
of people lead powerful sales conversations and achieve breakthrough sales
performance. Start bridging the gap between "hello" and proﬁtable relationships
today.

MANAGING VALUE PROPOSITIONS IN SERVICE ECOSYSTEMS
Springer Nature Julian Boha explores value propositions in ecosystems as they play
an important role in communicating how a company aims to provide value to
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business partners and customers. Value propositions are used in our everyday
language, yet the concept remains ambiguous as there is a lack of empirical
evidence about value propositions and their formal development process. The author
provides a much-needed understanding of value propositions within the context of
ecosystems and oﬀers tools to systematically create value propositions and
orchestrate ecosystems to foster innovation. Further, this book advances to the
current understanding of value propositions and their application in the context of
innovative ecosystems. 

THE HR VALUE PROPOSITION
Harvard Business Press The international best seller Human Resource Champions
helped set the HR agenda for the 1990s and enabled HR professionals to become
strategic partners in their organizations. But earning a seat at the executive table
was only the beginning. Today's HR leaders must also bring substantial value to that
table. Drawing on their 16-year study of over 29,000 HR professionals and line
managers, leading HR experts Dave Ulrich and Wayne Brockbank propose The HR
Value Proposition. The authors argue that HR value creation requires a deep
understanding of external business realities and how key stakeholders both inside
and outside the company deﬁne value. Ulrich and Brockbank provide practical tools
and worksheets for leveraging this knowledge to create HR practices, build
organizational capabilities, design HR strategy, and marshal resources that create
value for customers, investors, executives, and employees. Written by the ﬁeld's
premier trailblazers, this book charts the path HR professionals must take to help
lead their organizations into the future. Ulrich is a professor at the University of
Michigan School of Business and the author of 12 books and more than 100 articles
on the subject of human resources. Brockbank is a clinical professor of business at
the University of Michigan School of Business, the author of award-winning papers on
HR strategy, and an adviser to top global organizations.

STRATEGY THAT WORKS
HOW WINNING COMPANIES CLOSE THE STRATEGY-TO-EXECUTION
GAP
Harvard Business Review Press How to close the gap between strategy and
execution Two-thirds of executives say their organizations don’t have the capabilities
to support their strategy. In Strategy That Works, Paul Leinwand and Cesare Mainardi
explain why. They identify conventional business practices that unintentionally
create a gap between strategy and execution. And they show how some of the best
companies in the world consistently leap ahead of their competitors. Based on new
research, the authors reveal ﬁve practices for connecting strategy and execution
used by highly successful enterprises such as IKEA, Natura, Danaher, Haier, and
Lego. These companies: • Commit to what they do best instead of chasing multiple
opportunities • Build their own unique winning capabilities instead of copying others
• Put their culture to work instead of struggling to change it • Invest where it matters
instead of going lean across the board • Shape the future instead of reacting to it
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Packed with tools you can use for building these ﬁve practices into your organization
and supported by in-depth proﬁles of companies that are known for making their
strategy work, this is your guide for reconnecting strategy to execution.

THE LEAN PRODUCT PLAYBOOK
HOW TO INNOVATE WITH MINIMUM VIABLE PRODUCTS AND RAPID
CUSTOMER FEEDBACK
John Wiley & Sons The missing manual on how to apply Lean Startup to build
products that customers love The Lean Product Playbook is a practical guide to
building products that customers love. Whether you work at a startup or a large,
established company, we all know that building great products is hard. Most new
products fail. This book helps improve your chances of building successful products
through clear, step-by-step guidance and advice. The Lean Startup movement has
contributed new and valuable ideas about product development and has generated
lots of excitement. However, many companies have yet to successfully adopt Lean
thinking. Despite their enthusiasm and familiarity with the high-level concepts, many
teams run into challenges trying to adopt Lean because they feel like they lack
speciﬁc guidance on what exactly they should be doing. If you are interested in Lean
Startup principles and want to apply them to develop winning products, this book is
for you. This book describes the Lean Product Process: a repeatable, easy-to-follow
methodology for iterating your way to product-market ﬁt. It walks you through how
to: Determine your target customers Identify underserved customer needs Create a
winning product strategy Decide on your Minimum Viable Product (MVP) Design your
MVP prototype Test your MVP with customers Iterate rapidly to achieve productmarket ﬁt This book was written by entrepreneur and Lean product expert Dan Olsen
whose experience spans product management, UX design, coding, analytics, and
marketing across a variety of products. As a hands-on consultant, he reﬁned and
applied the advice in this book as he helped many companies improve their product
process and build great products. His clients include Facebook, Box, Hightail,
Epocrates, and Medallia. Entrepreneurs, executives, product managers, designers,
developers, marketers, analysts and anyone who is passionate about building great
products will ﬁnd The Lean Product Playbook an indispensable, hands-on resource.

CONSULTING SUCCESS
THE PROVEN GUIDE TO START, RUN AND GROW A SUCCESSFUL
CONSULTING BUSINESS
Consulting Success How can you take your skills and expertise and package and
present it to become a successful consultant? There are proven time-tested
principles, strategies, tactics and best-practices the most successful consultants use
to start, run and grow their consulting business. Consulting Success teaches you
what they are. In this book you'll learn: - How to position yourself as a leading expert
and authority in your marketplace - Eﬀective marketing and branding materials that
get the attention of your ideal clients - Strategies to increase your fees and earn
more with every project - The proposal template that has generated millions of
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dollars in consulting engagements - How to develop a pipeline of business and
attract ideal clients - Productivity secrets for consultants including how to get more
done in one week than most people do in a month - And much, much more

CO-CREATION
RESHAPING BUSINESS AND SOCIETY IN THE ERA OF BOTTOM-UP
ECONOMICS
Springer Across several industries, we are observing a paradigm shift from
traditional, ﬁrm-centric and top-down value creation to more open and collaborative
approaches, also referred to as bottom-up economics. The boundaries of ﬁrms
dissolve and external actors (customers, user, suppliers etc.) enter the domain of
value creation by means of advanced information and communication technologies.
These new and evolving patterns require a renewed and interdisciplinary
understanding of how co-creation enables organizations to reshape business and
society. With contributions from industrial and academic experts, this book provides
deep insights into the theory and practice of bottom-up economics, and addresses
the major opportunities and challenges that have emerged in the era of co-creation.
A must read for decision-makers looking to innovate their companies' business
models—from ideation to marketing. Dr.-Ing. Michaela Colla, K-GXI Leader – Industry
4.0 at Volkswagen Simply put, co-creation is the future of work. With technology
morphing the way we work and young people wanting to tackle problems that
matter, co-creation is the sandbox where the world can come together to solve big
challenges. Plus, co-creation rapidly delivers products with built-in market ﬁt. Megan
Brewster, Vice President of Advanced Manufacturing at Launch Forth Successful
leaders will co-create the future. This book is an excellent starting point.Jürgen Bilo,
Managing Director co-pace GmbH, The Startup Organisation of Continental AG

INNOVATION, INTERNATIONALIZATION AND ENTREPRENEURSHIP
MDPI Over the past years, businesses have had to tackle the issues caused by
numerous forces from political, technological and societal environment. The changes
in the global market and increasing uncertainty require us to focus on disruptive
innovations and to investigate this phenomenon from diﬀerent perspectives. The
beneﬁts of innovations are related to lower costs, improved eﬃciency, reduced risk,
and better response to the customers’ needs due to new products, services or
processes. On the other hand, new business models expose various risks, such as
cyber risks, operational risks, regulatory risks, and others. Therefore, we believe that
the entrepreneurial behavior and global mindset of decision-makers signiﬁcantly
contribute to the development of innovations, which beneﬁt by closing the prevailing
gap between developed and developing countries. Thus, this Special Issue
contributes to closing the research gap in the literature by providing a platform for a
scientiﬁc debate on innovation, internationalization and entrepreneurship, which
would facilitate improving the resilience of businesses to future disruptions.
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COMPETING AGAINST LUCK
THE STORY OF INNOVATION AND CUSTOMER CHOICE
HarperCollins The foremost authority on innovation and growth presents a pathbreaking book every company needs to transform innovation from a game of chance
to one in which they develop products and services customers not only want to buy,
but are willing to pay premium prices for. How do companies know how to grow?
How can they create products that they are sure customers want to buy? Can
innovation be more than a game of hit and miss? Harvard Business School professor
Clayton Christensen has the answer. A generation ago, Christensen revolutionized
business with his groundbreaking theory of disruptive innovation. Now, he goes
further, oﬀering powerful new insights. After years of research, Christensen has
come to one critical conclusion: our long held maxim—that understanding the
customer is the crux of innovation—is wrong. Customers don’t buy products or
services; they "hire" them to do a job. Understanding customers does not drive
innovation success, he argues. Understanding customer jobs does. The "Jobs to Be
Done" approach can be seen in some of the world’s most respected companies and
fast-growing startups, including Amazon, Intuit, Uber, Airbnb, and Chobani yogurt, to
name just a few. But this book is not about celebrating these successes—it’s about
predicting new ones. Christensen contends that by understanding what causes
customers to "hire" a product or service, any business can improve its innovation
track record, creating products that customers not only want to hire, but that they’ll
pay premium prices to bring into their lives. Jobs theory oﬀers new hope for growth
to companies frustrated by their hit and miss eﬀorts. This book carefully lays down
Christensen’s provocative framework, providing a comprehensive explanation of the
theory and why it is predictive, how to use it in the real world—and, most
importantly, how not to squander the insights it provides.

THE ART AND SCIENCE OF MARKETING
MARKETING FOR MARKETING MANAGERS
Oxford University Press, USA The book blends the art of marketing (implementing
programs to attain and retain customers) with the science of marketing (what we
know from research about markets, customer behaviour, et cetera) to provide insight
for marketing managers about how to implement marketing more eﬀectively to both
create and capture the value of the oﬀers they make to their target customers. In
the process it questions the usefulness of some of the more recent marketing fads.
Clearly written and presented the book is ideal for advanced and professional
students of marketing, as well as marketing professionals.

START WITH WHY
HOW GREAT LEADERS INSPIRE EVERYONE TO TAKE ACTION
Penguin The inspirational bestseller that ignited a movement and asked us to ﬁnd
our WHY Discover the book that is captivating millions on TikTok and that served as
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the basis for one of the most popular TED Talks of all time—with more than 56
million views and counting. Over a decade ago, Simon Sinek started a movement
that inspired millions to demand purpose at work, to ask what was the WHY of their
organization. Since then, millions have been touched by the power of his ideas, and
these ideas remain as relevant and timely as ever. START WITH WHY asks (and
answers) the questions: why are some people and organizations more innovative,
more inﬂuential, and more proﬁtable than others? Why do some command greater
loyalty from customers and employees alike? Even among the successful, why are so
few able to repeat their success over and over? People like Martin Luther King Jr.,
Steve Jobs, and the Wright Brothers had little in common, but they all started with
WHY. They realized that people won't truly buy into a product, service, movement, or
idea until they understand the WHY behind it. START WITH WHY shows that the
leaders who have had the greatest inﬂuence in the world all think, act and
communicate the same way—and it's the opposite of what everyone else does. Sinek
calls this powerful idea The Golden Circle, and it provides a framework upon which
organizations can be built, movements can be led, and people can be inspired. And it
all starts with WHY.

PLAYING TO WIN
HOW STRATEGY REALLY WORKS
Harvard Business Press Explains how companies must pinpoint business strategies to
a few critically important choices, identifying common blunders while outlining
simple exercises and questions that can guide day-to-day and long-term decisions.

VALUE-OLOGY
ALIGNING SALES AND MARKETING TO SHAPE AND DELIVER
PROFITABLE CUSTOMER VALUE PROPOSITIONS
Springer This book oﬀers both marketing and sales professionals a rare combined
insight into both worlds to continuously capture customer intelligence and create
value, by blending detailed research with academic rigor and commercial experience
of the authors in both Europe and North America. It has never been easier to
produce great marketing content and sales collateral. And yet, 90% of the content
that marketing produces is NEVER used by sales. Why not? Because it’s not relevant
to the audience or the prospect doesn’t even know the content exists. Furthermore
58% of deals end up in “no decision” because Sales has not presented value
eﬀectively. Companies are creating lots of noise but failing to resonate with the
customers. So what? The danger, aside from marketing wasting tens of millions of
dollars on ineﬀective content and tools, is that customers will disengage. 94% of
prospects say they have completely disengaged with vendors because of irrelevant
content. In order to grow fast, the authors argue, Sales and Marketing teams need to
slow down. They need to work together to truly understand their customers’ needs,
wants, motivations and pain points so that they can oﬀer customized “value”. The
book sets out how to establish a formal program to continuously capture customer
intelligence and insights – the shiny gems of understanding that help prospects to
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connect the dots – so that value can be consistently articulated in marketing and
sales conversations. By integrating the best ideas and practice from commercial
experience and academic research the authors show how to create value across the
entire marketing and sales value chain – not only get a new customer, but to
continue to create value for future purchases by creating “post-sales” value.

INCREASING MANAGEMENT RELEVANCE AND COMPETITIVENESS
PROCEEDINGS OF THE 2ND GLOBAL CONFERENCE ON BUSINESS,
MANAGEMENT AND ENTREPRENEURSHIP (GC-BME 2017), AUGUST 9,
2017, UNIVERSITAS AIRLANGGA, SURABAYA, INDONESIA
CRC Press Increasing Management Relevance and Competitiveness contains the
papers presented at the Global Conference on Business, Management and
Entrepreneurship (the 2nd GC-BME 2017), Surabaya, Indonesia on the 9th of August,
2017. The book covers 7 topics: 1. Organizational Behavior, Leadership, and Human
Resources Management 2. Innovation, Operations and Supply Chain Management 3.
Marketing Management 4. Financial Management and Accounting 5. Strategic
Management, Entrepreneurship, and Contemporary Issues 6. Green Business 7.
Management and Economics Education.

CLUED IN
HOW TO KEEP CUSTOMERS COMING BACK AGAIN AND AGAIN
Pearson Education Good, bad, or indiﬀerent, every customer has an experience with
your company and the products or services you provide. But few businesses really
manage that customer experience, so they lose the chance to transform customers
into lifetime customers. In this book, Lou Carbone shows exactly how to engineer
world-class customer experiences, one clue at a time. Carbone draws on the latest
neuroscientiﬁc research to show how customers transform physical and emotional
sensations into powerful perceptions of your business... perceptions that crystallize
into attitudes that dictate everything from satisfaction to loyalty. And he explains
how to assess and audit existing customer experiences, design and implement new
ones... and "steward" them over time, to ensure that they remain outstanding, no
matter how your customers change.

THE AMERICAN RETAIL VALUE PROPOSITION
CRAFTING UNIQUE EXPERIENCES AT COMPELLING PRICES
University of Toronto Press The American economy is profoundly dependent on the
success of its retailers and the strength of its consumer spending. Yet, how do
leading retailers create value for their customers? To a large extent this has been
accomplished by streamlining operations and a decades-long focus on cost cutting
and price competitiveness. Today, retailers realize that they need to discover new
ways to diﬀerentiate themselves and attract consumer spending. The American
Retail Value Proposition provides the framework for building that diﬀerentiation and
establishing a competitive advantage that goes beyond price discounting. This
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framework is based on more than a decade of research, including hundreds of hours
of interviews with executives from the world's leading retailers, including Starbucks,
Walmart, Apple, Amazon, and Lowe's. Whether you are an aspiring merchant or an
industry veteran, this book's strategic framework will help you build a solid
foundation for your business in today's ever-evolving retail marketplace.

ORGANIZING FOR SUSTAINABILITY
A GUIDE TO DEVELOPING NEW BUSINESS MODELS
Springer Nature This upper-level Open Access textbook aims to educate students
and professionals on how to develop business models that have a positive impact on
people, society, and the social and ecological environment. It explores a diﬀerent
view of how to organize value creation, from a focus on an almost exclusively
monetary value creation to one that creates positive impact through multiple values.
The book oﬀers students and entrepreneurs a structured approach based through
the Business Model Template (BMT). It consists of three stages and ten building
blocks to facilitate the development of a business model. Users, be they students or
practitioners, need to choose from one of the three oﬀered business model
archetypes, namely the platform, community, or circular business models. Each
archetype oﬀers a dedicated logic for vale creation. The book can be used to develop
a business model from scratch (turning an idea into a working prototype) or to
transform an existing business model into one of the three archetypes. Throughout
the book extra sources, links to relevant online video clips, assignments and
literature are oﬀered to facilitate the development process. This book will be of
interest to students studying the development of business models, sustainable
management, innovation, and value creation. It will also be of interest executives,
and professionals such as consultants or social entrepreneurs seeking further
education.--

STRATEGIES FOR TEAM SCIENCE SUCCESS
HANDBOOK OF EVIDENCE-BASED PRINCIPLES FOR CROSSDISCIPLINARY SCIENCE AND PRACTICAL LESSONS LEARNED FROM
HEALTH RESEARCHERS
Springer Nature Collaborations that integrate diverse perspectives are critical to
addressing many of our complex scientiﬁc and societal problems. Yet those engaged
in cross-disciplinary team science often face institutional barriers and collaborative
challenges. Strategies for Team Science Success oﬀers readers a comprehensive set
of actionable strategies for reducing barriers and overcoming challenges and
includes practical guidance for how to implement eﬀective team science practices.
More than 100 experts--including scientists, administrators, and funders from a wide
range of disciplines and professions-- explain evidence-based principles, highlight
state-of the-art strategies, tools, and resources, and share ﬁrst-person accounts of
how they’ve applied them in their own successful team science initiatives. While
many examples draw from cross-disciplinary team science initiatives in the health
domain, the handbook is designed to be useful across all areas of science. Strategies
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for Team Science Success will inspire and enable readers to embrace crossdisciplinary team science, by articulating its value for accelerating scientiﬁc
progress, and by providing practical strategies for success. Scientists,
administrators, funders, and others engaged in team science will also leave
equipped to develop new policies and practices needed to keep pace in our rapidly
changing scientiﬁc landscape. Scholars across the Science of Team Science (SciTS),
management, organizational, behavioral and social sciences, public health,
philosophy, and information technology, among other areas of scholarship, will ﬁnd
inspiration for new research directions to continue advancing cross-disciplinary team
science.

MEASURING AND COMMUNICATING SECURITY'S VALUE
A COMPENDIUM OF METRICS FOR ENTERPRISE PROTECTION
Elsevier In corporate security today, while the topic of information technology (IT)
security metrics has been extensively covered, there are too few knowledgeable
contributions to the signiﬁcantly larger ﬁeld of global enterprise protection.
Measuring and Communicating Security’s Value addresses this dearth of information
by oﬀering a collection of lessons learned and proven approaches to enterprise
security management. Authored by George Campbell, emeritus faculty of the
Security Executive Council and former chief security oﬃcer of Fidelity Investments,
this book can be used in conjunction with Measures and Metrics in Corporate
Security, the foundational text for security metrics. This book builds on that
foundation and covers the why, what, and how of a security metrics program, risk
reporting, insider risk, building inﬂuence, business alignment, and much more.
Emphasizes the importance of measuring and delivering actionable results Includes
real world, practical examples that may be considered, applied, and tested across
the full scope of the enterprise security mission Organized to build on a principal
theme of having metrics that demonstrate the security department’s value to the
corporation

STRATEGIC CAPABILITY RESPONSE ANALYSIS
THE CONVERGENCE OF INDUSTRIÉ 4.0, VALUE CHAIN NETWORK
MANAGEMENT 2.0 AND STAKEHOLDER VALUE-LED MANAGEMENT
Springer Nature This book integrates Industrié 4.0, Value Chain Network
Management 2.0, and Stakeholder Value-Led Management into a method, oﬀering
organizations an opportunity to be more analytical when making strategic decisions
for operations management activities. Strategic Capability Response Analysis
embraces the value expectations of all stakeholders in a business enterprise and
links them together with a demand-supply-response relationship. This convergence
delivers a focused “agile-rolling-value proposition” that optimizes the expectations
and the resources of its stakeholder constituents. The use of Strategic Capability
Response Analysis considers the implications of the changing environment of value
chain network management for the digital age. Industrié 4.0 has presented
numerous opportunities across all industries to improve both the eﬀectiveness of
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strategic decisions and the eﬃciency of their implementation to the network
stakeholders. As Industrié 4.0 is changing the characteristics of decision making, the
proposed model considers the impact of alternative solutions on the core business
model components of performance, proﬁtability, productivity, producibility,
partnerships and preservation. The book includes case studies to highlight current
management problems and how this approach can be used to help resolve those
issues.

GRASSROOTS STRATEGY
CULTIVATING B2B GROWTH FROM THE GROUND UP
Accelerating proﬁtable growth has been one of the long-standing challenges of
business executives. Even today, with stock markets booming and M&A activity
returning to record levels, organic growth is anemic for many companies. In our
experience, the root cause is a lack of strategy in the organization's thinking,
planning, and marketing. Many successful business leaders have built their careers
on execution and eﬃciency but have relatively little experience making the strategic
decisions that drive the top line. Lean, Six Sigma, and other eﬃciency-focused
methodologies are fantastic at answering questions around how to do things better,
but they are not suited to answer strategic questions around what they should do
and why. Through our experience, we realized that there are a set of core principles
and frameworks that can improve, sometimes dramatically, the selection and
targeting of growth opportunities and importantly, turn good ideas into good
businesses quickly and with more conﬁdence. Over time we realized that there was
nothing magical in the concepts we were using in our work. We do not claim to be
mystical seers interpreting some strategy oracle that only we can understand. And
that became our mission: to teach capable people at all levels of an organization
how to apply strategic concepts themselves. There are signiﬁcant advantages to
embedding strategic thinking capabilities throughout the organization. 1. Some of
the best organic growth ideas bubble up from lower levels of the organization. 2.
Embedding strategic thinking skills creates a more discerning audience for top-down
initiatives. 3. Leveraging this process over time will groom the next generation of
general managers for success 4. Building organizational strategic capabilities can be
a real diﬀerentiator in the B2B world. To accomplish this we developed Grassroots
Strategy, a seminar-based approach that teaches good strategic thinking by having
the participants apply what they're learning to actual challenges confronting their
business. This book walks through the approach and concepts that we teach and
apply during those seminars. The title of this book speaks to our perspective on
strategy. The best strategies are not dictated from an "ivory tower." Rather, they are
ﬁrmly rooted in the reality of the market and leverage the cross-functional
experience and intelligence of the entire organization. And once they take root,
these strategic principles not only lead to better targeted growth initiatives, they
provide the healthy foundation that is needed for a growth culture to thrive.
Throughout this book we take readers from strategy apprentice to journeyman
strategic thinker. We will show you how to apply proven strategy concepts and tools
within a framework that enables their use. With diligence and discipline, this process
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will separate the best growth ideas from the also-rans. And it will enable you to
redirect resources and accelerate the best ideas to deliver results more quickly. How
do we know this works? Well, our clients give us credit for hundreds of millions of
dollars of incremental operating proﬁt, and that's good enough for us. The number of
companies that would beneﬁt from our approach is far larger than those we can
reach with our consulting practice. Although there is no substitute for the full, weeklong Grassroots Strategy seminar experience, we created this book as a "do-ityourself" guide for those who want to encourage strategic thinking within their
organization from the ground up. Whatever your situation, this book is a convenient
way to share these concepts with all teams and individuals seeking strategic growth.
We hope you enjoy the journey.

THE INVINCIBLE COMPANY
HOW TO CONSTANTLY REINVENT YOUR ORGANIZATION WITH
INSPIRATION FROM THE WORLD'S BEST BUSINESS MODELS
John Wiley & Sons The long-awaited follow-up to the international bestsellers,
Business Model Generation and Value Proposition Design Alex Osterwalder and Yves
Pigneurs’ Business Model Canvas changed the way the world creates and plans new
business models. It has been used by corporations and startups and consultants
around the world and is taught in hundreds of universities. After years of researching
how the world’s best companies develop, test, and scale new business models, the
authors have produced their deﬁnitive work. The Invincible Company explains what
every organization can learn from the business models of the world’s most exciting
companies. The book explains how companies such as Amazon, IKEA, Airbnb,
Microsoft, and Logitech, have been able to create immensely successful businesses
and disrupt entire industries. At the core of these successes are not just great
products and services, but proﬁtable, innovative business models--and the ability to
improve existing business models while consistently launching new ones. The
Invincible Company presents practical new tools for measuring, managing, and
accelerating innovation, and strategies for reducing risk when launching new
business models. Serving as a blueprint for your growth strategy, The Invincible
Company explains how to constantly stay ahead of your competition. In-depth
chapters explain how to create new growth engines, change how products and
services are created and delivered, extract maximum proﬁt from each type of
business model, and much more. New tools—such as the Business Model Portfolio
Map, Innovation Metrics, Innovation Strategy Framework, and the Culture
Map—enable readers to understand how to design invincible companies. The
Invincible Company: ● Helps large and small companies build their growth strategy
and manage their core simultaneously ● Explains the world's best modern and
historic business models ● Provides tools to assess your business model, innovation
readiness, and all of your innovation projects Presented in striking 4-color, and
packed with practical visuals and tools, The Invincible Company is a must-have book
for business leaders, entrepreneurs, and innovation professionals.
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THE VALUE PROPOSITION: SIONNA'S COMMON SENSE PATH TO
INVESTMENT SUCCESS
Sionna Investment Managers Inc. If you're looking for advice on how to make a fast
buck and get an adrenalin high from investing, this book is not for you. If you're
looking to build wealth over time, Kim Shannon covers a common sense approach
that Sionna Investment Managers uses to manage money on behalf of its clients.
Shannon and her investment team follow a path well-established by the most
successful value investors: Benjamin Graham, David L. Dodd, Sir John Templeton,
Peter Lynch and the "world's greatest investor," Warren Buﬀett. However, Sionna
has a unique take on value — one that addresses the idiosyncrasies of concentrated
markets — like those within Canada. Despite proven success, value investing
struggles for respect, particularly during bubbles and declines when investors take
cues from headlines instead of reason and experience. Shannon discusses the
psychological impulses underlying mispriced stocks that become unmoored from
their intrinsic value. Citing examples, she endorses understanding investment
psychology and using relative value to buy illogically discounted shares. Suited for
investors at all levels, The Value Proposition reveals Sionna's quantitative and
qualitative processes and a "Sherlock Holmes" orientation to reading ﬁnancial
statements and assessing a company's management. After 30 successful years in
the hard knocks investment world, Shannon views herself fortunate to have found
her calling managing money for institutions and individuals. She describes the
unlikely journey that led to an industry that has only recently attracted women. Her
account of inﬂuential mentors, the merits of staying independent and her creation of
a strong Sionna culture make for an engaging and informative read.

THE DIGITAL TRANSFORMATION PLAYBOOK
RETHINK YOUR BUSINESS FOR THE DIGITAL AGE
Columbia University Press Rethink your business for the digital age. Every business
begun before the Internet now faces the same challenge: How to transform to
compete in a digital economy? Globally recognized digital expert David L. Rogers
argues that digital transformation is not about updating your technology but about
upgrading your strategic thinking. Based on Rogers's decade of research and
teaching at Columbia Business School, and his consulting for businesses around the
world, The Digital Transformation Playbook shows how pre-digital-era companies can
reinvigorate their game plans and capture the new opportunities of the digital world.
Rogers shows why traditional businesses need to rethink their underlying
assumptions in ﬁve domains of strategy—customers, competition, data, innovation,
and value. He reveals how to harness customer networks, platforms, big data, rapid
experimentation, and disruptive business models—and how to integrate these into
your existing business and organization. Rogers illustrates every strategy in this
playbook with real-world case studies, from Google to GE, from Airbnb to the New
York Times. With practical frameworks and nine step-by-step planning tools, he
distills the lessons of today's greatest digital innovators and makes them usable for
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businesses at any stage. Many books oﬀer advice for digital start-ups, but The Digital
Transformation Playbook is the ﬁrst complete treatment of how legacy businesses
can transform to thrive in the digital age. It is an indispensable guide for executives
looking to take their ﬁrms to the next stage of proﬁtable growth.

DIGITAL TRANSFORMATION IN THE CULTURAL HERITAGE SECTOR
CHALLENGES TO MARKETING IN THE NEW DIGITAL ERA
Springer Nature This book devises an alternative conceptual framework to
understand digital transformation in the cultural heritage sector. It achieves this by
placing a high importance on the role of technology in the strategic process of
modeling and developing cultural services in the digital era. The focus is on how
marketing activities and customer processes are being transformed by digital
technologies to create better value, which can also be communicated to customers
through an engaged and personalized approach. Much of the digital debate in
cultural heritage is still in infancy. Some existing studies are anecdotal and often
developed within the domain of established research streams, including studies with
some technological aspects addressed partially and from an episodic or periodic
perspective. Moreover, the critical changes that have emerged in the cultural
management landscape are yet to be highlighted. This book ﬁlls that gap and
provides a perspective on the cultural heritage sector, which uses the new social and
technology landscape to describe the digital transformation in cultural heritage
sectors. The authors highlight an inclusive perspective that addresses marketing
strategy in the digital era as a proactive, technology-enabled process by which ﬁrms
collaborate with customers to jointly create, communicate, deliver, and sustain
experience and value co-creation.

THE BUSINESS MODEL NAVIGATOR
55 MODELS THAT WILL REVOLUTIONISE YOUR BUSINESS
Pearson UK A strong business model is the bedrock to business success. But all too
often we fail to adapt, clinging to outdated models that are no longer delivering the
results we need. The brains behind The Business Model Navigator have discovered
that just 55 business models are responsible for 90% of the world's most successful
businesses. These 55 models – from the Add-On model used by Ryanair to the
Subscription model used by Spotify – provide the blueprints you need to
revolutionise your business and drive powerful change. As well as providing a
practical framework for adapting and innovating your business model, this book also
includes each of the 55 models in a quick-read format that covers: What it is Who
invented it and who uses it now When and how to apply it “An excellent toolkit for
developing your business model.” Dr Heinz Derenbach, CEO, Bosch Software
Innovations

THE DISCIPLINE OF MARKET LEADERS

17

18

CHOOSE YOUR CUSTOMERS, NARROW YOUR FOCUS, DOMINATE YOUR
MARKET
Basic Books Why is it that Casio can sell a calculator more cheaply than Kellogg's
can sell a box of corn ﬂakes? Why can FedEx “absolutely, positively” deliver your
package overnight but airlines have trouble keeping track of your bags? What does
your company do better than anyone else? What unique value do you provide to
your customers? How will you increase that value next year? As customers' demands
for the highest quality products, best services, and lowest prices increase daily, the
rules for market leadership are changing. Once powerful companies that haven't
gotten the message are faltering, while others, new and old, are thriving. In
disarmingly simple and provocative terms, Treacy and Wiersema show what it takes
to become a leader in your market, and stay there, in an ever more sophisticated
and demanding world.

WOO, WOW, AND WIN
SERVICE DESIGN, STRATEGY, AND THE ART OF CUSTOMER DELIGHT
HarperCollins In this pioneering guide, two business authorities introduce the new
discipline of Service Design and reveal why trying new strategies for pleasing
customers isn’t enough to diﬀerentiate your business—it needs to be designed for
service from the ground up. Woo, Wow, and Win reveals the importance of designing
your company around service, and oﬀers clear, practical strategies based on the
idea that the design of services is markedly diﬀerent than manufacturing. Bestselling
authors and business experts Thomas A. Stewart and Patricia O’Connell contend that
most companies, both digital and brick-and-mortar, B2B or B2C; are not designed for
service—to provide an experience that matches a customer’s expectations with
every interaction and serves the company’s needs. When customers have more
choices than ever before, study after study reveals that it’s the experience that
makes the diﬀerence. To provide great experiences that keep customers coming
back, businesses must design their services with as much care as their products.
Service Design is proactive—it is about delivering on your promise to customers in
accordance with your strategy, not about acceding to customer dictates. Woo, Wow,
and Win teaches you how to create "Ahhh" moments when the customer makes a
positive judgment, and to avoid Ow" moments—when you lose a sale or worse,
customer trust. Whether you’re giving a haircut, selling life insurance, or managing
an oﬃce building, your customer is as much a part of your business as your
employees are. Together, you and customers create a bank of trust; fueled by
knowledge of each other’s skills and preferences. This is Customer Capital, the
authors explain, and it is jointly owned. But it’s up to you to manage it proﬁtably.
Innovative yet grounded in real world examples, Woo, Wow, and Win is the key
strategy for winning customers—and keeping them.

ENCYCLOPEDIA OF BUSINESS ANALYTICS AND OPTIMIZATION
IGI Global As the age of Big Data emerges, it becomes necessary to take the ﬁve
dimensions of Big Data- volume, variety, velocity, volatility, and veracity- and focus
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these dimensions towards one critical emphasis - value. The Encyclopedia of
Business Analytics and Optimization confronts the challenges of information retrieval
in the age of Big Data by exploring recent advances in the areas of knowledge
management, data visualization, interdisciplinary communication, and others.
Through its critical approach and practical application, this book will be a must-have
reference for any professional, leader, analyst, or manager interested in making the
most of the knowledge resources at their disposal.

IMPLEMENTING KEY ACCOUNT MANAGEMENT
DESIGNING CUSTOMER-CENTRIC PROCESSES FOR MUTUAL GROWTH
Kogan Page Publishers Implementing Key Account Management is a highly practical
handbook that guides readers through the realities of rolling out a functional key
account management programme. The book oﬀers an integrated framework for key
account management (KAM) that businesses can use to design or further develop
strategic customer management programmes, enabling them to overcome the
obstacles that organizations often face when rolling out their strategies. Bringing
together the experiences of leading experts within this ﬁeld, Implementing Key
Account Management draws on two decades of research and best practice from
Cranﬁeld University School of Management, one of the foremost centres for
researcher and thought leadership in KAM. Between them, the authors have
designed and delivered programmes globally for clients such as Rolls-Royce,
Unilever, Vodafone, The Economist and many more. Rigorously researched, wellgrounded and practical, this book is - quite simply - the deﬁnitive, go-to resource for
implementing key account management programmes.

SUPERIOR CUSTOMER VALUE
FINDING AND KEEPING CUSTOMERS IN THE NOW ECONOMY
Routledge Superior Customer Value is a state-of-the-art guide to designing,
implementing and evaluating a customer value strategy in service, technology and
information-based organizations. A customer-centric culture provides focus and
direction for an organization, driving and enhancing market performance. By
benchmarking the best companies in the world, Weinstein shows students and
marketers what it really means to create exceptional value for customers in the Now
Economy. Learn how to transform companies by competing via the 5-S framework –
speed, service, selection, solutions and sociability. Other valuable tools such as the
Customer Value Funnel, Service-Quality-Image-Price (SQIP) framework, SERVQUAL,
and the Customer Value/Retention Model frame the reader’s thinking on how to
improve marketing operations to create customer-centered organizations. This
edition features a stronger emphasis on marketing thinking, planning and strategy,
as well as new material on the Now Economy, millennials, customer obsession,
business models, segmentation and personalized marketing, customer experience
management and customer journey mapping, value pricing, customer engagement,
relationship marketing and technology, marketing metrics and customer loyalty and
retention. Built on a solid research basis, this practical and action-oriented book will
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give students and managers an edge in improving their marketing operations to
create superior customer experiences.

IN SEARCH OF BUSINESS MODELS IN SOCIAL ENTREPRENEURSHIP
CONCEPTS AND CASES
Springer Nature This book discusses diﬀerent innovative business models adopted
by social enterprises to bring about social change in terms of creating capabilities
among the marginalised section of people. These models also bring the sustainability
of the enterprises to serve the people continuously. Establishing a theoretical base
for further research in the area of business models in social entrepreneurship, the
book consists of research work from various disciplines from scholars with
experience and insights on social entrepreneurship, and who discuss one or more
aspect(s) of business model, presenting their work with sound research
methodologies. The book takes a broader view of the concept – a) social
entrepreneurs are driven by social value and justice, b) social entrepreneur may or
may not have a market orientation, c) social entrepreneurs solve variety of social
problems such as poverty, health, illiteracy, environmental degradation using the
principles of business and with the help of social innovation, and d) social enterprise
focus on bringing social change by creating social impact. Chapters of this book are
divided into three core themes. The ﬁrst one – Concepts, Patterns and Values –
includes contributions related to sustainable development, business model and vale
creation in the context of social entrepreneurship, innovation and cross-cultural
inﬂuence on business models aspects. The chapter of second theme – Enablers and
Inﬂuencers – discuss role of corporate in promoting social entrepreneurship as a
social responsibility, social entrepreneurship and value creation, BoP market, supply
chain, structural and infrastructural choices, family as a stakeholder of indigenous
enterprise, and women entrepreneurship. The third and ﬁnal theme – Innovation –
addresses social, open innovation and business model innovations, IPR, ﬁrm
performance, collaboration and alliance, software and biotechnology industries,
decision logic behind social enterprise creation, and strategy and strategic
philanthropy concepts. Containing contributions from academia, industry
professionals, investors, policy-makers, and other professionals, all from multiple
disciplines, the book would interest the same vast audience.

BUSINESS MODEL YOU
A ONE-PAGE METHOD FOR REINVENTING YOUR CAREER
John Wiley & Sons A one-page tool to reinvent yourself and your career The global
bestseller Business Model Generationintroduced a unique visual way to summarize
and creativelybrainstorm any business or product idea on a single sheet of
paper.Business Model You uses the same powerful one-page tool toteach readers
how to draw "personal business models," which revealnew ways their skills can be
adapted to the changing needs of themarketplace to reveal new, more satisfying,
career and lifepossibilities. Produced by the same team that created BusinessModel
Generation, this book is based on the Business ModelCanvas methodology, which
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has quickly emerged as the world'sleading business model description and
innovation technique. This book shows readers how to: Understand business model
thinking and diagram their currentpersonal business model Understand the value of
their skills in the marketplace anddeﬁne their purpose Articulate a vision for change
Create a new personal business model harmonized with thatvision, and most
important, test and implement the new model When you implement the one-page
tool from Business ModelYou, you create a game-changing business model for your
lifeand career.
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