


290

INDEX

Business case
accuracy/prediction, contrast, 182-183
constraints, 145-146
construction, 268
description, 279
development, 145-146, 279-280
relevance. See Customer Value Creation
usage, 181-182
Businesses
alliances, strengths/weaknesses, 251
categories, 244
conversations, precedent (establishment),
104
leaders, customer discussion, 184
model, components, 106
plan, 90
portfolios, review/justification, 266
process
establishment/definition, 286
outsourcing, 1
risk, reduction, 164
strengths/weaknesses, identification. See
Markets
units
company offerings, inventory,
214-215
sales team, collaboration (absence),
214
Business-to-business (B2B) industrial world, 30
Business-to-business (B2B) markets, 21
Buyer-driven demand chain, 72-73
Buyers. See Brand buyers
bargaining power, 248
Buying behavior, 209
Buying profile, segment construction. See
Customers
Buy-pay-use cycle, stages, 42, 101

Capability gaps, identifying/addressing, 267
Capacity production run rates, 284
Capital
investment, 64
plan, 90
spending. See Growth
Cash cows, category, 244
Cash flow, 191, 263. See also Discounted
cash flow
Caterpillar (company), 224
Channels, profitability, 209
Charter sections, 185-186
Chemical company, example, 89
Choice-based conjoint, 271
Clients, competitive position
determination, 264
identification, 250

Cluster analysis
application, 230
description, 269
relevance. See Customer Value Creation
Coca-Cola
contrast, case study. See Pepsi/Coca-Cola
products, 235
Co-development partners, 104-105, 258
checklist, 104
discovery process, 104-105
involvement, 96
usage, reasons, 105
Collaboration interviews, conducting, 87
Collaboration partners, identification, 87
Communications
products, spend, 215
tools, 269
Companies
assessment, 268
challenge, 113-114
competencies, identification, 266
core products, identification, 266
end products, identification, 266
higher-order objectives, 129
initiatives, integration, 178-179
inventory, holding, 200
offerings, 235-236
inventory. See Business units
segment selection, 231-232
participation. See Demand chain
profits, 145
resources, percentage, 209
return measurement convention, 182
sales/growth, analysis, 247
vision, 107
Company value add, 93
Comparative pricing, 156
Competition, 143
consideration, 74-75
Competitive advantage, 93
Competitive Cost Analysis, 264-265
description, 264-265
relevance. See Customer Value Creation
steps, 265
Competitive cost structures, estimates
(refinement), 265
Competitive environment, 159
analysis, 247
Competitive imperative, 33
Competitive intensity, 93
Competitive pricing, 156
Competitive reactions, 157
Competitive rivalry, level, 248
Competitive strategy, development, 250
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Competitors. See Demand chain
alliances, strengths/weaknesses, 251
identification, 63
reactions
company anticipation, 265
scenario development, 268
sales/growth, analysis, 247
strength, evaluation, 264
Complex systems diagram, 71
Component Supplier, involvement, 82-83
Concepts. See Solution concepts
external attractiveness, understanding, 92
interest, understanding, 92
prioritization/classification, 87
Confirmation bias, 28, 149
Conjoint analysis, 270-271
description, 270-271
relevance. See Customer Value Creation
steps, 271
Consensus. See False consensus
Constraints. See Business case
Consumers
buying patterns, 30
marketing, 70
contrast. See Industrial marketing
products, usage/impact, 68-69
transactions, types, 39
Consumption data, aggregation, 220
Content creation, 121-122
Continuous cost improvement, 29
Contract negotiations, 227
Core activities, context (establishment), 11-12
Core business, decommoditization, 226
Core competencies
conducting, steps, 266
implication, determination, 266
transfer, problems, 267
Core Competency Analysis, 266-267
capability, 266-267
description, 266-267
relevance. See Customer Value Creation
Core value drivers, validation, 103-104
Corporate level analysis, distortions
(avoidance), 264
Corporate portfolio, 263
Cost
accumulation, 203-204
analysis. See Competitive Cost Analysis
attributes, 44, 101-102, 234
improvement, 226-227
refinement, 233-234, 238-240
drivers, 31, 121-122, 239. See also Critical
cost drivers
analysis, 265
equation, 121

focus, 14
mindset, 16
pools, 75
profit, contrast (case study). See
Multinational chemical company
profit/investment, contrast, 75-77, 254-255
reduction, 29, 82
focus, 65
program, 183
switching, 21
Cost to serve (serving cost). See Customers;
Hidden costs to serve
customers, differences, 157
determination, 209
profiles, 54
Cost-focused retailers, 231
Could be
condition, 7
discussion, 58-60
state, 58, 123
Could be cube, 58-60
creation, 8
representation, 7-8
solutions, development, 9
Could be growth cube, 126-130
information, interpretation, 126-128
Country-specific ads, development, 239
Critical cost drivers
competitive position, quantification, 265
components, identification, 265
selection, 265
Critical Success Factors (CSFs), 247
analysis, 262-264
description, 262-264
relevance. See Customer Value Creation
steps, 264
business impact, identification, 264
categories, 262-263
prioritization matrix, 264
CRM. See Customer Relationship
Management
Cross-functional steering team, 173
Cross-geography collaboration, 167, 169
Cross-geography gains, 166-167
Cross-product collaboration, 167, 169
Cross-product gains, 166-167
Cross-sell opportunities, 210
Cross-selling
effectiveness, increase, 217-222
phase, improvement, 221
CSFs. See Critical Success Factors
Currency fluctuations, 236
Current customers
growth, 170
increase, 165-167
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Current share of wallet, definition, 212-217
Current state, understanding, 135
Customer Economics, 258-261
description, 258-260
model, 109
phases, 76-77,258-259
relevance. See Customer Value Creation
usage, 32,222
advantages, 261
Customer profitability, 53-55, 70, 197-210
bimodal distribution, 57
calculation, 206, 246
combination, 51
company level, 6
conversion, 201
definition, 205-207
determination, 201, 209
distribution, 53-55
impact, assessment, 267
improvement/monitoring, 209-210
increase, 201
knowledge, 208
understanding, 53, 201
Customer Profitability Analysis, 158, 197,
245-247
approach, 201-210
description, 245-246
relevance. See Customer Value Creation
success, 210
Customer Relationship Management (CRM),
24, 33, 217. See also External CRM,;
Internal CRM
Customer segment, 89
definition. See Wallet
product consumption, identification, 213
service consumption, identification, 213
Customer value, 145
assessment, 31
framework, 99
mindset. See Growth-oriented customer
value mindset
perception, 93
quantification, 216-217
quantitative assessment, development, 32
systems, identification, 159-160
variation, 147-159
Customer Value Analysis (CVA),
3-4,193
Customer Value Creation (CVC), 3
approach, usage, 149-150
balanced portfolio criteria, relevance, 276
business case, relevance, 280
cluster analysis, relevance, 269
competitive cost analysis, relevance, 265
conjoint analysis, relevance, 271

context, establishment, 11
core competency analysis, relevance, 267
critical success factor analysis, relevance,
264
customers
economics, relevance, 261
profitability analysis, relevance,
246-247
demand chain economics, relevance, 258
efforts, 250
environmental trend analysis, relevance,
248
exhibit, 46
factor analysis, relevance, 270
facts/data, 17
framework, 39
future state market map, relevance, 279
growth-share matrix, relevance, 245
impact. See Six Sigma
impact-effort matrix, relevance, 273
industry, relevance, 250
interview guides, relevance, 261-262
KPI, relevance, 286
management philosophy, 33
market map, relevance, 243
market segmentation maps, relevance, 252
opportunities, 145
philosophy, 91
pilot testing, relevance, 284
portfolio maps, relevance, 278
power, 47
price elasticity analysis, relevance, 272
problem opportunity map, relevance, 273
process, 74, 85
completion, 96
time horizons, usage, 131
project charter, relevance, 282
project plan/schedule, relevance, 284
purpose, 87
qualitative value chain analysis, relevance,
258
RAM, relevance, 282
scorecards, relevance, 286
solution idea inventory, relevance, 276
supporting tools
conclusions, 267-280
context, setting, 242-247
experience, instruction, 286-287
introduction, 241-242
strategy, implementation, 280-286
SWOT analysis, relevance, 252
tools, 17-18
worthlessness, 154
Customer-based solution ideas, 268
Customer-centered models, 167-170
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Customer-facing activities, 202
costs, 204
Customer-facing processes, 202, 209
Customer-oriented perspectives, 20
Customer-related activities, 203
Customer-related costs, 199
Customer-related decisions, 18
Customers
acquisition, 195
cost, determination, 209
activities, mapping, 205
attitudes, 31
buying profile, segment construction,
220-221
characteristics, 209
collaboration sessions, 117
costs, determination, 205
cross-selling, 55-56
data. See Internal customer data
availability, 30
dimensions, 52
direct input, 270
direct interaction, 173
discussions, concern, 183-184
facing costs, 199
feedback, incorporation, 232
firing, 54
groups, profitability, 209
growth. See Current customers
identification/definition, 204
increase. See Current customers
information
absence. See Downstream customer
information
centralization, 219
input, collection, 104
interaction, 179
variability, increase, 197
internal processes, inputs, 213
interviews. See One-to-one customer
interviews
summaries, development, 259
intimacy, importance, 23
loyalty, 211
increase, 222
margin threshold, percent, 175
number. See Number of customers
optimal behavior, guide, 197
organization, 166-167
ownership, uncertainty, 30-31
participation. See Demand chain
permission to serve boundary, 215
perspective. See Demand chain
preferences, 30
problems, understanding/addressing, 32

process/activity costs, definition, 202-204
product cost, 207
profit potential, 209
profits/losses, bottom quartile, 176
relationships, 37
profitability, enhancement, 195
requests, 107
revenue, 206
creation, 165
segmentation, 208-209
end market service, 219-220
improvement, 110
senior executives, role, 179
service, 200
functions, 218
serving cost, 157-158
tracking ability, absence, 197
share of wallet, 6, 166
support, 205
switching costs, 211
value proposition, 106
voice. See Voice of the customer
Customer-specific costs, 207
determination, 204-205
CVA. See Customer Value Analysis
CVC. See Customer Value Creation
Cycle times, 75, 254

Data, 21
availability, 24, 29-32. See also Customers
capture, 203
existence, 33
gathering, 247-267
proliferation, 30
support, 106
DCE. See Discounted cash flow
Debt/equity, 263
Decision making
conclusions, 148
outside-in approach, 25-26
process. See Value-based decision-making
process
steps, 147-149
quality, impact, 25
Decision process, 21
Define Measure Analyze Improve and Control
(DMAIC) process, 16
Deliverables, 185
Deliveries, customization/frequency, 200
Dell Computers, 42-43, 224
customer service, repatriation, 226
Demand
cube, power, 255
definition, 38
sources, discovery, 234
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supply, contrast, 64-65
understanding. See Geographies
Demand chain. See Advantaged demand
chains; Buyer-driven demand chain;
Producer-driven demand chain
activities, customer participation, 107
analysis, 74-75
assets, 84
best guess framework, 98
company participation, 69
competitors, 93
complexity, 21
considerations, 71-75
correctness, verification, 104
definition, 63
discussion, 106-107
dynamics, 73
financial stake, 79
framework, 64
hypotheses, validation, 113
impediments, 107
inefficiencies, customer perspective, 104
investments, 84
length, 73-75
definition, 63
leverage, 64
operation, 69
opportunities, hypotheses (development), 63
participants, 17, 40, 84, 133-134
point of origin, 74
power, 77-78
quantitative understanding, 70-71
step, coverage, 95
supply chain, contrast, 253
case study, 65-68
types, 72-73
usefulness, 75-76
validation, 107
Demand Chain Economics, 63, 253-258
approach, 69-70
company participation, 200
conducting, 81
description, 253-254
determination, 75-77
development, 255
information, usage, 78
relevance. See Customer Value Creation
time element, addition, 80
usage, 222
Demand profile, segment development, 230-231
Demand Value Chain (DVC)
solutions, discovery, 143
usage, 32, 34
value creation opportunities, 85

Demographic data, collection, 235
Demographic segment, 252
Demographics, usage, 209
Dimensions. See Customers; Growth
dimensions; Share of Wallet
naming/usage, flexibility, 270
Discipline, absence, 185
Discounted cash flow (DCF), 279
Discrete choice analysis, 271
Distribution
channels, 284
networks, 237
DMAIC. See Define Measure Analyze Improve
and Control
Dogs, category, 244
Dollar share, capture, 195
Downstream customer information, absence, 30
Drivers. See Cost; Value drivers
Drucker, Peter, 113
DVC. See Demand Value Chain

Earnings, dilution, 191
EBITDA returns, increase, 49
Economic performance, 63, 79-81, 255
Economic segment, 252
Economic trends, 247
Economics. See Customer Economics; Demand
Chain Economics
determination, 63
sharing, 74-75
Economies of scale, achievement, 158
EDI, 160
Efficiencies, enhancement, 29
Emerging market revenue growth, 176-177
End customers, existence, 102
End market services. See Customers
End products
grouping, 266
identification. See Companies
End use segment, strength, 69
Enterprise Resource Planning (ERP), 1, 24, 33
Environmental trend analysis, 247-248
relevance. See Customer Value Creation
ERP. See Enterprise Resource Planning
EVA, 182
Evaluation. See Biased evaluation
Excel-based model, 122
Execution. See Growth
Executive to executive discussions, 183
Existing ideas, usage, 89-90
Experience
attributes, 42-43, 101, 233-234
improvement, 225-226
drivers, 239
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instruction, 148-149. See also Customer
Value Creation
strengths/weaknesses, 251
External CRM, 31
External environment, analysis, 236-238
External interviews, conducting, 87
External metrics, design, 166
External risks, 165

Fact Pack, 286. See also Knowledge transfer
fact packs
Fact-based approach, 17-18
Fact-based decision making, 20
Factor analysis, 269-270. See also Critical
success factors
advantages, 270
description, 269-270
relevance. See Customer Value Creation
steps, 270
Fair share. See Manufacturer
determination, 135
distribution process. See Value
Fair share analysis, 133-140
challenge, 134-135
initiation, 134
False consensus, 28, 149
Finance, category, 263
Financial acumen, 173
Financial performance, 182
Financial ratio analysis, 265
Financial return, 53
Financial rigor, impact, 165
Five Forces. See Porter’s Five Forces
Five Forces Analysis, 248
steps, 250
Fixed assets, 207
Fixed cost, customer contribution, 154
Focus groups, 109
Foreign Corrupt Practice Act, 237
Full-time day-to-day leadership, 173
Full-time team members, 173
Functional responsibility, 170-171
Future State Market Map, 278-279
description, 278
relevance. See Customer Value Creation

GAAP. See Generally accepted accounting
principles
Gaps
bridging, 268. See also Value
defining. See Value
identification, 268. See also Solution
Concepts
Garbage truck manufacturer, example, 89

GDP, 252
Geneen, Harold, 11
Generally accepted accounting principles

(GAAP), 198, 246

Genghis Khan date test, 27

Geographic area, broadness, 118-119
Geographic coverage, focus, 231
Geographic markets, identification/entry, 227
Geographic segment, 252

Geographies

availability, 160

demand, understanding, 235-236
domination, 228

expansion, 234-240

Global Customer Business Unit, 169-170
Global markets, complexity, 239
Goals

balance. See Short-term goals
clarification/setting, 178, 189-190

Going native phenomenon, 192
Government legislation/regulation,

strengths/weaknesses, 251

Graphic user interface (GUI), 123
Groupthink, 28
Growth. See Segment

achievement, 47
agenda, 57
development, 80
management, 178
capital, spending, 129
challenge, approach (adoption), 11
context, setting, 147, 241
definitions, 175-177
driving, 52-53, 90
execution, 151
forecasting, should be cube (usage reasons),
147-149
ideas
creativity, association, 180
funnel, 176
initiatives, balanced portfolio
(identification), 142
management, results measurement,
173-177
measures, 175
opportunities, 74. See also Profitable
growth opportunities
assessment, 84
platforms, value (quantification), 268
preparation, 11
element, 12
process, 16
initiation, 49
step, 65-66
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programs
project orientation, 184-189
work, structuring, 186
solutions, execution, 88
strategy, 183
determination, 163
execution, 163
support, 90
Growth Cube. See As Is; Could be growth
cube
completion, 131-133
steps, 131
creation, 57
dimension, 201
As Is shape, 127
limitation, 61
usage, 52-53
initiation, 60-61
Growth dimensions, 6-7, 49
confirmation, 114
definitions, 49-52
exploration, 197
mutual exclusivity, 129
Growth Scorecard, 175
Growth Share matrix, 244-245
description, 244-245
objective, 245
Growth-oriented customer value mindset, 16
GUL. See Graphic user interface

Herding instinct, 28
Heterogeneous segments, 252
Hidden costs to serve, 199
High-level pricing analysis, description,
271-272
High-quality products, benefit, 223
High-revenue customers, 199
Hit-or-miss teams, 173
Home Depot, market revolution, 56
Homogenous segments, 252
Honda, expertise, 266
House of Value (HOV), 267-269
analysis, phases, 267-268
description, 267-269
tools, 144, 222
usage, 34
Households, number, 110
impressions, 119
Human nature, 24-29
accountability, 26
choices, 26
consequences, 26
Hypothesis driven approach, 60

Ideas
description, 182
implementation, costs, 182
usage. See Existing ideas
IKON, 43, 226
Immelt, Jeffrey, 195
Impact-effort matrix, 273-274
description, 273
relevance. See Customer Value Creation
Implementation risks, 182
Improvement opportunities,
identification, 265
Incremental value, creation, 31
In-depth interviews, 105
Industrial marketing. See Six Sigma
buying decisions, 21
consumer marketing, contrast, 20-21
Industry
analysis, 250
attractiveness, 248-250
definition, 38
entrants, threat, 248
position, defense, 250
relevance. See Customer Value Creation
strategic groups, identification, 250
structure, analysis, 247
Influence, ability, 70, 71
Information
gathering techniques, usage, 108
interpretation. See Could be growth cube
sharing, 31-32
source, 90
Information Technology (IT), 189
applications, 218
Infrastructure, 262
build-out. See Technology
strengths/weaknesses, 251
weakness, 237
Innovation, focus, 231
In-person interview, 105
Input measure, 177
Insert rates, 118
Intelligence, collection, 147-148, 241
Interactive value model, construction, 259
Interests, alignment, 63, 78-79
Internal CRM, 31
Internal customer data, 31
Internal hypotheses, capture, 87
Internal interviews, usage, 90-91
Internal politics, confrontation, 165
Internal processes
perfecting, 29
spend, 215
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Internal solution concepts, prioritization,
92-93

International businesses, impact, 236—237
International markets, entry, 238
International pricing, problems, 239
Internet

technologies, advances, 234

usage, 24
Internet-based technologies, development, 233
Interview guides, 106, 261-262

description, 261

development, 259

relevance. See Customer Value Creation
Interviewees, background, 106
Interviews. See One-to-one customer

interviews; Solution concepts
conducting. See Collaboration interviews;
External interviews

objectives, 106-107

participants, 106

types, 105

usage. See Internal interviews
Inventory costing purposes, 198
Investment

base, 79

contrast. See Cost

distribution, definition, 63

opportunities, prioritization, 264
Inward focus, 100
Iterative approach, 87

Kahneman, Daniel, 25

Key Performance Indicator (KPI), 284-286
description, 284-286
relevance. See Customer Value Creation

Knowledge transfer fact packs, 286-287
description, 286

Labor, cost, 89
Leaders (right people), discovery, 165, 178
Leadership. See Full-time day-to-day
leadership

quality, 263
Logistics capabilities, usage, 213
Long-term goals, balance. See Short-term goals
Long-term profitable growth, 190
Long-term survival, 104
Long-term targets, achievement, 286
Long-term time horizons, usage, 131
Loss, aversion, 84
Low-cost production, 70

Macroeconomic data, collection, 235
Macro-environment, scan (conducting), 247
Macro-environmental trends, 247
Mail surveys, usage, 109
Management
category, 263
non-financial terms, 179-180
Manufacturer
fair share, 136
misinformation, 199
Manufacturing capacity quality, 176
Margin erosion, 183
Market exit costs, 159
Market Map, 242-243. See also Future state
market map
description, 242-243
relevance. See Customer Value Creation
Marketing. See One-to-one marketing
category, 262
mechanisms, 67
piece, launch, 271
plan, 90
products, linkage, 171-172
teams. See Strategic marketing teams
Marketing Effectiveness Scorecard, 175
Markets
access, 69-70
accounts, relationship, 167
attractiveness, 93
definition, 38
footprint, expansion, 228-230
growth. See Target market growth
maturity, 251
need, 93
offerings, identification, 268
penetration, cost, 232
requirements, business strengths/weaknesses
(identification), 264
research, 108
conducting, 259
revenue
creation, 165, 171-173
growth. See Emerging market revenue
growth
segment, share capture, 233-234, 238-240
segmentation criteria, 252
segmentation maps
description, 252
relevance. See Customer Value
Creation
share, collection, 227
structure, 157
validation, 259
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distribution. See Solution Concepts
elements, understanding, 40
emphasis, 86
exchange, 39, 153
fair share, distribution process, 138
focus, 3
gap
bridging, 268
defining, 267-268
identification, 39
impact, 143-144
key terms, definitions, 38
management, understanding, 102
maximum amount, 127
modeling, relationship. See Mathematics
models
construction. See Interactive value
model
testing, co-development partner
(involvement), 259
perspective, 6, 37
potential, 95. See also Opportunity
proposition, 180-181. See also Customers
requirements, 54
selling, responsibility, 161
variation. See Customer value
Value chain
analysis, 265. See also Qualitative Value
Chain analysis
detail, 213
coverage, focus, 231
definition, 258
development level, 265
Value creation
initiatives, execution, 9
opportunities. See Demand Value Chain
discovery, 143-144
sources, 88
Value drivers
categories, 100-102
definition, 87, 99-103
dialog, 104
discovery, 258
model, usage, 116
formulas, definition, 114, 118-122

hypotheses, development, 87, 102-103, 258
identification, 247
model, creation, 114, 122-125
prioritization, 267
quantification formulas, 258
understanding, 110-111
validation, 103-111. See also Core value
drivers
Value quantification, 114-118, 259
algorithms, refinement, 259
approach, rationale, 116
model, 125
solutions, 125-126
Value-based considerations, 103
Value-based decision-making process, 149
Value-Based Decisions (VBDs), 9, 131
Value-based pricing, 156-157
implementation, 159-161
strategy, 158
Value-based segmentation, conducting,
230-231
Value-based understanding, development,
229-230
Variances, investigation, 286
Variation risk, reduction, 164
VBDs. See Value-Based Decisions
Vendor management, 227
Vendor-managed inventory, 160
Voice of the customer (VOC), 91-92, 171
capture, 5

Wallet. See Share of Wallet
components, customer segment definition,
215-216
Wal-Mart, 224
Waste management company, example, 89
Weak Matrix, 170
Web-based surveys, usage, 109
Welch, Jack, 195, 215
Whale curve, depiction, 175
Work, structuring. See Growth

Zeckhauser, Richard, 27






