A
Articles
Leading vs. lagging metrics, 157-163
Running senior management
workshops, 163-165

B
Berry, Andy, 82-83
BlackBerry, 2
Blame game, in market, 8-10
Book summaries
Common Approach, Uncommon
Results: How adoption delivers
the results you deserve, 148-150
Crossing the Chasm and Inside the
Tornado, 151-152
The Art of the Start: The Time-
Tested, Battle-Hardened Guide
for Anyone Starting Anything,
155-156
The Empty Raincoat: Making Sense
of the Future, 153-154
Brown, Martin, 81-82, 93
Business model for value creation, 76
Buying cultures, 14, 37-39
exploring, 31-36
selection of correct, 29-31
value added, see Value added
buying culture
value captured, see Value captured
buying culture

Index

value created, see Value created
buying culture

value offered, see Value offered
buying culture

C
Case studies
Eden Project, 140-144
First Recovery, 144-147
CEQ, responsibilities of, 109-110
n a start-up, 110-111
Chief operations officer, 111-112
Commission plans and incentives
in value creation, §9-91
Companies within companies, see
Value added and value offered
Crossing the Chasm, see Geoffrey
Moore’s chasm theory
Customer
buying culture, alignment to, 73-74
engagement in value created com-
pany, 83-86
relationship in value created
company, 82-83

D
Daniels, Nick, 96

F

FLEX Group, successful story of,
66-70

167



Index

G
Geoffrey Moore’s chasm theory, 17-19
Greaves, Jeremy, 85-86

H

Harris, Mike, 78-79

Head of innovation, 116-117
Head of M&A, 113-114
Head of marketing, 114

I
IMPACT process, 22-26
customer and supplier, 30-31
value added, 34-35
value captured, 31-32
value created, 33-34
value offered, 36
managing risk, 27-28
momentum, 26-27
IMPACT steps, 86-87
Incompetent customer, 99-103
Investors or VCs, 114-115
iPhone, 2, 8

J
Johnson, Craig, 73-74

K
Kawasaki, Guy, 84-86, 111
Key performance indicators
and metrics

value creation, 76-77
Killer products

failures, 4-10

quantity versus sale, 1-4
King, Adrian, 80, 87, 92, 98

168

L
Leadership, executive, 74-75

M

M&A strategy, 113-114
Mead, Matthew, 75
Microsoft Surface™, 2

N
Nature vs. nurture, 88—89
Nimbus Control 2007, 15

O
O’Byrne, Martin, 89
Ooga Labs, 3
Operational culture, 29, 37-39, see
also Buying cultures
Organizational culture alignment
(OCA) methodology, 122-124
analyzing sales mix, 124,
127-128
developing best practice, 125-127
establishment of current structure
and resources, 124-125,
129-130
interpretation of business strategy,
124, 130-132
transition to the new world, 1235,
132-133
usage of, 133-136

P
Partner ecosystem, see Value added
resellers (VAR)
Pre-sales and professional services
in value creation, 94-95



Index

R

Radix, 6, see also Killer products

S
Sales director, 112-113
Sales force, extended

and value creation, 93-94

Sales methodologies, 11-13, see also

Buying cultures
Sales operations
in value creation, 91-92
Sales strategy, vertical,
implementation of, 105-106
Strategies for success, 119-122

T
The Art of the Start, 84-86, 111

\%

Value added and value offered, 77-79

Value added buying culture, 16
customer and supplier IMPACT
cycle and, 34-35
value added company, 47-49
value created sales and, 63-66

Value added resellers (VAR), 92-93,

106-108
Value captured buying culture, 15
customer and supplier IMPACT
cycle and, 31-32
value captured company, 40-42

Value chain & supporting processes,

19-21
Value created buying culture, 15
customer and supplier IMPACT
cycle and, 33-34

value created company, 43-46
value created sales and, see Value
created sales
Value created company
customer engagement in, 83—-86
customer relationship in, 82-83
Value created marketing, 80-82
Value created operational culture, 74
Value created sales, 53
difficulties with, 62-63
finance, 98-99
FLEX Group, successful story of,
66-70
getting wrong to many companies,
55-56
HR/recruitment in, 95-97
IT hosting/loan/rental, 97-98
value added company and, 63-66
vital signs, 56
brand recognition not aligned
with product mix, 61
market maturity, 57-58
multiple buyers, 58
multiple products mask, confu-
sion with sales effort and, 60
one sales team and multiple
products, 60-61
pilots, no pull-through, 59
product quality, 61-62
run out of mates and early
adopters to sell, 61
sales stalled, 58-59
small incremental sales, 60
Value created sales engagement,
71-73
Value created salesman, 87-89

169



Index

Value creation

business model for, 76

commission plans and incentives,
89-91

extended sales force and, 93-94

in sales operations, 91-92

key performance indicators and
metrics, 76-77

pre-sales and professional services,
94-95

R&D, 79-80

170

Value offered buying culture,
16-17
customer and supplier IMPACT
cycle and, 36
value offered company,
50-52
VAR, see Value added resellers
VHS vs. Sony’s Betamax, 4

W
Watson, Nick, 75, 91





















