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Even today with quality improvement the battle cry of American industry, the
quality programs in most companies are limited to "conformance to technical
standards," according to quality expert Bradley Gale. While some have ventured
a step farther to measure customer satisfaction, few of them, Gale demonstrates,
have attempted to track market-perceived "quality" -- how buyers select among
competing suppliers, why orders are won or lost, and which competitors are
succeeding in which market segments. Using cases including Milliken &
Company; AT&T, United Van Lines, and Gillette, Gale shows how leading-edge
companies have gone beyond the minimal achievements of conformance quality
and customer satisfaction to focus on the third, higher stage, "market-perceived
quality versus competitors" and aspire to an emerging fourth stage, "true
strategic management." Drawing on his extensive research at AT&T, Johnson &
Johnson, Parke-Davis, and other world-class companies, Gale provides new
metrics for market-perceived quality that are straightforward and easy to
interpret. His set of seven integrative tools for customer value analysis makes up
the heart of the "war room wall" to help guide business-unit teams in their effort to
outperform competitors in satisfying customers. The great value of these tools is
that they are derived from a future-oriented strategic navigation system that
tracks competitive information and market-perceived quality. Learning to master
this system accelerates customer satisfaction from a slogan to a science and
leads ultimately to true strategic management -- the fourth stage of Total Quality
Management. The processes described in this book provide an insider's
perspective on the criteria of the Baldrige Award. Bradley Gale's insights and
innovative methods for defining, measuring, and improving market-perceived
quality will create an entirely new thrust for the worldwide quality movement.
The number one guide to corporate valuation is back and better than ever
Thoroughly revised and expanded to reflect business conditions in today's
volatile global economy, Valuation, Fifth Edition continues the tradition of its
bestselling predecessors by providing up-to-date insights and practical advice on
how to create, manage, and measure the value of an organization. Along with all
new case studies that illustrate how valuation techniques and principles are
applied in real-world situations, this comprehensive guide has been updated to
reflect new developments in corporate finance, changes in accounting rules, and
an enhanced global perspective. Valuation, Fifth Edition is filled with expert
guidance that managers at all levels, investors, and students can use to enhance
their understanding of this important discipline. Contains strategies for multibusiness valuation and valuation for corporate restructuring, mergers, and
acquisitions Addresses how you can interpret the results of a valuation in light of
a company's competitive situation Also available: a book plus CD-ROM package
(978-0-470-42469-8) as well as a stand-alone CD-ROM (978-0-470-42457-7)
containing an interactive valuation DCF model Valuation, Fifth Edition stands
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alone in this field with its reputation of quality and consistency. If you want to
hone your valuation skills today and improve them for years to come, look no
further than this book.
Value-Based Pricing: Drive Sales and Boost Your Bottom Line by Creating,
Communicating and Capturing Customer ValueMcGraw Hill Professional
The banking sector is undergoing a process of fundamental transformation –
mainly due to the challenges of digitalization, insistent customers, regulation and
a volatile economic environment. This book provides an in-depth understanding
of the underlying logic of 21st century’s banking environment and helps to
develop a roadmap for the successful transformation of contemporary business
models. The authors introduce the ‘Zurich model for a customer-centric banking
architecture enabling the reader to develop a sustainable business model which
copes with the challenges of this information age. They identify customer
behavior traps in such an environment; introduce adequate strategic instruments
and cornerstones for providing added value through financial services, and
provide core factors for conducting a successful transformation process.
How do you take individuals who have never done business with your
organization and work on them till some of them eventually become the best
possible customers that you have? How do you decide how much to spend on
various marketing tactics? How do you think about the pricing decision with a
view to optimizing the value of your customers as assets? Where do you start —
what tools do you use — what heuristics are useful in making these decisions?
This book attempts to answer questions such as these. The one-sentence
summary of the answer, though, is simple — hold the individuals hands and walk
them through a value chain, one stage at a time. This book is written for an
advanced student of business, as well as for the practicing manager, and
presents an integrated view of the marketing function. In particular, it focuses on
all the activities that a firm engages in to create and manage value, and not just
the customer-facing activities. In that sense, it links the traditional views of
customer value with the finance, accounting, human resources, organizational
behaviour, information technology and operations functions. The content is
meant to be prescriptive — it describes a process for value creation and
management, yet analytical; theoretical, yet empirically driven. It urges the reader
to think about the customer value function to be organized along activities that
the firm would like the customers to engage in, not activities that the firm
engages in. It presents a framework that is not only conceptually driven but also
has a sound mathematical basis.
Great companies consistently meet and exceed customer desires. Superior
Customer Value in the New Economy: Concepts and Cases, Second Edition
offers a blueprint for responding effectively to customer demands and for creating
the benchmarks common to world-class service companies. The Second Edition
elaborates on the latest perspectives of the busin
With the competitive landscape changing faster than ever before, leaders
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understandably favor what has worked for them in the past. But that kind of
approach doesn’t give anyone the motivation to develop new and better
strategies to execute and navigate change. As a result, change leaders and
practitioners find themselves asking the same-old questions: • With no time for
failure, how can initiatives be moved forward? • How do you fit the right change
method to the change objective? • How do you create a roadmap that is
designed for success? • Why do some organizations succeed with change while
others struggle? The authors share the insights of change management thought
leaders that have stood the test of time within the scope of organization-wide
change. Change managers today can review the work of these thought leaders to
better understand and implement effective change in their organizations. The
authors also propose a holistic meta-framework to create a path for enterprisewide change. With the insights from case studies, you’ll learn how to create a
customized and robust transformation plan for your own organizational change
initiatives.
The 6th edition of Principles of Marketing makes the road to learning and
teaching marketing more effective, easier and more enjoyable than ever.
Today’s marketing is about creating customer value and building profitable
customer relationships. With even more new Australian and international case
studies, engaging real-world examples and up-to-date information, Principles of
Marketing shows students how customer value–creating and capturing it–drives
every effective marketing strategy. The 6th edition is a thorough revision,
reflecting the latest trends in marketing, including new coverage of social media,
mobile and other digital technologies. In addition, it covers the rapidly changing
nature of customer relationships with both companies and brands, and the tools
marketers use to create deeper consumer involvement.
SELLING VALUE is 305 pages of solid content to help you out perform your
competition while keeping your customers happy. It is presented in four parts:
Mastering the Head Game; Your Blueprint for Sales Success; Understanding Your
Customer; and Securing and Growing the Business; The fifteen chapters outline the
most critical content for exceptional sales results in a competitive environment. One
premise set forth is that the most important definition of value is your prospect’s
definition! If properly queried, ten prospects might well give you ten different answers
and to what they value most. With exceptional skills of differentiating and adapting the
value elements of your deliverables, you can hit the mark for all ten of them! From the
important basics in Part I to the advanced selling skills in Part IV, you will gain many
ideas from this content-rich work on the skill of SELLING VALUE for greater successds!
Are you tempted to go to business school? Save your money and read The Personal
MBA instead. This bestselling book gives you everything you to transform your
business and your career. An MBA at a top business school is an enormous investment
in time and cash. And if you don't want to work for a consulting firm or an investment
bank, the chances are it simply isn't worth it. The Personal MBA gives you simple
mental models for every subject that's key to commercial success. From the basics of
products, and marketing to the nuances of teamwork and systems, this book distils you
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need to know to take on the MBA graduates and win. 'Finally, here's a £10.99 MBA.
Well on its way to becoming a business classic.' Jason Hesse, Real Business 'No
matter what they tell you, an MBA is not essential. If you combine reading this book
with actually trying stuff, you'll be far ahead in the business game.' Kevin Kelly,
founding executive editor of Wired
Advances theory and offers tools for measuring value dimensions and strength. This
work focuses on advancing value theory, research and strategy in business-to-business
contexts. It is suitable for improving thinking, decisions, and actions relating to the
creation, marketing, and purchasing of superior value in products and services.
To be successful in today’s marketplace, a company must integrate its traditional
business functions to provide superior value to targeted customers. This means
creating an offering that echoes in the customers’ consciousness as a great deal for
them. Why? Because the value provided serves customers best interests. In so doing,
a business succeeds, attracts new customers, and is able to continually improve the
value offered to existing customers. Value Based Marketing for Bottom Line Success
provides a 5-step model and critical tools necessary for creating and managing a
successful Value Delivery marketing strategy. Customers buy value, not product or
features. They buy from the company that provides the most value. And they buy
what’s in their best interest. Consequently, the secret to customer retention and
growing value relationships with customers is to always make it in their best interest to
do business with you by providing the best value in the marketplace. Value Based
Marketing for Bottom Line Success: 5 Steps to Creating Competitive Value offers a
Value Creation and Delivery process which will help a company to compete profitably in
its marketplace by: 1) identifying the value expectations of target customers; 2)
selecting the values on which it wants to compete; 3) analyzing the ability within the
organization to deliver that value; 4) communicating the value & selling the value
message; 5) delivering the value promised & improving the company’s value model. A
value-focused strategy, by definition, isn’t a mass marketing strategy; it’s a targeted
laser strategy directed at chosen value segments that are profitable for the supplier.
This text offers a customer value creation model, which shows how to create and
sustain competitive advantage while delivering customer value and offers a method for
quantifying customer lifetime value (CLV), which enables a company to identify which
customer value segments it should target.
A Groundbreaking Pricing Model for the New Business Landscape Why would any
customer choose Brand X over Brand Y, regardless of price? In a word: Value. When
customers feel they are getting good value from your product or service, they are more
than happy to pay more—which is good news for you and your business. Even in
today’s global market—with its aggressive competitors, low-cost commodities, savvy
consumers, and intangible digital offerings—you can outsell and outperform the rest
using Value-Based Pricing. Done correctly, this method of pricing and selling helps you:
Understand your customers’ wants and needs Focus on what makes your company
different Quantify your differences and build a value-based strategy Communicate your
value directly to your customers Now more than ever, it is essential for you to
reexamine the reality of the value you offer customers—and this step-by-step program
shows you how. Developed by global consultants Harry Macdivitt and Mike Wilkinson,
Value-Based Pricing identifies three basic elements of the Value Triad: revenue gain,
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cost reduction, and emotional contribution. By delivering these core values to your
customers—through marketing, selling, negotiation, and pricing—you can expect an
increase in profits, productivity, and consumer goodwill. These are the same valuebased strategies used by major companies such as Philips, Alstom, Siemens, and
Virgin Mobile. And when it comes to today’s more intangible markets—such as
consulting services or digital properties like e-books and music files—these value-based
strategies are more important than ever. So forget about your old pricing methods
based on costs and competition. Once you know your own value—and how to
communicate it to others—everybody profits.
This book provides a clear practical introduction to shareholder value analysis for the
marketing professional. It gives them the tools to develop the marketing strategies that
will create the most value for business. For top management and CFOs the book
explains how marketing generates shareholder value. It shows how top management
should evaluate strategies and stimulate more effective and relevant marketing in their
companies. The original essence of the first edition has been maintained but obvious
areas have been updated and revised, as well as, new areas such as technology have
been addressed. The second edition of this book has been written by a ghost writer
who has fully updated, enhanced and replaced statistics, case studies and other
outdated content with the help of a select advisory panel, each of whom has acted as a
subject expert, a guide and as part of a steering committee. The highly prestigious
panels of contributors include: Jean-Claude Larréché – INSEAD Veronica Wong –
Aston Business School John Quelch – Harvard Business School Susan Hart –
Strathclyde Graduate Business School (SGBS) Michael Baker – Emeritus Professor
SGBS Tim Ambler – London Business School Tony Cram – Ashridge Table of
Contents: PART I Principles of Value Creation 1 Marketing and Shareholder Value 2
The Shareholder Value Approach 3 The Marketing Value Driver 4 The Growth
Imperative PART II Developing High-Value Strategies 5 Strategic Position Assessment
6 Value-Based Marketing Strategy PART III Implementing High-Value Strategies 7
Building Brands 8 Pricing for Value 9 Value-Based Communications 10 Value-Based
Marketing in the Digital Age
Information engineering and applications is the field of study concerned with
constructing information computing, intelligent systems, mathematical models,
numerical solution techniques, and using computers and other electronic devices to
analyze and solve natural scientific, social scientific and engineering problems.
Information engineering is an important underpinning for techniques used in information
and computational science and there are many unresolved problems worth studying.
The Proceedings of the 2nd International Conference on Information Engineering and
Applications (IEA 2012), which was held in Chongqing, China, from October 26-28,
2012, discusses the most innovative research and developments including technical
challenges and social, legal, political, and economic issues. A forum for engineers and
scientists in academia, industry, and government, the Proceedings of the 2nd
International Conference on Information Engineering and Applications presents ideas,
results, works in progress, and experience in all aspects of information engineering and
applications.
The practical guide to using pricing and profitability management to build a better
business A comprehensive reference for any business professional looking to
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understand the capabilities and competencies required for effectively managing pricing
and profitability, Pricing and Profitability Management explains how to determine the
right approach, tools, and techniques for each of six key categories (pricing strategy,
price execution, advanced analytics and optimization, organizational alignment and
governance, pricing technology and data management, and tax and regulatory
effectiveness). Exploring each category in detail, the book addresses how an integrated
approach to pricing improvement can give a sustainable, competitive advantage to any
organization. The ultimate "how to" manual for any executive or manager interested in
price management, the book presents a holistic, comprehensive framework that shows
how integrating these pricing categories into a cohesive program leads to impressive
gains that cannot be achieved through a single-pronged approach. Presents a
comprehensive framework for more effectively managing pricing and profitability
Identities the six key categories of pricing and profitability management Shows you how
to gain a competitive edge by managing pricing and profitability Taking a
comprehensive view of pricing, companies can position themselves to tap a vast source
of shareholder value—the ability to set and enforce profitable prices, not just once, but
again and again in response to marketplace changes and evolving business needs—and
this book will show you how.
A customer-centric culture provides focus and direction for the organization, ensuring
that exceptional value will be offered to customers this, in turn, results in enhanced
market performance. Unfortunately, caught up in the daily economic and competitive
pressures of running complex and fast-changing businesses, managers may lose sight
of custo
Value-based pricing--pricing a product or service according to its value to the customer
rather than its cost--is the most effective and profitable pricing strategy. Value First,
Then Price is an innovative collection that proposes a quantitative methodology to value
pricing and road-tests this methodology through a wide variety of real-life industrial and
B2B cases. This book offers a state-of-the art and best practice overview of how
leading companies quantify and document value to customers. In doing so, it provides
students and researchers with a method by which to draw invaluable data-driven
conclusions, and gives sales and marketing managers the theories and best practices
they need to quantify the value of their products and services to industrial and B2B
purchasers. The 2nd edition of this highly-regarded text has been updated in line with
current research and practice, offering three new chapters covering new case studies
and best practice examples of quantified value propositions, the future of value
quantification, and value quantification for intangibles. New cases are included
throughout, which have won recognition from the Case Centre. With contributions from
global industry experts this book combines cutting edge research on value
quantification and value quantification capabilities with real-life, practical examples. It is
essential reading for postgraduate students in Sales and Marketing with an interest in
Pricing Strategy, sales and pricing specialists, as well as business strategists, in both
research and practice.
Praise for IMPLEMENTING VALUE PRICING A Radical Business Model for
Professional Firms "Ron Baker is the most prolific and best writer when it comes to
pricing services. This is a must-read for executives and partners in small to large firms.
Ron provides the basics, the advanced ideas, the workbooks, the case
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studies—everything. This is a must-have and a terrific book." —Reed K. Holden founder
and CEO, Holden Advisors, Corp., Associate Professor, Columbia University
www.holdenadvisors.com "We've known through Ron Baker's earlier books that he's
not just an extraordinary thinker and truly brilliant writer—he's a mover and a shaker on a
mission. This is the End of Time! Brilliant." —Paul Dunn Chairman, B1G1®
www.b1g1.com "Implementing Value Pricing is a powerful blend of theory, strategy, and
tactics. Ron Baker's most recent offering is ambitious in scope, exploring topics that
include economic theory, customer orientation, value identification, service positioning,
and pricing strategy. He weaves all of them together seamlessly, and includes
numerous examples to illustrate his primary points. I have applied the knowledge I've
gained from his body of work, and the benefits to me—and to my customers—have been
immediate, significant, and ongoing." —Brent Uren Principal, Valuation & Business
Modeling Ernst & Young® www.ey.com "Ron Baker is a revolutionary. He is on a
radical crusade to align the interests of service providers with those of their customers
by having lawyers, accountants, and consultants charge based on the value they
provide, rather than the effort it takes. Implementing Value Pricing is a manifesto that
establishes a clear case for the revolution. It provides detailed guidance that includes
not only strategies and tactics, but key predictive indicators for success. It is richly
illustrated by the successes of firms that have embraced value-based pricing to make
their services not only more cost-effective for their customers, but more profitable as
well. The hallmark of a manifesto is an unyielding sense of purpose and a call to action.
Let the revolution begin." —Robert G. Cross, Chairman and CEO, Revenue Analytics,
Inc. Author, Revenue Management: Hard-Core Tactics for Market Domination
La 4è de couv. indique : "Marketing An Introduction introduces students at all levels,
undergraduate, postgraduate and professional courses, to marketing concepts. It
focuses on how to build profitable customer relationships by encouraging students to
apply concepts to real commercial practice through numerous case studies from around
the world. Now updated with the last ideas in digital marketing such as big data,
analytics and social marketing as well as up-to-date case studies from a range of
consumer and industrial brands including Netflix, Aldi, Spotify, Phillips, Renault and
Airbus 380, this fourth edition combines the clarity and authority of the Kotler brand
within the context of European marketing practice. Marketing An Introduction makes
learning and teaching marketing more effective, easier and more enjoyable. The text's
approachable style and design are well suited to cater to the enormous variety of
students taking introductory marketing classes."
Customer value management is a managerial approach in which customers are
perceived as the company’s asset, the value of which may be measured and increased
through the organization of processes around customer relationships. This book deals
with the topic of managing customer lifetime value on the internet, and more specifically
on including the role of the internet in customer value proposition to enhance
stakeholder and shareholder value. This book also discusses the possibilities of internetbased customer value management and presents a model describing the process
leading to it. Its uniqueness lies in presenting a managerial approach to customer
relationships rather than offering just another tool of e-marketing. The author’s
approach is not limited by branches or sectors – differences in customer value
management approaches are perceived through a prism of relationships between the
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company and its customers.
Pricing decisions are among the most important and impactful business decisions that a
manager can make. How to Price Effectively: A Guide for Managers and Entrepreneurs
introduces the value pricing framework, a structured, versatile, and comprehensive
method for making good pricing decisions and executing them. The framework weaves
together the latest thinking from academic research journals, proven best practices
from the leading pricing experts, and ideas from other fields such as medical decision
making, consumer behavior, and organizational psychology. The book discusses what
a good pricing decision is, which factors you should consider when making one, the role
played by each factor-costs, customer value, reference prices, and the value
proposition- and how they work together, the importance of price execution, and how to
evaluate the success of pricing decisions. You will also be introduced to a set of useful
and straightforward tools to implement the value pricing framework, and study many
examples and company case studies that illustrate its nuances. The purpose of How to
Price Effectively: A Guide for Managers and Entrepreneurs is to provide you with a
comprehensive, practical guide to making, executing, and evaluating pricing decisions.
This book offers novel methods for developing Value-based marketing strategies aimed
at increasing revenue and profits. The Value concept relates all the benefits offered by
a product with its price and the effort required to obtain it. Global competition requires
managing Value rather than individual products or brands. This fosters customer
loyalty, and provides a solid basis for relationship marketing. The book takes a
practical, step-by-step approach to explain: • How the forces of supply and demand
interact with customer Value; • The relationships between benefits, quantities, prices
and costs; • How to develop effective competitive strategies; • How to manage
inventory and product mix efficiently; • How to apply the Value model to increase
profitability, and solve major marketing problems. The book sets forth several new
approaches for marketing and pricing decision-making: • The concept of Value
integrates marketing, finance, economics and accounting, in order to link Value-based
pricing with relationship marketing. • The law of supply and demand is restated with
quantity as a function of Value instead of price; this makes it a more realistic and
practical tool for understanding today´s highly competitive business environment. • The
confrontation and complementation concepts provide useful tools for guiding marketers
into new segments, and pricing products accordingly. They play a key role for devising
win-win strategies, not only with customers, but also with competitors. • The Value
Matrix is a practical tool for understanding the product´s positioning, analyzing its
competition, setting prices and developing strategy. It aims at achieving an optimal
balance between customer loyalty and product mix profitability. • The Value Life Cycle
illustrates how Value acts as a force that constantly changes revenue, providing insight
for developing strategies in each phase of the product´s life cycle. • Analogies with
physics illustrate how policy constraints create resistance to sales velocity, thereby
determining the rate at which a firm advances towards its financial and marketing goals.
• The strategy for pricing business services applies Value to balance supply with
demand; this leads to increased revenue. • The marketing approach set forth unifies
product portfolio and inventory management with Value-based pricing for maximizing
income. Clear explanations and accessible language make this book ideal for
marketing professionals and non-specialists. Advanced readers may refer to the
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appendices, where the subjects are analyzed further and the mathematical foundations
are laid out; numerous solved problems of pricing and costs are included.
Based on eight years of research visiting dozens of startups, tech companies and
incumbents, Harvard Business School professor Thales Teixeira shows how and why
consumer industries are disrupted, and what established companies can do about
it—while highlighting the specific strategies potential startups use to gain a competitive
edge. There is a pattern to digital disruption in an industry, whether the disruptor is
Uber, Airbnb, Dollar Shave Club, Pillpack or one of countless other startups that have
stolen large portions of market share from industry leaders, often in a matter of a few
years. As Teixeira makes clear, the nature of competition has fundamentally changed.
Using innovative new business models, startups are stealing customers by breaking the
links in how consumers discover, buy and use products and services. By decoupling
the customer value chain, these startups, instead of taking on the Unilevers and Nikes,
BMW’s and Sephoras of the world head on, peel away a piece of the consumer
purchasing process. Birchbox offered women a new way to sample beauty products
from a variety of companies from the convenience of their homes, without having to visit
a store. Turo doesn't compete with GM. Instead, it offers people the benefit of driving
without having to own a car themselves. Illustrated with vivid, indepth and exclusive
accounts of both startups, and reigning incumbents like Best Buy and Comcast, as they
struggle to respond, Unlocking the Customer Value Chain is an essential guide to
demystifying how digital disruption takes place – and what companies can do to defend
themselves.

This book explores the relationship between and the compatibility of lean
management (LM) and value-based management (VBM) approaches at the
systems level. It then develops a model to improve LM and VBM professional
practice by fostering a shared understanding of the value creation process within
a lean system, and in doing so helps to remove existing barriers. The results
promote future fruitful alliances between a company's operational and financial
communities, enhancing the benefits to the enterprise and its stakeholders. The
book is of primary interest to LM and VBM professionals and researchers.
Winner of the Overall Case Award 2014 The Case Centre best selling case 2013
- 2017 Value-based pricing—pricing a product according to its value to the
customer rather than its cost—is the most effective and profitable pricing strategy.
Buyers need to evaluate the monetary benefits of a product against the price of
its competitors. Sellers justify their price points through documenting the value of
a product, emphasising its superiority against competitors and therefore justifying
the premium price. Value First then Price is an innovative collection which
proposes a quantitative methodology to value pricing, and road-tests this
methodology through a wide variety of real-life industrial cases. It provides a
state-of-the art and best practice overview of how leading companies quantify
and document value to customers. In doing so, this book provides researchers
with a method by which to draw invaluable data-driven conclusions, and sales
and marketing managers the theories and best practices they need to quantify
the value of their products to demanding, hard-nosed industrial purchasers. With
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contributions from global industry experts this book provides cutting edge
research on value quantification and value quantification capabilities with real-life,
practical examples. It will be essential reading for sales and pricing specialists as
well as business strategists, in both research and practice.
The Customer is the ultimate driver of a business. Customers buy products and
services that give them more value and this value is what gives one company the
winning edge over another. Using the unique Customer-in-Center concept, this
pathbreaking book explains how investing in Customer Value can increase the
market share and profitability of a company. It shows companies how they can be
driven by Customers and their needs, and how sustained business success can
be achieved through Customer Value Investment. In addition to clearly explaining
key terms and basic concepts—insightfully illustrated with caselets, tables, graphs
and key points in each chapter—the book explains how companies can: - Move
beyond Customer management and satisfaction to loyalty - Become market
leaders and improve business results - Understand the value they provide to
Customers - Improve service quality and loyalty - Set up Customer-Circles and
build Customer Conduits - Understand competitive strategies and pre-empt
competition - Measure Customer capital
Argues that companies that offer what their customers consider superior quality
products and services will be most successful, and provides advice on reaching
that end
Superior Customer Value is a state-of-the-art guide to designing, implementing
and evaluating a customer value strategy in service, technology and informationbased 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 give students and managers an
edge in improving their marketing operations to create superior customer
experiences.
Pricing has a substantial and immediate impact on profitability. Most companies,
however, still use costs or competition as a main basis for setting prices. Product
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or business model innovation has a high priority for many companies whereas
innovation in pricing has received scant attention. This book examines how
innovation in pricing can drive profits. The text examines innovation in pricing
from four complementary perspectives. Innovation in Pricing Strategy illustrates
how companies implement innovative pricing strategies, such as customer valuebased pricing. Innovation in Pricing Tactics deals with innovative tools to
measure and increase customer willingness to pay and to communicate value to
B2B and B2C customers. Innovation in Organizing the Pricing Function looks at
state-of-the art approaches to embed the pricing function in the organization.
Psychological Aspects of Pricing illustrates how companies can influence
customer perceptions of value and price in their question to implement innovation
in pricing. This edited volume brings together 26 articles from academics,
business practitioners and consultants. Authors are from the world’s largest
companies, leading research-based universities and consulting companies
specialized in pricing. This book is the only book dedicated to innovation in
pricing and an essential read for business executives and pricing managers
wishing to treat innovation in pricing as seriously as they treat product or
business model innovation.
Economic Value Added (EVA) and Value Based Management (VBM) are today’s
hottest management buzzwords. But written information has often been biased
and clouded by the authors’ hidden agendas. EVA and Value-Based
Management is the first book to unflinchingly discuss the pros and cons of EVA
and VBM. Covering both implementation and conceptual issues, with a strong
emphasis on performance measurement, value drivers, and management
compensation, it allows readers to come to their own informed conclusions.
The world is changing. So is the Customer. Companies have to reinvent
themselves and transform their business thinking to take advantage of such
changes, and they must do so by focusing on the most important part of their
business: the Customer. Doing so will build sustainable competitive advantage,
Customer loyalty and market share, and shareholder wealth, and this book
discusses and teaches how This book expands the realms and the
understanding of Customer Value Management (CVM), and creates a new
management concept, that of Total Customer Value Management (Total CVM).
Total CVM teaches how to align the entire company to the Customer. Business
strategy flows from the Customer strategy, and the Customers drive the
organization to greater profit. Total CVM expounds the value of employees and
building their self esteem, awareness and engagement, and expands the concept
of Customer Circles and continuous Customer Improvement Programs and
understanding and measuring Customer Value Added. Insightfully illustrated with
case studies, caselets, tables and graphs, this book illustrates how big
companies in India, like Tata and Godrej, are embracing Total CVM to effect
organizational transformation and change in business thinking. The author has
utilized a reader-friendly story-telling approach and a dialogue format to help the
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reader relate to the characters and their roles, and learn positively from the
experiences described in the book.
This insightful Handbook provides a comprehensive state-of-the-art review of
business-to-business marketing. It supplies an overview and pioneers new ideas
relating to the activity of building mutually value-generating relationships between
organizations Ð from businesses to government agencies to not-for-profit
organizations Ð and the many individuals within them. Comprising 38 chapters
written by internationally renowned scholars, this Handbook presents
perspectives of a variety of issue areas from both an academic and a managerial
perspective (state of theory and state of practice). The material in this
compendium includes theoretical and practical perspectives in business-tobusiness marketing, marketing mix and strategy, interfirm relationships, personal
selling and sales management, technology marketing, and methodological issues
central to business-to-business markets. Published in conjunction with Penn
StateÕs Institute for the Study of Business Markets, this extensive volume will
expand research and teaching in business-to-business marketing in academia
and will improve the practice of business-to-business marketing for firms in the
industry. This path-breaking Handbook is targeted primarily at marketing
academics and graduate students who want a complete overview of the
academic state of the business-to-business marketing domain. It will also prove
an invaluable resource for forward-thinking business-to-business practitioners
who want to be aware of the current state of knowledge in their domains.
First Published in 1999: This book stresses the service aspects of an
organization - especially customer service, marketing, and organizational
responsiveness, and how to create and provide outstanding customer value to
the target market(s).
There is an emerging art and science of customer value management that is
proving its worth inincreased market share and shareholder value for the
companies that practice it. Customer value management is about: choosing value
(determining what customers really value and developing your value proposition )
delivering value (making sure business processes are aligned with value
proposition) communicating value (educating the market on your value
proposition)The concepts of customer value management and the practical tools
that have been developed to support them are the subject of this book.
As with executives and managers in so many other business functions, pricing
specialists are being challenged more and more to substantiate the added value
of their activities. Pricing is a core function of every business, and needs not only
to contribute positively to short- and long-term results, but also to document its
impact to the bottom line. A fundamental part of this is the pricing ROI
calculations. This book, edited by globally renowned thought leaders Andreas
Hinterhuber and Stephan Liozu, is the first to outline contemporary theories and
best practices of documenting pricing ROI. It provides proven methods, practices
and theories on how to calculate the impact of pricing activities on performance.
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Marketing ROI is now a common concept: this collection proves to do the same
for pricing. Hinterhuber & Liozu introduce the concept of pricing ROI,
documenting and quantifying the return on pricing activities and on the pricing
function itself is of increasing relevance today and in the future – in times of
budget constraints. 20 world class specialists explore the concept of pricing ROI
under both a theoretical perspective and a managerial perspective to shed muchneeded light on how to measure and increase pricing ROI. This groundbreaking
book will enlighten students and specialists of marketing and sales, pricing
managers and executives alike.
The Price Advantage by three preeminent experts at McKinsey & Company is the
most pragmatic and insightful book on pricing available. Based on in-depth, firsthand experience with hundreds of companies, this book is designed to provide
managers with comprehensive guidance through the maze of pricing issues. The
authors demonstrate why pricing excellence is critical to corporate success and
profitability, then explain state-of-the-art approaches to analyzing and improving
your own pricing strategy for any product or service. Their advice is critical for
readers who need to develop pricing strategies that work in both good economic
times and bad.
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