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No Nonsense: Attract New
Customers Nov 02 2020 "For
most businesses, attracting
new customers is a neverending effort anchored in
uncertainty, frustration and
knee-jerk reactions. This book
takes the mystery out of
creating an ongoing plan, with
proven tactics to keep the
phone ringing and the door
swinging. The basic concept:
Attract an endless flood of new
customers at little or no cost"-Uncommon Service Jun 28
2020 Offers an organizational
design model for service
organizations, covering such
topics as funding mechanisms,
fans-not-customers

employee management
systems, and customer
management systems.
The Experience Economy Jan
24 2020 You are what you
charge for. And if you're
competing solely on the basis
of price, then you've been
commoditized, offering little or
no true differentiation. What
would your customers really
value? Better yet, for what
would they pay a premium?
Experiences. The curtain is
about to rise, say Pine Gilmore,
on the Experience Economy, a
new economic era in which
every business is a stage, and
companies must design
memorable events for which

they charge admission. With
The Experience Economy, Pine
Gilmore explore how successful
companies-using goods as
props and services as the
stage-create experiences that
engage customers in an
inherently personal way. Why
does a cup of coffee cost more
at a trendy cafe than it does at
the corner diner or when
brewed at home? It's the value
that the experience holds for
the individual that determines
the worth of the offering and
the work of the business. From
online communities to airport
parking, the authors draw from
a rich and varied mix of
examples that showcase
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businesses in the midst of
creating engaging experiences
for both consumers and
corporate customers. The
Experience Economy marks the
debut of an insightful, highly
original, and yet eminently
practical approach for
companies to script and stage
compelling experiences. In
doing so, all workers become
actors, intentionally creating
specific effects for their
customers. And it's the
experiences they stage that
create memorable-and lastingimpressions that ultimately
create transformations within
individuals. Make no mistake,
say Pine Gilmore: goods and
services are no longer enough.
Experiences are the foundation
for future economic growth,
and The Experience Economy
is the playbook from which
managers can begin to direct
new performances.
The Best Service is No
Service Oct 13 2021 In this
groundbreaking book, Bill Price
and David Jaffe offer a new,
game-changing approach,
showing how managers are
taking the wrong path and are
using the wrong metrics to
measure customer service.
Customer service, they assert,
is only needed when a company
does something
wrong—eliminating the need
for service is the best way to
satisfy customers. To be
successful, companies need to
treat service as a data point of
dysfunction and figure what
they need to do to eliminate the
demand. The Best Service Is
No Service outlines these seven
principles to deliver the best
service that ultimately leads to
"no service": Eliminate dumb
fans-not-customers

contacts Create engaging selfservice Be proactive Make it
easy to contact your company
Own the actions across the
company Listen and act Deliver
great service experiences
Epic Content Marketing:
How to Tell a Different
Story, Break through the
Clutter, and Win More
Customers by Marketing
Less Feb 23 2020 Reach more
customers than ever with
TARGETED CONTENT Epic
Content Marketing helps you
develop strategies that seize
the competitive edge by
creating messages and
“stories” tailored for instant,
widespread distribution on
social media, Google, and the
mainstream press. It provides a
step-by-step plan for
developing powerful content
that resonates with customers
and describes best practices
for social media sharing and
search engine discoverability.
Joe Pulizzi is a content
marketing strategist, speaker
and founder of the Content
Marketing Institute, which runs
the largest physical content
marketing event in North
America, Content Marketing
World.
Lean B2B Apr 26 2020 « This
is a must read for every B2B
entrepreneur, SaaS creator or
consultant and business school
student. It's the kind of book
you don't read once, you go
back to it on a regular basis. » Carmen Gerea, CEO & Cofounder, UsabilityChefs Lean
B2B helps entrepreneurs and
innovators quickly find traction
in the enterprise. Packed with
more than 20 case studies and
used by thousands around the
world, Lean B2B consolidates

the best thinking around
Business- to-Business (B2B)
customer development to help
entrepreneurs and innovators
focus on the right things each
step of the way, leaving as little
as possible to luck. The book
helps: • Assess the market
potential of opportunities to
find the right opportunity for
your team • Find early
adopters, quickly establish
credibility and convince
business stakeholders to work
with you • Find and prioritize
business problems in
corporations and identify the
stakeholders with the power to
influence a purchase decision •
Create a minimum viable
product and a compelling offer,
validate a solution and evaluate
whether your team has found
product-market fit • Identify
and avoid common challenges
faced by entrepreneurs and
learn ninja techniques to speed
up product-market validation «
The book will pay itself off in
the first couple of pages! » Ben Sardella, Co-Founder,
Datanyze ⭐⭐⭐⭐⭐ 86% of
Readers Rated it 5-Stars ⭐⭐⭐⭐⭐
« Treat this book like a map to
show you where you are and a
compass to show you the
direction. I wish I could have
read it 2 or 3 years ago. » –
Jonathan Gebauer, Founder,
exploreB2B « Lean B2B is filled
with rock-solid advice for
technology entrepreneurs who
want a rapid-growth trajectory.
Read it to increase your
certainty and your success
rate. » - Jill Konrath, Author of
AGILE SELLING and Selling to
Big Companies « Probably the
most slept on book in the Lean
startup market right now....
There is no sugarcoating here.
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Garbugli tells you exactly what
needs to happen and how to
make it happen... literally holds
your hand and spells it out. I
was really impressed with the
overall depth and advice
presented. » - AJ, B2B
Entrepreneur « The book I read
of which I have learned the
most. » - Etienne Thouin,
Founder and CTO, SQLNext
Software « This book is
essential reading for would-be
entrepreneurs who face the
daunting task of entering B2B
markets. » – Paul Gillin, CoAuthor, Social Marketing to the
Business Customer
Trying Hard is Not Good
Enough Sep 12 2021 The
Results-Based Accountability
(RBA) framework can be used
to improve the quality of life in
communities, cities, counties,
states and nations, including
everything from the well-being
of children to the creation of a
sustainable environment. It can
help government and private
sector agencies improve the
performance of their programs
and make them more customerfriendly and effective. RBA is a
common sense approach that
replaces all the complicated
jargon-laden methods foisted
on us in the past. The methods
can be learned and applied
quickly. And all the materials
are free for use by government
and non-profit organizations. In
addition to providing practical
methods, the book also makes a
contribution to social theory by
explaining the contribution
relationship between program
performance and community
quality of life. As such it is a
valuable tool for both program
administrators and evaluators.
A workshop DVD is also
fans-not-customers

available from
resultsleadership.org. The RBA
framework has been used in
over 40 states and countries
around the world.
Customer Centricity May 08
2021 A powerful call to action,
Customer Centricity upends
some of our most fundamental
beliefs about customer service,
customer relationship
management, and customer
lifetime value NOT ALL
CUSTOMERS ARE CREATED
EQUAL Despite what the tired
old adage says, the customer is
not always right. Not all
customers deserve your best
efforts: In the world of
customer centricity, there are
good customers...and then
there is pretty much everybody
else. In Customer Centricity,
Wharton professor Peter Fader,
coauthor of the follow-up book
The Customer Centricity
Playbook, helps businesses
radically rethink how they
relate to customers. He
provides insights to help you
understand: Why customer
centricity is the new model for
success and product centricity
must be ushered out How the
ideas of brand equity and
customer equity help us
understand what kinds of
compa-nies naturally lend
themselves to the customercentric model and which ones
don't Why the traditional
models for determining the
value of individual customers
are flawed How executives can
use customer lifetime value
(CLV) and other customercentric data to make smarter
decisions about their
companies How the wellintended idea of customer
relation-ship management

(CRM) lost its way-and how
your company can properly put
CRM to use Customer
Centricity will help you realign
your performance metrics,
product development, customer
relationship management and
organization in order to make
sure you focus directly on the
needs of your most valuable
customers and increase profits
for the long term. ALSO
AVAILABLE: Once Fader
convinces you of the value of
customer centricity in this
book, The Customer Centricity
Playbook, with Sarah Toms,
will show you where to get
started. "Reveals how to
increase profits from your best
customers, find more like them,
and avoid over-investing in the
rest....Decidedly accessible and
absolutely necessary." -Jim
Sterne, Founding President and
Chairman, Digital Analytics
Association "Perfect read...It's
short (60-90 minutes), clear,
and the best summary I've read
of why companies should
rethink their approach to
customers." -Andrew
McFarland, SVP, Chief
Customer Officer, Black Box
"Knowing what your customers
are worth is the secret to
focusing your time and money
where it makes the most
difference. You can't be all
things to all people, so you
need to learn to find out who
really matters to your success.
Fader makes it clear with great
ideas and a readable style." Andy Sernovitz, author, Word
of Mouth Marketing THE
WHARTON EXECUTIVE
ESSENTIALS SERIES The
Wharton Executive Essentials
series from Wharton Digital
Press brings the ideas of the
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Wharton School's thought
leaders to you wherever you
are. Inspired by Wharton's
Executive Education program,
each book is authored by
globally renowned faculty and
filled with real-life business
examples and actionable
advice. Wharton Executive
Essentials guides offer a quickreading, penetrating, and
comprehensive summary of the
knowledge leaders need to
excel in today's competitive
business environment and
capture tomorrow's
opportunities.
Managing Customer
Experience and Relationships
Sep 19 2019 Every business on
the planet is trying to maximize
the value created by its
customers Learn how to do it,
step by step, in this newly
revised Fourth Edition of
Managing Customer
Experience and Relationships:
A Strategic Framework.
Written by Don Peppers and
Martha Rogers, Ph.D.,
recognized for decades as two
of the world’s leading experts
on customer experience issues,
the book combines theory, case
studies, and strategic analyses
to guide a company on its own
quest to position its customers
at the very center of its
business model, and to “treat
different customers
differently.” This latest edition
adds new material including:
How to manage the masscustomization principles that
drive digital interactions How
to understand and manage
data-driven marketing analytics
issues, without having to do the
math How to implement and
monitor customer success
management, the new
fans-not-customers

discipline that has arisen
alongside software-as-a-service
businesses How to deal with
the increasing threat to
privacy, autonomy, and
competition posed by the big
tech companies like Facebook,
Amazon, and Google Teaching
slide decks to accompany the
book, author-written test banks
for all chapters, a complete
glossary for the field, and full
indexing Ideal not just for
students, but for managers,
executives, and other business
leaders, Managing Customer
Experience and Relationships
should prove an indispensable
resource for marketing, sales,
or customer service
professionals in both the B2C
and B2B world.
How Not to Become a
Crotchety Old Man Aug 11
2021 Good things come in
small sizes. That is so true,
especially for How Not to
Become a Crotchety Old Man.
Big on fun and filled with
hilarious insights about how
not to let our inner crotchety
old man out, this one makes
the perfect Father's Day gift.
Men will learn how to age
gracefully so they never rattle
off an inappropriate "dirty old
man" joke. They'll learn that
reading the obits first is a
cardinal sin and that never
reading the instructions is a
close second.
The Book with No Pictures
May 28 2020 A #1 New York
Times bestseller, this
innovative and wildly funny
read-aloud by award-winning
humorist/actor B.J. Novak will
turn any reader into a
comedian—a perfect gift for
any special occasion! You
might think a book with no

pictures seems boring and
serious. Except . . . here’s how
books work. Everything written
on the page has to be said by
the person reading it aloud.
Even if the words say . . .
BLORK. Or BLUURF. Even if
the words are a preposterous
song about eating ants for
breakfast, or just a list of
astonishingly goofy sounds like
BLAGGITY BLAGGITY and
GLIBBITY GLOBBITY. Cleverly
irreverent and irresistibly silly,
The Book with No Pictures is
one that kids will beg to hear
again and again. (And parents
will be happy to oblige.)
Not My Idea Oct 01 2020 An
honest explanation about how
power and privilege factor into
the lives of white children, at
the expense of other groups,
and how they can help seek
justice. --THE NEW YORK
TIMES **A WHITE RAVEN
2019 SELECTION** NAMED
ONE OF SCHOOL LIBRARY
JOURNAL'S BEST BOOKS OF
2018 Not My Idea: A Book
About Whiteness is a picture
book about racism and racial
justice, inviting white children
and parents to become curious
about racism, accept that it's
real, and cultivate justice. This
book does a phenomenal job of
explaining how power and
privilege affect us from birth,
and how we can educate
ourselves...Not My Idea is an
incredibly important book, one
that we should all be using as a
catalyst for our anti-racist
education. --THE TINY
ACTIVIST Quite frankly, the
first book I've seen that
provides an honest explanation
for kids about the state of race
in America today. --ELIZABETH
BIRD, librarian "It's that exact
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mix of true-to-life humor and
unflinching honesty that makes
Higginbotham's book work so
well..."--PUBLISHERS WEEKLY
(*Starred Review) A muchneeded title that provides a
strong foundation for critical
discussions of white people and
racism, particularly for young
audiences. Recommended for
all collections. --SCHOOL
LIBRARY JOURNAL (*Starred
Review) A necessary children's
book about whiteness, white
supremacy, and resistance...
Important, accessible, needed.
--KIRKUS REVIEWS A timely
story that addresses racism,
civic responsibility, and the
concept of whiteness. -FOREWORD REVIEWS For
white folks who aren't sure
how to talk to their kids about
race, this book is the perfect
beginning. --O MAGAZINE
The Mom Test Dec 15 2021
The Mom Test is a quick,
practical guide that will save
you time, money, and
heartbreak. They say you
shouldn't ask your mom
whether your business is a
good idea, because she loves
you and will lie to you. This is
technically true, but it misses
the point. You shouldn't ask
anyone if your business is a
good idea. It's a bad question
and everyone will lie to you at
least a little . As a matter of
fact, it's not their responsibility
to tell you the truth. It's your
responsibility to find it and it's
worth doing right . Talking to
customers is one of the
foundational skills of both
Customer Development and
Lean Startup. We all know
we're supposed to do it, but
nobody seems willing to admit
that it's easy to screw up and
fans-not-customers

hard to do right. This book is
going to show you how
customer conversations go
wrong and how you can do
better.
How to Market to People
Not Like You May 20 2022
Reach new and diverse
customer groups and expand
your market share The
standard approach to
marketing is to look for as
many people as possible who fit
one core customer profile. How
to Market to People Not Like
You challenges this traditional
thinking about core customer
bases, giving you a new
approach to expand your
customer base and your
business. Arguing for focusing
on customer values rather than
demographics, How to Market
to People Not Like You reveals
how you can grow business and
profits by targeting those who
are different from your core
audience, rather than those
who share similarities. Reach
unfamiliar new market
segments with your products
Learn how to engage microsegmented customer groups
Author's company was named
one of the top ad agencies in
the US by Ad Age Find out How
to Market to People Not Like
You, understand the needs and
values that distinguish diverse
customers, and reach their
hearts, minds, and wallets.
Eat Their Lunch Mar 26 2020
The first ever playbook for B2B
salespeople on how to win
clients and customers who are
already being serviced by your
competition, from the author of
The Only Sales Guide You'll
Ever Need and The Lost Art of
Closing. Like it or not, sales is
often a zero-sum game: Your

win is someone else's loss.
Most salespeople work in
mature, overcrowded
industries, your offerings
perceived (often unfairly) as
commodities. Growth requires
taking market share from your
competitors, while they try to
do the same to you. How else
can you grow 12 percent a year
in an industry that's only
growing by 3 percent? It's not
easy for any salesperson to
execute a competitive
displacement--or, in other
words, "eat their lunch." You
might think this requires a
bloodthirsty "whatever it takes"
attitude, but that's the opposite
of what works. If you act like a
Mafia don, you only make
yourself difficult to trust and
impossible to see as a longterm partner. Instead, this
book shows you how to find
and maintain a long-term
competitive advantage by
taking steps like: ranking
prospective new clients not by
their size or convenience to
you, but by who stands to gain
the most from your solution.
understanding the different
priorities for everyone in your
prospect's organization, from
the CEO to the accountants,
and addressing their various
concerns. developing a
systematic contact plan for all
those different stakeholders so
you can win over the right
people at the organization in
the optimal sequence. Your
competitors may be tough, but
with the strategies you'll
discover in this book, you'll
soon be eating their lunch.
Excuses, Excuses, Excuses -Oct 21 2019 "This book is
about everyday excuses we
hear for not giving excellent
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customer service and how to
shoot those excuses down"-Page 1.
The Customer Is Not Always
Right Jun 21 2022 Retailers,
restaurants, and tech support
providers believe service is
king, but in The Customer Is
Not Always Right, A.J. Adams
proves that customers will do
anything they can to put that
motto to the test. Readers get a
collection of insights and
stories from the popular Web
site NotAlwaysRight.com. The
book and site showcase
customer-relations horror
stories everyone can relate to.
No matter what side of the
counter you're on, there are
hilarious tales about everything
that can go wrong between the
customer and retail or service
provider. Whether it's a
confrontation in the drivethrough over not enough fries
or arguing over a one-cent
price difference on milk, this
book proves the principle of
"the customer is always right"
can be dead wrong. From
groaning, to intense
complaining, to situations that
leave workers asking, "Are you
serious?," readers will enjoy
these hilarious tales of
customers gone wrong.
Building a StoryBrand Jul 30
2020 More than half-a-million
business leaders have
discovered the power of the
StoryBrand Framework,
created by New York Times
best-selling author and
marketing expert Donald
Miller. And they are making
millions. If you use the wrong
words to talk about your
product, nobody will buy it.
Marketers and business owners
struggle to effectively connect
fans-not-customers

with their customers, costing
them and their companies
millions in lost revenue. In a
world filled with constant, ondemand distractions, it has
become near-impossible for
business owners to effectively
cut through the noise to reach
their customers, something
Donald Miller knows first-hand.
In this book, he shares the
proven system he has created
to help you engage and truly
influence customers. The
StoryBrand process is a proven
solution to the struggle
business leaders face when
talking about their companies.
Without a clear, distinct
message, customers will not
understand what you can do for
them and are unwilling to
engage, causing you to lose
potential sales, opportunities
for customer engagement, and
much more. In Building a
StoryBrand, Donald Miller
teaches marketers and
business owners to use the
seven universal elements of
powerful stories to dramatically
improve how they connect with
customers and grow their
businesses. His proven process
has helped thousands of
companies engage with their
existing customers, giving
them the ultimate competitive
advantage. Building a
StoryBrand does this by
teaching you: The seven
universal story points all
humans respond to; The real
reason customers make
purchases; How to simplify a
brand message so people
understand it; and How to
create the most effective
messaging for websites,
brochures, and social media.
Whether you are the marketing

director of a multibillion-dollar
company, the owner of a small
business, a politician running
for office, or the lead singer of
a rock band, Building a
StoryBrand will forever
transform the way you talk
about who you are, what you
do, and the unique value you
bring to your customers.
Your Call Is (Not That)
Important to Us Jan 04 2021
Bring up the subject of
customer service phone calls
and the blood pressure of
everyone within earshot rises
exponentially. Otherwise calm,
rational, and intelligent people
go into extended rants about an
industry that seems to grow
more inhuman and unhelpful
with every phone call we make.
And Americans make more
than 43 billion customer
service calls each year.
Whether it's the interminable
hold times, the outsourced
agents who can't speak
English, or the multitude of
buttons to press and automated
voices to listen to before
reaching someone with a
measurable pulse -- who hasn't
felt exasperated at the abuse,
neglect, and wasted time we
experience when all we want is
help, and maybe a little human
kindness? Your Call Is (Not
That) Important to Us is
journalist Emily Yellin's
engaging, funny, and farreaching exploration of the
multibillion-dollar customer
service industry and its
surprising inner-workings.
Yellin reveals the real human
beings and often surreal
corporate policies lurking
behind its aggravating façade.
After reading this first-ever
investigation of the customer
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service world, you'll never view
your call-center encounters in
quite the same way. Since
customer service has a role in
just about every industry on
earth, Yellin travels the country
and the world, meeting a wide
range of customer service reps,
corporate decision makers,
industry watchers, and
Internet-based consumer
activists. She spends time at
outsourced call centers for
Office Depot in Argentina and
Microsoft in Egypt. She gets to
know the Mormon wives who
answer JetBlue's customer
service calls from their homes
in Salt Lake City, and listens in
on calls from around the globe
at a FedEx customer service
center in Memphis. She meets
with the creators of the yearly
Customer Rage Study,
customer experience
specialists at Credit Suisse in
Zurich, the founder and CEO of
FedEx, and the CEO of the
rising Internet retailer
Zappos.com. Yellin finds out
which country complains about
service the most (Sweden),
interviews an actress who
provides the voice for
automated answering systems
at many big corporations, and
talks to the people who run a
website (GetHuman.com that
posts codes for bypassing
automated voices and getting
to an actual human being at
more than five hundred major
companies. Yellin weaves her
vast reporting into an
entertaining narrative that
sheds light on the complex
forces that create our
infuriating experiences. She
chronicles how the Internet
and global competition are
forcing businesses to take their
fans-not-customers

customers' needs more
seriously and offers hope from
people inside and outside the
globalized corporate world
fighting to make customer
service better for us all. Your
Call Is (Not That) Important to
Us cuts through corporate
jargon and consumer distress
to provide an eye-opening and
animated account of the way
companies treat their
customers, how customers
treat the people who serve
them, and how technology,
globalization, class, race,
gender, and culture influence
these interactions. Frustrated
customers, smart executives,
and dedicated customer service
reps alike will find this lively
examination of the crossroads
of world commerce -- the point
where businesses and their
customers meet -- illuminating
and essential.
Never Lose a Customer
Again Jul 10 2021 Awardwinning speaker and business
consultant Joey Coleman
teaches audiences and
companies all over the world
how to turn a one-time
purchaser into a lifelong
customer. Coleman's theory of
building customer loyalty isn't
about focusing on marketing or
closing the sale: It's about the
First 100 Days® after the sale
and the interactions the
customer experiences. While
new customers experience joy,
euphoria, and excitement,
these feelings quickly shift to
fear, doubt, and uncertainty as
buyer's remorse sets in. Across
all industries, somewhere
between 20%-70% of newly
acquired customers will stop
doing business with a company
with the first 100 days of being

a new customer because they
feel neglected in the early
stages of customer onboarding.
In Never Lose a Customer
Again, Coleman offers a
philosophy and methodology
for dramatically increasing
customer retention and as a
result, the bottom line. He
identifies eight distinct
emotional phases customers go
through in the 100 days
following a purchase. From an
impulse buy at Starbucks to the
thoughtful purchase of a first
house, all customers have the
potential to experience the
eight phases of the customer
journey. If you can understand
and anticipate the customers'
emotions, you can apply a
myriad of tools and techniques
-- in-person, email, phone, mail,
video, and presents -- to
cement a long and valuable
relationship. Coleman's system
is presented through research
and case studies showing how
best-in-class companies create
remarkable customer
experiences at each step in the
customer lifecycle. In the
"Acclimate" stage, customers
need you to hold their hand
and over-explain how to use
your product or service.
They're often too embarrassed
to admit they're confused. Take
a cue from Canadian software
company PolicyMedical and
their challenge of getting nontechnical users to undergo a
complex installation and
implementation process. They
turned a series of project
spreadsheets and installation
manuals into a beautiful puzzle
customers could assemble after
completing each milestone. In
the "Adopt" stage, customers
should be welcomed to the
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highest tier of tribal
membership with both public
and private recognitions. For
instance, Sephora's VIB Rogue
member welcome gift provides
a metallic membership card
(private recognition) and a
members-only shade of lipstick
(for public display). In the final
stage, "Advocate," loyal
customers and raving fans are
primed to provide powerful
referrals. That's how elite
entrepreneurial event
MastermindTalks continues to
sell-out their conference year
after year - with zero dollars
spent on marketing. By
surprising their loyal fans with
amazing referral bonuses (an
all-expenses paid safari?!) they
guarantee their community will
keep providing perfect
referrals. Drawing on nearly
two decades of consulting and
keynoting, Coleman provides
strategies and systems to
increase customer loyalty.
Applicable to companies in any
industry and of any size
(whether measured in
employee count, revenue, or
total number of customers),
implementing his methods
regularly leads to an increase
in profits of 25-100%. Working
with well-known clients like
Hyatt Hotels, Zappos, and
NASA, as well as mom-and-pop
shops and solo entrepreneurs
around the world, Coleman's
customer retention system has
produced incredible results in
dozens of industries. His
approach to creating
remarkable customer
experiences requires minimal
financial investment and will be
fun for owners, employees, and
teams to implement. This book
is required reading for business
fans-not-customers

owners, CEOs, and managers as well as sales and marketing
teams, account managers, and
customer service
representatives looking for
easy to implement action steps
that result in lasting change,
increased profits, and lifelong
customer retention.
Reasons NOT to Focus on
Employee Experience Jan 16
2022 Employees - a company's
most valuable and most
important resourceThe
employee experience (EX) and
customer experience (CX) are
interconnected. By listening to
employees and reducing points
of friction, a company improves
both the employee and
customer experiences. More,
by helping employees
understand their role in CX,
companies can improve the
customer experience.Rather
than expanding upon these
concepts, this book's mission is
to provoke thought by
providing questions to grapple
with. If you don't already know,
most of this book will be blank
because there are no legitimate
reasons not to focus on the
employee experience. I invite
you to use this resource not
only as a conversation starter,
but also as a functional
notebook. And I'd love to hear
from you about the
conversations and reactions
this book ignites. Have a
question about roles/standards
for a role/job description based
on customer expectations vs
industry norms.
Managing Customers
Profitably Aug 31 2020 This
book is a response to a need in
the market place in the fastgrowing field of customer
profitability analysis and the

profitable management of
customer relationships. It
combines innovative
approaches to calculating the
value of customers, with the
management strategies
necessary to make and keep
customers profitable. It
includes easy-to-follow
instructions on how to
calculate customer
profitability, including worked
examples (non-technical) and
discusses strategies and their
applications for organizations
to manage customers
profitably. Based on cases and
feedback from the KAM Club
and other research, there will
be many business-to-business
as well as business-toconsumer examples. The book
assumes some level of
numeracy in its readership. The
contents include: Assessing
product costs, costs to serve
and how these can be
estimated, and how to deal
with customer-specific
overhead costs. It discusses the
uses and limitations of the use
of customer profitability
analysis, and illustrates how to
calculate customer lifetime
value using two methods, one
with actual numbers and one
which estimates relative
customer lifetime value.
Provides an innovative
approach to calculating the
lifetime value of a customer by
taking risk into account.
Demonstrates how to recognise
and value the relationship
benefits of customers, such as
word of mouth. Brings into
discussion the idea that how
customers are managed, links
to their profitability. Describes
how financial portfolio analysis
and theory apply to marketing
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and how, their application to
marketing relates to the
optimisation of marketing
spend.
Fans Not Customers Oct 25
2022 Most companies plod
along doing things as everyone
always has. So there are huge
opportunities for people trying
to break the mould, even in oldfashioned businesses like
banking or insurance. Of
course it happens all the time
in the digital world, but it can
happen anywhere - so long as
you turn your customers into
fans. When that happens your
customers - who will sing your
praises when your competitors'
customers are grumbling all
the time - become your
greatest allies in marketing and
sales. Then you can really go
for growth. But to amaze and
delight your customers and
clients isn't easy, and requires
constant work and innovation this book, generously scattered
with examples and case studies
drawn from Vernon Hill's own
experience shows how it is to
be done.
Customer Data Integration
Jun 09 2021 "Customers are
the heart of any business. But
we can't succeed if we develop
only one talk addressed to the
'average customer.' Instead we
must know each customer and
build our individual
engagements with that
knowledge. If Customer
Relationship Management
(CRM) is going to work, it calls
for skills in Customer Data
Integration (CDI). This is the
best book that I have seen on
the subject. Jill Dyché is to be
complimented for her
thoroughness in interviewing
executives and presenting
fans-not-customers

CDI." -Philip Kotler, S. C.
Johnson Distinguished
Professor of International
Marketing Kellogg School of
Management, Northwestern
University "In this world of
killer competition, hanging on
to existing customers is critical
to survival. Jill Dyché's new
book makes that job a lot easier
than it has been." -Jack Trout,
author, Differentiate or Die "Jill
and Evan have not only written
the definitive work on
Customer Data Integration,
they've made the business case
for it. This book offers sound
advice to business people in
search of innovative ways to
bring data together about
customers-their most important
asset-while at the same time
giving IT some practical tips
for implementing CDI and
MDM the right way." -Wayne
Eckerson, The Data
Warehousing Institute author
of Performance Dashboards:
Measuring, Monitoring, and
Managing Your Business
Whatever business you're in,
you're ultimately in the
customer business. No matter
what your product, customers
pay the bills. But the strategic
importance of customer
relationships hasn't brought
companies much closer to a
single, authoritative view of
their customers. Written from
both business and
technicalperspectives,
Customer Data Integration
shows companies how to
deliver an accurate, holistic,
and long-term understanding of
their customers through CDI.
Chocolates on the Pillow
Aren't Enough Dec 03 2020
Praise for Chocolates on the
Pillow Aren't Enough "Jonathan

recognizes that in today's
Internet-fed, savvy-consumer
world, it is the people-to-people
connections, regardless of
price point, that differentiate a
customer's experience.
Gimmicks come and go, but
without sincere and caring
people delivering the overall
experience, from start to finish,
well, it's true--chocolates on
the pillow are not enough. A
great read!" —David Neeleman,
founder and CEO, JetBlue
Airways Corporation "If you
don't work for your customer,
you're not doing your job. Who
better to turn to for lessons in
great customer experiences
than Jonathan Tisch? He has
long been one of the most
respected leaders in travel and
hospitality, and when it comes
to treating all customers like
guests, to put it simply, he gets
it. And then some." —Millard S.
Drexler, Chairman and CEO, J.
Crew Group "What brings
customers back to my
restaurants? Why do viewers
watch my TV show? It's more
than Bam! It's delivering a
kicked-up customer experience.
Tisch is the guy who knows
how to do this best. His book
gives the inside scoop on how
to excite your customers and
bring 'em back for more."
—Emeril Lagasse "Attention to
detail, passion, and dedication
are a few of the things that
made me successful as an
athlete. Jonathan knows that by
doing the same in business, you
maximize the customer's
experience and outscore the
competition." —Tiki Barber
Users Not Customers Sep 24
2022 The author thinks
constantly about the most
pressing issue in business: how
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can businesses can use digital
to thrive? He has studied what
the businesses succeeding have
in common. This title teaches
us to recognise that it's not just
customers who interact with
the digital version of our
organisations.
Competing for Customers
Aug 19 2019 Business-tobusiness customer expectations
have changed. To survive—and
thrive—in today’s economy,
where customers are
constantly reevaluating their
purchases and looking at
options never available before,
you need to deliver business
outcomes, not features and
functionality. Suddenly, your
“sale” is no longer a one-time
event: it’s a relationship that
demands continuous care and
nurturing. You need to
constantly deliver, measure,
and demonstrate the value you
create for your customers. Like
it or not, it’s your job to make
sure your customers
succeed—and keep on
succeeding—with what you’ve
sold them. That job has a name:
“Customer Success.”
Delivering customer success
means radically changing the
way you engage with
customers—from sales, to
marketing, to engineering and
support. This book gives you a
complete framework for doing
just that. Step by step, you’ll
learn how to make sure your
customers are achieving
business outcomes from your
offerings…now, next year, and
for years to come. Embed
customer success in your
organizational DNA, in 3 steps:
Listen : Truly understand what
it means for your customers to
succeed with your offerings
fans-not-customers

Engage: Start a productive
dialogue, collaborate to solve
problems, and promote
awareness of the value you
create Ensure: Innovate to
deliver on your promises, prove
it to the customer, and build
retention
Customer Mountain Map Jun
16 2019 CUSTOMER
MOUNTAIN Is The Map.The
biggest problem business
owners face is getting more
customers. Add on the
countless other things that can
arise and slow things down,
and it's not a mystery why most
businesses fail. But the bottom
line is... if there were enough
customers, everything else
would work out. The Customer
Mountain Map was published
and revealed publicly to help
business owners first
understand the 'customer
getting' and 'business growing'
strategy that is Customer
Mountain, but also of course to
make it easy to deploy in any
business. No matter what
industry you're in and no
matter how you do business, be
it in person, online or if you're
behind the scenes like a
utility...* The Steps That People
Take to Become Paying
Customers Do Not Change.
Blasting a thousand dollars on
Facebook Ads (just 1 example)
to see how many customers you
get is not the right plan.
Making sure you have a map in
place that leads to the right
product or service and most
importantly finding the right
people to put on that map is
the answer to business growth.
This book will help you learn
the Customer Mountain Map to
enable you to get more
customers, more easily, so that

you can spend more time with
your kids, partners, your family
and friends.
Fans! Not Customers: Third
Edition Jul 22 2022 Most
companies plod along doing
things as everyone always has.
So there are huge
opportunities for people trying
to break the mould, even in oldfashioned businesses like
banking or insurance. Of
course it happens all the time
in the digital world, but it can
happen anywhere - so long as
you turn your customers into
fans. When that happens your
customers - who will sing your
praises when your competitors'
customers are grumbling all
the time - become your
greatest allies in marketing and
sales. Then you can really go
for growth. But to amaze and
delight your customers and
clients isn't easy, and requires
constant work and innovation this book, generously scattered
with examples and case studies
drawn from Vernon Hill's own
experience shows how it is to
be done.
The Customer Centricity
Playbook Mar 06 2021 A 2019
Axiom Business Award winner.
In The Customer Centricity
Playbook , Wharton School
professor Peter Fader and
Wharton Interactive's executive
director Sarah Toms help you
see your customers as
individuals rather than a
monolith, so you can stop
wasting resources by chasing
down product sales to each and
every consumer.
Not My Circus, Not My
Monkeys Feb 05 2021 The
name of the game in business
is to deliver an exceptional
customer experience to
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consumers and clients. But if a
company's employee
experience is subpar, the
customer's experience will also
suffer. Lance Gibbs, an
authority on business process
management, understands this
important, often-overlooked
connection, and he has
powerful solutions for
improving the workers' side of
the equation. Not My Circus,
Not My Monkeys shines a light
on the in-house issues that
negatively affect a company's
efficiency and profits. Gibbs
provides essential strategies
for granting employees the
systems, authority, and
considerations they need to
best perform the work they do.
His "7 Pillars of Employee
Experience" help executives
and business owners focus on
internal repairs that will
enhance employee/customer
interactions, from granting
workers authorization for
action to establishing a
platform that integrates the
perspectives of everyone, no
matter where they are on the
corporate ladder. Investing in
your workforce is a must.
Businesses that treat their
workers with apathy are
doomed to disappoint their
customers. The tools and
practical methods provided in
Not My Circus, Not My
Monkeys will increase
employee engagement and
effectiveness and strengthen
the key component of a
transformative customer
experience.
It's Not the Stork! Nov 14
2021 From the expert team
behind IT'S PERFECTLY
NORMAL and IT'S SO
AMAZING! comes a book for
fans-not-customers

younger children about their
bodies — a resource that
parents, teachers, librarians,
health care providers, and
clergy can use with ease and
confidence. Young children are
curious about almost
everything, especially their
bodies. And young children are
not afraid to ask questions.
What makes me a girl? What
makes me a boy? Why are some
parts of girls' and boys' bodies
the same and why are some
parts different? How was I
made? Where do babies come
from? Is it true that a stork
brings babies to mommies and
daddies? IT'S NOT THE
STORK! helps answer these
endless and perfectly normal
questions that preschool,
kindergarten, and early
elementary school children ask
about how they began. Through
lively, comfortable language
and sensitive, engaging
artwork, Robie H. Harris and
Michael Emberley address
readers in a reassuring way,
mindful of a child's healthy
desire for straightforward
information. Two irresistible
cartoon characters, a curious
bird and a squeamish bee,
provide comic relief and give
voice to the full range of
emotions and reactions
children may experience while
learning about their amazing
bodies. Vetted and approved by
science, health, and child
development experts, the
information is up-to-date, ageappropriate, and scientifically
accurate, and always aimed at
helping kids feel proud,
knowledgeable, and
comfortable about their own
bodies, about how they were
born, and about the family they

are part of.
Crafting the Customer
Experience For People Not
Like You Aug 23 2022 Deliver
a better business experience,
for every kind of customer A
"one-size fits all" approach to
customer service is no longer
viable. Businesses competing
on service need to understand
and cater to customers' racial,
ethnic, religious, generational,
and geographic differences in
order to meet or exceed
customers' service
expectations. Crafting the
Customer Experience to People
Not Like You shows how
companies, brands, and
products struggling to
differentiate themselves in a
sea of sameness can foster
long-term loyalty and brand
preference with exceptional
and customized customer
service. A detailed guide to
core customer groups including
women, the five generations
(matures, Boomers, Gen X, Gen
Y and Gen Z), racial and ethnic
segments, such as Hispanics
and African-Americans, as well
as those who are defined by
key lifestyle and life-stage
attributes Includes onsumer
insights that will help business
leaders deliver a better
business experience with every
customer You cannot control
the economy, the stock market
or the costs of goods and labor.
But you can control your
organization's customer
service. It's an empowering
thought. Customer service is
100% in your control at all
times and it's more important
than ever.
Our Toilets Are Not for
Customers Apr 07 2021
The Effortless Experience Mar
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18 2022 Everyone knows that
the best way to create
customer loyalty is with service
so good, so over the top, that it
surprises and delights. But
what if everyone is wrong? In
their acclaimed bestseller The
Challenger Sale, Matthew
Dixon and his colleagues at
CEB busted many longstanding
myths about sales. Now they’ve
turned their research and
analysis to a new vital business
subject—customer
loyalty—with a new book that
turns the conventional wisdom
on its head. The idea that
companies must delight
customers by exceeding service
expectations is so entrenched
that managers rarely even
question it. They devote untold
time, energy, and resources to
trying to dazzle people and
inspire their undying loyalty.
Yet CEB’s careful research
over five years and tens of
thousands of respondents
proves that the “dazzle factor”
is wildly overrated—it simply
doesn’t predict repeat sales,
share of wallet, or positive
wordof-mouth. The reality:
Loyalty is driven by how well a
company delivers on its basic
promises and solves day-to-day
problems, not on how
spectacular its service
experience might be. Most
customers don’t want to be
“wowed”; they want an
effortless experience. And they
are far more likely to punish
you for bad service than to
reward you for good service. If
you put on your customer hat
rather than your manager or
marketer hat, this makes a lot
of sense. What do you really
want from your cable company,
a free month of HBO when it
fans-not-customers

screws up or a fast, painless
restoration of your connection?
What about your bank—do you
want free cookies and a
cheerful smile, even a personal
relationship with your teller?
Or just a quick in-and-out
transaction and an easy way to
get a refund when it
accidentally overcharges on
fees? The Effortless Experience
takes readers on a fascinating
journey deep inside the
customer experience to reveal
what really makes customers
loyal—and disloyal. The authors
lay out the four key pillars of a
low-effort customer experience,
along the way delivering robust
data, shocking insights and
profiles of companies that are
already using the principles
revealed by CEB’s research,
with great results. And they
include many tools and
templates you can start
applying right away to improve
service, reduce costs, decrease
customer churn, and ultimately
generate the elusive loyalty
that the “dazzle factor” fails to
deliver. The rewards are there
for the taking, and the pathway
to achieving them is now
clearly marked.
Online Customer Loyalty Dec
23 2019 Roberta C. Nacif
investigates the behavioral
consequences of self-service
purchases via the Internet. She
explores the effects of
customers' assessments of selfservice encounters experiences
(attitudes) and transactional
history (prior behavior) on their
subsequent purchasing
behavior and analyzes
customers' decision of whether
or not to repurchase from the
same retailer and of how much
money to spend.

The Brand Who Cried Wolf
Jul 18 2019 PRAISE FOR THE
BRAND WHO CRIED "WOLF"
"Powerful brands command.
Read this insightful book and
allow Scott to share how to
make your brand stand out and
deliver you buckets of money!"
—Mark Victor Hansen,
bestselling author of the
Chicken Soup for the Soul(r)
series "Deming's approach to
branding is not about
gimmicks. It's about
relationships-the real formula
for building and sustaining
your brand and your business."
—Rieva Lesonsky, Editorial
Director, Entrepreneur
magazine "It doesn't matter
what you sell. We're all selling
service. Deming's book shows
businesses of all sizes how to
create incredible brand power
through innovative service
levels. The Brand Who Cried
Wolf will not end up on your
book shelf; it will stay in your
briefcase or on your desk as a
daily reference guide. If you
want to grow your business,
get this book!" —John Valletta,
President, Super 8 Motels
"Deming's revelations on
creating an emotionally
engaging experience between
you and your customer are
without equal!" —Joel Bauer,
bestselling coauthor of How to
Persuade People Who Don't
Want to Be Persuaded "The
Brand Who Cried Wolf explains
how every customer
interaction, large or small,
impacts your brand's image
and reputation. This is an easyto-read book— veryone in your
organization needs to own."
—Patrick Sweeney, coauthor of
the New York Times bestseller
Succeed on Your Own Terms;
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cohost of the nationally
syndicated radio show Winning
in Business "Deming delivers
an essential message to
businesses and delivers in a
way you won't forget. You know
the fairy tales, just adapt it to
your unique brand: you!"
—Wayne Kandas, CFP and host
of nationally syndicated
Bloomberg Radio "Stories sell,
and that's what helps sell the
ideas in this brilliant book. If
you're in business-any
business-you need this book.
Get it now!" —Robert G. Allen,
bestselling coauthor of
Cracking the Millionaire Code;
CEO of The Enlightened
Millionaire Institute Chapter 8:
Just Call Me Slick! People
Really Hate to be "Sold" What
We’ve Accomplished So Far By
now you know that branding is
not exclusively about business
identity in the form of a logo or
advertising. You might
recognize the Nike brand from
its iconic swoosh logo. You
might immediately think of
McDonald’s when you think of
fast food because McDonald’s
commercials are ubiquitous,
but by this point, you know that
icons and awareness do not
constitute a brand. You also
know that big businesses are
not the only brands. Your
business does not have to be
the size of GM, Microsoft, AOL
Time Warner or Wal-Mart. Your
business could be run out of
your home with you as the sole
employee. You could conduct
business from a small office
with a single assistant, or in a
store with several employees.
The size, scope, and location of
your business does not change
the fact that it’s a brand, nor
should any of these factors
fans-not-customers

truly impact your brand if
you’re focusing on one-on-one
relationships. Businesses are
not the only brands, either.
Every individual is a brand, as
are organizations from nonprofits to political parties to
social clubs. For example, the
Gates Foundation, the Red
Cross, UNICEF, Make-A-Wish
Foundation, Boy Scouts, Girl
Scouts, Kiwanis Clubs, Rotary
Clubs, Republican Party, and
Democratic Party — all are
brands. The concept of
branding I’ve been articulating
is personal, which means
everyone needs to develop one.
Each category — from
individuals to organizations to
businesses large and small —
brings with it its own brand
development challenges. At the
same time, however, these
challenges are minimized when
you understand your brand
identity. Throughout this book,
I have written about creating
unique and memorable
experiences for your
customers. Chapter 2 defined a
brand in terms of establishing
relationships with your
customers. Chapter 3
distinguished between types of
experiences you can generate
for your customers, and
differentiated a brand
experience from ones that are
merely transactional or simply
meet customer expectations.
Chapter 4 highlighted the
importance of changing your
perspective to adopt your
customer’s point of view,
rather than emphasize your
product or service. Chapter 5
analyzed the results of
changing your perspective.
Chapter 6 admonished you to
avoid overstating your own

worth. Finally, Chapter 7
focused on the ripple effects of
your actions. Thus, most of the
facets of branding I’ve been
articulating since the beginning
of this book have emphasized
how you affect the customer’s
perceptions. In other words,
I’ve been talking about the
customer’s connection to your
brand. Now I’m going to talk
about how you perceive your
own brand, and about your
connection to your own brand.
Creating An Authentic Brand
Identity: Sincerity Can’t Be
Faked! First, you must take
stock of your brand identity. In
the Introduction to this book I
stated that everyone is a brand.
Everyone has a brand identity,
but not everyone understands
their own brand correctly, or
even knows what it is. You
cannot develop an authentic,
sincere brand without this
understanding. And you cannot
create brand evangelists —
people who trust you and
praise your brand every chance
they get — without an
authentic, sincere brand. You
earn someone’s trust through
your actions, so you’d better
know how to act!
Understanding your brand
identity, and developing the
trust that turns your customers
into evangelists, involves
knowing what your own beliefs
and values are. The fact is,
when you walk in your
customer’s shoes, when you
change your perspective to
deliver the impossible, you’re
reflecting a core element of
your identity, your values, and
your beliefs. When you are
sincere about trying to
understand your customers’
needs, desires, and what they’d
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truly love from you, a genuine
connection is made that is the
foundation of trust between
you and your customers.
Compassion and sincerity can’t
be faked. Branding is not a
matter of putting on a persona
that others will like. It’s not
playing a role, putting on a
mask, or pretending — all that
is superficial, a veneer that
covers up the “real” you.
Moreover, a veneer can be
quickly spotted. I don’t think
there’s anyone that hasn’t had
the experience of being “sold.”
It’s uncomfortable precisely
because it’s not authentic. The
experience simply feels hollow.
Think about the slick car
salesman who’s “going to do
what it takes to get you into
this car!” Maybe he’s heavy on
the ‘hale fellow well met,’
demeanor, or drenches you
with flattery. When the time
comes to make an offer on the
car, he engages in an overly
dramatic show of anxiety. “I’m
gonna see my manager right
now and see if I can talk him
into this one. Between you and
me, he’s having a bad day, but
I’m really gonna work on him.”
Eventually, the long, drawn out
ceremonial dance ends with
you signing the lease or sale
papers, but you walk away
knowing the whole experience
could have been different, and
you dread the prospect of going
through it again. Why do you
dread it? What has soured you
on going through the process
again? In a word: insincerity.
Insincerity is the wolf trotting
around in sheep’s clothing
pretending to be something
he’s not. When you experience
a wolf in sheep’s clothing,
you’re soured on future
fans-not-customers

interactions. It is this sort of
insincerity that destroys a
brand or prevents an authentic
one from being established.
The car salesman example is
cliché, just like the sales girl at
the clothing store who tells you
every single piece of clothing
you try on looks so good!
Though they’re cliché for a
reason, we tend to forget just
what that reason is. We
instantly recognize the cliché,
but not what made it true in
the first place.
Why We Talk Apr 19 2022
Learn the seven reasons your
customers will or will not talk
about your brand. In Why We
Talk, gifted marketing
strategist and professional
listener Boli var J. Bueno
dissects the evolution of wordof-mouth in the digital age and
the unmistakable power shift
that has taken place between
marketer and consumer.
Sharing one of the most
insightful, organic concepts of
this decade, Bueno bridges the
monumental gap between the
results business people want
and the frustration they often
experience.
Win the Customer, Not the
Argument Feb 17 2022 Don
Gallegos is a man on a mission
- a mission to wipe out poor
customer service. And he
thinks most people don't even
know when the service they
receive is bad.In his new book,
"Win the Customer, Not the
Argument," Don tells true
stories about customer service
that illustrate his basic
premise, "The customer is not
always right... but she is always
your customer."Don has spent
30 years developing his
philosophy of customer service

while working with King
Soopers Supermarkets in the
Denver, Colorado area (now a
division of Kroger). As
president of King Soopers, Don
instituted his revolutionary
ideas about customer service:
teaching employees how to go
the extra mile to give the
customer what she wanted,
even if it meant bending the
rules a bit. According to Don,
"Not everyone wants special
treatment, so, for the few that
do, WHAT'S THE
PROBLEM?"This book details
hundreds of ideas to help your
business become more
customer service-driven, such
as:Make the policy manual one
page longEncourage customer
complaintsModel yourself after
the best companiesGive your
front-line employees authority
to solve the customer's
problemRecognize that union
employees are your employees
first and foremostGreat
customer service comes from
the topWith its engaging,
chatty style, "Win the
Customer, Not the Argument
will win you over. You'll never
see customer service the same
way again!
The Customer Trap Nov 21
2019 American business is
dysfunctional. Companies of all
sizes follow the mistaken belief
that their products and
services are best sold through
mega-customers with pervasive
market reach, such as Amazon
and Walmart. Far too many
business leaders fail to
realize—until it is too late—that
the relentless pursuit of volume
at all cost is not the key to
long-term profits and success.
The Customer Trap: How to
Avoid the Biggest Mistake in
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Business is Thomas and
Wilkinson’s sequel to The
Distribution Trap: Keeping
Your Innovations from
Becoming Commodities, which
won the Berry-American
Marketing Association Prize for
the best marketing book of
2010. The Distribution Trap
contended that cracking the
big-box channel is not
necessarily the Holy Grail that
many marketers assume it is.
The Customer Trap takes this
thesis to the next level by
arguing that all companies,
regardless of the industry there
are in, should maintain control
over their sales and
distribution channels. Volume

fans-not-customers

forgone by avoiding the mass
market is more than offset by
higher margins and stronger
brand equity. The Customer
Trap shows that giving power
to a customer who violates "the
ten percent rule" sets a
company up for ruin. Yet, when
presented with the opportunity
to push more sales through
large customers, most decisionmakers jump at the chance. As
a result, marketing has come to
resemble a relentless quest for
efficiency and scale. Demands
from mega-customers in the
form of discounts, deals, and
incentives erode the integrity
of the brand and what it
originally stood for. Lower
margins become the norm and
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cost-saving compromises on
quality take over. In time, the
brand suffers and, in some
cases, fails outright. Stark
examples from Oreck Vacuum
Cleaners, Rubbermaid,
Goodyear, Levi’s, and others
illustrate the perils of falling
into the "customer trap." This
book demonstrates in vivid
detail how to thrive by
controlling your sales and
distribution. The authors show
how many firms, such as STIHL
Inc., etailz, Apple, Red Ant
Pants, and Columbia Paints &
Coatings, have prospered by
avoiding the "customer
trap"—and how your company
can have similar success.
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