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Have a pricing article, case study or 
story to share? Send articles to  
editor@pricingsociety.com.

This is not the first time that 
we have written on this topic 
but two items that crossed our 
desk in the last week have gal-

vanised us into raising the topic again. 

The first was an article appearing in The 
American Lawyer’s Am Law Daily that 
looked at some of the reasons contrib-
uting to the demise of King & Wood 
Mallesons.

Most of us are familiar with Pavlov’s 
classical conditioning experiments. It is 
therefore obvious to most that the best 
way to get the behaviour you want is to 
provide reward for doing so, or at least 
refrain from punishing people for it. 

The flip side is that you must make sure 
you’re not inadvertently providing re-
ward for behaviours you’re trying to dis-
courage.

The Am Law Daily article noted, “…the 
firm’s compensation system produced bad 
behaviour. KWM awarded client credit to 
the partner who physically signed the in-

voice. That effectively encouraged partners 
to refer work to rival firms, rather than 
other KWM partners.”

Think about that last sentence for a min-
ute. Bizarre doesn’t begin to describe it.

“It was one of the things that killed the 
firm,” says one former London partner. 
“If I sent work to other [KWM] partners, 
it would be out of my numbers at the end 
of the year. It was better for me to send it 
to another firm, as I’ d then still be the one 
invoicing the client, so I’ d get the credit for 
everything.”

The second development to cross our 
radar occurred in the context of advice 
we were asked to provide while assisting 
a firm on a panel renewal for a Finan-
cial Times Stock Exchange 100 Index 
(FTSE 100) client. What stood out to us 
was an explicit articulation in the RFP 
of the client’s belief that misalignment of 
the firms’ internal meritocracy structures 
was at best hindering the opportunity 
for cost reduction and, at worst, overtly 

In this article, the author explores 

poor practices in pricing, billing pro-

cedures and organizational structures 

that have led to the recent demise of 

seemingly successful law firms. This 

industry specific pricing example pro-

vides both warning signs and pricing 

advice that can be applied by pricers 

in multiple industries. Author Rich-

ard Burcher is a former New Zea-

land practicing lawyer with over 30 

years of experience, and the founder 

and managing partner of Validatum 

(UK) Limited. He now devotes all of 

his time to legal services pricing con-

sultancy work and is widely regarded 

as a leading international authority 
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reached at richard.burcher@validatum.

com.
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Figure 1incentivising fee earners at the client’s 
expense. The RFP included the following 
statement:

“…you should consider how you incentivise 
your own employees and whether this runs 
counter-intuitive to what you are proposing 
in this model. For example, if [our] objec-
tive is to reduce overall … cost… and the 
law firm incentivises its employees by giv-
ing them billed hours (sic) targets, then the 
two are mismatched from the start. You 
may need to consider introducing different 
performance objectives for fee earners who 
work on [our matters].”

Subtext – and we want to see evidence of 
those recalibrated internal incentives!

Let’s look at some further examples 
(see figure 1).

In short, you get the behaviour that you 
are measuring, reporting and appraising 
people on.

To properly align incentives to sup-
port its mission and objectives, the 
firm must determine what fee earners 
believe they are being encouraged to 
do and not do. 

Some people will do what you want 
anyway, for personal reasons, but most 
effective law firm leaders use a ‘carrot 
and stick’ approach to get the behaviour 
they want. They create cultures that in-
spire and motivate people to do the right 
things and they provide incentives and 
consequences. 

They don’t sit idly by while hoping their 
people will behave the way they want 

them to. And they most certainly do not 
create or permit the existence of a dis-
sonant meritocracy structure that advo-
cates certain pricing behavior, but mea-
sures, reports and rewards completely 
different pricing behaviour.

You can espouse the desirability of 
certain behavior until you are blue in 
the face. In the final analysis, people 
will only do what is in their best inter-
ests. That is the nature of positive condi-
tioned response. 

Action/Behaviour 
(or lack of)

Response/Consequence

Personal billable hours 
budgets including bonuses 
based on billable hours

Lack of delegation (“It’s my precious!”)

Inefficiency, over-lawyering and time ‘dumping is in-
centivised and rewarded

A perpetual sore point with clients

Behaviour is even worse when gross hours trigger 
the bonus, not net hours as I have seen in some 
firms

Time write-offs viewed neg-
atively and/or count against 
your on your appraisal

Fee earners manipulate time on the file, engage in 
moral editing (‘the client shouldn’t have to pay for 
this’) or even stop recording time to avoid write-offs 
and admonishment

You are left with time records that are meaningless 
for either pricing or cost management purposes

Hourly rates set primarily 
based on linear experience 
& the firms’ internal hierar-
chy or on arbitrary job titles

Fee earners whose work could be charged at higher 
rates isn’t, forfeiting potential revenue

Frustrated and underperforming fee earners

Profitability by client and file 
not measured and reported

No understanding of what is profitable and what is 
just turnover

Unprofitable fee earners, clients and work are toler-
ated for too long and for the wrong reasons

http://www.pricingsociety.com
http://
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Price is a Verb

CONTINUED ON NEXT PAGE �

A price change impacts stock 
values quicker than most any 
other strategic decision. People 
lose jobs and investors lose 
money when price is mishandled, 
and the opposite is possible only 
when price is handled correctly.

After publishing Pricing Done 
Right, the most common 
question I have been asked 
is “What do executives get 

wrong about pricing?”  That is simple.  
They treat price as a noun, not a verb.

The Failure of Price  
as Noun Alone
When executives treat price as a noun, it 
becomes just a number associated with 
an offering. Price is just the amount an 
offering will cost a customer when it is 
treated as a noun. The quicker executives 
identify that number, the faster they can 
concentrate on other, “more important” 
issues…in their mind.

But price is a highly important issue.  
Some even say it is the most important 

issue facing a company. Price is the an-
swer to the strategic business questions: 
What business should we be in?  Can we 
beat our competition in that business?  
Will customers be attracted to our value 
proposition?  Who will derive value from 
our offering?  What value will custom-
ers get from our offering?  Can we ex-
tract our share of the value delivered? Is 
it worth creating and delivering that of-
fering? How can that value exchange be 
improved over time?

If those questions don’t go to the core 
of business strategy, I am not sure what 
does.  And investors know it.

Facts have been repeatedly demonstrat-
ed. A small change in price has a larger 
impact on profits than any other similar-
ly small change in costs or market share. 
A price change impacts stock values 
quicker than most any other strategic de-
cision. People lose jobs and investors lose 
money when price is mishandled, and 
the opposite is possible only when price 
is handled correctly.

Every week, I find one or two stories 
of pricing decisions in the 
news. Some are good. Oth-
ers are bad. The good ones 
tend to result from treat-
ing pricing decision mak-
ing as a verb: the result of 
a well-considered research 
process and a decision 
that has been properly 
vetted by key departments 
across the organization. 
The bad ones tend to result 
from treating pricing as a 
noun: the result of a need 
to reach some goal quickly 
and get a number that “feels right” on an 
offering.

The Success of  
Price as a Verb
The correction to these failures is to 
properly treat price as a verb. The verb 
of pricing refers to the decision and de-

cision process used to determine price. 
Once price becomes a verb, one realizes 
it is an action. Like every other act of a 
company, it must be managed.

Decision Framework
The Value-Based Pricing Framework is 
a framework for managing pricing deci-
sions within a competitive business. It 
tracks the management of price across 
an organization, across product lifecy-
cles, and across customer relationships. It 
starts with the larger business strategy 
decisions, drives it through the pricing 
strategy decisions necessary to support 
the business strategy, then moves into 
market pricing, price variance policy, 
and finally price execution at the indi-
vidual customer transaction level.

Decision Process
Like any other decision process, pricing 
needs process as well. Processes for defin-
ing the market price. Processes for man-
aging discounts and promotions, also 
known as price variances. And processes 
for capturing the correct price from ev-
ery customer transaction. Gut reactions 
and pop-decisions won’t suffice.

Organizational Structure
Once a process is defined, it becomes 
clear that people and tools are needed 
to run those processes. Hence, at any 
organization of moderate size or larger, 
executives begin to build pricing teams 
and support that effort with proper soft-

What do executives get wrong about 

pricing?  They treat it as a noun not 

as a verb.  Treating price as a verb 

drives executives to define the cul-

ture, organizational structure, and 

process for making pricing decisions.  

Leading firms do this.  Failing firms 

don’t, as the author explains. Tim J. 

Smith, PhD is the founder and CEO 

of Wiglaf Pricing, adjunct professor 

at DePaul University, and Academic 

Advisor for the Certified Pricing Pro-

fessional designation. His most recent 

book is Pricing Done Right: The 

Pricing Framework Proven Success-

ful by the World’s Most Profitable 

Companies (Bloomberg Financial, 

2016). He can be reached at tsmith@

wiglafpricing.com.

http://www.pricingsociety.com
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ware and external professional services as 
needed.

Furthermore, as a decision that impacts 
the entire organization, price is a deci-
sion that benefits from cross-organiza-
tional input. Research has demonstrated 
that firms that make pricing decisions 
with the input from sales, marketing, 
and finance along with others outper-
form, that is make more profits and grow 
faster, than firms that leave pricing deci-
sions to one department alone. This has 
led organizations to create pricing coun-
cils, run by the pricing department but 
including members from across the orga-
nization, to drive pricing initiatives.

Dynamic Decisions
Like any other management decision, 
prices change because facts change. One 
can’t expect plant investment and em-
ployment relations decisions to be made 
once and held constant forever. Plants 
and facilities become outdated and need 

replacement or repair. Employees grow 
and get promoted or otherwise transition 
over time. People need constant nurtur-
ing to create dynamic teams that grow. In 
the same manner, one shouldn’t expect 
pricing decisions to be static either.

All competitive pricing is dynamic. I 
would even go as far as to state that 
people who think “dynamic pricing” is 
a new and unique category unto itself 
haven’t really thought about price very 
deeply. For where is dynamic pricing’s 
opposite: static pricing?

Think about it, how many items or offer-
ings have had the same price for the past 
20 years? Gas, houses, clothing, screws, 
hammers, drills, electric meters, air 
fares, hotel rooms, and a sundry list of 
other items have all changed their prices 
over time. For those few offerings that 
did have relatively constant prices, the 
price consistency tended to be more of 
a political decision than a decision that 

would benefit the organization. Where 
list prices are held constant for a year or 
so, one will still generally find dynamic 
pricing. Transaction prices generally vary 
dynamically through discounts and pro-
motions. And yes, discount and promo-
tion decisions are as dynamic as yield 
management systems at airlines, or algo-
rithms at online retailers.

No. Static pricing is the rare and unusual 
strategy. Dynamic pricing is the norm 
and has been since the creation of mar-
kets.

Price is a Verb
So what do executives get wrong about 
pricing? They treat it as a noun not as a 
verb. Treating price as a verb drives ex-
ecutives to define the culture, organiza-
tional structure, and process for making 
pricing decisions. Leading firms do this.  
Failing firms don’t.  Executives, you have 
a choice.

Figure 1

http://www.pricingsociety.com
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Flat rates are among the most im-

portant innovations in pricing. With 

flat rate systems, a customer pays one-

fixed price per recurring period and 

then can use a product or service for as 

much as he/she wants within that paid 

period. This pricing system works well 

for some industries but, as the author 

explains, can cause problems for oth-

ers if not used wisely. Hermann Simon 

is Founder and Chairman of Simon, 

Kucher & Partners Strategy & Mar-

keting Consultants. He can be reached 

at hermann.simon@simon-kucher.

com. His latest book, Confessions of 

the Pricing Man, tells his story from 

student to professor to global pricing 

guru.

Flat Rates

CONTINUED ON NEXT PAGE �

Flat rate is the modern term for 
a lump-sum price. A customer 
pays one fixed price per month 
or per year, and can then use the 

product or service as much as he or she 
wants in that period. Flat rates are very 
widely used today in telecommunica-
tions and internet services. Cable televi-
sion subscribers generally offer one flat 
rate per month to gain access to all avail-
able channels and watch them as often 
as they like. The BahnCard 100, used for 
trains and transit systems in Germany, 
is also a flat-rate offer. Cardholders can 
ride the rails as often and as far as they 
would like. 

Flat rates are very effective tools for price 
differentiation. Heavy users realize huge 

discounts when they have a flat rate. For 
example, if someone travelled by rail so 
often that they would pay 20,000 Eu-
ros per year at regular prices, they would 
earn a discount of 79.6 percent if they 
bought a second-class BahnCard 100. 
This heavy usage is precisely the risk that 
companies face when they offer flat rates. 
They should expect lower revenues from 
their heavy users, and potentially also 
higher costs (for example, additional in-
vestments in a telecommunication net-
work).

Nonetheless, flat rates are among the 
most important innovations in pric-
ing. We see monthly or annual passes to 
museums, theaters, and fitness studios all 
having a flat-rate character. The all-you-
can-drink offers for soft drinks at fast 
food restaurants follow the same prin-
ciple. 

The “all inclusive” offers in tourism com-
bine flat-rate elements (e.g. for food and 
drink) with price bundling. “All you can 
eat” buffets are another example of flat-
rate pricing. The risk for the restaurant 
owner is limited, because guests can only 
eat or drink up to certain personal limits 
anyway. 

In Japanese bars, a popular price model 
is a flat rate which allows guests to eat 
and drink as much as they want dur-
ing a certain period. The prices range 
from 1,500 yen 
(roughly $15) for 
one hour, 2,500 
yen (roughly 
$25) for two 
hours, and 
3,500 yen ($35) 
for three hours. 
These flat rates 
are particularly popular among Japanese 
students. The time limit helps reduce the 
bar owners’ risks. When I once tested 
this system in Tokyo I also had the im-
pression that service was somewhat slow-
er for flat-rate guests. 

For telecommunications and internet 

companies, flat rates can present a prob-
lem. One European company offered its 
readers the following deal: for a flat rate 
of 19.90 Euros (around $24.70), they 
would have unlimited free calling and 
also have unlimited free internet us-
age. They would also receive a Samsung 
smartphone. What is the problem with 
these flat rates? One can only talk or surf 
for 24 hours in a day, but data amounts 
know no limits. They continue to in-
crease. 

The discussions around flat rates in tele-
com and internet businesses began in 
earnest in the late 1990’s in the U.S. and 
soon spread abroad. Heavy users, who 
benefit the most from such price models, 
intensified their pressure on companies 
to offer more of them. On November 20, 
2000, I made a presentation to T-Mobile 
entitled “Internet and Flatrate – Strategic 
Considerations,” during which I present-
ed two theses: 

Thesis 1: Flat rates mean that the vast 
majority of light users subsidize a small 
minority of heavy users. 

Thesis 2: Flat rates lead with a high 
probability to lower revenue and profits. 
From an economic standpoint, flat rates 
make no sense.

Whether one can still speak of a “small 
minority” of heavy users nowadays is an 

open question. As for the second and 
most important thesis, I still stand by 
those words today. 

Data volume has been growing massive-
ly. Because of their flat rates, however, 
telecom companies have not participated 

Flat rates are very effective tools for price 
differentiation. Heavy users realize huge 
discounts when they have a flat rate.

http://www.pricingsociety.com
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In recent years more and more 
telecommunications companies 
stopped offering their customers 
contracts with unlimited data usage.

in that growth the way they 
could have. Their revenues have 
stagnated. At the same time, 
they need to invest billions of 
dollars in new network infra-
structure. They will not be able 
to harvest the fruits of these 
investments, though, because 
their flat-rate price policies have 
capped the maximum amount 
of revenue they can receive 
from an individual customer. I 
am not claiming that any single 
telecommunications company 
could have withstood the flat 
rate wave on its own. 

The industry as a whole has 
done itself a disservice with flat 
rates. In recent years more and 
more telecommunications com-
panies stopped offering their 
customers contracts with un-
limited data usage. I expect that 
such price strategies will become a new 
standard in the industry and offer the 
telecom companies a way out of the flat-
rate trap. When I shared my two theses 
from above in 2013 with Rene Ober-
mann, at the time CEO of Deutsche 
Telekom, the parent of T-Mobile, he 
admitted that such attempts to pull back 

“demonstrate that you and your team 
did in fact foresee this development in 
the year 2000.” 

From a consumer perspective, flat rates 
offer many advantages. Some consum-
ers opt for a flat rate, even when it is 
not their most economical choice. One 

reason is that a flat rate acts as 
a kind of insurance policy. It 
limits the consumer’s out-of-
pocket risk to the fixed amount. 
When one treats the flat rate 
as a sunk cost, the consumer’s 
marginal cost for voice or data 
usage is zero. One has the per-
ception that these services cost 
“nothing.” They also avoid the 
“taxi meter” effect. From the 
perspective of prospect theory, 
every phone call or online inter-
action provides a positive util-
ity. We have these experiences 
daily, and their sum is greater 
than the negative utility of the 
flat rate, which we pay once a 
month. 

If consumption or usage is not 
constrained by some natural 
or artificial limits, companies 
should be very careful with flat 

rates. It is critical to have detailed infor-
mation about the distribution of light vs. 
heavy users and to run rigorous simula-
tions. Otherwise, one can experience a 
nasty surprise with flat rates. If the num-
ber of heavy users is large, flat rates put 
profits at considerable risk. 

http://www.pricingsociety.com
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Tackling the 7 Challenges and 
Unleashing the Power of B2B Value

In this article, the author explores 

primary challenges businesses face in 

defining and communicating value. 

He also provides strategies and tac-

tics for B2B organizations to identify 

and leverage customer value. Author 

Mike Wilkinson is the Co-Founder of 

Axia Value Solutions, a consultancy 

that helps clients leverage their value 

and protect and grow their margins 

and profitability. He can be reached 

at info@axiavalue.com. This article 

originally appeared on the Leverage-

Point Value Strategies Blog (https://

www.leveragepoint.com/blog/).

What sometimes seems to 
be forgotten is that the 
pursuit of a value orienta-
tion to the business in-

volves a lot more than just the sales force. 
Selling on value involves organisational 
change, not just a sales force training 
workshop. 

The sales force can understand and 
promise great value, but it is the organ-
isation in totality that will actually de-
liver that value. A car’s flashy exterior 
might look great, but when you hit the 
pedal, does the car perform? The focus 
too often is on the front facing activ-
ity without thinking about what needs 

to change under the bonnet, or as those 
Americans amongst you insist on call-
ing it, the hood! Then as value delivery 
begins to suffer everyone starts to lose 
faith. A company executive recently 
summed this up perfectly: “We are at 
our best when we are all aligned around 
customer value.”

In my experience, it is unusual that a 
business is completely aligned around 
customer value, but if we agree that it 
really is important for businesses that 
strive to deliver real customer value, why 
is it so difficult to achieve?

Before discussing the Seven Challeng-
es of Value, let’s begin with the 3 Basic 
Business Challenges (BBC’s) of Value, 
the things that we are all striving to 
do: Understand Value, Create Value, 
and Deliver Value. But we’re striving 
for something more specific. Our real 
focus is not just on value, it’s on Cus-
tomer Value. Our customers define 
customer value, not us, so we have to 
focus on: Understanding Customer 
Value, Creating Customer Value, and 
Delivering Customer Value. Under-
standing, creating and delivering cus-
tomer value is a team game. That means 
that your business has a clear, consistent 
value message for its customers. Sales, 
marketing, production, R&D, finance, 
logistics, pricing are, “All for one, and 
one for all!”

What is critical in any organization that 
purports to “sell on value” is that every-
one is absolutely clear on:

“What is my role in understanding, cre-
ating, and delivering customer value?”

If they are not, it is not one business, one 
voice. I love the story about John Kenne-
dy who, after delivering his vision of put-
ting a man on the moon and bringing 
him safely back to earth, made a visit to 

Cape Canaveral. He came across a jani-
tor and asked him what his job was. “My 
job is putting a man on the moon.” Our 
job should be a lot simpler than that, 
and it is made a lot simpler if everyone 
understands their role.

So, with the 3 BBC’s of understanding, 
creating and delivering customer value 
in place, let’s turn to the 7 challenges of 
value.

Challenge #1: Understand what value 
is. Let’s break this challenge down into 
three parts:

• what value is as a concept,

• what value means to our customers, 
on the basis that our understanding 
of value and theirs might differ,

• and finally making sure that ev-
eryone in our business understands 
value in the same way.

Value as a concept only began to crystal-
lise during my experiences at a confer-
ence in Copenhagen a few years ago. It 
started with the creation of our defini-
tion of value: Value is a mystery. Given 
that customers define value, not us, until 
we truly understand the customer’s per-
ception of value that is what it is: A Mys-
tery. 

However, this is not necessarily help-
ful in understanding what value means 
to our customer, so my colleagues and I 
developed the Value Triad© to give us 
structure on which to “hang” value and 
help in solving the value mystery (see fig-
ure 1 on the next page).

Revenue Gain – how can our product or 
service help our customer improve their 
revenues?

http://www.pricingsociety.com
mailto:info%40axiavalue.com?subject=
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Figure 1: The Value TriadCost Reduction – how can our product 
or service help our customer reduce their 
costs?

These are both tangible, objective mea-
sures against which a real monetary val-
ue can be calculated. However, if you 
don’t know how your customer generates 
revenue, or you don’t know how they 
incur costs, this is going to be a good 
deal more difficult. If you truly know the 
answer to this and your competitors do 
not, you are at a potentially significant 
advantage.

The final component of the Triad 
is Emotional Contribution. This com-
ponent is much more intangible and sub-
jective, but as long as people make deci-
sions, it will remain important. This is 
the value of trust, confidence, the brand, 
the relationships, ease of doing business, 
cultural fit, just “feeling good” about 
doing business with you. Don’t underes-
timate its value if you have it, and don’t 
underestimate it if you don’t!

Understanding the elements of the Val-
ue Triad© allows us to solve the value 
mystery with each customer, but we also 
need to make sure that everyone in our 
business understands value as a concept, 
and what it means to each customer. 
If they don’t how will they understand 
their role of creating and delivering cus-
tomer value?

Challenge #2: Recognise that custom-
er’s value perceptions are constantly 
changing. Budget impacts, changing 
internal priorities, personnel turnover, 
political considerations, regulatory issues 
and more can influence and change val-
ue perceptions. It’s crucial to keep close 
and up to date with what is happening 
with the customer and in their thinking.

Challenge #3: Identify and talk to 
people who care the most about your 
value. The bottom line is that you can’t 
sell value to people, or organisations, 
that don’t care about value. Equally, as 
today’s decision making seems to be-
come increasingly complex, we need to 
have won over those people who can re-
ally see and appreciate the value we can 

deliver. These people will then act as our 
evangelists inside the organisation. For 
most of us as salespeople, when the deci-
sion to buy or not buy from us is made, 
we’re not there. 

We want to be sure that our message and 
value are communicated effectively in-
ternally by understanding not just who 
but how the decision will be made. And 
making sure that our “internal evange-
lists” are well prepared to “sell” on our 
behalf.

Challenge #4: Differentiate your of-
fering. Being different is not differen-
tiation. You have to be different in ways 
the customer values – and you need to 
calculate that value.

Challenge #5: Communicate your val-
ue. We have already mentioned the im-
portance of monetising value. Customers 
don’t want vague promises; they want 
firm commitments. They don’t want to 
know you can save them money; make 
them money. They want to know how 
much and by when. Creating a power-
ful and persuasive value proposition is 
critical. But I think there are two value 
propositions.

The first is at the beginning of the sales 
process. This should answer the ques-
tion “Why should I talk to you?” The 
second, monetised, focused value prop-
osition is at the end and answers the 

question “Why should we choose 
you?” Joining the two together is the 
value selling process which encompasses 
Value Discovery – solving the value mys-
tery, and Value Demonstration. Building 
a powerful, persuasive final value propo-
sition is important and should have three 
key components:

1. They resonate: The customer can 
clearly see your solution addresses 
their issues

2. They differentiate: I can see that you 
do things that I cannot get elsewhere 
or not as well elsewhere

3. They substantiate: Not only do you 
talk a good story but you can prove 
that you can do the things you say 
you can do

If these three components are all in place 
it leads to opportunities for premium/
value pricing, to lead generation success 
and to customer loyalty. However, take 
just one of the components away and the 
strength of the proposition is potentially 
fatally impaired.

No resonance – “I don’t need this.” “Not 
important to me right now.”

No differentiation – you’re easy to substi-
tute leading to “What’s your best price?” 
“I can do without you.”

http://www.pricingsociety.com
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No substantiation – leads to no trust and 
high perceived risk.

Challenge #6: Capturing your value 
through price. Again, calculate prices 
that are based on value delivery. These 
are at the heart of your value proposi-
tion and open up what we call “The 
Negotiation Corridor” – the difference 
between the maximum price you could 
charge given your value delivery, and the 
price the customer is currently paying or 
the price they would pay if they didn’t 
choose your solution. 

All your work up to now has been de-
signed to help you make that Negotia-
tion Corridor as wide as possible by truly 
understanding the things that are impor-

tant to your customer.

Remember, price is NOT the reason cus-
tomers don’t buy. They don’t buy because 
they don’t see the value in the offer. Now 
that we understand the things they truly 
value and have differentiated and mon-
etised our solution this should be much 
less of an issue.

Challenge #7: Deliver your value. And 
this takes us right back to the beginning. 
Does everyone in the organisation really 
understand their role in understanding, 
creating and delivering customer value to 
this customer? Assuming they do – and 
that is some assumption! – the next task 
is exactly that – delivering and measur-
ing the value you promised. So, you need 

to measure your value and your perfor-
mance.

Make sure the customer is getting the 
value you promised. If they are, con-
stantly remind them – because custom-
ers have this great ability to forget things 
like that. If they aren’t, address the issues 
and put things right because customers 
have a great ability to remember things 
like that!

Finally, identify opportunities for creat-
ing and delivering even more value for 
the customer by understanding them in 
ever more detail. Because understanding 
leads to opportunities.

Figure 2: Three Components of Winning VP’s
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