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CHAPTER TEN: MANAGING PRICE 

Figure 1. Price as a Tool for Creating Market Value 

  
 

Figure 2. The Price Elasticity of Demand  

 
 

Figure 3. Penetration, Skim, and Loss-Leader Pricing  

   
 

Figure 4. Competitive Price–Benefit Map 
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CHAPTER ELEVEN: MANAGING INCENTIVES 

Figure 1. Incentives as a Tool for Creating Market Value 

  
 

Figure 2. Incentive Types  

 
 

Figure 3. Push and Pull Promotions 

  
 

Figure 4. The Prisoner’s Dilemma 
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Figure 5. The Prisoner’s Dilemma in Sales Promotions 

 
 

CHAPTER TWELVE: MANAGING COMMUNICATION  

Figure 1. Communication as a Tool for Creating Market Value 

 
 

Figure 2. The G-STIC Framework for Managing Communication 

  
 

Figure 3. Determining the Message Content 
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CHAPTER THIRTEEN: MANAGING DISTRIBUTION 

Figure 1. Distribution as a Tool for Creating Market Value  

  
 

Figure 2. Distribution Channel Structure 

 
 

CHAPTER FOURTEEN: GAINING AND DEFENDING MARKET POSITION 

Figure 1. Steal-Share Strategy 

  
 

Figure 2. Market-Growth Strategy 
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Figure 3. Market-Growth Strategy for a Superior Offering 

  
 

Figure 4. Market-Penetration Strategy 

 
 

Figure 5. Market-Creation Strategy  

  
 

Figure 6. Defensive Market Strategies4 

  
 

Figure 7. The Adoption Funnel 
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Figure 8. Identifying Adoption Gaps  

   
 

Figure 9. The Usage Funnel  

  
 

Figure 10. Identifying Usage Gaps 

  
 

Figure 11. Key Customer Adoption Metrics 

 
 

CHAPTER FIFTEEN: DEVELOPING NEW MARKET OFFERINGS 

Figure 1. The Stage-Gate Approach for Developing New Offerings 
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Figure 2. Top-Down (Market-Driven) Idea Generation  

 
 

Figure 3. Bottom-Up (Invention-Driven) Idea Generation 

 
 

Figure 4. The Validated-Learning Approach 

  
 

Figure 5. The Key Components of a Business Model of a New Offering 

  
Figure 6. The Product–Market Growth Framework  
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CHAPTER SIXTEEN: MANAGING PRODUCT LINES  

Figure 1. Product Portfolio and Product Lines 

 
 

Figure 2. Product Line and Product Platforms 

 
 

Figure 3. Network Product Platforms  

 
 

Figure 4. Vertical Product-Line Extensions  

 
Figure 5. Horizontal Product-Line Extensions 
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Figure 6. Product-Line Cannibalization  

 
 

Figure 7. The Fighting-Brand Strategy 
  

 
 

Figure 8. The Sandwich Strategy 

 
 

Figure 9. The Good–Better–Best Strategy 
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CHAPTER SEVENTEEN: SEGMENTATION AND TARGETING WORKBOOK 

Figure 1. Identifying Target Customers 

 
 

Figure 2. The Targeting Workbook  

 
 

Figure 3. Customer Value Analysis Workbook (Two Segments) 
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Figure 4. Customer Value Analysis Workbook (Three Segments) 

 
 

Figure 5. Compatibility Analysis Workbook (Trade Segment) 

 
 

Figure 6. The Targeting Workbook: Black & Decker  
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CHAPTER EIGHTEEN: THE BUSINESS MODEL WORKBOOK 

Figure 1. The Market Value Map  

 
 

Figure 2. The Customer Value Map 
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Figure 3. The Collaborator Value Map 

 
 

Figure 4. The Company Value Map 
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Figure 5. The Market Value Map (DeWalt) 
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Figure 6. The Customer Value Map (DeWalt) 
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Figure 7. The Collaborator Value Map (DeWalt) 
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Figure 8. The Company Value Map (DeWalt) 
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Notes 
 
1 Adapted from Theodore Levitt, “Exploit the Product Life Cycle,” Harvard Business Review 43 (November–December 1965), 

pp. 81–94. 
2 Adapted from Clayton Christensen, The Innovator’s Dilemma: When New Technologies Cause Great Firms to Fail (Boston, MA: 

Harvard Business School Press, 1997).  
3 Adapted from A. Parasuraman, Valarie Zeithaml, and Leonard Berry, “A Conceptual Model of Service Quality and Its 

Implications for Future Research,” Journal of Marketing 49.4 (1985), pp. 41–50. 
4 Adapted from Stephen Hoch, “How Should National Brands Think about Private Labels?” Sloan Management Review 

(1996), 37 (2), pp. 89–102. 


