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What to Offer: Value Innovation
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How to Deliver: Value Network
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->Business Concept Innovation

* Raise Customer Expectations!
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How Much to Deliver?: 1) 2ZHBF=EO| ==
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> Market-Driven?

Market-Driving!

*Can customer need be created?

-- Laser Disk Player

* Future-defining customers
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SUMMARY

Marketing strategy is simply a
market-oriented business
strategy!



