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80/20 Rule, 22

Aberdeen Group, 9
Access to Information, 8
Account Penetration Process, 

142–44, 191
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development, 153
management, 67–68, 81, 140
manager, 4, 130 

Administrators, 37, 70
Advance communication

metaphorical, 149
purely conceptual, 149

Advanced Communicators, 148–49
Advanced selling, 14, 38, 160
Agenda, 19, 50
Ally, 106, 111, 137
Amazon.com, 7
American Revolution, 188
Analysts reports, 100, 130
Annual Report, 77, 173
Apple, 183
Areas of Improvement, 129–130
Astute Observations, 45, 74, 77–78, 

85, 100, 130, 165, 172–173, 177
Attack Box, 175, 176, 181, 185, 

188, 190
Authority, 31–43, 46, 53, 55–56, 

61, 62, 64, 75, 78, 86, 91, 
96–97, 190

Automatic Teller Machine (ATM) 
example, 189–190

Balanced Lifestyle, 99–100, 213
Barafu Camp, 193
Bat Cave, 59, 72
Batman, 45
Battle of Saratoga, 192
Behavioral Drivers, 24
Bid, 

examples, 59, 117, 140, 153, 189, 
195–96

funding, 221
Blogs, 22
Boston, 48
Brand, 3, 7, 9, 183, 222
Brazil, 9
Budget, 32, 34, 38, 50, 52, 77, 79–80, 

100, 117, 137, 141, 145, 208
Business Acumen, 24
Business Impact, 4, 15, 83, 129–130, 

143–45, 218
Business Unit

Fox, 69, 152–53, 193
head/leader, 37, 41, 64
Power Base, 63, 67, 69–70

Business Value, 4, 15, 19–20, 26, 
101, 120–21, 125, 129, 141, 
193, 203

Business
developers, 13, 102, 117
development, 102–3, 139
model, 41, 80, 83, 145
recommendations, 17
school, 13
services, 24

Business-to-business, 7, 24
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Business-to-consumer, 7
Buyer, 6–8, 115, 184
Buying

committees, 8, 32, 64
criteria, 3, 6, 18, 36, 39, 89, 174–75, 

181, 187–191, 212
process, 8, 26, 36, 38, 90, 136, 206

Caroline Miller. See Marketing 
Department example

Category Killer, 140, 181–83
Center of infl uence. See Fox, 

characteristics
Champion surfers, 7
Chandler Johnson. See Product 

Development example
Charles Darwin, 3
Check Imaging example. 

See Community Banking example
Checks and balances 

system of, 32
Chief Executive Offi  cer (CEO), 8, 37, 

52, 57, 63, 66–67, 70, 74, 76, 80, 
83, 101–4, 130, 131, 136, 144, 153, 
155, 173, 203, 208–9

Chief Financial Offi  cer (CFO), 5–6, 38, 
59, 66, 76

Chief Information Offi  cer (CIO), 4–5, 
58, 66, 136–37, 150

Chief Legal Counsel, 5–6, 33, 38
China, 9, 80
Chinese Proverb, 13
Claire Thomas. See Marketing 

Department example
Closed Questions, 171
Cloud 

computing, 33, 83, 173
public, 173

Collaboration, 21, 52, 62, 121, 128, 
132–34, 163

Commission, 4, 66, 160
Community Bank example, 18, 

144–46, 154–55
Company Initiatives, 5, 18, 74

Company politics. See Political 
Structure

Competitor Supporter or Ally, 106–9, 
168, 208

Compete curve. See Milestone 
Stacking)

Compete Plan, 210
Compete Strategy, 159, 161, 163, 

168–69, 174–77, 210, 221
Competition

built-in, 33
engaging the, 3, 13
global, 9
theirstrategy, 15

Competitive Advantage 
sources of, 3–4, 9–11, 13, 217
nontraditional source of, 9, 68, 137, 

190–91
traditional sources of, 4, 7, 10, 217

Competitive Diff erentiation, 165–177
Competitive Diff erentiation Analysis, 

173–77
Competitive Intelligence Gathering, 

165, 169–173, 210
Competitive

alternatives, 41, 184
deal reviews (see Deal Reviews)
deals, 3, 25–26, 81, 98
environment, 15–16
immunity, 21, 102
insight, 6, 173
sales situation, 26, 88, 213

Competitor, 3, 4, 7, 9–10, 18, 21, 39, 
45, 58–59, 67–68, 88–90, 93, 102, 
104, 106, 109–111, 118, 130, 137, 
139, 142, 162, 165, 168–176, 183, 
185, 188–190, 193, 195–97, 
200–208, 210, 212, 215, 218, 222

Conduct a meeting, 147–151
Consulting, 41, 66, 103
Containment Strategy

defi nition, 161 
in-depth, 180–181, 207–215
Statement, 212–15
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Contention management, 32
Cost 

benefi t (see ROI)
lowering, 130
of innovation, 32
of sale, 71, 117, 205, 217
savings, 18, 145, 213

Covert. See Power Plays
Create Value, 15, 152
Creating Demand, 38, 139–143, 

151–54
Credibility

defi nition, 129
examples, 131, 148, 150–51, 191, 

203, 209, 212
supplier, 129, 132

Critical Business Issues, 15, 18, 
129–130

Cultural Value, 101, 120
Customer politics. See Political 

Structure
Customer Relationship Management 

(CRM) example, 22, 58–59, 103, 
117–18, 182, 221

Customer Research, 74–77, 100, 130
Customer Value, 123, 132, 140, 160, 

167, 175
Customer

environment, 15, 208
loyalty, 16, 93, 218
satisfaction, 18, 52, 102, 124, 

145, 217
Customer’s

competition, 18–19, 23
customer, 18

Daniel H. Burnham, 123
Data, 15, 22, 24–27, 75–76, 82, 84, 136, 

142, 160, 177, 201
Data privacy, 5–6 
Deal Reviews, 7, 10, 31, 33, 43, 152, 

160, 165, 220
Decision-making process, 31
Defend Box, 174–76, 181, 190, 210

Degrees of Infl uence, 42–43
Department head. See also Business 

Unit Head/Leader
Developmental performance 

strategy, 27
Direct Strategy

defi nition, 161
in depth, 161, 177, 179–186, 189, 

195–96, 198, 200, 205 
Statement, 185–86
traditional/nontraditional, 182–84

Disruptive trends of selling, 7–8
Distribution of Authority, 35, 69, 

71, 76
Distribution of Infl uence, 70–71
Divisional Strategy

defi nition, 161 
in depth, 198–201, 203
Statement, 204–5

Dmitry Medvedev, 40
Dr. Thomas Fuller, 45
Driving Adoption. See Level 2: Driving 

Adoption
Driving Mechanism, 184

E-M-O Model, 123–24, 127–28
Earnings call, 5, 41
Economy

economic slowdown, 4
Ego, 34, 39, 50, 53
Elasticity of demand, 18, 32, 52, 119
Eleventh hour 

of sales situation, 18, 39, 66, 161, 
196, 211, 214

Emerging Fox, 57–59, 67, 110, 146, 
152, 154, 202–4

Engineering, 14–15, 32–34, 51–52, 
62–63, 76, 87–90, 102, 124–25

Enterprise
Fox, 66, 68, 102, 153, 202
Power Base

defi nition, 63 
examples, 68, 88, 102, 118, 137, 

144, 191, 200
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Equipment, 21, 37, 189, 190
Ernest Shackleton, 15
Evaluation process, 34, 104, 208, 212
Executive Bonding, 24
Executive Sponsor, 117, 152
Executive Value, 124, 145
Executive

biographies, 75
meeting checklist, 150
recognition, 32

Explore Box, 174
Expression of value. See  Value 

Expressions

Facebook, 5, 76
Face-saver, 209, 213
Farmers, 166–68
Features and functions, 126
Federal Acquisition Regulations 

(FAR), 193
Figureheads, 37
Finance Department, 5, 117–18, 134, 

136, 154, 221
Financial health, 6
Financial services, 34
Financial Supporter, 152
First Lady, 40
Focus

in Four Stages of Sales Profi ciency, 
16–19

Fog of selling, 72
Forecast, 4, 21, 103, 140, 220
Four Stages of Sales Profi ciency. 

See Holden Four Stage Model of 
Sales Profi ciency

Four Types of  Value, 119
Fox

characteristics, 42–43, 45–56, 61, 
81–91

defi nition, 42–43, 45
examples, 62–64, 66, 70, 72, 98, 110, 

121–22, 134–36, 141, 146, 180, 
190, 193, 195

fl ea example, 45–46

footprints, 47, 54, 76, 89
in the wild, 45, 54

Fox Hunting
defi nition, 73–79 
implementation, 81, 87, 103, 107, 

181, 190, 202
Observation, 84, 88
Questions, 79–80, 82–86 

Fox prints. See Fox, footprints
Fox-to-Fox Connectivity, 143–44, 

152, 193 
Francis Bacon, 139

Gain Access, 142, 146–47
Gauge Infl uence, 79, 81
General Patton, 217
George Bernard Shaw, 141
George Washington, 188
Gerard C. Eakedale, 93
Gerhard Gschwandtner, 8
Globalization, 8
Good Questions, 6, 74, 79, 100, 130, 

165, 177
Google, 183
Great Economic Recession, 8
Guerilla war, 189

Head count, 32, 34, 100
Heart of the Power Base,45–46, 48. 

See also Fox, characteristics
Hero. See Batman
High performer, 13, 15, 43, 46, 79, 

87, 22
High-integrity individuals, 43, 46. 

See also Fox, characteristics
Holden Four Stage Model of Sales 

Profi ciency
aggregate data, 24–25
competitive intel (horizontal axis), 169
defi nition, 14–16
fi vedimensions, 16–23
moving up the knowledge 

dimensions, 75
valuecontinuum (vertical axis), 119
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Holden International, 24, 46, 125
Holden online self-assessment, 24
Human Resources (HR), 63, 

124, 221

IBM, 184
India, 9
Indirect Strategy

approach, 162, 181, 188, 193, 200, 
206–7, 212–13

defi nition 161
in-depth, 187–198
Statement, 196–97

Industry
analysts, 7, 74, 103, 125
average, 9, 24
computing, 19
conference/event, 99, 147–48, 172
expertise, 172, 211
guru, 153
standard, 14, 90

Infl uence, 40, 42, 46, 57, 61, 70, 79, 
80, 90 

Infl uential Authoritarians, 37–38
Infl uential Non-Authoritarian, 

39–40, 70
Informal hierarchy. See Political 

Structure
Information, 69, 71, 74–77, 82, 106, 

108, 109, 128, 134, 143, 145, 149, 
165, 171, 173, 208–210

Information provider, 8, 9
In-house attorney. See Chief Legal 

Counsel
Innovation, 51–52
Insider status, 17
Insight, 3–7, 10, 15, 22, 26, 31, 33, 

35, 55, 68–71, 75, 77, 79–80, 
83–84, 100–101, 106, 108–111, 
116, 128, 130, 132, 150–53, 
172–74, 193, 195, 208, 
210–211, 221 

Installed Incumbent, 58, 161, 180–82, 
189, 190, 202–4

Intangibles, 6, 10, 11, 160, 167–68, 171, 
179, 181, 184, 197, 201, 215, 219, 
220, 222

Intel
company, 19
competitive (see Competitive 

Intelligence Gathering)
See also Intelligence “Intel” 

Gathering
Intelligence “Intel” Gathering, 74, 81, 

84, 88, 100, 103, 108, 130, 137, 
143–45, 148, 154, 163, 176, 
189–190, 202, 210 

Intent
Four Stages of Sales Profi ciency, 16–17
Internal competition. See Political 

Competition
Internal Politics. See Political Structure
Internet

disruptive trends, 7–9
powered globalization, 8
research, 20, 75

Interpersonal connections, 13, 148
IPO, 130–31, 136
IT

Department, 3–6, 32–33, 58, 76, 124, 
135–137, 150, 154

example, 65–67, 203–4
governance committee, 5

Jackal
corporate, 50–51
in wild, 50

Katana, 205
Kenyan Proverb, 61
Key people, 63, 132, 141, 163
Knowledge, 

Four Stages of Sales Profi ciency, 16, 
22–23

Legal Department, 5
Level 1: Establishing Relevance, 

220–22
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Level 2: Driving Adoption, 220–22
Level 3: Creating Sustainable Impact, 

220–22
Level of authority, 22 
Level of infl uence, 42, 56–57, 62, 128
LinkedIn, 5, 22, 76
Lone Ranger, 45
Louis Pasteur, 150

Maintain Box, 174–75
Manage the environment, 49, 51. 

See also Fox, characteristics
Management Science, 9, 14, 23, 87, 

105, 111, 160, 209, 219, 222
Management Value, 125
Managing upward, 125
Manifestation of insight, 22
Manufacturing, 24, 47, 49, 51–52, 56, 

69, 102, 115, 118, 126, 186
Marcus Aurelius, 73
Market share, 9, 18, 80, 82–83, 104, 

117, 124, 139, 183, 218
Marketing

Department, 14, 32–34, 53, 63, 70, 
77, 86, 88–90, 102, 104, 121, 124, 
154, 173, 221

Department Example, 47–53, 
57, 62

Mastering politics, 31, 43
Mastering the Intangibles, 167
MBA

Degree, 14
of Selling, 11, 13

McKinsey and Company, 184
“Me too” solution, 21
Micro-environment, 33
Microsoft, 19, 183
Milestone Stacking

compete curve, 194
defi nition, 193–95
uses, 197, 203–4, 209

Mission statement, 33, 125
Miyamoto Musashi, 214, 215
Mount Kilimanjaro, 193

Movie Theater Example, 130–31, 
133–37

Moving North, 118, 143–44, 152–155, 
168, 191, 212

Moving upstream. See Moving North
Multi-dimensional selling, 6
Mutual.  See Mutualistic example
Mutualism. See Mutualistic example
Mutualistic example, 19–20

Negotiating, 162–63
Network

computing, 33, 37
equipment, 37
of people, 42, 59, 61–64, 72, 76–77, 

87, 141, 147
social, 54, 58, 145, 173

Non-Infl uential Authoritarians, 37
Non-Infl uential Non-Authoritarians 

(NINA), 38–39
Non-Supporter, 106, 108, 110, 172

Objective, 16, 55, 130, 150, 154, 161, 
180–81, 191

Online Distribution, 7
Online self-assessment. See Holden 

online self-Assessment
Open Questions, 171
Operational Sponsor, 152
Operations Value, 126
Opponent

characteristics, 106, 108–9, 168
Community Banking example, 

144–47
Oracle, 183
Organizational

chart, 4, 10, 22, 35, 37–38, 40, 63–64, 
69, 71, 76, 94 

impact, 15
interests, 15, 35
political structure 

(see Political Structure)
pyramid, 126

Out-of-the-box thinking, 17, 153
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Outsell the competition, 3, 132, 159
Outside of the Power Base, 42, 72, 

83–86, 109, 133
Outsold, 3, 6, 9, 104, 166–67, 

201, 203

Parasitic. See Power Plays
Peaceful Coexistence, 199–201
Personal advancement, 32
Personal computing industry. 

See Industry, computing
Personal gain. See Power Plays
Personal Motivators, 98–101, 103–4, 

108, 111, 120–22, 125, 136–37, 
141, 151, 161, 163, 183, 185–86, 
191, 197, 202–3, 209–210, 213

Peter Ostrow, 9
Pierre-Marc-Gaston, 79
Pinnacle of  Value Creation, 137, 140
Pipeline management, 166, 220–21
Plum project, 40
Point-of-Service (POS), 130–31, 

134–35, 137
Political Advantage, 26–27, 31, 43, 47, 

62, 72–73, 90–93, 97–98, 101, 
104, 110–11, 159, 163, 210

Political Revelations, 73, 81–82, 
90–91

Political Structure, 10, 31, 35, 
42–43, 46, 59, 61–62, 87, 163, 
165, 218 

Political  Value, 19, 101, 120–21, 
123, 136

Political
alignment, 22, 93, 212–13
competition, 31–32, 50
connectivity, 143–44
contribution, 20
impact, 15
implication, 110
infl uence, 37, 96
insight, 66
support, 98

Politically astute, 3, 17, 88, 95, 98

Position value, 126–27, 169
Power Base

defi nition, 3, 35, 42, 61–62, 68, 
71, 163

examples, 5, 42, 47–49, 58, 69–70, 
72, 98–99, 136, 154, 190, 195

Mapping, 69, 71, 73
members, 40, 43, 47, 50, 55, 57, 59, 

62, 73, 82–87, 91, 93, 100, 106, 
108, 109–111, 121–22, 132, 
146–47, 151, 184–85

Power Base Principle, 93–99, 120, 
136, 141

Power Base Selling, 3, 14, 40
Power Matrix, 36, 40, 47 
Power Plays, 32–35, 50 
Power Struggles, 20, 32–35, 42, 50, 58, 

100, 106, 186, 191, 197
Powerful individuals, 15, 18, 20, 22, 42, 

46, 87, 118, 140–41 
PowerPoint, 9, 183
President

US government, 40
Press conference, 40
Price Parity, 3
Prime Objective, 154–55, 191–97, 

203–4, 210
Principles of risk, 52
Procurement, 8, 37, 65, 119, 193
Product

demonstrations, 9
download, 33
information, 8
strengths and weaknesses, 15, 17
superiority, 3, 7, 9, 183

Product Development example, 
51–52, 62

Product Solution, 5
Product  Value, 15, 19, 120–21, 173
Products and services, 14, 19, 23, 25, 

68, 119, 127
Profi t, 162
Proposal, 21, 51–52, 66, 104, 115, 120, 

166, 193, 195, 220–21

bindex.indd   229bindex.indd   229 02/04/12   8:11 PM02/04/12   8:11 PM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



230 Index

Proposal budget, 117
Prospecting, 6, 7

Qualitative, 123, 128
Quantitative, 16, 123, 128
Quarterly earnings call. 

See Earnings Call
Quota

annual, 9
sales, 9, 70, 140–41, 166–67

“Quote and hope”, 6, 9

Rainmaker, 25
Recession, 8
Red Cell Exercise, 209–211
Reduce margins, 33
Relationship

Four Stages of Sales Profi ciency, 16, 
19–20, 23

Relationship Adeptness, 24
Relationship Type

characteristics of each, 108–9
Relative superiority

achieving, 10, 13–14, 68, 90, 
93, 100, 109–111, 123, 136, 
155, 161, 166, 179–180, 
182, 190–92, 194, 200–203, 
210, 220

nontraditional source, 10–11, 26, 
31, 121, 132, 159, 167, 177, 
184–87, 220

Relevance
Establish (see Level 1: Establishing 

Relevance)
Relevance Revolution, 7, 9, 121
Repeat

business, 20, 68, 161, 218
sales, 16

Request for Proposal (RFP), 94, 140, 
189, 196

Research, 26, 79, 100
Research and Development (R&D), 

13, 122, 154, 213
Resource Optimization, 24

Resources, 20, 32, 34, 39, 55–57, 100, 
107, 181, 183, 215

Retail banking. See Automatic Teller 
Machine (ATM) example

Return on investment (ROI), 126
Revenue

growth/generation/increase, 14, 16, 
66, 102, 126, 130, 134–37, 143, 
191, 193, 196–97, 217

of company, 10, 24, 130, 162
Revolutionary War, 192
Rhinoceros. See Mutualistic example
Richard Marcinko, 209
Risk assumption, 55
Risk taker

calculated 49, 55 (see also Fox, 
characteristics)

Robin Hood, 45
Russia

Federation, 9, 40, 159, 160, 201
Constitution, 40

Sales Competencies, 24
Sales cycle

achieving the Prime Objective, 
192–95

peak, 180, 196, 209
shorten, 71, 136, 140–41, 162, 203 
timing, 10, 38,111, 177, 187–88 

Sales objective, 191, 210
Sales opportunity, 10, 33, 42, 88, 117, 

118, 185, 195, 210, 214
Sales profession

elevate, 217
Sales profi ciency –

Four Stages of Sales Profi ciency, 16
Sales

approach, 6
books, 15
campaign, 6, 15, 41, 58, 65, 72, 94, 

103, 108, 109, 111, 117, 120, 128, 
132, 141, 159, 169, 173–74, 
180–187, 191, 193, 195, 197, 
203–5, 208, 211, 214
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development, 27
performance, 11
quota (see Quota, sales)
situation,16–18, 26, 66, 88–90, 

108–9, 140, 160–61, 179–180, 
183–86, 193, 196, 203, 
207–214, 220

training program (see Training)
Sales Relevance, 7, 8, 121, 151, 163, 

219–220, 221
Sales Strategy, 5, 6, 9–11, 155, 

159, 163, 169–170, 186, 205, 
207, 209

Sales Value Chain, 115–129, 132, 
136–37, 141–147, 150–51, 153, 
160, 163, 167–169, 172, 181–182, 
185, 190–191, 195–197, 200–204, 
209–213, 221

Salvador Dali, 31
Samurai sword. See Sword, Samurai
Sasaki Kojiro, 214
SEAL Team Six, 209
Security, 33, 80, 85, 210
Self-assessment. See Holden online 

self-assessment
Seller

performance, 9
surveys, 7, 10, 23, 24

Selling Power Magazine, 8
Senior management, 48, 50, 53, 65, 

95, 98, 125, 136, 149–150, 153, 
161, 209

Separation of powers, 32
Servicing Demand, 7, 139–141, 153
Seven core competencies. See Sales 

Competencies
Situational

Fox 
defi nition, 63–68, 
examples, 89, 103, 110, 128, 133–36, 

143, 162, 171, 175, 185, 195, 
200, 202, 209–210, 213

Power Base
defi nition 63–68 

examples, 81, 88, 90, 110–111, 
118–19, 132, 175, 180–82, 184, 
188, 195–96, 208, 210 

Smartphones, 33
Social Media, 5, 22, 54, 76, 147
Socialism, 201
Software

as an Internet service, 33
solution (see Solution, software)

Solution
clarity, 129
cloud- based IT, 33
competitor, 171, 174
fl exibility, 117, 122, 151, 181
mapping, 116–17, 119
multi level, 121
one level, 117
private nonpublic cloud, 33
software, 3, 58, 130, 173, 180

Solution Seller. See Stage II Solution 
Seller

Sony, 183
Soviet Union. See Russia
Spec Ops, 10, 94
Speed of commoditization, 9
Stage I Emerging Seller, 16–22, 25–27, 

69, 90, 107, 115, 121, 142, 217–19
Stage II Solution Seller, 16– 22, 25–27, 

121, 180, 217
Stage III Compete Seller, 16–22, 

25–26, 79, 121, 142, 166, 169, 
210, 214, 217, 220–21

Stage IV Customer Advisor, 9, 16–22, 
40, 58, 68–69, 71, 98, 105, 110, 118, 
121–22, 125, 128, 132, 137, 139, 
140–42, 160–63, 167, 177, 180, 184, 
187, 189, 196, 201, 218, 222

Strategy
identify, 13

Study. See Survey
Sun Tzu, 159, 165, 179, 187, 199, 207
Supplier

relationships, 8, 32
return, 143–45
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Supply Chain Leadership, 5
Support Base Map, 109–111, 151, 210
Support system, 39, 222
Supporter, 65, 67, 106–111, 120, 137, 

172, 202–3
Survey, 7, 10, 23–24, 47
Sustainable Impact

Creating (see Level 3: Creating 
Sustainable Impact)

Sword, 
Bronze, 186
Iron, 186
Samurai, 205

Sydney Harris, 219
Symbiotic, 19

Tablets, 33
Tactics, 159, 162
Target customer, 130
Telecommunications, 24, 101, 103–4, 

117, 145, 202
The Lone Samurai, 214
Theater example. See  Value Proposition 

example
Thermodynamics example, 180
Thought leader, 17, 58, 68, 132, 137, 

148, 150, 183
Three Intangibles. See Intangibles
Three-level Sales Performance 

Infrastructure, 221
Three-level Sales Performance 

System, 222
Tickbird. See Mutualistic example
Total Cost of Ownership (TCO), 

120, 126, 130, 132, 134–35, 160, 
174, 190

Traditional value, 27, 180
Training, 9, 15, 24, 137, 218–221
Twitter, 75–76

Unconventional thinking, 26, 137, 139, 
161, 181, 197, 203, 215

Unexpected customer value. 
See Unexpected Value

Unexpected  Value, 5–6, 10–11, 17–18, 
26–27, 38, 47, 83, 96, 100–101, 
110, 116, 118, 120–21, 137, 139, 
140–47, 151, 153, 160–63, 
167–68, 174, 181–197, 200, 202, 
210, 215, 217, 219, 222

Upward Mobility, 99, 100, 204
US

country, 13, 24
government, 40, 201
hockey team (see 1980 Olympics)

US Navy, 209

Value Chain, 15, 18, 111, 115–16
Value Creation, 26–27, 31, 71, 73, 110, 

137, 140, 155, 159, 163
Value Expression, 15, 123, 128–29, 221
Value Identifi cation, 133
Value Metrics, 133–34
Value perception, 121
Value positioning, 127
Value Proposition, 128–29, 132–137, 

146, 148, 151, 154, 163, 210
Value Proposition example, 130–37 
Value Proposition Road Map, 133–35
Value Quantifi cation, 133–35
Value Relevance, 123–24, 127
Value Statement, 128–133, 136, 

145–48, 151, 163, 191, 210, 221
Vice President

US government, 40
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