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360-degree surveys 134–5
re-using data from 140–1

3M 104

adjacent innovation
focus on 107–11
risks of 111–14

advertising
free publicity (‘buzz’) 31–3
mobile 20–1
selling radically new 139–40
using to engage with consumers 

74–7
Aggreko

ambition and focus 78–81
customer support, importance of 

43–4
and the Net Promoter Score (NPS) 

44–9, 54–5
reliability focus of 42–3

airlines
negative customer experiences 60
‘no frills’ concept 105–6
use of social media 84–5

AltaVista 115, 116
ambition

Apple 116–17
need for 78–9
Nokia 9–10

American Customer Satisfaction 
Index (ACSI) 50, 57, 62–3, 
64, 96

American Express (Amex)
use of social media 84

Android operating system, Google 
11–12

Animal Farm (Orwell) 15
Apple 95–101

buzz marketing 32–3
development of Mac 97–9
failures of 97–8, 100–1
incremental innovation 99–100
iPhone success 11–12

ART (awareness, relevance, 
and trust) 20

awareness 29–33
relevance 33–6
trust 36, 39–64

ATMs, source of dissatisfaction 
49–50

awareness building 29–33

bad news, fl ow of 130, 135
banks, customer satisfaction 

49–50
Barabba, Vincent 132
Barwise, Patrick 121
basic services, provision of 51–2
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Beinggirl.com, (P&G) 84
Berning, Carol 73
Blue Ocean Strategy (Kim and 

Maubourgne) 106, 114–15
brand equity 25–6

awareness building 29–33
and customer experience 13
dilution of 109–10
helping businesses survive 28
relevance 33–6
versus branding 36
West versus East Germany 27

brand extensions 109–11
brand names 13, 26, 31, 81
brand promise 20, 26

delivering 39–42
focusing on 79–80
idea check 37
improving 67–90
market relevance of 33–6
Research Now 22–4

breakthrough innovation 8–9, 69
versus continuous improvement 

15–17
Brede, Debra 62
Brin, Sergey, Google founder 115
Bullmore, Jeremy, WPP Group 25
Burke, Kevin, P&G 77
business partnerships 30–1
business-to-consumer (B2C) 

startups 30
use of ‘buzz’ marketing 31–3
working with large business 

partners 30–1
‘buzz’ marketing 31–3

car manufacturers
General Motors 131–3
Tata 137–8
Toyota 28, 110–11, 133, 146

Caxton, William 16
cell phones see mobile phones
Charan, Ram, P&G 70, 71, 72
Cisco, social media use 84
client skills, call centers 53
‘co-creation’ 104–5

Cockburn, Angus 43
comfort zone, looking beyond 102–7
communication see openness
Concept of the Corporation, The 

(Drucker) 131–3
Connect and Develop (C&D) 105
consumer insights see customer 

insights
consumer panels 21–4
consumers, engaging with 74–7
continuous improvement 67–8

for fast followers 114
insights at different stages 87–9
insights for incremental vs radical 

86–7
need for ambition and focus 

78–81
sources of customer insight 81–6
Tide brand 69–78
vs. heroic breakthrough innovation 

15–17
Cook, Tim, Apple 100
Cooper, Andrew 20–3, 29, 34, 120
core values, Infosys 123–4
corporate focus 80–1
corporate values see values
Costco 64
costs, managing 61–4
culture of openness see openness
customer complaints 50–1, 58, 134
customer dissatisfaction 41, 43, 

49–51
data sources 54–9
dealing with 61–4
identifying and reducing 51–4
and innovation 86
measurement of 44–9

customer expectations 51–2, 59–61, 
124

customer experience and brand 
equity 13

customer focus 13–15
customer insights 13–15, 17

for continuing relevance 72–4
and innovation 86–9
sources of 81–7

bindex.indd   168bindex.indd   168 2/11/2011   11:28:53 AM2/11/2011   11:28:53 AM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



INDEX 169

customer loyalty 44
customer promise see brand promise
customer recommendations, NPS 

44–6
customer satisfaction 41

Apple’s consistently high 96
with bank ATMs 49–50
Net Promoter Score (NPS) 44–9, 

54–6
range of data sources 54–9

customer trust 39–42
addressing customer dissatisfaction 

49–54
Aggreko case study 42–9
building by delivering brand 

promise 6–7, 36
managing costs and customer 

expectations 59–64
and The Mobile Channel (TMC) 

33–4
need for range of data 54–9

customer value 43–4

Day, George 103
defected customers 58–9
demand-side risks 111–12
Deming, W. Edwards 148
detergents see Tide
detractors, NPS 44–9, 54
differentiation, overemphasis on 35–6
direct customer contact 57–8, 138–9
dissatisfi ed customers see customer 

dissatisfaction
Drucker, Peter 131–2, 133

e-Rewards 23, 31
Eisenhardt, Kathleen 128
employees

communication with managers 
133–6

fear of speaking up 129–31
learning from 82

ethical standards, Infosys 124
ethnographic data 140
excellence, pursuit of, Infosys 123, 

127

expectations of customers
managing 51–2, 59–64
surpassing 124

extensions of brands 109–11
Tide 70–1

Facebook 83, 85
fast follower strategy 112–17

Apple Mac story 97–9
fast prototyping 88
fear of open discussion 129–31
First Direct, UK telephone 

bank 53
focus

on adjacencies 107–11
advantage of 4–5
and ambition 78–81
on customer dissatisfaction 86
customer focus 13–15

focus groups 83, 111
front-line contact programs 57–8, 

138–9

General Electric innovation portfolio 
107–9

General Motors (GM) 131–3
Germany, post-war economic 

development 27
Geroski, Paul 113–14
Globrix, real estate search engine 

30–1
GM (General Motors) 131–3
Golder, Peter 113
Google 115–16, 135–6
graphical user interface (GUI) 97
Gutenberg, Johannes 16

handset manufacturers 3–12
Havemann, Chris 20–1, 23, 29, 34, 

120
‘heroic’ breakthrough innovation 

15–17, 95
‘high-tech’ sources of customer 

insight 72, 82, 83–4, 112
‘high-touch’ sources of customer 

insight 72–4, 82, 83–4, 112
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holistic brand management, Nokia 
5–6, 13

Honda 30

IBM 121
idea checks 37, 65, 90–1, 117–18, 

142–3
incremental innovation

Apple 99–100
insights for 86–7
Nokia 7–8
Procter & Gamble (P&G) 

69–71
Tide 70–1

Infosys 121–7
innovation

adjacent 107–14
Apple as world leader 95–102
beyond the familiar 93–5
different stages of 87–9
fast follower strategy 112–17
looking beyond your comfort zone 

102–7
see also incremental innovation; 

radical innovation
insight see customer insight
Internet services, brand awareness 

32–3
iPad, Apple 32, 99
iPhone, Apple 11, 99

Jackson, Fred, JBU 125–6
JBU (JB Ulrich) 124–7
Jobs, Steve, Apple 96, 97, 99, 

120
joint ventures 30–1

Kallavuso, Olli-Pekka 11
Kaur, Kuljit, P&MM 57–8
killer questions 17–18, 68, 94–5, 

120–1, 137
Kleisterlee, Gerald, Philips 149
Kumar, Arvind, Infosys 126

Lafl ey, A.G., P&G 70, 71, 72, 77–8, 
81, 105, 120

lapsed customers 58–9
lead users, ideas from 103–4
leadership 119–20

customer contact programs 138–9
by example, Infosys 123, 127
idea check 142–3
Infosys 121–7
Motorola’s out-of-touch 10
openness culture 128–38
Philips Marketing Journey 149
Procter & Gamble (P&G) 77–8
reuse of 360-degree data 140–1

Lentz, Jim, Toyota 28
leveraging of brand, GE 109–11
Levis brand 110
listening skills of leaders 120, 135, 

149
GM’s non-listening culture 132–3

low-cost offerings 105–6
Lyons, Simon 44, 46

managers
direct customer contact 57–8, 

138–9
open communication 133–8

market feedback, falsifying 133–4
market research

General Motors 132
online 20–4, 80
social media 83–6
sources of data 81–3

Markides, Constantinos 113–16
Mattel, Barbie dolls 111
McElroy, Neil, P&G 69
media partnerships 30–1
Meredith, Tom, Motorola 8
metaphor elicitation (ZMET) 73
mission statements 123
mobile advertising 20–1
The Mobile Channel (TMC) 20–2, 

26, 29, 33–4, 102
mobile phones

Apple’s iphone 11–12
Nokia versus Motorola 3–12
text message advertising, TMC 

20–1

bindex.indd   170bindex.indd   170 2/11/2011   11:28:53 AM2/11/2011   11:28:53 AM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



INDEX 171

Motorola 3–12, 80–1
Murdoch, Rupert 31
myPlanNet, Cisco 84
mystery shoppers 58, 82

net promoter score (NPS) 44–6
at Aggreko 46–9, 54–5
why market researchers hate 55–6

new product development see 
innovation

new-to-the-world products and 
services, fast follower strategy 
112–17

News International 31
Newton PDA, Apple failure 100–1
Nilekani, Nandan, Infosys 127
Nokia 3–4

challenge from Apple iphone 11–12
continuous improvement 7–9
customer promise 5–7
focus on digital mobile 80–1
innovating beyond the familiar 9, 

146–7
open organization 9–10
versus Motorola 3–5

NPS see net promoter score (NPS)
NTL cable company, customer service 

50–1

Ocado, online supermarket 30
Olilla, Jorma, Nokia 4, 11
Olins, Wally 133
online market research 21–4

see also social media
OPEN Forum 84
open innovation 104–5
openness 9–10, 120, 128–9, 141, 

147
benefi ts of encouraging 136–7
fear preventing 129–31
Google example of 135–6
lack of at General Motors 131–3
managers’ overestimation of own 

134–5
and market feedback 133–4

OpenVenue 23, 26

opportunities and threats, looking 
for 94–5, 102–4, 106–7, 115, 
116

order-of-entry effect 112
organic growth framework 2
Orwell, George 15

P&G see Procter & Gamble (P&G)
Page, Larry, Google 115, 136
partnerships, B2C 30–1
PDAs, failure of Apple Newton 

100–1
people skills, call centers 53
Personnel Decisions International 

(PDI) 134–5
Philips marketing journey 148–9
pioneer advantage 15–16, 112–13

exploding the myth of 113–16
Pool, Bruce, Aggreko 46–8, 56, 80
power supply companies see 

Aggreko
Pradhan, Basab, Infosys 123
Procter & Gamble (P&G) 69–71

advertising campaigns 74–7
consumer insights for continuing 

relevance 72–4
continuous incremental innovation 

70–1
culling of brand names 81
strong leadership and values 77–8
use of social media 84

promise to customers see customer 
promise

promoters, NPS 44–9, 54
prototyping 88–9
publicity see advertising

radical innovation 102–3
beyond the familiar planning 

process 106–7
co-creation and open innovation 

104–5
ideas from lead users and other 

markets 103–4
of service features 105–6
versus incremental 86–7
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Ranjan, Anubhav, GE 108
RAZR phone, Motorola 4, 7, 8
Reichheld, Fred 44–5, 55
relevance of brand promise 20, 28

building 33–6
consumer insights 57, 72–4, 86–7
emotional, Tide brand 74, 77

Research Now (RN) 20–4, 80
see also The Mobile Channel (TMC)

research, open source 105
risks of adjacent innovation 111–14

Saatchi & Saatchi 74–5
Sandberg, Sheryl 135–6
Schnaars, Stephen 113
scientists, open research and 

innovation 105
Sculley, John, Apple 100, 101
search engines 115–16
Sense and Simplicity (Philips’ 

strap-line) 148–9
service features, going beyond the 

familiar 105–6
Shoemaker, Paul 103
Simply Better (Barwise and Meehan) 

35
slogans 6, 44, 77, 121
smart phone market 9, 11–12
Soames, Rupert, Aggreko CEO 43–4, 

45–6, 52, 54, 120
social media

customer insights from 83–6
generating free publicity with 

31–3
and negative word-of-mouth 40
Toyota 28

software engineering see 
Infosys

Software Engineering and Technology 
Labs (SETLabs) 122

Sprint Nextel 62–3
Star, Xerox 97
start-up businesses, building 

awareness 29–30
strap-lines 148–9
successful companies 145–7

supply chain management, Nokia 
7–8, 9

surveys
360-degree 134–5
online 21–4

Tata Group 137–8
Tellis, Gerard 113
Tesco, front-line contact 57, 139
text message advertising, TMC 

20–1
threats and opportunities, looking 

for 94–5, 102–4, 106–7, 115, 
116

Tide 69–71
advertising campaigns 74–7
consumer insights 72–4
continuous incremental innovation 

70–1
new advertising strategy 139–40

TMC (The Mobile Channel) 20–2, 
26, 29–30, 33–4, 102

Toyota
Lexus brand 110–11
quality problems 28, 133, 146
use of social media 28

trust see customer trust

unique selling propositions (USPs) 
35–6

unknowns, known and unknown 
107, 111, 118

unreasonable customers, dealing with 
61–4

unwelcome messages, General 
Motors’ rejection of 131–3

value curve analysis (VCA) 106
Valued Opinions, Research Now 

brand promise 24
values

Infosys 123–4, 126–7
Nokia 10
openness culture 120–1, 137–8
Procter & Gamble (P&G) 77–8

Vanjoki, Anssi, Nokia 5–6, 11
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Verma, Bharat, Infosys 125, 126
viral advertising/marketing 32–3
Virgin Atlantic Airways (VAA), social 

media insights 84–5
vision statement, Infosys 123
Von Hippel, Eric 103–4

Waitrose-Ocado joint venture 30
Watanabe, Katsuake, Toyota 133
web-based advertising campaigns 33
Weinstock, Lord (GEC) 43

word-of-mouth (WOM) marketing 
31–2, 40

Xerox 97

YouGov, UK research agency 22, 31
YouTube videos, advertising 33

Zaltman, Gerald 73, 132

Index compiled by Sophia Clapham
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