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Quality has been redefined
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The Birth of the Knowledge Economy




Running Businesses through Internet Technology
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‘E Or even better .....using smart devices
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Business Model Innovation
When the Game Gets Tough, Change the Game

Zhenya Lindgardt, Martin Reeves, George Stalk, and Michael S. Deimler

December 2009
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Business Model Innovators Outperform
Traditional Innovators Over Time

TSR premium over industry peers,
median performance’ (%)
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[] Process and product innovators [] Business model innovators
> Difference in percentage points

Sources: BusinessWeek/BCG Innovation Survey, 2008; BCG ValueScience analysis.
*TSR premium 1s defined as the percentage by which the innovators’ average total shareholder return exceeded that of their industry
peers.
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Business Model Innovation Takes

Many Forms

The product as
service and outcome
Value
proposition General Electric
Deconstruction
Operating
Jioieod) Li & Fung Limited
Open
Business
sy‘s tem Facebook
architecture
Source: BCG research.

The product as an Trust
experience premium
Apple Whole Foods
Integration/ Low cost
acceleration of the
supply chain
Zara TaTa Motors
Person to person Adjacency
PayPal Ikea’s Mega Mall
division

©Zairi Institute, 2013

Free (or
nearly free)

Google
Vélib’
JC Decaux

Direct distribution

Nestlé Nespresso

Serial

Virgin Group
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Savvy a |'Smart Customers










Almost half the population of the
earth now uses mobile
communications. A billion mobile
subscribers were added in the last
4 years to leave the total standing
at 3.2 billion. N




Is Our Current Understanding of I ——
Quality Sufficient? —
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Consumerism Addiction




The Age of Commoditization
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Personalization Is

the “Standard”,
not the Exception
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Millennials (Generation Y) Generation Z
Born between 1980s and 2000s Born between 2000s to present day
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WHO ARE THEY?

A different world, a different worldview.
Millennials have grown up in a time of
rapid change, giving them a set of
priorities and expectations sharply
different from previous generations.

1930 2000







The Nature of Millennial Custo
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Digital

Services



2014 2018 and beyond

Information

Transaction

Integrated

Optimised

jr
Digital channel use
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Millennials Experiences and Behaviours
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Co-creation Co-creation Co-creation
in Design Experiences







What is happening in the business

world
Transformation in economy offerings beyond

goods and services

The progression of economic value

Differentiated Relevant to

A

Needs of

/' Customers
ya
Low

Undifferentiated Irrelevant to

Source: Gilmore and Pine, the Experience Economy
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Products &
Services are
out and
Customer |
Experience is Iin
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Customer
Satisfaction is
out
Experience &
Loyalty are in




“What actual makes
customers loyal?
Simply satisfying

them certainly isn’t

enough.

W. Edwards Deming
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Quality is out = A

. . Customer
value is in " PRODUCT Value
mrser
Use F VALUE
T — RELATIONSHIP VALUE
Exparnancs
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Value Innovation

* Inthe new rapidly
changing economy, the
focus must be on the
way in which the nature
of value is changing,
involving new ways to
price goods,
INNOVATION and
EMOTION

—

Source: Kotelnikov, Vadim (2006) p—

© Zairi, ECBPM, 2013



v
y

Value Innovation

Transfer of power
from the producer
to the customer

(Customer PLC)

© Zairi, ECBPM, 2013
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The
Customer
Experience

Continuum
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Extravagance Effectuation
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TYPES
OF
EMOTIONS
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Customer Experience Evolution
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Fillers Embellishers Cravers

Satisfying Exulting Moving
Experience Experience Experience

@ Prof. M. Zairi, Decem@#er 2014

Fulfillers

Altering
Experience
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Il the Future Quality P ffessional have to ‘
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SUSTAINABLE

Business

Customer
Experience
Management

INSPIRED

Customer

DISTINCTIVE

Capabilities
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Experience
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The Future is Here
Are you?
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