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change

Martec’s Law N

Technology changes exponentially (fast), K
yet organizations change logarithmically

this change

(slow). gap v;/.ldens
over time,
I\/Lanagemr(]a.nthTusht stlratggiclzally e"’& — eventually
choose which technologica requiring a
changes to embrace, given the QQQ‘&G p 9 ” g
. . . X reset” of the
highly constrained bandwidth \\0 W .
for absorbing organizational \OQ (\eﬂ\ organization
changes. O 0
AR
¢t e low
> —>
. a
organizations change at

/ logarithmic rate

time

by Scott Brinker (@chiefmartec)



“‘Companies are no
longer. competing
against each other.
They are competing
against speed.’

- Marc Benioff






Reinvent You!

“In times of change,
learners inherit the Earth,
while the learned find
themselves beautifully
equipped to deal with a Al
world that no longer exists.” oo Hoffer i

scientist, psychologist, and
author




Reinvent:'You!

“Results are obtained by
exploiting opportunities, =
not by solving problems.” §

— Peter F. Drucker




tay Ahead ofgTlechnology™*

) Understand Your *Target Market:ldentity

° DUYAO [EXPIESS theirgcultureYreinforce

theirgidentitys and create prestrge
Identrty IS*a movrng target

eaYou canjonlyr move(as fastas the |dent|ty

youngtarget;market aIIows\

_f =

19,




Changln\g forevef what we sell

and the way, we market.

P RAs .




Foy‘m_lyays to Stay Ahead off Technology

3) Apply Moore’s Law |
LComputeXbandwidthYand]storage contmues

improve exponentlally X

JAnyitechnologyjlimitsiyoull |mag|ne NOW WI|| he™
gonelinjyourglifetime Y

Silechnologyiwill'catchfupiwith! your VISIOﬂ

L

“° F ':r“‘ ‘
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Four Ways to Stay Ahead of Technology...
4) ConsidersYour World In Four<Time Frames

-

1 0 — 6 months: Market Chaser N\
"2165— 18!m'onths Need Seeker\

-

- E W o Ny
3! 18-36 months: Technologyllnnovator £
A 3 — 5_y”e<ars\Next Generatlon Targeter:

_— \10

= M.







DevPRO'18



_—

. |

Creatlng iYour Extreme -

‘Val U e Strategy -
kv }\ . MakSASmih

The Bija Company
Mark.Smith@BijaCo.com



What Buyers Need to Say, “Yes!”




What Buyers Need to Say, “Yes!”

Map their

motivation

to the Objectives
product. Sz Priorities

Relationship

Criteria






The Truth About Value

Your value propositions have no
meaning until they align with your
customers’ objectives, priorities,
and criteria.



Relationship Reduces Perceived Risk

1) Proof
Relevant
Contextual
Identity aligned with themfand¢their scorekeeper

2) Guarantees and insurance_ N—

You take the risk, not them |

3) Reveal:the process :

“‘How thlslworks




The Formula for, Billion Dollar, Companies

1) Create a definitive selling proposition
2) Be number one in a growing market

3) Radically simplify something or incredibly slash the
cost of something — reduce friction

4) Use the Network Effect
5) Sell to a distinctly passionate fan base.
- Perry Marshall

SellingDisruptionShow:com/show093



Why your I\/IVI\/I (I\/Irnrmu Vrable Market).s

S/Nore orrtrcal than your I\/IVP (I\/||n|mum Vrable
Product)y . " |

» Your competrtrve advantage:A starvrng«crowd
4\\ithout! ready and erI N "”";buyers your product EEE

C Invest as much --thougnL ,trme and money |n
o developrng your market asiyouldolin developrng
) /product “‘ o o




How.to Find a “Starving Crowd”

1‘.,. Defm!e}yourapassmnate community

Pl dent|fy causg‘ﬁuelsfthew‘;passmn QN 2Z2<
s -md themlandastart to-cre‘ate a relat|onsh|pfby»~*
N\ . \ }v' ;’ ',,;f‘ A f = 7




Social Impact i

Elements of Value

transcendence
Life Changing f .4
Provides Self-
hope actualization

> 0O ff

Motivation Heirloom Affiliation/

belonging
Emotional & @ B X '@
Reduces Rewards  Nostalgia Design/ Badge
anxiety me aesthetics value
I Q nN -
Wellness Therapeutic Fun/ Attractiveness Provides
value entertainment access
. ’ 00
90 EE oicE IC
Functional § o s =
Saves Simplifies Makes Reduces  Organizes Integrates Connects
time money risk
Reduces Avoids Reduces Quality Variety Sensory Informs
effort hassles cost appeal
SOURCE © 2015 BAIN & COMPANY INC

FROM “THE ELEMENTS OF VALUE," SEPTEMBER 2016 © HBR.ORG



Functional VValue

=@ M| ¥

Saves Simplifies Makes Reduces  Organizes Integrates Connects
time money risk
Reduces Avoids Reduces Quality Variety Sensory Informs

effort hassles cost appeal



Emotional Value

2 o A X ¢

Reduces Rewards Nostalgia Design/ Badge
anxiety me aesthetics value
I e IS -

Wellness Therapeutic Fun/ Attractiveness Provides
value entertainment access



Life Changing Value

sl

Provides Self-
hope actualization

Motivation Heirloom Affiliation/
belonging




Social Impact Value

Self-
transcendence



The Truth About Value

The more elements of value you
deliver that matches their motivation,
the more extreme your value.



JJEmaillNewsgMarksEzinelcom
o SelllnngsruptlonShow com
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SEventdExecutiveStrategySummit‘com
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