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1. Introduction (Auburn and JBL)

2. Changing Your Strategic Perspective to Responsiveness

3. Responsiveness Habits from Research

4. Learning Habits from Research  

5. The Related New Technology (Gen AI)



Auburn University:
Harbert College of Business

Founding Year: 1856.
Motto: "For the Advancement of Science and Arts.“
Campus Size: 1,840 acres/745 Hectares. 427 total buildings

People Size: Undergrad: 24,931, Grad: 5,510, Professional: 1,085

More than 150 majors from which students can choose.

Notable Alumni: notable graduates Tim Cook (CEO of Apple Inc.), Charles Barkley 
(former NBA player and crazy sports analyst), Jim Voss (Astronaut) Joe Forehand
(Fmr. Chairman of Accenture), Octavia Spencer (Academy Award-winning actress).

Top Programs: Agriculture, Engineering, Forestry, Pharmacy, Supply Chain 
Management, & Veterinary Medicine  
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The mission of the Journal of Business Logistics (JBL) is to
advance the logistics and supply chain management field by
publishing high-quality, scholarly research that enhances both
the theoretical and practical understanding of logistics. JBL aims
to serve as a bridge between academic theory and business
practice, addressing issues of relevance to practitioners,
policymakers, and researchers in areas like logistics strategy,
supply chain management, transportation, distribution,
warehousing, and emerging technologies.

The journal focuses on disseminating research that provides
actionable insights for improving supply chain efficiency,
effectiveness, and innovation, contributing to the broader field
of business logistics and supply chain management.



Shippers and carriers alike are contending with a turbulent global economy 
that features a combination of stubborn inflation and still-spotty demand.

Kearney, State of Logistics 2024

Turbulence Extends to All Supply Chains

Today’s supply chains are under enormous stress. Our 
industry has seen major impact from the pandemic, port 

crises, severe weather events, and supply and labor 
shortages—all adding to shipping delays.

KPMG



Changing Your Strategic View from Optimization to Responsiveness

Habits we will discuss:

Responsiveness
1. Adaptability
2. Flexibility
3. Agility
4. Improvisation

Organizational Learning
1. Prospective
2. Retrospective
3. Gradual
4. Steep



Optimized Systems and Structures can Restrict Organizational 
Adjustment when things go wrong!

And now the customer can see it!



Maybe have become too attracted to single-variable thinking? 

What is the problem? 



How Different Are Things Today? 
JIT and Lean as SC Philosophy

(A management philosophy to promote elimination of waste 
and continuous improvement of productivity)

• 1960’s: Developed as Toyota Production System 
by Taiichi Ohno and his colleagues 

• 1970’s: U.S. and European auto makers  began to 
apply JIT to improve quality and productivity

• 1990’s: Expanded the JIT concept to streamline all 
types of operations

• 2020’s and beyond: Disruption turns existing logic 
on its head!



Did You Guess What Was Next? 

Global Complexity



JIT and Lean v. Responsiveness
LOGISTICS ACTIVITY V. INTEGRATED NETWORK?

RESTRICTIVE COST FOCUS V. RESPONSIVE STRATEGY FOCUS?



Building 4 Responsiveness Habits

A responsiveness view of logistics and supply chain 
management

RG Richey, AS Roath, FG Adams, A Wieland
Journal of Business Logistics 43 (1), 62-91

https://scholar.google.com/citations?view_op=view_citation&hl=en&user=d48S7hMAAAAJ&sortby=pubdate&citation_for_view=d48S7hMAAAAJ:uc_IGeMz5qoC
https://scholar.google.com/citations?view_op=view_citation&hl=en&user=d48S7hMAAAAJ&sortby=pubdate&citation_for_view=d48S7hMAAAAJ:uc_IGeMz5qoC


The Critical SC Sourcing Constraints



Are you prepared to adjust for Disruption or Opportunity?

How might your company become more 
responsive…

Adapt – Change the Structure? (Long-term)

Agile – Change the Process? (Mid-term)

Flexible – Change the Policy? (Short-term)

Improvisation – Change the Mistake? (Immediate)

SC Adjustment = β* Adaptability + β* 
Agility + β* Flexibility +/- β* 

Improvisation

An Empirical Assessment



How risk, transparency, and knowledge influence the adaptability and flexibility 
dimensions of the responsiveness view

Strategic 
Habits 



The SC adjustment cycle
Understanding the relationship between responsiveness and resilience

Supply Chain Governance

Retrospective learning

Prospective learning

State of responsiveness State of resilience

Adjustment dimensions from responsiveness to resilience
• Adaptability à structure
• Agility à process
• Flexibility à policy (contractual)
• Improvement à event

Adjustment complexity

Knowledge dimensions from responsiveness to resilience (connectedness)

• Strategic
• Logistics/operations

Acceleration

Deceleration





4 Habits of Internationalization Leaning

Four Habits or Types:

Gradual Retrospective Learning

Steep Prospective Learning
Steep Retrospective Learning
Gradual Prospective Learning

Fletcher, M., Harris, S., & 
Richey, R. G. (2021). 
Retrospective and prospective 
learning: Accelerating the 
internationalization process. 
Journal of World Business, 
56(3), 101191.



Adjustment Cycle: Organizational Learning



Internationalization Leaning from Our Research

Four Types of Leaning:

Introduction/Entry - Gradual Retrospective Learning

(Trial and error, experiential understanding, problem response)

Growth - Steep Prospective Learning

(Aligning capabilities with weaknesses, seeking expert opinion, contingency planning)  

Expansion - Steep Retrospective Learning

(Targeted experiential understanding, building environmental understanding of mistakes)

Opportunity - Gradual Prospective Learning

(Cross functional team based learning, opportunity analysis, internal experts)



So, strategizing in this new age of business requires: 
1. Choosing a responsiveness adjustment approach by limiting the current 1980s style 

optimized time and cost thinking.

2. Building out your Responsiveness Strategy by:
◦ Developing an Adaptable network structure,
◦ Creating Flexible policy (contracts) between partners, 
◦ Fostering Agile processes across the extended enterprise,
◦ Employing Improvisation sparingly when structure, policy and process fail you.

3. Continually improving as a Learning Organization by:
◦ Retrospectively learning from the recent past,
◦ Prospectively learning during active implementation,
◦ Being Patient, as gradual learning is required in early and late stages,
◦ Being Prudent, as steep learning will be required in growth and expansion stages.



How Can GenAI Technology 
Influence the Responsiveness and Learning?

Generative artificial intelligence (hereafter referred to as AI) is high on 
the Gartner hype cycle concerning logistics and supply chain 
management (L&SCM)-related technologies. Various AI manifestations, 
including robotic process automation (e.g., collaborative robots or 
“cobots”), techniques in computer vision, speech recognition, machine 
and deep learning, and natural language processing, have opened new 
pathways to efficiently and effectively manage complex decision-making 
and operations (Pessot et al., 2023)

https://doi.org/10.1111/jbl.12364

https://doi.org/10.1111/jbl.12364




Artificial intelligence in 
logistics and supply chain 
management: A primer and 
roadmap for research
RG Richey Jr, S Chowdhury, 
B Davis-Sramek, M 
Giannakis, YK Dwivedi
Journal of Business 
Logistics 44 (4), 532-549
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The Readiness Quandary
Problem 1 
“We're still running on Excel and 
phone calls…”

Problem 2
As rivals adopt AI solutions, 
companies feel compelled to follow 
suit, regardless of their abilities.



The Talent Issues
Limited Availability, Expertise, and Flexibility Hamper Progress

Many organizations find that as 
they grow supply chain 
operations, they need senior-level 
talent to help ensure all supply 
chain processes run smoothly.



AI in the Supply Chain

In the supply chain today, AI is 
used primarily for augmented 
decision-making. It sifts 
through data from a wide 
variety of sources to 
determine possible solutions, 
then presents the best options 
to humans for further 
evaluation and final selection.



Questions, Comments, & 
Suggestions? 

Glenn Richey, Ph.D.
Auburn University 
Journal of Business Logistics

richey@auburn.edu

WhatsApp
+1 (205) 310-5973
or
richeyglenn@gmail.com

Scan to follow us!

mailto:richey@auburn.edu




Strategy in the Age of Uncertainty 
How Firms Grow, by learning, to create competitiveness 
Colm Reilly 
October 2024
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01: World Trends Remove Uncertainty
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Source: UN World Population and IMF Staff Calculations

Projections

Real GDP, Annual % Change 2021 2022 2023

World Output 6.0 3.2 2.7

Advanced Economies 5.2 2.4 1.1

United States 5.7 1.6 1.0

Euro Area 5.2 3.1 0.5

Germany 2.6 1.5 -0.3

France 6.8 2.5 0.7

Italy 6.7 3.2 -0.2

Spain 5.1 4.3 1.2

Japan 1.7 1.7 1.6

United Kingdom 7.4 3.6 0.3

Canada 4.5 3.3 1.5

Other Advanced Economies 5.3 2.8 2.3

Emerging Market and Developing Economies 6.6 3.7 3.7

Emerging and Developing Asia 7.2 4.4 4.9

China 8.1 3.2 4.4

India 8.7 6.8 6.1

ASEAN-5 3.4 5.3 4.9

Emerging and Developing Europe 6.8 0.0 0.6

Russia 4.7 -3.4 -2.3

Latin America and the Caribbean 6.9 3.5 1.7

Brazil 4.6 2.8 1.0

Mexico 4.8 2.1 1.2

Middle east and Central Asia 4.5 5.0 3.6

Saudi Arabia 3.2 7.6 3.7

Sub-Saharan Africa 4.7 3.6 3.7

Nigeria 3.6 3.2 3.0

South Africa 4.9 2.1 1.1

Memorandum

Emerging Market and Middle Income Economies 6.8 3.6 3.6

Low-Income Developing Countries 4.1 4.8 4.9

Source: IMF, World Economic Outlook 2022
NB: For India, data and forecasts are presented on a fiscal year basis, with FY, 2021/2022 
Starting in April 2021. For the October 2022 WEO, India’s growth projections are 6.9% in 2022 
and 5,4% in 2023 based on calendar year.

World Trends
Latest World Economic 
Outlook Growth Projections

DRC6

5

4

3

2

1

Baby bust
In over half of the world’s countries and areas, which account for about 
two thirds of the global population, fertility rates are now below 2.1 
children per woman on average.

0

Total Fertility 
Rate, 2023

= 2023 population

In a few countries in Africa such as Somalia, 
Chad, Niger, the Democratic Republic of the 
Congo (DRC) and the Central African Republic 
women are still having more than six children 
on average

The majority of other countries with high 
fertility rates are in Africa with some also in 
the Middle East and Asia

With high fertility rates and already large 
population bases, Nigeria and Pakistan are 
expected to become the world’s fourth and 
third most populous countries sometime after 
mid century.

The replacement rate is he level at which a 
population replaces itself from one generation 
to the next, without migration. The rate is 
generally considered to be 2.1 live births per 
woman

For more than half of the world’s 
countries and areas, the fertility 
rate is now below the 
replacement level. This means 
that, over time and without 
immigration, these populations 
will decline, with some already 
beginning to recede 

REPLACEMENT RATE

INDIA

CHINA

BRAZIL

PAKISTAN

EGYPT

NIGERIA

USA

Source: United Nations, World Population Prospects (2024)
NB: Not all countries and areas included in the dataset are visible due to small population 
sizes

60

Sub-Saharan 
Africa

Rest of the 
World

Demographic Waves
By 2050, the working-age population will be 
expanding in sub-Saharan Africa, but 
contracting in the rest of the world.

Annual Change to Global working –age population
(millions of people per year, ages 15-64)
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Driver of Change Enablers of Change “Outcomers”
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Automotive n n n n n n n n n n n n n n n n n n n n n
Aerospace n n n n n n n n n n n n n n n n n n n n n
Space n n n n n n n n n n n n n n n n n n n n n
Security n n n n n n n n n n n n n n n n n n n n n
Defence n n n n n n n n n n n n n n n n n n n n n
Agritech n n n n n n n n n n n n n n n n n n n n n
Chemicals n n n n n n n n n n n n n n n n n n n n n
FMCG n n n n n n n n n n n n n n n n n n n n n
Lifescience n n n n n n n n n n n n n n n n n n n n n
Man. & Mat. n n n n n n n n n n n n n n n n n n n n n
Marine n n n n n n n n n n n n n n n n n n n n n
Rail n n n n n n n n n n n n n n n n n n n n n
Creative n n n n n n n n n n n n n n n n n n n n n
Digital Media n n n n n n n n n n n n n n n n n n n n n
ICT & Cyber n n n n n n n n n n n n n n n n n n n n n
Software n n n n n n n n n n n n n n n n n n n n n
Education n n n n n n n n n n n n n n n n n n n n n
Electronics n n n n n n n n n n n n n n n n n n n n n
Financial Services n n n n n n n n n n n n n n n n n n n n n
Professional Business 
Services n n n n n n n n n n n n n n n n n n n n n

Retail n n n n n n n n n n n n n n n n n n n n n
Telecomms n n n n n n n n n n n n n n n n n n n n n
Construction n n n n n n n n n n n n n n n n n n n n n
Infrastructure n n n n n n n n n n n n n n n n n n n n n
Environment & Water n n n n n n n n n n n n n n n n n n n n n
Logistics n n n n n n n n n n n n n n n n n n n n n
Mining & Minerals n n n n n n n n n n n n n n n n n n n n n
Nuclear n n n n n n n n n n n n n n n n n n n n n
Oil & Gas n n n n n n n n n n n n n n n n n n n n n
Renewables n n n n n n n n n n n n n n n n n n n n n

► Drivers of Change: 
Those influences to which companies and 
sectors must / will respond. They impact 
globalisation; shifting geopolitical power; 
access to knowledge; consumer consumption; 
health evolutions and generational events.

► Enablers of Change: 
These are the generic influences that will have 
different effects on each sector (singularly and 
in combination) affecting the degree to which 
they can respond to the drivers and develop. 
They are: automation; business integration; 
commodity availability; individual mobility; 
security; and technology convergence.

► "Outcomers": 
Those trends that are a result of other mega-
trends but are likely to generate significant 
transformational impact in their own right. 
These are imposed on existing companies and 
markets and change how the companies will 
need to view trade and investment globally. 
These will define the new operational 
environment in which each sector will have to 
function. They are identified as: individualism; 
cultural evolution; work methods; urbanisation; 
demographics and climate change.

Driver of Change/Enablers/Outcomers
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Learning is the key Lubricant alongside the independent 
evaluation of truth. The Search for authentic intelligence is 
key…..

“ The illiterate of 
the 21st century will 
not be those who 
cannot read and 
write, but those 

who cannot learn, 
unlearn and 

relearn.”
Alvin Toffler



02: Global Mindset
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Pharma & 
Healthcare ICT

Finance

Retail

Construction Services

Leisure

Aerospace Automotive

Benefits of National Differentiation

Benefits of Global Integration

The Trends Break Down into Global Integration 
vs. National Differentiation
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TRADING SECTORS GLOBAL SECTORS

DOMESTIC SECTORS MULTIDOMESTIC SECTORS

Low High

High

Low

uAerospace
uAgri-Food
uChemicals
uEducation/Skills/Training
uIndustrial Biotech
uPharma and Healthcare

uAutomotive
uCreative  Industries
uEnergy
uFinance 
uICT
uManufacturing

uConsumer and Leisure
uEnvironment and Water
uSecurity

uConstruction
uRetail and logistics
uServices
uTransport

International Trade

International Trade

Foreign D
irect Investm

entFo
re

ig
n 

D
ire

ct
 In

ve
st

m
en

t

And a Recognition that Somethings are Global and 
Somethings are Local
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This Means that Business is Now a Learning, 
Unlearning and Relearning Experience

MARKET 
RESEARCH

COMPETITIVE 
INSIGHT

MARKET 
INSIGHT

Competitive 
Intelligence
• Investments
• Organization 

Changes
• Corporate 

Strategy
• Acquisitions
• Key Executive 

Profiles

Product 
Intelligence
• Pricing
• Product 

Introductions
• Specification 

Comparisons
• Cost Structure

Market
Understanding
• Market Size
• Market Forecasts
• Technology Trends
• Segmentation

Customer
Insight
• Brand Preference
• Loyalty Rates
• Purchase 

Dynamics
• Brand Awareness
• Brand 

Consideration
• Key Product 

Concerns

66
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That requires a shift in our thinking – moving 
from zero sum to competitiveness 

OUTSIDE IN / INSIDE OUT

“I want what I want. If it 
bankrupts you its your problem”

“Here’s our offering. Take it 
or leave it”

OUTSIDE IN

INSIDE OUT



03: The Origins of Value – Knowing Where and What
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And a True Understanding of Where and How We Can 
Operate
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How to Pick Markets



71

How to Pick Markets
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“ACTIVE WAITING”
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Global Megatrends for you to absorb

STATUS 
QUO

INNOVATIONS &
VALIDATIONS

THE NEW 
NORMAL

Market changes challenge
existing business models and
operations and create new
opportunities.

New normal starts to 
impact the market 
dynamics creating new
megatrends.

Market validated 
innovations and operating 
models become the new 
normal.

New innovations include multiple interconnected
dimensions (technology, business models, behavior,
user expectations etc.)

Current status quo is iteratively
stable on evolutionary path with
separated individual change
processes in motion.

Science and 
deep technology
developments.

TIME

NEW 
MEGATRENDS

GLOBAL 
MEGATRENDS

A short exercise



04: Understanding Value
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Understanding Markets Mean We Can Understand Value

PRICE

One element is Lower prices. 
Everyone loves saving money, 
so providing a financial 
benefit for the customer is not 
only appreciated, but its often 
easier to quantify than many 
other benefits

QUALITY

Another element is Better 
Quality. If you can create 
something that has great 
appeal to your target 
market, it will set itself apart 
from similar products and 
services. Quality isn’t about 
price: It’s about how well 
you understand your 
customers their needs, and 
the problems they’re trying 
to solve. Can you design a 
product that not only meets 
their needs, but satisfies 
and delights them as well? 
And if so how can you 
communicate this in your 
value proposition

EXPERIENCE

Better experience is another 
common value proposition 
element. If you can perfect a 
function or service that makes 
something easier for a 
customer, you’re improving 
their experience, and it’s a 
benefit worth sharing.

CUSTOMER RESULTS 
OWNERSHIP

Lastly, there’s Customer 
Results Ownership. This is 
primarily seen in B2B value 
propositions. Some 
companies have elevated 
themselves beyond a simple 
provider of goods and 
services. They’ve become an 
essential part of the success 
of their customers’ business. 
Without these companies, 
their companies, their 
customers would have to face 
immense challenges. Whether 
you’re a shipping provider, a 
supplier of goods, or some 
other service, you can do it all 
for your customers and your 
value proposition should 
communicate that.

Every company should 
have a value 
proposition, and it 
should be customized 
and unique to that 
company, its offerings 
and its target audience. 
There are different 
pieces of information 
you can include in it. 
Author Michael Treacy 
explains in this book. 
The Discipline of Market 
Leaders, that there are 
four different elements 
often included within 
value proposition.
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And Understanding Value Changes Everything

IS IS NOT

EXCLUSIVE
How well does it highlight your competitive 

advantage & set you apart?

PAIN-FOCUSED
How will your product fix the customer’s 

problem or improve their life?

SPECIFIC
What are the specific benefits

your target customer will receive?

DESCRIPTION
A description or your services
and passions.

INFORMATION
Information about your company, 
product and service.

SLOGAN
Write some slogan or catchy 
phrase for your brand.

Value 
Proposition
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Because it Creates Value Transfer

VALUABLE
“I want” & “I need ”

DIFFERENTIATED
“No alternatives are as good”

SUBSTANTIATED
“I trust” & “I believe”

SELLER
Value Proposition

CUSTOMER
Value Perception

DECISION TO SELL DECISION TO BUY

VALUE PERCEPTION GAP
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TAKE 
ONE WAY

COMPONENTS OF 
A STRONG VALUE 
PROPOSITION

VALUABLE DIFFERENTIATED SUBSTANTIATED

“I want” & “I need ” “The best option?” “I trust” & “I believe”
Lead generation success

new client wins/loyalty
premium pricing

CREATES FOUNDATION FOR…

Low value Difficult to
substitute

Able to
substantiate

Strong value Easy to
substitute

Able to
substantiate

Strong value Difficult to
substitute

Not able to
substantiate

“I don’t need”
“Not important enough”

“What’s your best price?”
“I can do without you”

“I’m skeptical”
“Can’t risk it”

WHAT BUYERS SAY…

And Counteracts Competition

78
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OFFER

COMPONENT

SOLUTION

CO-
CREATED 

VALUE

LEVEL 4
A Customised solution, co-created with the client.

LEVEL 3
Solutions that drive business processes. Often groupings of offers that provide a solution to 
a problem. Must be able to measure the improvement made by implementing the solution.

LEVEL 2
Components combined or bundled to fulfil a specific operational function.

LEVEL 1
Individual commodities for sale often priced for usage, utility pricing or 
day/hour rates.

Value Pyramid



05: The Puzzle
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The Puzzle – From the Outside

ESG AND SUSTAINABILITY
o Strategy
o Purpose
o Costs

INFLATION
o Pricing strategy
o Cost management
o Efficiency

LABOUR
o Talent resilience
o Value of talent
o Productivity

SUPPLY CHAINS
o Logistics
o Globalisation
o Geopolitics

COST OF CAPITAL
o Debt
o Equity
o Foreign exchange

THE PUZZLE

Drivers of economic activity 
previously taken as a given will 
now warrant much more 
attention from businesses, 
investors and consumers
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Integrating the Puzzle – From the Inside

Company 
Internal Factors - costs
o Profitability
o Transports Costs
o Tariffs
o Taxes
o Production Costs
o Channel Costs

Market 
Factors 
o Income Levels
o Competition
o Customers’ Culture
o Government Policy
o Subsidies

Environmental 
Factors
o Foreign Exchange   Rates
o Inflation Rates
o Price Controls
o Regulations

MARKET-BY-MARKET
PRICING

INTERNATIONAL 
PRICING STRATEGIES

UNIFORM PRICING

Managerial
Issues
o Transfer Pricing
o Foreign Currencies
o Parallel Imports/Grey Markets
o Export Price Escalation
o Global Pricing Strategies

Financing 
International 
Transaction
Risks
Customer-Arranged vs.
Supplier-Arranged

Source of 
Financing 
Factors
o Commercial Banks
o Governments
o Non-cash Transactions:
– Counter-trading

A
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Pricing Strategies Overview

COST-PLUS PRICING COMPETITION BASED PRICING PREMIUM PRICING

PENETRATION PRICING STRATEGY DYNAMIC PRICING HIGH-LOW PRICING

VALUE-BASED PRICING BUNDLE PRICING

External data is not needed

Can’t be used for a long time
Competition and demand are disregarded

Helps to increase Market Share

Control and Flexibility with Smart Rules

High Quality Data is needed

Can’t be used for certain SKU types

Helps to Capitalize on Brand

Relies on wealthy customer group

Difficult to increase market share

Can’t be used for certain SKU Types

Perfect for Market Entry

Helps to build customer base quickly

Limited or no profit for a long time

Risk of losing customer after price increase

Perfect for certain types of SKU (e.g. New Entries)

Helps to increase profit sustainably

Limited capacity under force majeure fluctuations

Required substantial operation and tech maturity

Helps to capitalize on seasonal trends

Little dependence on competition

Diluted margin with traditional markdown

Can’t be used for certain SKU Types

Helps to maximize profit margin

Little Dependence on competition

Difficult to evaluate “Willingness to pay” Precisely

Risk of undermining price perception

Helps to sell products with a low demand

Adds extra value to a buying experience

Might discourage some groups of buyers

Works only in combination with other strategies

Helps to capitalize on consumer emotions

Reinforces customer base with price anchoring

Limited scope of use

Works only in combination with other strategies

PSYCHOLOGICAL PRICING

Simple In Use
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Pricing Management Process

STEP 1
Identify Scope 

of Pricing

STEP 2
Determine 
Strategy/
Change in 
Strategy

STEP 5
Determine Price 

& Verify 
Strategy

STEP 6
Execute Price 

Decision & 
Monitor Impact

STEP 3
Identify 

Required 
Analyses

STEP 4
Gather Data & 

Analyses

PRICING STRATEGY PRICING EXECUTION

o Organizational Structure and 
Control

o Internal Incentives
o Information Technology
o Communication Systems

Company/Environment Enables
o Customers
o Competitors
o Costs
o Legislative Environments

Influencing Factors



85

Cost-Basedvs.ValueBasedPricing

COST-BASED PRICING

Setting prices based on the costs for producing, distributing, and selling the product plus a fair rate of return for effort and risk

VALUE-BASED PRICING 

Setting price based on buyer’s perception of value rather than on seller’s cost

ONE
Design a 
good product

TWO
Determine 
product costs

THREE
Set price based 
on cost

FOUR
Convince buyers of
product’s value

ONE
Assess customer needs
& value perceptions

TWO
Set target price to match
customer perceived value

THREE
Determine costs that
can be incurred

FOUR
Design product to deliver
desired value at target 
price
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Business is now a Learning, 
Unlearning and Relearning experience
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