Customer
Value In
the Digital
Culture




Turner DeVaughn Value 2.0 Model®

CUSTOMER VALUE — CEO DRIVES VALUE ——> SHAREHOLDER VALUE

PROSPECTS CONVERT TO HOW DOES THE ORGANIZATION SHAREHOLDERS REWARD
BUYERS MORE EFFICIENTLY CONNECT CUSTOMER VALUE TO COMPANIES THAT GROW
BECAUSE A RELEVENT SHAREHOLDER VALUE? FASTER THAN THEIR PEERS
VALUE PROPOSITION AND GENERATE A HIGHER
JUSTIFIES THE PRICE POINT. RETURN ON ASSETS.
CMO DRIVES VALUE COO DRIVES VALUE CFO DRIVES VALUE
WHAT BENEFITS DO ARE WE REDUCING THE HAVE WE OPTIMIZED
CUSTOMERS VALUE MOST ADOPTION COSTS TO WORK OUR PRICE POINT AND
AND CAN THOSE BENEFITS WITH OUR ORGANIZATION BUSINESS MODEL?
BE QUANTIFIED? AND USING OUR PRODUCT?
CUSTOMER METRICS PRODUCT METRICS FINANCIAL METRICS
KPI's PROVIDE ANSWERS FOR KPI's PROVIDE ANSWERS FOR KPI's PROVIDE ANSWERS FOR
THE CMO WITH MARKET-BASED THE COO BY MEASURING THE CFO BY FOCUSING ON
DATA, SUCH AS VOICE OF THE COMPLEXITY OF COSTS THROUGH THE LENS OF
THE CUSTOMER METRICS. OPERATIONS AND PRODUCTS. OPTIMIZED VALUE-PRICING.

ClO DRIVES VALUE

DOES MANAGEMENT HAVE
THE RIGHT INFORMATION
TO KEEP THE VALUE
PROPOSITION RELEVANT?

A RELEVANT VALUE PROPOSITION MUST BE QUANTIFIED AND VALIDATED
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