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Your best customers are the most 
profitable customers over the long-
term. They recognize the right price 
but they’re also conscious a product’s 
adoption costs
 
A relevant value proposition – one  
that is quantified and validated by the  
market – is the best lever to grow a 
business more profitably, with a higher 
return on assets.
  
You must organize around customer 
value, looking at the customer’s supply 
chain and operations, constantly  
simplifying processes and eliminating 
needless costs.
 
 Finally, only those companies that  
measure what really matters are  
able to connect customer value to 
shareholder value. 
 
 

Buyers are willing 
to pay more for 
some benefits than 
others. Different 
people value 
different things. 
Bottom line: 
You better know 
your market.
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point of view



CMO DRIVEs value

WHAT benefits DO 

CUstomers value most  

and can those benefits  

be quantified?

COO DRIVEs value

Are we reducing the  

adoption costs to work 

with our organization 

and using our product?

CFO DRIVEs value

have we optimized 

our price point and 

business model?

CEO DRIVEs value

How does the organization 

connect customer value to 

shareholder value?

CIO drives value

DOES MANAGEMENT HAVE 

THE RIGHT INFORMATION 

to keep the value 

proposition relevant?

a relevant value proposition must be quantified and validated

Customer METRICS

KPI’s PROVIDE answers for 

the CMO with market-based 

data, such as VOICE OF 

THE CUSTOMER metrics.

PRODUCT METRICS

KPI’s PROVIDE answers for  

the COO by mEasuring 

the complexity of 

operations and products.

FINANCIAL METRICS 

KPI’s PROVIDE answers for 

the CFO by FOCUSING ON 

COSTS THROUGH THE LENS OF 

optimized value-pricing.

customer value

Prospects convert to 

buyers more efficiently 

because a relevent 

value proposition 

justifies the price point.

shareholder value

shareholders reward 

companies that grow 

faster than their peers

and generate a higher 

return on assets.
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