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Inside the Tornado Geoffrey A. Moore 1999 Emphasizing the importance of seizing and
holding marketing leadership during the "tornado" phase of market development, a strategy
guide for high-tech companies and entrepreneurs analyzes the Technology Adoption Life
Cycle
The Only Sales Guide You'll Ever Need Anthony Iannarino 2016-10-11 The USA Today
bestseller by the star sales speaker and author of The Sales Blog that reveals how all
salespeople can attain huge sales success through strategies backed by extensive research
and experience. Anthony Iannarino never set out to become a salesman, let alone a sales
manager, speaker, coach, or writer of the most prominent blog about the art and science of
great selling. He fell into his profession by accident, as a day job while pursuing rock-and-roll
stardom. Once he realized he'd never become the next Mick Jagger, Iannarino turned his
focus to a question that's been debated for at least a century: Why are a small number of
salespeople in any field hugely successful, while the rest get mediocre results at best? The
answer is simple: it’s not about the market, the product, or the competition—it’s all about the
seller. And consequently, any salesperson can sell more and better, all the time. Over twentyfive years, Iannarino has boiled down everything he's learned and tested into one convenient
book that explains what all successful sellers, regardless of industry or organization, share: a
mind-set of powerful beliefs and a skill-set of key actions, including... ·Self-discipline: How to
keep your commitments to yourself and others. ·Accountability: How to own the outcomes
you sell. ·Competitiveness: How to embrace competition rather than let it intimidate you.
·Resourcefulness: How to blend your imagination, experience, and knowledge into unique

solutions. ·Storytelling: How to create deeper relationships by presenting a story in which the
client is the hero and you're their guide. ·Diagnosing: How to look below the surface to figure
out someone else's real challenges and needs. Once you learn Iannarino's core strategies,
picking up the specific tactics for your product and customers will be that much easier.
Whether you sell to big companies, small companies, or individual consumers, this is the
book you'll turn to again and again for proven wisdom, strategies, and tips that really work.
Business Model Generation Alexander Osterwalder 2013-02-01 Business Model Generation
is a handbook for visionaries, game changers, and challengers striving to defy outmoded
business models and design tomorrow's enterprises. If your organization needs to adapt to
harsh new realities, but you don't yet have a strategy that will get you out in front of your
competitors, you need Business Model Generation. Co-created by 470 "Business Model
Canvas" practitioners from 45 countries, the book features a beautiful, highly visual, 4-color
design that takes powerful strategic ideas and tools, and makes them easy to implement in
your organization. It explains the most common Business Model patterns, based on
concepts from leading business thinkers, and helps you reinterpret them for your own
context. You will learn how to systematically understand, design, and implement a gamechanging business model--or analyze and renovate an old one. Along the way, you'll
understand at a much deeper level your customers, distribution channels, partners, revenue
streams, costs, and your core value proposition. Business Model Generation features
practical innovation techniques used today by leading consultants and companies
worldwide, including 3M, Ericsson, Capgemini, Deloitte, and others. Designed for doers, it is

for those ready to abandon outmoded thinking and embrace new models of value creation:
for executives, consultants, entrepreneurs, and leaders of all organizations. If you're ready to
change the rules, you belong to "the business model generation!"
Crossing the Chasm Geoffrey A. Moore 2009-03-17 Here is the bestselling guide that
created a new game plan for marketing in high-tech industries. Crossing the Chasm has
become the bible for bringing cutting-edge products to progressively larger markets. This
edition provides new insights into the realities of high-tech marketing, with special emphasis
on the Internet. It's essential reading for anyone with a stake in the world's most exciting
marketplace.
The Innovator's Solution Clayton 2013-10-22 An innovation classic. From Steve Jobs to Jeff
Bezos, Clay Christensen’s work continues to underpin today’s most innovative leaders and
organizations. A seminal work on disruption—for everyone confronting the growth paradox.
For readers of the bestselling The Innovator’s Dilemma—and beyond—this definitive work
will help anyone trying to transform their business right now. In The Innovator’s Solution,
Clayton Christensen and Michael Raynor expand on the idea of disruption, explaining how
companies can and should become disruptors themselves. This classic work shows just how
timely and relevant these ideas continue to be in today’s hyper-accelerated business
environment. Christensen and Raynor give advice on the business decisions crucial to
achieving truly disruptive growth and propose guidelines for developing your own disruptive
growth engine. The authors identify the forces that cause managers to make bad decisions
as they package and shape new ideas—and offer new frameworks to help create the right

conditions, at the right time, for a disruption to succeed. This is a must-read for all senior
managers and business leaders responsible for innovation and growth, as well as members
of their teams. Based on in-depth research and theories tested in hundreds of companies
across many industries, The Innovator’s Solution is a necessary addition to any innovation
library—and an essential read for entrepreneurs and business builders worldwide.
Living on the Fault Line, Revised Edition Geoffrey A. Moore 2009-10-13 The fault line -- that
dangerous, unstable seam in the economy where powerful innovations and savage
competition meet and create market-shattering tremors. Every company lives on it; no
manager can control it. In the original edition of Living on the Fault Line, Geoffrey Moore
presented a compelling argument for using shareholder value (or share price) as the key
driver in management decisions. Moore now revisits his argument in the post-Internet bubble
world, proving that the methods he espouses are more germane than ever and showing
companies how to use them to survive and thrive in today's demanding economy. Extending
the themes of Crossing the Chasm and Inside the Tornado, his first two books on the
dynamics of the high-tech markets, Moore shows why sensitivity to stock price is the single
most important lever for managing in the future, both as a leading indicator of shifts in
competitive advantage and as an employee motivator for making necessary changes in
organizations heretofore impervious to change. This revised and updated edition includes: A
deeper emphasis on core versus context, which has emerged as the key distinction in
allocating resources to improve shareholder value A new Competitive Advantage Grid that
will aid managers in achieving and sustaining competitive advantage, the most important

component in managing for shareholder value An expanded Value Discipline Model as it
relates to the Competitive Advantage Grid Analysis of the powerful new trend toward
core/context analysis and outsourcing production duties Updated models of organizational
change for each stage of market development As disruptive forces continue to buffet the
marketplace and rattle the staid practices of the past, Moore offers a brilliant set of
navigational tools to help meet today's most compelling management challenges.
The Chasm Companion Paul Wiefels 2009-10-13 In The Chasm Companion, The Chasm
Group's Paul Wiefels presents readers with a new analysis of the ideas introduced in
bestselling author Geoffrey Moore's classic books, Crossing the Chasm and Inside the
Tornado, and focuses on how to translate these ideas into actionable strategy and
implementation programs. This step-by-step fieldbook is organized around three major
concepts: how high-tech markets develop, creating market development strategy, and
executing go-to-market programs based on the strategy.
The Discipline of Market Leaders Michael Treacy 2007-03-20 Why is it that Casio can sell a
calculator more cheaply than Kellogg's can sell a box of corn flakes? Why can FedEx
“absolutely, positively” deliver your package overnight but airlines have trouble keeping track
of your bags? What does your company do better than anyone else? What unique value do
you provide to your customers? How will you increase that value next year? As customers'
demands for the highest quality products, best services, and lowest prices increase daily, the
rules for market leadership are changing. Once powerful companies that haven't gotten the
message are faltering, while others, new and old, are thriving. In disarmingly simple and

provocative terms, Treacy and Wiersema show what it takes to become a leader in your
market, and stay there, in an ever more sophisticated and demanding world.
The Lean Product Playbook Dan Olsen 2015-05-21 The missing manual on how to apply
Lean Startup to build products that customers love The Lean Product Playbook is a practical
guide to building products that customers love. Whether you work at a startup or a large,
established company, we all know that building great products is hard. Most new products
fail. This book helps improve your chances of building successful products through clear,
step-by-step guidance and advice. The Lean Startup movement has contributed new and
valuable ideas about product development and has generated lots of excitement. However,
many companies have yet to successfully adopt Lean thinking. Despite their enthusiasm and
familiarity with the high-level concepts, many teams run into challenges trying to adopt Lean
because they feel like they lack specific guidance on what exactly they should be doing. If
you are interested in Lean Startup principles and want to apply them to develop winning
products, this book is for you. This book describes the Lean Product Process: a repeatable,
easy-to-follow methodology for iterating your way to product-market fit. It walks you through
how to: Determine your target customers Identify underserved customer needs Create a
winning product strategy Decide on your Minimum Viable Product (MVP) Design your MVP
prototype Test your MVP with customers Iterate rapidly to achieve product-market fit This
book was written by entrepreneur and Lean product expert Dan Olsen whose experience
spans product management, UX design, coding, analytics, and marketing across a variety of
products. As a hands-on consultant, he refined and applied the advice in this book as he

helped many companies improve their product process and build great products. His clients
include Facebook, Box, Hightail, Epocrates, and Medallia. Entrepreneurs, executives,
product managers, designers, developers, marketers, analysts and anyone who is
passionate about building great products will find The Lean Product Playbook an
indispensable, hands-on resource.
Lean B2B Étienne Garbugli 2014-03-25 « This is a must read for every B2B entrepreneur,
SaaS creator or consultant and business school student. It's the kind of book you don't read
once, you go back to it on a regular basis. » - Carmen Gerea, CEO & Co-founder,
UsabilityChefs Lean B2B helps entrepreneurs and innovators quickly find traction in the
enterprise. Packed with more than 20 case studies and used by thousands around the world,
Lean B2B consolidates the best thinking around Business- to-Business (B2B) customer
development to help entrepreneurs and innovators focus on the right things each step of the
way, leaving as little as possible to luck. The book helps: • Assess the market potential of
opportunities to find the right opportunity for your team • Find early adopters, quickly
establish credibility and convince business stakeholders to work with you • Find and prioritize
business problems in corporations and identify the stakeholders with the power to influence
a purchase decision • Create a minimum viable product and a compelling offer, validate a
solution and evaluate whether your team has found product-market fit • Identify and avoid
common challenges faced by entrepreneurs and learn ninja techniques to speed up productmarket validation « The book will pay itself off in the first couple of pages! » - Ben Sardella,
Co-Founder, Datanyze ????? 86% of Readers Rated it 5-Stars ????? « Treat this book like a

map to show you where you are and a compass to show you the direction. I wish I could
have read it 2 or 3 years ago. » – Jonathan Gebauer, Founder, exploreB2B « Lean B2B is
filled with rock-solid advice for technology entrepreneurs who want a rapid-growth trajectory.
Read it to increase your certainty and your success rate. » - Jill Konrath, Author of AGILE
SELLING and Selling to Big Companies « Probably the most slept on book in the Lean startup
market right now.... There is no sugarcoating here. Garbugli tells you exactly what needs to
happen and how to make it happen... literally holds your hand and spells it out. I was really
impressed with the overall depth and advice presented. » - AJ, B2B Entrepreneur « The book
I read of which I have learned the most. » - Etienne Thouin, Founder and CTO, SQLNext
Software « This book is essential reading for would-be entrepreneurs who face the daunting
task of entering B2B markets. » – Paul Gillin, Co-Author, Social Marketing to the Business
Customer
Amp It Up Frank Slootman 2022-01-13 Wall Street Journal, USA Today, and Publishers
Weekly Bestseller The secret to leading growth is your mindset Snowflake CEO Frank
Slootman is one of the tech world's most accomplished executives in enterprise growth,
having led Snowflake to the largest software IPO ever after leading ServiceNow and Data
Domain to exponential growth and the public market before that. In Amp It Up: Leading for
Hypergrowth by Raising Expectations, Increasing Urgency, and Elevating Intensity, he
shares his leadership approach for the first time. Amp It Up delivers an authoritative look at
what it takes to transform an organization for maximum growth and scale. Slootman shows
that most leaders have significant room to improve their organization's performance without

making expensive changes to their talent, structure, or fundamental business model—and
they don’t need to bring in an army of consultants to do it. What they do need is to align
people around what matters and execute with urgency and intensity every day. Leading for
unprecedented growth means declaring war on mediocrity, breaking the status quo, and
making conflicted choices daily, all with a relentless focus on the mission. Amp It Up
provides the first principles to guide that change, and the tactical advice for organizing a
company around them. Perfect for executives, entrepreneurs, founders, managers, and
leaders of all kinds, Amp It Up is a must-read resource for anyone who seeks to unleash the
growth potential of a company and scale it to heights they never thought possible.
The Gorilla Game Geoffrey A. Moore 1998-03-11 The possibilities are staggering: Had you
invested $10,000 in Cisco Systems in early 1990, your investment would not be worth
$1,285.000. Similarly, a $10,000 investment made in Microsoft in 1986 would be valued at
more than $1,800,000 today. How do you get in on those deals -- especially if you're not a
Silicon Valley insider? How do you buy the high-tech winners and avoid the losers? How do
you find the Microsofts and Ciscos of tomorrow? The answers are here, in The Gorilla
Game. All you have to do is learn the rules. The Gorilla Gameÿ reveals the dynamics driving
the market for high-tech stocks and outlines the forces that catapult a select number of
companies to "gorilla" status -- dominating the markets they serve in the way that Microsoft
dominates software operating systems and Cisco dominates hardware for data networks.
Follow the rules of The Gorilla Gameÿ and you will learn how to identify and invest in the
"gorilla candidates" early on -- while they are fighting for dominance in their markets and

while their stock is still cheap. When the dust clears and one company clearly attains
leadership in its product category, you'll reap the enormous returns that foresighted investors
in high-tech companies deserve. The Gorilla Gameÿ is the latest from bestselling author
Geoffrey A. Moore, one of the world's leading consultants in high-tech marketing strategy.
Here you'll find the ground-breaking ideas about technology markets that made his previous
books bestsellers, combined with the work of Paul Johnson, a top Wall Street technology
analyst, and Tom Kippola, a high-tech consultant and highly successful private investor.
Together they have discovered and played the gorilla game and now give their readers the
real rules for winning in the world of high-tech investing. Step by step you'll learn how to spot
a high-tech market that is about to undergo rapid growth and development; how to identify
and spread investments across the potential gorillas within the market; and how to narrow
your investments to the single, emerging leader -- the gorilla -- as the market matures.
PEAK Chip Conley 2017-10-30 Proven principles for sustainable success, with new
leadership insight PEAK is the popular, transformative guide to doing business better, written
by a seasoned entrepreneur/CEO who has disrupted his favorite industry not once, but
twice. Author Chip Conley, founder and former CEO of one of the world’s largest boutique
hotel companies, turned to psychologist Abraham Maslow's Hierarchy of Needs at a time
when his company was in dire need. And years later, when the young founders of Airbnb
asked him to help turn their start-up home sharing company into a world-class hospitality
giant, Conley once again used the principles he’d developed in PEAK. In the decade since
this book's first edition, Conley's PEAK strategy has been developed on six continents in

organizations in virtually every industry. The author’s foundational premise is that great
leaders become amateur psychologists by understanding the unique needs of three key
relationships—with employees, customers, and investors—and this message has resonated
with every kind of leader and company including some of the world’s best-known, from Apple
to Facebook. Avid users of PEAK have found that the principles create greater loyalty and
differentiation with their key stakeholders. This new second edition includes in-depth
examples of real-world PEAK companies, including the author’s own at Airbnb, and
exclusive PEAK leadership practices that will take you—and your company's
performance—to new heights. Whether you're at a startup or a Fortune 500 company, at a
for-profit, nonprofit, or governmental organization, this book can help you and your people
reach potential you never realized you had. Understand how Maslow's hierarchy makes for
winning business practices Learn how PEAK drove some of today's top businesses to
success Help employees reach their full potential—and beyond Transform the customer
experience and keep investors happy The PEAK framework succeeds because it elevates
the business from the inside out. These same principles apply in the boardroom, the
breakroom, and your living room at home, and have proven to be the foundation of healthy,
fulfilled lives. Even if you think you're doing great, you could always be doing better—and
PEAK gives you a roadmap to the next level.
Quicklet on Geoffrey A. Moore's Crossing the Chasm: Marketing and Selling High Tech
Products to Mainstream Customers Richard Childers 2012-04-04 ABOUT THE BOOK Since
its first publication in 1991, Geoffrey Moores Crossing the Chasm: Marketing and Selling

High Tech Products to Mainstream Customers has set the standard for tech business
moguls. In fact, it has become the standard for all of us trying to make our way in the
confusing world of technology business. Moore argues that there is a chasm that exists
between early adopters of a potentially disruptive technology product and what he calls the
early majority, or the market segment that takes such a product to the upper ranges of
success. Moore believes that early adopters and visionaries have very different expectations
than the pragmatists that follow. In this book, he explores those differences and suggests
specific techniques to successfully cross the "chasm." These include choosing a target
market, understanding the whole product concept, positioning the product, building a
successful marketing strategy, and choosing the most appropriate distribution channel and
pricing. MEET THE AUTHOR Richard Childers is an experienced writer and a member of the
Hyperink Team, which works hard to bring you high-quality, engaging, fun content. Happy
reading! EXCERPT FROM THE BOOK Moores major thesis is that there is something wrong
with the High Tech Marketing Model. There are gaps separating the major groups described
in the Technology Adoption Life Cycle. These gaps represent the fact that any group will
have a hard time accepting a new product if it is marketed to them in the same manner it
was marketed to the group that preceded them. Each of these gaps is an opportunity for
marketing to lose momentum and miss the transition to the next group. Two of these gaps
are relatively small, what Moore calls cracks in the bell curve. The gap between innovators
and early adopters occurs when a hot new technology product cannot be transitioned into a
major new benefit. The enthusiast loves it for its architecture, but nobody can even figure out

how to start using it. There is a second crack of similar size that exists between the early
majority and the late majority. It comes at a time in the product life cycle when the market is
well developed and the technology product is in the mainstream. While the early majority
was quite willing and able to achieve the level of technical competence required to gain
benefit from the product, the late majority user is much less so. In order to continue
developing their market by moving into the late majority segment, the product marketers
must make the product easier to use and implement. If they fail to do so, they may fail in
their attempts to transition to this next segment. CHAPTER OUTLINE Quicklet on Geoffrey
A. Moore's Crossing the Chasm: Marketing and Selling High Tech Products to Mainstream
Customers Geoffrey A. Moore's Crossing the Chasm: Marketing and Selling High Tech
Products to Mainstream Customers + The High Tech Marketer’s Bible + About the Author +
About the Book + Overall Summary + ...and much more
Big Bang Disruption Larry Downes 2014-01-07 It used to take years or even decades for
disruptive innovations to dethrone dominant products and services. But now any business
can be devastated virtually overnight by something better and cheaper. How can executives
protect themselves and harness the power of Big Bang Disruption? Just a few years ago,
drivers happily spent more than $200 for a GPS unit. But as smartphones exploded in
popularity, free navigation apps exceeded the performance of stand-alone devices. Eighteen
months after the debut of the navigation apps, leading GPS manufacturers had lost 85
percent of their market value. Consumer electronics and computer makers have long
struggled in a world of exponential technology improvements and short product life spans.

But until recently, hotels, taxi services, doctors, and energy companies had little to fear from
the information revolution. Those days are gone forever. Software-based products are
replacing physical goods. And every service provider must compete with cloud-based tools
that offer customers a better way to interact. Today, start-ups with minimal experience and
no capital can unravel your strategy before you even begin to grasp what’s happening.
Never mind the “innovator’s dilemma”—this is the innovator’s disaster. And it’s happening in
nearly every industry. Worse, Big Bang Disruptors may not even see you as competition.
They don’t share your approach to customer service, and they’re not sizing up your product
line to offer better prices. You may simply be collateral damage in their efforts to win
completely different markets. The good news is that any business can master the strategy of
the start-ups. Larry Downes and Paul Nunes analyze the origins, economics, and anatomy of
Big Bang Disruption. They identify four key stages of the new innovation life cycle, helping
you spot potential disruptors in time. And they offer twelve rules for defending your markets,
launching disruptors of your own, and getting out while there’s still time. Based on extensive
research by the Accenture Institute for High Performance and in-depth interviews with
entrepreneurs, investors, and executives from more than thirty industries, Big Bang
Disruption will arm you with strategies and insights to thrive in this brave new world.
Escape Velocity Geoffrey A. Moore 2011-09-06 “Readthis book to learn how to create a
company as powerful as Apple.”—Guy Kawasaki,former chief evangelist of Apple InEscape
Velocity Geoffrey A. Moore, author of the marketing masterwork Crossingthe Chasm,
teaches twenty-first century enterprises how to overcome thepull of the past and reorient

their organizations to meet a new era ofcompetition. The world’s leading high-tech business
strategist, Moore connectsthe dots between bold strategies and effective execution, with an
action planthat elucidates the link between senior executives and every other branch of
acompany. For readers of Larry Bossidy’s Execution,Clay Christensen’s Innovator’s
Solution, and Gary Vaynerchuck’sCrush It!, and for anyone aiming for the pinnacle of
business success, EscapeVelocity is an irreplaceable roadmap to the top.
The Infinite Staircase Geoffrey A. Moore 2021-08-10 In this bold new book, high-tech’s bestknown strategist makes a seminal contribution to the search for meaning in a secular era.
Two questions fundamental to human existence have always been the metaphysical “where
do I fit in the grand scheme of things?” and the ethical “how should I behave?” Religion is no
longer a source of answers for many people, and nothing has replaced it. Moore uses his
signature framework-based approach to answer these questions, taking us on an intellectual
roller coaster ride through physics, chemistry, biology, the social sciences and the
humanities. Along the way, he builds a metaphorical ladder that leads from the big bang to
the need for ethical action in our daily lives. Combining an extraordinary range of scholarship
with an accessible and entertaining writing style, The Infinite Staircase: What the Universe
Tells Us About Life, Ethics, and Mortality provides a coherent and unified platform for a full
human life.
FunRetrospectives: Activities and Ideas for Making Agile Retrospectives More Engaging
Tainã Caetano Coimbra 2020-08-21 FunRetrospectives is a book with the necessary tools to
develop the main element of continuous improvement: an effective, committed team! With

several years working with agile teams, Paulo Caroli and Taina? Caetano Coimbra know
there are two main ingredients to finding the path to success and continuous improvement.
First, a team that is aligned and committed to the project. Second, a work environment that
fosters collaboration, one in which everyone can openly reflect, debate, and learn. But how
can we achieve that? Each person in a team brings a different life experience and
perspective, and we know that a group of people doesn't become a team overnight. That's
why the main purpose of this work is to offer the necessary activities and tools to make
everyone comfortable, aligned, and ready to be part of the best possible experience. The
authors have gathered years of experience in this book, offering simple and straightforward
activities. There will always be ups and downs, but everything that happens is essential for
the team's growth, and a fun, safe environment allows you to get the best out of every
situation.
Giants of Enterprise Richard S. Tedlow 2009-10-13 Seven business innovators and the
empires they built. The pre-eminent business historian of our time, Richard S. Tedlow,
examines seven great CEOs who successfully managed cutting-edge technology and
formed enduring corporate empires. With the depth and clarity of a master, Tedlow
illuminates the minds, lives and strategies behind the legendary successes of our times: .
George Eastman and his invention of the Kodak camera; . Thomas Watson of IBM; . Henry
Ford and his automobile; . Charles Revson and his use of television advertising to drive
massive sales for Revlon; . Robert N. Noyce, co-inventor of the integrated circuit and
founder of Intel; . Andrew Carnegie and his steel empire; . Sam Walton and his

unprecedented retail machine, Wal-Mart.
Inside the Tornado Geoffrey A. Moore 2004-12-14 In this, the second of Geoff Moore's
classic three-part marketing series, Moore provides highly useful guidelines for moving
products beyond early adopters and into the lucrative mainstream market. Updated for the
HarperBusiness Essentials series with a new author's note. Once a product "crosses the
chasm" it is faced with the "tornado," a make or break time period where mainstream
customers determine whether the product takes off or falls flat. In Inside the Tornado, Moore
details various marketing strategies that will teach marketers how reach these customers
and how to take advantage of living inside the tornado in order to reap the benefits of
mainstream adoption.
Selling Technology Asaf Darr 2006 Unlike most enthographic studies of salespeople, which
focus on the insurance, finance, and retail sectors, Darr's book turns to the daily sales
practices of an information economy."--BOOK JACKET.
Crossing the Chasm Geoffrey A. Moore 1995
Beyond the Obvious Phil McKinney 2012-02-07 The Killer Questions Your Company Should
Be Asking Generating and executing great ideas is the key to staying ahead in a rapidly
changing world. It seems so basic. Why is it so hard to actually get right? According to
innovation expert Phil McKinney, the real problem is that we're teaching people to ask the
wrong questions about their businesses--or none at all. There has to be a better way. In
Beyond the Obvious, McKinney will help you use his proven FIRE (Focus, Ideation, Rank,
Execution) Method to dig deeper and get back to asking the right questions--the ones all

companies must ask to survive. Full of real-world examples, this book will change the way
you operate, innovate, and create, and it all begins with battle-tested questions Phil has
gathered on note cards throughout his career. Shared for the first time here, these "Killer
Questions" include: What are the rules and assumptions my industry operates under? What
if the opposite were true? What will be the buying criteria used by my customer in 5 years?
What are my unshakable beliefs about what my customers want? Who uses my product in
ways I never anticipated? These questions will reframe the way you see your products, your
customers, and the way the two interact. Whether you're a company of thousands or a lean
startup, Beyond the Obvious will give you the skills and easy-to-follow plan you need to
make both the revolutionary changes and nuanced tweaks required for success. Praise for
Beyond the Obvious "Human beings are creatures of habit, so getting ourselves and our
teams to think beyond the obvious is a challenge we face all the time. Phil McKinney is an
innovation expert, and his killer questions and hit-the-spot anecdotes provide a great way to
get out in front of opportunities we otherwise won't see." --Geoffrey Moore, author of
Crossing the Chasm and Escape Velocity "I've always believed that asking the right
questions is the essence of design. Phil McKinney proves that point with this wonderful set
of killer questions that will jumpstart-or greatly enhance- your innovation efforts." --B. Joseph
Pine II, co-author, The Experience Economy & Infinite Possibility. "Product Innovation is a
prerequisite to building great brands. Phil's questions are a prerequisite to building
innovative products." --Satjiv S. Chahil, former global marketing chief, Apple
INSPIRED Marty Cagan 2017-11-17 How do today’s most successful tech

companies—Amazon, Google, Facebook, Netflix, Tesla—design, develop, and deploy the
products that have earned the love of literally billions of people around the world? Perhaps
surprisingly, they do it very differently than the vast majority of tech companies. In
INSPIRED, technology product management thought leader Marty Cagan provides readers
with a master class in how to structure and staff a vibrant and successful product
organization, and how to discover and deliver technology products that your customers will
love—and that will work for your business. With sections on assembling the right people and
skillsets, discovering the right product, embracing an effective yet lightweight process, and
creating a strong product culture, readers can take the information they learn and
immediately leverage it within their own organizations—dramatically improving their own
product efforts. Whether you’re an early stage startup working to get to product/market fit, or
a growth-stage company working to scale your product organization, or a large, longestablished company trying to regain your ability to consistently deliver new value for your
customers, INSPIRED will take you and your product organization to a new level of customer
engagement, consistent innovation, and business success. Filled with the author’s own
personal stories—and profiles of some of today’s most-successful product managers and
technology-powered product companies, including Adobe, Apple, BBC, Google, Microsoft,
and Netflix—INSPIRED will show you how to turn up the dial of your own product efforts,
creating technology products your customers love. The first edition of INSPIRED, published
ten years ago, established itself as the primary reference for technology product managers,
and can be found on the shelves of nearly every successful technology product company

worldwide. This thoroughly updated second edition shares the same objective of being the
most valuable resource for technology product managers, yet it is completely new—sharing
the latest practices and techniques of today’s most-successful tech product companies, and
the men and women behind every great product.
Dealing with Darwin Geoffrey A. Moore 2005 MOORE/DEALING WITH DARWIN
The 80/20 Principle, Third Edition Richard Koch 2011-11-09 Be more effective with less
effort by learning how to identify and leverage the 80/20 principle: that 80 percent of all our
results in business and in life stem from a mere 20 percent of our efforts. The 80/20 principle
is one of the great secrets of highly effective people and organizations. Did you know, for
example, that 20 percent of customers account for 80 percent of revenues? That 20 percent
of our time accounts for 80 percent of the work we accomplish? The 80/20 Principle shows
how we can achieve much more with much less effort, time, and resources, simply by
identifying and focusing our efforts on the 20 percent that really counts. Although the 80/20
principle has long influenced today's business world, author Richard Koch reveals how the
principle works and shows how we can use it in a systematic and practical way to vastly
increase our effectiveness, and improve our careers and our companies. The unspoken
corollary to the 80/20 principle is that little of what we spend our time on actually counts. But
by concentrating on those things that do, we can unlock the enormous potential of the magic
20 percent, and transform our effectiveness in our jobs, our careers, our businesses, and our
lives.
Brick by Brick David Robertson 2013-06-25 Sometimes radical yet always applicable, Brick

by Brick abounds with real-world lessons for unleashing breakthrough innovation in your
organization, using LEGO--which experienced one of the most remarkable business
transformations in recent history--as a business model. As LEGO failed to keep pace with
the revolutionary changes in kids' lives and began sliding into irrelevance, the company's
leaders implemented some of the business world's most widely espoused prescriptions for
boosting innovation. Ironically, these changes pushed the iconic toymaker to the brink of
bankruptcy, showing that what works in theory can fail spectacularly in the brutally
competitive global economy. It took a new LEGO management team--faced with the growing
rage for electronic toys, few barriers to entry, and ultra-demanding consumers (ten-year old
boys)--to reinvent the innovation rule book and transform LEGO into one of the world's most
profitable, fastest-growing companies. Along the way, Brick by Brick reveals how LEGO: Became truly customer-driven by co-creating with kids as well as its passionate adult fans Looked beyond products and learned to leverage a full-spectrum approach to innovation Opened its innovation process by using both the "wisdom of crowds" and the expertise of
elite cliques - Discovered uncontested, "blue ocean" markets, even as it thrived in brutally
competitive red oceans - Gave its world-class design teams enough space to create and
direction to deliver built a culture where profitable innovation flourishes Whether you're a
senior executive looking to make your company grow, an entrepreneur building a startup
from scratch, or a fan who wants to instill some of that LEGO magic in your career, you'll
learn how to build your own innovation advantage, brick by brick.
No Bullsh*t Leadership Chris Hirst 2019-05-02 WINNER OF BUSINESS BOOK OF THE

YEAR AWARD 2020: LEADERSHIP FOR THE FUTURE A Financial Times Business Book
of the Month 'A brilliant set of leadership tools that will help you succeed whatever your
goal' - Sir Clive Woodward 'A punchy, plainly written guide, offering a readable and
enlightened view of what leaders do and how they should do it' - Financial Times 'A new
rubric on leadership' - Evening Standard Inspiration behind the No Bullsh*t Leadership
Intelligence Squared podcast Leadership is not some special club, open only to elites. It's
not a gold star given only to those with expensive degrees. Leadership is for everyone.
Based on the author's hard-won experience as a Global CEO, this smart, fun book delivers a
step-by-step working manual on how to lead - for anyone. Full of simple and direct
approaches, it demystifies an over-analysed subject to get to the heart of modern leadership:
the life-changing, career-transforming power to get stuff done. These principles and
actionable steps apply to every field, from small businesses to community initiatives, from
schools to sports teams to global enterprises. No matter your goal, this book will show you
how to: - make effective decisions - build a world-class team - take care of yourself and
others - achieve results
The Art of Woo G. Richard Shell 2007 Explains that the selling of ideas is a matter of
encouraging others to share one's beliefs in a guide for salespeople that invites readers to
self-assess their persuasion personality and build on natural strengths.
Crossing the Chasm, 3rd Edition Geoffrey A. Moore 2014-01-28 The bible for bringing
cutting-edge products to larger markets—now revised and updated with new insights into the
realities of high-tech marketing In Crossing the Chasm, Geoffrey A. Moore shows that in the

Technology Adoption Life Cycle—which begins with innovators and moves to early adopters,
early majority, late majority, and laggards—there is a vast chasm between the early adopters
and the early majority. While early adopters are willing to sacrifice for the advantage of being
first, the early majority waits until they know that the technology actually offers improvements
in productivity. The challenge for innovators and marketers is to narrow this chasm and
ultimately accelerate adoption across every segment. This third edition brings Moore's
classic work up to date with dozens of new examples of successes and failures, new
strategies for marketing in the digital world, and Moore's most current insights and findings.
He also includes two new appendices, the first connecting the ideas in Crossing the Chasm
to work subsequently published in his Inside the Tornado, and the second presenting his
recent groundbreaking work for technology adoption models for high-tech consumer markets.
Zone to Win Geoffrey A. Moore 2015-11-03 Over the last 25 years, Geoffrey Moore has
established himself as one of the most influential high-tech advisors in the world—once
prompting Conan O’Brien to ask “Who is Geoffrey Moore and why is he more famous than
me?” Following up on the ferociously innovative ESCAPE VELOCITY, which served as the
basis for Moore’s consulting work to such companies as Salesforce, Microsoft, and Intel,
ZONE TO WIN serves as the companion playbook for his landmark guide, offering a
practical manual to address the challenge large enterprises face when they seek to add a
new line of business to their established portfolio. Focused on spurring next-generation
growth, guiding mergers and acquisitions, and embracing disruption and innovation, ZONE
TO WIN is a high-powered tool for driving your company above and beyond its limitations, its

definitions of success, and ultimately, its competitors. Moore’s classic bestseller, CROSSING
THE CHASM, has sold more than one million copies by addressing the challenges faced by
start-up companies. Now ZONE TO WIN is set to guide established enterprises through the
same journey. “For any company, regardless of size or industry, ZONE TO WIN is the
playbook for succeeding in today’s disruptive, connected, fast-paced business world.”
—Marc Benioff, CEO, Salesforce “Once again Geoffrey Moore weighs in with a prescient
examination of what it takes to win in today’s competitive, disruptive business environment.”
—Satya Nadella, CEO, Microsoft "With this book, Geoffrey Moore continues to lead us all
through ever-changing times...His work has changed the game of changing the game!"
—Gary Kovacs, CEO, AVG “ZONE TO WIN uses crystal-clear language to describe the
management plays necessary to win in an ever-disrupting marketplace. Regardless of your
level of management experience, you will find this book an invaluable tool for building longterm success for your business.” —Lip-Bu Tan, President and CEO, Cadence Design
Systems
Marketing of High-technology Products and Innovations Jakki J. Mohr 2010 For
undergraduate and graduate courses on marketing high-tech products. Provide Your
Students with the Vital Information They Need to Successfully Market High-tech Products
Marketing of High-Technology Products and Innovations is the only text on the market that
focuses on the unique marketing challenges that surround high-tech products and service.
TheThird Edition retains all the same concepts and materials of previous editions and
includes comprehensive coverage of the latest academic research and leading-edge

business practices. "
Crossing the Chasm Geoffrey A. Moore 1998
Marketing High Technology William H. Davidow 1986-06-02 Marketing is civilized warfare.
And as high-tech products become increasingly standardized—practically identical, from the
customer's point of view—it is marketing that spells life or death for new devices or entire
firms. In a book that is as fascinating as it is pragmatic, William H. Davidow, a legend in
Silicon Valley, where he was described as "the driving force behind the micro processor
explosion," tells how to fight the marketing battle in the intensely competitive world of hightech companies—and win. Blunt, pithy, and knowledgeable, Davidow draws on his
successful marketing experience at Intel Corporation to create a complete program for
marketing victory. He drives home the basics, such as how to go head-on against the
competition; how to "plan products, not devices"; how to give products a "soul"; and how to
engineer promotions, market internationally, motivate salespeople, and rally distributors.
Above all, he demonstrates the critical importance of servicing and supporting customers.
Total customer satisfaction, Davidow makes clear, must be every high-tech marketer's
ultimate goal. The only comprehensive marketing strategy book by an insider, Marketing
High Technology looks behind the scenes at industry-shaking clashes involving Apple and
IBM, Visicorp and Lotus, Texas Instruments and National Semiconductor. He recounts his
own involvement in Crush, Intel's innovative marketing offensive against Motorola, to
demonstrate, step-by-step, how it became an industry prototype for a winning high-tech
campaign. Davidow clearly spells out sixteen principles which increase the effectiveness of

marketing programs. From examples as diverse as a Rolling Stones concert and a
microprocessor chip, he defines a true "product." He analyzes and explains in new ways the
strategic importance of distribution as it relates to market sector, pricing, and the pitfalls it
entails. He challenges some traditional marketing theory and provides unique and important
insights developed from over twenty years in the high-tech field. From an all-encompassing
philosophy that great marketing is a crusade requiring total commitment, to a careful study of
the cost of attacking a competitor, this book is an essential tool for survival in today's highrisk, fast- changing, and very lucrative high-tech arena.
The Ghost of Valentine Past Bobbi Holmes 2018-01-19
The Lean Startup Eric Ries 2011 Outlines a revisionist approach to management while
arguing against common perceptions about the inevitability of startup failures, explaining the
importance of providing genuinely needed products and services as well as organizing a
business that can adapt to continuous customer feedback.
SUMMARY - Crossing The Chasm: Marketing And Selling High-Tech Products To
Mainstream Clients By Geoffrey A. Moore Shortcut Edition 2021-06-17 * Our summary is
short, simple and pragmatic. It allows you to have the essential ideas of a big book in less
than 30 minutes. As you read this summary, you will discover that new technologies are
having a disconcerting effect on the markets. You will also discover that : the Internet age
has changed the market and the role of companies; innovation goes through defined stages
of acceptance; the competitive advantage leads to focus on its core market by concentrating
on key success factors, specific to the company; the company can develop its competitive

advantage; the financial value is also a function of competitive advantage; internal priority
management and a good corporate culture are essential. The fault line is reminiscent of
plate tectonics, and above all that even within Silicon Valley, no company is immune to a
rupture or upheaval in the market in which it operates, whether technological or social.
Before the Internet phenomenon, a company made itself known thanks to what it owned (its
assets) or what it knew (its skills). Since its appearance, assets are not necessarily key
success factors, and skills can be reviewed overnight. Learn how to protect yourself from
disaster with this book! *Buy now the summary of this book for the modest price of a cup of
coffee!
The Product Marketing Manager Lucas Weber 2017-10-24 The Product Marketing Manager
plays the crucial role of defining the positioning, messaging, and unique selling proposition of
a product or product line. This involves taking detailed and technical product information and
distilling it into key marketing and sales messages as well as working among several teams
in an organization to plan and execute product releases and launches.This book is a musthave for anyone who works as, or with, a Product Marketing Manager. It not only explains
the role but focuses on practical applications of the information presented and ties
everything together with entertaining life lessons and anecdotes collected through years of
experience by the author as well as interviews with his colleagues and other industry
experts.If you are considering a career as a Product Marketing Manager, are new to the
profession and looking for guidance and clarification, already have many years of experience
in the role and are looking for new inspiration and ideas, or are interested in learning what a

Product Marketing Manager colleague of yours is responsible for within your organization,
this book is for you.
Value Proposition Design Alexander Osterwalder 2015-01-28 The authors of the
international bestseller Business Model Generation explain how to create value propositions
customers can’t resist Value Proposition Design helps you tackle the core challenge of every
business — creating compelling products and services customers want to buy. This highly
practical book, paired with its online companion, will teach you the processes and tools you
need to create products that sell. Using the same stunning visual format as the authors’
global bestseller, Business Model Generation, this sequel explains how to use the “Value
Proposition Canvas” to design, test, create, and manage products and services customers
actually want. Value Proposition Design is for anyone who has been frustrated by new
product meetings based on hunches and intuitions; it’s for anyone who has watched an
expensive new product launch fail in the market. The book will help you understand the
patterns of great value propositions, get closer to customers, and avoid wasting time with
ideas that won’t work. You’ll learn the simple process of designing and testing value
propositions, that perfectly match customers’ needs and desires. In addition the book gives
you exclusive access to an online companion on Strategyzer.com. You will be able to assess
your work, learn from peers, and download pdfs, checklists, and more. Value Proposition
Design is an essential companion to the ”Business Model Canvas” from Business Model
Generation, a tool embraced globally by startups and large corporations such as
MasterCard, 3M, Coca Cola, GE, Fujitsu, LEGO, Colgate-Palmolive, and many more. Value

Proposition Design gives you a proven methodology for success, with value propositions that
sell, embedded in profitable business models."
The Gorilla Game, Revised Edition Geoffrey A. Moore 2009-10-13 The Possibilities Are
Staggering: Had you invested $10,000 in Cisco Systems back in early 1990, your investment
would now be worth $3,650,000 Similarly, a $10,000 investment made in Microsoft in 1986
would be valued at more than $4,721,000 today $10,000 invested in Yahoo! in 1996 would
today be worth $317,000 How do you get in on those deals—especially if you're not a Silicon
Valley insider? How do you buy the high-tech win-ners and avoid the losers? How do you
find the Yahoo!s, Microsofts, and Ciscos of tomorrow? The answers are here, in this newly
revised edition of the national bestseller The Gorilla Game. The book reveals the dynamics
driving the market for high-tech stocks and out-lines the forces that catapult a select number
of compa-nies to "gorilla" status—dominating the markets they serve in the way that Yahoo!
dominates internet portals, Microsoft dominates software operating systems, and Cisco
dominates hardware for data networks. Follow the rules of The Gorilla Game and you will
learn how to identify and invest in the "gorilla candidates" early on—while they are still
fighting for dominance, and while their stocks are still cheap. When the dust clears and one
company clearly attains leadership in its market, you'll reap the enormous returns that
foresighted investors in high-tech companies deserve. This new edition of The Gorilla Game
has been updated and revised throughout, with new focus and new insights into choosing
the internet gorillas—the companies that are destined to dominate internet commerce.
Bestselling author Geoffrey A. Moore is one of the world's leading consultants in high-tech

marketing strategy. Here you'll find his groundbreaking ideas about tech-nology markets that
made his previous books bestsellers, combined with the work of Paul Johnson, a top Wall
Street technology analyst, and Tom Kippola, a high-tech consul-tant and highly successful
private investor. Together they have discovered and played the gorilla game and now give
readers the real rules for winning in the world of high-tech investing. Step by step you'll learn
how to spot a high-tech market that is about to undergo rapid growth and development, how
to identify and spread investments across the potential gorillas within the market, and how to
narrow your investments to the single, emerging leader—the gorilla—as the market matures.
High-tech investing can be extremely risky, but investors who learn to play the gorilla game
can avoid many of the traps and pitfalls and instead start capitalizing on untold profits.
Personal wealth is only a gorilla game away.
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