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value for Stork Prints . Thanks to Geert Duijsters, for his critical comments and to Lettie 
Werkman for her quick review on the summary. And thanks to all interviewees from Stork 
Prints and other companies, that provided the value that I desired. Besides all these people, I 
also would like to thank my parents for their support during all the years . They are probably 
the most pleased with the fact that the journey has ended . Special thanks to Wouter for his 
laptop and everything he had to bear. Last, but certainly not least, I would like to thank Eline 
and Rick for their time and effort and valuable contributions! 

Corinne 
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Abstract 

The report shows the results of a study on how to improve the market pull of the Business 
Development process at Stork Prints BV by using Customer Value concepts. Based on a 
literature review of Business Development processes and Customer Value Management, 
points for analysis are defined for analysing the current Business Development process and 
business cases. The analysis shows gaps between how it s~ould be (literature) and the 
current situation: the points for improvement. Based on additional literature, tools and 
guidelines are developed to address the points for improvement and make the various stages 
of the Business Development process more market pull. 
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Executive Summary 

This study was conducted at the Business Development (BD) department of Stork Prints BV. 
It involves the development of tools and guidelines based on Customer Value (CV) concepts 
that will make the BD process more market-oriented. The study was conducted from June 
2002 till January 2003. 

Orientation Phase 

The goal for this study is defined as follows: 

Develop guidelines and tools for managing Customer Value during different stages of the Business 
Development process (concept till product or service), which support Stork Business Development in 

creating superior value in the textile printing value chain with focus on apparel 

The following research method was used. Based on literature review, points for improving the 
market orientation in the various stages of BD were determined. The tools and guidelines that 
are needed were summarised. In order to clearly define these tools and guidelines additional 
literature was studied. Then, the tools and guidelines were matched with the BD process in 
order to make sure they fit in. 

Stork Prints BV is part of the technology company Stork NV and supplies complete integrated 
systems for textile printing, coating and finishing. The BO department has been initiated a 
year ago. The reason for initiating the department is that with current activities, the desired 
increase in turnover can not be achieved. The BD department aims to reduce time and costs 
of printed fabric based products from product concept to market success. The BD department 
will create solutions as a fulfilment partner, by adding value through flexibility, transparency, 
speed and design integrity to enable customers' market success. Where Stork Prints delivers 
to printers in the textile, apparel and graphics markets, the BO department targets customers 
of printers and players further down the value chain. 

In order to determine opportunities for improving the market-orientation of the BD process, 
literature on BD processes and on Customer Value Management (CVM) was reviewed. This 
resulted in the following improvement areas: core competencies should be leveraged, teams 
should be cross-functional, Customer Norms & Values and Desired Customer Value should 
be identified, assessed, analysed, created and communicated. Customer needs change and 
customer needs differ for each segment. Therefore, Stork BD should focus on customer 
needs from the start of the BD process. 

Research & Solution Phase 

The current BD process at Stork BD consists of four stages. These are shown in figure S1. 
The BD process succeeds Idea Generation, which is a continuous process of generating 
ideas. The first stage is the Idea Stage, which comprises the exploration of the market, 
customers and competitors, in order to go from an idea to a product concept. The Feasibility 
Stage involves proving that the product concept can be turned into a feasible product. The 
Profitability Stage takes the feasible product as the starting point and will prove that the 
product can be manufactured in such a way that it will generate profits. Finally, when 
feasibility and profitability have been established, business will be set up on a large scale in 
the Growth Stage. 

Figure S1 Current SD process Stages at Storlc Prints 
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The BO process and specific Business Cases (BC's) were analysed in order to determine 
where the market orientation could be improved . The theoretical exploration resulted in points 
of analysis and these were taken as the starting point for analysing the BO process and BC's. 
The analysis resulted in gaps between literature (how it should be) and practice (actual 
situation). These results of the analysis were discussed with the responsible business owner. 
In this way the main improvement area for each stage could be established. 

The following results of the study can be summarised as follows. During Idea Generation it 
proved to be difficult to identify what customers value. The reason for this is that customers 
want to see a concrete product and therefore it is hard to communicate on a function level. In 
the Profitability Stage, assessing what customers find important and assessing how the 
company scores on those criteria has not taken place yet for any BC. The Go/No-go decision 
should also be based on how much value is being created for the customers . Stork BO should 
analyse where core competencies can provide value and for what segment the concept is 
most valuable. In the Feasibility Stage value should be created for each segment taking the 
segment profile as the starting point. Communicating value to the right segment is important 
in all stages. Every segment has its own Desired Customer Value and the right value should 
be communicated to the right segment. 

The following tools and guidelines are developed to make the BO process more market
oriented. 

Tool or Guidelines Based on 
Guidelines In-depth Literature on MEG 
Interview & Laddering 

BO Question List 
Guidelines Segmentation 
Segmentation literature 

Guidelines SWOT SWOT & Resource 
Analysis Literature 

Tool for determining Customer Value 
Customer Value Ratio Literature 
and Priority 
Guidelines for Value Customer Value 
Communication Literature 
Guidelines for BC Benchmarks 
selection and Go/No- Other sources 
Go Decisions 

When use 
Idea Generation 
- continuously 

Idea Generation 
- continuously 
Feasibility Stage 

Go/ No-Go 
Idea Stage 
Profitability 
Stage 

All Stages 

All Gates 
(Selection and 
Go/No-Go) 

Goal 

Table 
S1 Tools and Guidelines developed 

Identify Customer Norms & Values and 
Desired CV in order to improve 
understanding of what each segment values 
Analyse Customer Norms & Values and 
segment players in the value chain. Set up 
segment profiles and create value for each 
segment. 
Analyse competencies vs. market needs to 
make use of SWOT more market oriented 
Assess where most value is delivered and 
where more value should be delivered 

Communicating right benefits to right 
segment 
Make Go/No-Go decisions based on value 
for customers 

In order to identify the needs of the market, guidelines are developed for in-depth interviews 
with players in the value chain. These guidelines make sure that, at the end of the interview, 
BO knows as well the Customer Norms & Values as the Desired CV. 
The Customer Norms & Values determined by the in-depth interview serve as the basis for 
segmentation . Segmentation of the market according to these Norms & Values will help BO to 
get a better insight in what a segment might value. By setting up a segment profile for each 
segment, BO can determine what segment to target with a Value Offering. 
The Desired CV, extracted from the in-depth interviews can be used to identify opportunities 
in the market. These opportunities can be used to make a SWOT Analysis. Only the 
strengths, that are strong, important, not easy to imitate and immobile are used in the SWOT 
analysis. On the basis of the results of this SWOT analysis, BO can make Go/ No-Go 
decisions. 
In the Profitability Stage a product is offered to the customer. With a tool for calculating the 
CV Ratio and CV Priority, BO can determine where most value is offered and where the 
offered value should be increased . 
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Whether or not people will buy the product depends on their perception of the value of the 
product, and therefore it is very important to communicate the Desired CV to the right 
segment. These tools and guidelines are visualised in the figure underneath. 

Delivered Value 

Figure S2 Element of Customer Value Management 

Implementation Phase 

The Tools and Guidelines are designed in a workable format to make implementation easy. 
This means that Business Developers can easily use them during stages and gates. It is 
important that a database is set-up for recording Company, Market (Segment) and 
Environment Profiles. The Customer Norms & Values that serve as a basis for segmentation 
can initially consist of a speed, flexibility, quality and costs. The customer reports can be kept 
in a segment profile. By doing this, the BO department will gain a better understanding of the 
segments in the apparel value chain and of what each segment values. 

The Tools and Guidelines that have been developed have been presented to the BD 
department and were re-designed according to their comments. 

Recommendations are to pay attention to those aspects that are advised by BD and CVM 
literature. These include top management commitment, cross-functional teams in stages and 
gates, and the involvement of customers in stages and gates. 

The conclusions of this study are that by using the tools and guidelines that are developed, 
the market orientation of the BD process will be improved and this means that the BD 
department will gain a better insight into what customers in the apparel value chain value. 

6. 
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1. Introduction & Study Framework 

This report presents the results of the study I conducted at the Business Development (BO) 
department of Stork Prints BV (hereafter called Stork Prints). The goal of the study is to 

improve the market orientation of the four stages of the BO process by means of Customer 
Value (CV) concepts. This chapter introduces Business Development and Customer Value 

Management, that are relevant for this study and provides the framework for this study. 

1.1. Introduction 

In the 19th century many companies in the USA worried about the global economic 
developments. Their main concern was whether they could keep up with the international 
competition. The importance of inventions, patents and intellectual property to keep ahead of 
that competition, was the main topic of conversation. Inventors, mainly the ones who were 
thought to be entrepreneurs, were highly appraised . It was the time that the notion of the 
American Dream was shaped. According to some, there was a fixation on the inventions and 
protection of patents. Competitive power was , in their opinion, not only dependent of the 
power to invent, but mainly of the power to make business of it [www.bdk.rug.nl] . Karol ea. 
[2002] state that the ability to rapidly bring to the marketplace valuable new products and 
services, superior offerings that del ight customers, is critical to business success today. Some 
companies have found that many attractive growth opportunities lie outside both current 
product/ technology base and markets/ customers they currently serve [Karol ea ., 2002]. 

But, how deliver a valuable product to the market? According to Gale [1997] first there was 
conformance to quality, which means delivering what is promised and meeting the standard . 
Then there was customer satisfaction, which incurs providing what customers want and 
responding to customer complaints. Third step was customer loyalty, which involves reta ining 
customers , and getting them to recommend your company. However, in the 21 st century, 
customer loyalty is not enough. It is time for Customer Value Management (CVM). At the 
heart of CVM lie the following considerations . A company needs to determine what customers 
value. Then the relative importance of the key buying factors needs to be established . The 
next step is to assess performance on those factors compared to competitors ' offerings. Then 
the company needs to take action . Knowledge of performance should be turned into action 
and performance should be better than competitors' on those points [Gale 1997]. 

Stork Prints found out that also for them, growth opportunities lie outside their current product 
and market base. According to a study of Boaz, Allen & Hamilton (B, A & H) conducted at 
Stork Prints, the needs of buyers of printed fabrics are: more flexibility , speed, design integrity 
and transparency. B, A. & H concluded that Stork Prints could contribute to this demand in the 
chain with its current core competencies and capabilities [B ,A&H, 2000] . 

The idea is that the textile printers receive only a few percent of the total price of a printed 
garment (see figure 1 ). The rest is spend on 
logistics, marketing and stock control. This 
is a result of inefficient structure of the 
textile chain . Stork BO aims at finding 
solutions that contribute to a more efficient 
structure of the chain, resulting in more 
profit for the textile printer [People in print, 
2001] . Figure 1 shows that more speed and 
flexibility could both decrease the need for 
stock and the clearance sales at the retailer 
and thereby decrease costs. 

3,60 22,70 

- Costs 

~ Profit 
Margin 

3 -0 0 :,; al < -0 C") 
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Figure 1 Cost Structure of Initial Price of Apparel Product 
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The current value chain of printed textiles is not organised appropriately to address the four 
issues (speed, flexibility, design integrity and transparency) in a way, that needs of the market 
are met. Stork BO has two approaches for addressing these issues: "Stork delivers on 
demand" and "Stork enables delivery on demand". The BO process for business options 
consists of the Idea, Feasibility, Profitability and fast Growth Stage following Idea Generation. 

In order to learn about customer' needs Stork BO is operating .~s a (digital) print shop, that 
delivers printed fabrics to various customers. In that way Stork BO can understand the 
process of the textile printer. Moreover, they will get in contact with customers of printed 
fabrics in order to understand their process. Doing so, Stork BO gets insight in the textile 
printing value chain, with a focus on apparel. But, besides the focus on the textile printing 
value chain, Stork BO wants the BO process to be more market pull. Therefore, the problem 

formulation of this study is: 

1.2. Study Framework 

One of the strategic actions mentioned in the strategic plan 2002-2006 of Stork BO is to: 

Because of the limited market orientation and customer interaction during the Business Development 
process, the degree to which the new business will meet needs of the market is unclear to Stork BO. 

However, Stork is a technology driven company that is used to work technology driven . In the 
current situation most ideas originate from technology, not from the market. Market research 
and identifying needs of the market are not of the highest priority in the first stages. The result 
is, that the BO department is not sure that the product will meet or exceed needs of the 
market. Thus, in order to develop businesses that have value for customers, the priority of the 
needs should be increased. 

The goal of this study is defined as follows: 

Develop guidelines and tools for managing Customer Value during the different stages of the 
Business Development process (from concept till product or service), which support Stork Business 

Development in creating superior value in the textile printing value chain with focus on apparel 

The guidelines and tools will see to it that the right people are making the right decisions at 
the right time with the right information. Conditions for the guidelines and tools are that they 
should be easy to use and applicable to the various stages of BO process. They also should 
be applicable for all possible business cases, "deliver on demand" or "enable delivery on 
demand'. The business case can concern delivering a product or a service and can concern 
all kinds of activities in the textile printing value chain (digital or analogue). 

The deliverables of this study are defined as follows: 

Guidelines and tools based on Customer Value that support the process of Business Development in 
order to increase the market pull of the Business Development process 

9. 
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Research questions of this study, that serve as the route to achieve the deliverables are as 
follows: 
1. How is the BO process, consisting of Idea Generation and business case development, 

organised at the BO department of Stork Prints? 
2. What methods for including needs of the market in a BO process exist? 
3. What methods for assessing and using Customer Value exist? 
4. Where can inclusion of needs of the market during various stages of the BO process help 

to improve the customer orientation? 
5. In what stages of the BO process are tools needed to include needs of the market? 
6. How do other companies include needs of the market in development of new businesses? 
7. What tools are best for improving the customer orientation during the BO Process? 
8. How can the BO department implement tools for assessing and using Customer Value 

during the various stages of BO? 

1.3. Research Model 

The research modei for this study is shown in figure 2. It summarises and puts in context the 
information that is needed to address the problem as stated above. Its function is to steer the 
data collection during this study. 

Internal Orientation: 
Business Development 

Process 

External Orientation: 
Textile Printing Value 

Chain 

Subject of analysis 

Study Documents on 
BO Process and 
Business Cases 

Participate in Customer 
Survey PU Business 

Case 

Desired St 
Market 
durin 

Interviews within BO 

Points for analysis 

Explore Literature on 
Customer Value 

Mana ement 

Explore Literature on 
BO & Practices at other 

BO de artments 

Participate in Interviews Design guidelines and -::. Explore Additional 
for Business Cases ana1===~• tools for Market Pull a==tt::=~.1-iterature for Tools and 

PU Surve Guidelines 

Implementation 
Experience 

Redesign guidelines 
and tools for Market 

Pull durin BO rocess 

10. 

-::. Experts opinions 

Figure 2 Research Model 



Customer Value during Business Development 

knows-how 

1.4. Report Structure 

The structure of the report (shown in figure 3) is as follows . The first chapter introduces 
Business Development and Customer Value Management. It also introduces how both can be 
important for Stork Prints. It also presents the framework of this study, which consists of the 
goal, the deliverables, the questions and the research model . for this study. The second 
chapter presents the internal orientation within the BO department of Stork Prints and the 
desired state at the end of this study. It also presents the external orientation: some industry 
and market place characteristics and competitors in the market. These orientation show that it 
is necessary that the BO process is market pull . 
Last part of the orientation phase is a literature review on both Business Development as on 
Customer Value Management. This is presented in the third chapter. The literature review 
leads to points for analysis, which serve as description of the situation "how it should be" 
according to the literature. This chapter also provides a description of practices at other BO 
departments, in order to explore opportunities for improving the market pull of the BO 
process. The result · of the first three chapters is a clear understanding of how the situation 
should be, at the time when the tools and guidelines are in place at 
the BO department. 
The fourth chapter uses points for analysis resulting from the 
previous chapter to analyse the current BO process at the Stork 
Prints as well as ceased and current business cases (BC's). Gaps 
are found where including needs of the market could contribute to 
the market orientation of the BO process. This leads to points for 
improvement for which tools and guidelines need to be developed. 
The fifth chapter summarises what tools and guidelines are needed 
in each stage and presents a summary of the review on additional 
literature that is needed to develop those tools and guidelines. 
Based on literature reviewed in the fifth chapter, the sixth chapter 
shows the tools and guidelines that are designed for making the BO 
process more market pull. 
The seventh chapter presents how the tools and guidelines are 
implemented during the study. It provides recommendations for 
future use of the tools and guidelines. Whether the research 
questions, presented in the first chapter, are addressed is presented 
in the conclusions. 
The report ends with an evaluation. Whether the problems and 
causes mentioned in the first chapter are addressed is dealt with . 
The eighth chapter also summarises where additional research on 
Business Development and Customer Value is needed. The report 
concludes with a personal evaluation on this study. 

1.5. Concluding Remarks 

1. Introduction & Study 
Framework 

2. Internal & External 
Orientation 

3. Theoretical Exploration 

4. Business Development 
Process & Business Cases 

5. Results & Discussion 

6. Tools & Guidelines 

7. Implementation, 
Recommendations & 

Conclusions 

8. Evaluation 

Figure 3 Report Structure 

This chapter puts the study in a nutshell. It explains that the study is needed in order to make 
sure that the BO department will be able to decide in an early stage of development, whether 
a product or service will have value for the market aimed at. The route to developed tools and 
guidelines is demonstrated as well as the information needed to follow the route. The data 
collection for the study is explained that will lead to points for analysing the BO process and 
BC's. The next chapter identifies gaps between literature and the current practice at Stork 
Prints in order to determine where market orientation can be improved. 
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2. Internal & External Orientation 

This chapter presents the context of the study at the Business Development (BO) department 
of Stork Prints. The internal orientation on Stork Prints and BO department is presented. The 
external orientation on the market and competitors is presented. The market comprises the 
textile, apparel and textile printing value chain. These orientations will provide insight in the 

context, in which the tools and guidelines that are developed, should fit. 
if 

2.1. The Company 

Stork N.V. consists of five groups; Stork Prints, Stork Poultry & Food Processing, Stork 
Aerospace, Stork Industrial Components and Stork Technical Services. The study took place 
at Stork Prints. Stork Prints supplies complete, integrated systems for textile printing, coating 
and finishing, from scanning to digital printing, from design manipulation systems to rotary 
screen printing machines and screens. As well as the successful presence in the textile 
industry market, Stork Prints also has a growing share of the graphic arts market e.g. labels 
and packaging printing, industrial printing and security printing [Fact Sheet, 2002] . Stork 
Prints has the following mission: 

Stork Prints aims to reduce time and costs for their clients from concept to finished product 

2. 1. 1. Products of Stork Prints 

The products developed and produced by Stork Prints are based either on analogue or on 
digital printing systems and technologies. Both are described below in short. More details are 
provided in Appendix 1. 

Analogue Printing Systems and Technologies 

Stork Prints is market leader in the development and production of equipment for analogue or 
rotary screen-printing, with a market share in the analogue print system market of 45%. The 
development of analogue printing technology continues to form the main activity of Stork 
Prints. Stork Prints has partly focussed its development efforts on the further improvement of 
its rotary screen printing know-how, including the strengthening of electro-forming technology 
on which the production of consumables is based . In recent years Stork has developed a 
complete pre-printing line to digitally convert images to printing forms used in rotary screen
printing. For the coming period of at least ten years, rotary screen-printing will remain the 
most economic printing technology for large production runs . Because the worldwide supply 
of printed fabrics exceeds the demand, analogue printing systems that Stork Prints sells are 
for replacement of old systems [www.stork-prints.com]. 

Digital Printing Systems 

Stork aims to take the position of world market leader in the digital printing market. The efforts 
to achieve this, have already led to a position in the top three in a specific market range. In 
order to achieve the number one position, various alliances have been initiated in recent 
years with international companies e.g. Lectra Systemes for tailor-made garment making and 
automated cutting systems for the fashion industry. In recent years there has been a strong 
increase in the digitalisation of processes in the textile printing industry. Proof-printing 
systems and short production run printers based on digital inkjet technology are an area in 
which Stork has gained an important position . The technology enables textile printers and 
other users to respond more quickly to market's demands and offer unlimited colour 
possibilities, but is still a costly way of printing for large production runs . The groups' 
development efforts on further development of the digital pre-printing and printing systems for 
the textile industry have been continued (www.stork-prints .com] . 
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2. 1. 2. Business Development Department of Stork Prints 

Stork N.V. has given order to Stork Prints to double the operational result within the coming 5 
years. However, because of the world-wide overcapacity described in the previous section, 
the sales of rotary screen printing systems are limited to sales for replacement. The growth in 
demand for the digital printing systems is not as high as expected and will not lead to the 
demanded increase in operational result either. Therefore, Stork Prints has adopted the 
strategy to grow in three markets: the textile printing market, the graphical industry and by 
Business Development (BD), which involves extending to the market of textile printing 
customers . In order to define a breakout strategy Boaz, Allen & Hamilton (B, A & H) has 
conducted a market research on assignment of Stork Prints . This study has pointed out that 
value creation has to take place in the following stages (see figure 4 ): product concept to 
confirmed prototype (1 ), confirmed prototype to finished product (2) or finished product to 
consumer access (3). The study of B, A & H also pointed out that customers in the textile 
value chain are demanding for more: 

1. Speed 
2. Flexibility 
3. Design integrity 
4. Transparency 

Fast transfer from design to proto-type to production 
Variety in adaptations in design and production of printed fabrics 
Consistent print design quality during all steps in the value chain 
Understand cost implications and design technologies and tools 

B, A & H concluded that Stork Prints could contribute to this demand in the chain with its 
current core competencies and capabilities. In order to accomplish growth, the BD 
department has been initiated in 2001 [Appendix 2A shows new organisation structure of Stork 
Prints] . Market orientation is seen as a condition for growth . The mission of the BD 
department of Stork Prints is: 

Reduce time and costs from product concept to market success of printed fabric based products. 
We will create solutions as a fulfilment partner by adding value through flexibility, transparency, speed 

and design integrity to enable our customers' market success. 

The strategy of BD is to focus on the apparel market with "delivery on demand" as the central 
business theme. Two approaches can be distinguished: 
1. Deliver on demand: Become a supplier of printed fabrics and printed fabric based 

products with unique characteristics, distinguishing in speed, flexibility and design 
integrity. 

2. Enable delivery on demand: Provide (web-based) services to improve the apparel value 
chain performance with a focus on the interface between buyers and suppliers of printed 
fabrics . 

To lower the risks associated with entering an unknown market with new products or services 
and with damaging the core business of Stork Prints, the BD department starts activities on a 
small scale. After profitability of a Business Case (BC) is proven, the BC will grow 
aggressively. To capture a wide scale of opportunities, BD only selects activities requiring 
limited investment and having a short time to market. A more detailed description of the 
current BO process is provided in chapter 4 [Appendix 2B shows organisation structure] 
[Stork BD, 2002] . 

2. 1. 3. Desired State 

In order to understand the desired state at the end of the study, interviews are conducted with 
the BD manager, business developers and managers and a sales executive [See Appendix 
2B for the organisation structure]. The interviewees are asked what the problem is of not 
being market oriented and what the causes and barriers are to improve it. Results are 
summarised on the next page. 
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► The problem is that Stork BO does not explicitly know what each (potential} market 
segment values and that it does not use the needs of the market in the BO process. 

► The following causes are mentioned. Stork is a technology driven company that is used to 
focus on the product instead of on the market. Another cause mentioned is that it is 
experienced to be difficult to determine the needs of a new market for a new product. 
Third cause is that the apparel value chain is very complex and not transparent which 
makes it even harder to segment the market and know what ~hey value. 

► The four needs identified by B, A & H, summarised in section 2.1.2, are considered to be 
representative for the needs of the printed textile customers. Transparency is considered 
to be the condition for speed, flexibility and design integrity. 

► Needs of the market must be explored in more detail and per segment in order to provide 
customers with value. 

► A more market oriented first stage of the BO process and a link between the sales and 
BO departments is considered to be useful in order to create Customer Value. 

► To make the process more market oriented study is needed on how to design a quick and 
simple method to identify and assess value for a customer (or market segment), starting 
at higher level (core need) and to translate this into specific value aspects per segment. 

2.2. The Market 

The BO department focuses on the apparel value chain within the textile value chain and on 
players that produce printed fabric based products. Characteristics and trends of the textile, 
apparel and printing industry are summarised in this section . 

2.2.1. Textile Value Chain 

As shown in figure 4 two value chains are distinguished that integrate at a certain point: the 
textile printing value chain and the garment value chain. 
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Figure 4 Textile Printing Value Chain 

The current built-up of the textile value chain for apparel and home furnishing is based on 
high volume, centrally produced batches of products that are pushed to the market. Due to 
the long lead-time of the entire chain (3 - 18 months), "apparel" must be forecasted and 
stocks must be kept to assure availability to the customer. Clearance sale and scrap are 
certain value destroyers. Fast response on "runners" is currently only possible by keeping 
stock close to the retailer with all obsolescence risks involved [Stork BO, 2002]. 
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The Garment Value Chain and Textile Printing Value Chain 

In the garment value chain an apparel designer, who works freelance or is employed by a 
design studio, brand-owner or private label company, makes garment designs. The garment 
designs and the printed fabrics are put together by a confectioner. The ready-made clothing is 
delivered to a department store, shop or a brand store. In the textile printing value chain the 
print designs are made by a print designer who works as a freelancer or is employed by a 
textile design studio or brand owner or private label company~ An engraver separates the 
colours of the design and engraves one screen per colour. A printer uses the screens to print 
the design on fabric. Printed fabrics are delivered to a converter or directly to the brand-owner 
or private label company. Most players in the apparel value chain are not used to specify 
prints and choose from ready-made fabrics that are presented by fabric manufacturers, 
converters or collection printers. Table 1 shows links between players in the chain. Remind 
that one player can fulfil various roles in the chain e.g. a printer who also engraves. Retailers 
and brand owners have the power in the apparel value chain. 

Table 1 Who buys from who in the textile printing value chain 
Is a customer of: 1 2 3 4a 4b 5 6a 6b 7 8 9 10 
1 Semi-finished fabrics supplier 
2 Print Designer 
3 Engraver 
4a Collection Printer X X X 
4b Commission Printer X X 
5 Garment Designer 
6a Collection Converter X (X) X 
6b Commission Converter (X) X 
7 Confectioner 
8 Brand-owner X X X X X X X 
9 Private Label Company (X) X X X (X) X 
10 Store X X 

2.2.2. Textile and Apparel Value Chain 

This section describes the industry characteristics , value chain players and trends for the 
textile and apparel value chain . 

Characteristics of the Textile and Apparel Industry 

Stork Prints delivers printing systems mainly for the textile and apparel industry. The turnover 
of the world-wide textile and apparel industry is estimated at Euro 819 billion in 1998 (See 
Appendix 3 for industry and market statistics]. The textile and apparel industry is a very 
diverse and heterogeneous industry, with its products 
being used by virtually everybody - private households 
and business alike. The main end uses of textile and 
apparel consumption (see figure 5) can be divided in 
clothing for apparel market, interior textiles for home & 
furnishing and technical textiles for industrial uses. The 
textile and apparel industry is dominated by a large 
number of small and medium-sized enterprises and is 
often referred to as a "traditional industry". Quality of 
European workforce exceeds that of other world regions 
(Stengg, 2001]. 

End Use Areas of Printed Textile 
in 2001 
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Source:Stork 

Figure 5 End Use Areas of Printed Textile 

Stengg (2001] defines the textile and apparel industry as to comprise the following activities. 
It comprises the treatment of raw materials, which means production of knitted and woven 
fabrics. It also comprises finishing activities aimed at giving fabrics the visual , physical and 
aesthetic properties, which customers demand such as printing, bleaching and dying. At last it 
also comprises the transformation of those fabrics into products [Stengg, 2001 ]. 
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The Stork BO department focuses on the apparel value chains within the textile industry. 
Turnover of the world-wide apparel industry is estimated at Euro 344 billion in 1998 [Appendix 
38 shows statistics]. The following reasons for the focus on apparel can be distinguished. The 
first reason is that apparel is estimated to account for 80% of the retail value. The second 
reason is that the need for speed, flexibility and design integrity in apparel is bigger than in 
other end-use areas. The third reason is that the design activities and retail for apparel mainly 
take place in Western Europe. Within the Western European textile printing market, the 
apparel market takes the largest share (50%). However, the share of apparel as an end-use 
area of printed textile is decreasing. Apparel runs in fashion cycles, with every segment 
having its own typical cycle. 

Players in the Textile and Apparel Value Chain 

Value chains in the apparel industry are different for 
segments shown in figure 6 [See Appendix 3A for 
more details]. The Haute couture I high fashion 
involves creating original models for individual clients 
and originated in France about 150 years ago. The 
haute couture labels bring pret-a-porter collections. A 
limited number of garments is manufactured in-house, 
according to standard sizes. The High-end mass 
articles are manufactured in mass, targeted on high
income shoppers. This segment is dominated by a 

Figure 6 Segments in Apparel Value Chain 

number of famous brands. Design and style are the dominant factors to create brand value. 
Mid mass articles involves the largest segment and it is very fragmented. A huge number of 
brand owners is active in this segment, from infamous to well-known labels. Because of the 
increase in fashion consciousness of customers, brand owners and retailers need to have a 
clear and recognisable market positioning. The other main success factor in this segment is 
anticipation on trend changes in assortment groups. To win customer loyalty, retailers focus 
more on customer indulging; pleasure, ease and shop experience. Low-end mass articles 
include basic garments and commodities, manufactured in bulk and pushed to the market. 
Although the brands in this segments are typical "followers", the articles have to be 
fashionable [Stork BO, 2002]. 

Trends in the Textile and Apparel Value Chain 

In the European Union (EU) textile and apparel industry trends are globalisation, ongoing 
liberalisation and increasing stringency of the Western Europe Environmental legislation. The 
sector is adopting new technologies at a fast pace, both with regard to information and 
communication technologies (ICT) and new production techniques. The EU textile and 
apparel industry is reorienting production towards innovative, high-quality products. Recent 
restructuring process has also involved the outsourcing of more labour-intensive operations to 
countries such as Romania, Poland, Tunisia or Morocco. EU manufacturers prefer those 
countries to some Asian countries with even lower wage rates due to their geographical 
proximity and their higher quality standard. Thus, EU companies remain able to respond 
quickly to changing market demands, and they can more easily maintain control over the 
management and quality of the outsourced operation. Whether EU industry will be able to 
remain a global player will depend on its ability to constantly improve its competitiveness. This 
can be through innovation, use of ICT, clear focus on products with high quality and/ or 
fashion content or the delocalisation of highly labour intensive activities [Stengg, 2001]. 
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2.2.3. Textile Printing Value Chain 

Characteristics of the textile printing industry and players and trends in the textile printing 
value chain are presented in this subsection. 

Characteristics of the Textile Printing Industry 

In 2001 the total world-wide print production amounted to approximately 19 billion metres 
(Appendix 3C shows textile printing industry statistics] . World-wide, the total textile print 
production is increasing at a slow pace of 1 % per year. This increase can be explained by the 
accelerating fashion cycles and continuing growth in world population. This positive trend is 
not visible in all regions, however. About 50% of the textile print production is located in Asian 
countries, where the production is still increasing rapidly, thanks to a shift from Western 
countries (Europe and the U.S.A.) to Asia . The textile printers in North America and Western 
Europe are under continuous pressure from cheaper Middle East and Asia-Pacific imports. 
The downward trend in textile print production in this region, present since 1999, has 
continued to develop until 2002 and the future expectations in these regions show no reason 
for optimism [Stork Prints, 2002). 

Players in the Textile Printing Value Chain 

Players in the textile printing value chain are the textile print designers, engravers and printers 
· (see figure 4). Printers can be subdivided in commission printers (56%) and collection printers 
(44%) in 2001 . The collection printer prints a collection of printed fabrics from a design that is 
designed internally or bought from a print design studio or print designer. The commission 
printer prints on demand for customers of printed fabrics . These customers include converters 
or brand owners who bring in their own print design . The share of commission printers has 
increased with 10% over the last 7 years [Stork Prints, 2002). This shows an increase in need 
of customers of printed fabrics for "delivery on demand". 

Trends in the Textile Printing Value Chain 

The following trends in demands of customers in the textile printing industry can be 
distinguished . A world-wide decline in run-length per design can be seen, because of the shift 
from a supply market towards a demand market. The customer's demands become more 
important to the printers. This means more diversity in designs and shorter run-lengths [See 
Appendix 3C). Besides that the number of designs is increasing and designs are getting more 
and more complex, customers of printed fabrics are also demanding shorter delivery times. 
Last trend worth mentioning is that an increasing price (and cost) pressure and growing 
importance of weaving and dyeing can be seen . 
Increasing foreign competition and customers' demands for higher quality level of the end 
product, are major market developments that are expected to have an impact on the textile 
business of printers and engravers. In response to this trend printers seek means to 
differentiate themselves by improving the quality level of products and to discover product 
innovations in order to meet customers' needs. Another trend is the trend towards 
specialisation in order to reach higher efficiency [Stork Prints, 1999; 2002][Stengg, 2001 ). The 
BO department identifies opportunities and threats in the apparel value chain, which are 
shown in the text box underneath. 

Opportunities 
1. Players in the apparel value chain search for clear 

and recognisable brand positioning 
2. Need for optimisation of the supply chain: speed 

flexibility, design integrity, transparency 
3. Fast anticipation on and response to fashion trends 

is needed 
4. Increasing (mass-) customisation 
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Threats 
1. Increasing price pressure 
2. Most of the important players in apparel ar 

not used to specify print 
3. Small and medium-sized companies in the 

apparel value chain, are not used to strategi 
or innovative thinking 



TU/e Customer Value during Business Development 

2.3. The Competition 

Stork Prints competes with printing system suppliers in the textile printing and graphic arts 
market. In the textile printing market Stork Prints competes in the analogue segment with 
Zimmer and Reggiani for printing machines. Also in the textile printing market, but in the 
digital segment, Stork Prints competes with Sci-Tex, Colourspan, Sophies. Stork Prints is 
world market leader in the development and production of analogue systems and aims to take 
this position in the digital market segment. In the graphic arts se~ment, Stork Prints competes 
in the label printing, security printing, packaging printing and industrial printing segment. Stork 
Prints has competitors in the label printing segment for analogue printing technology [Fact 
Sheet, 2002]. Competitors of the BD department vary per business case. The competitors can 
be the systems suppliers mentioned above, or software program suppliers . Competitors can 
be suppliers of printed fabrics or art reproduction. So, the competition can not be determined 
until the concept is chosen . 

2.4. Concluding Remarks 

The internal orientation shows that Stork Prints has adopted the strategy to grow in three 
areas: textile printing industry, the graphics industry and extending to the customers of printed 
textiles . In order to address the third growth area the BD department has been initiated . 
Market orientation is seen as a condition for growth . Because Stork Prints is a technology 
driven company and because the BD department has just been initiated, study is needed on 
how to improve the market orientation of the BD process . The external orientation shows that 
the BD department operates in a traditional industry mainly consisting of small and medium
sized enterprises. The environment is very dynamic at the moment because of the shift of 
production towards Asia and other lower wage countries . The European countries are 
searching for innovative ways to increase the quality of their products. Customers in the 
textile printing value chain are demanding more speed, flexibility and design integrity. 
Because the textile printing value chain is very complex, more transparency is needed. 
Moreover, the cost pressure is high, so customers are also finding ways to decrease costs. 
The next chapter presents a literature review on ways to improve the market orientation of the 
BD process. Literature on BD processes as well as managing what customers value is 
reviewed . Literature is studied in order to find points for analysis for conducting the study. 
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3. Theoretical Exploration 

The previous chapter has shown the content of the study. This chapter comprises the 
theoretical exploration in order to develop points for analysing the Business Development 

(BO) process and business cases (BC's) . Literature on BO and on Customer Value 
Management (CVM) is reviewed. The Business Initiative Process and Stage-Gate Process 
are studied as well as practices at other companies. The various stages of the BO process 

are described and the way of incorporating customers' needi However, no pragmatic 
answers on how to manage CV during the BO process are found in the BO literature. CV 

literature shows how to identify, assess, analyse, create and communicate CV. 

3.1. Business Development 

This section presents theory on BD processes in order to understand how customer's needs 
can be incorporated. Definitions are provided as well as the description of various stages and 
important topics closely related to BD: Portfolio Management and Alliances . Because 
literature on BD processes was not available, literature on New Business Development (NBD) 
and New Product Development (NPD) is presented. 

3. 1. 1. Definition of Business Development 

As described in section 1.1, BD is an old but contemporary topic. In the last decades, it 
became clear that BD is more than just managing the relationship between product 
development and industrial production. Sellers markets transform into buyers markets. 
Aesthetic and functional acknowledged products, produced in a cost efficient way, seem to 
not get adopted by the market easily. This has led to the fact that the core of BD nowadays is 
determined by the interaction of markets and products. Where products are services as well 
as physical products. The BD experts of the Rijksuniversiteit Groniningen define BD as "the 
development of the relation market vs. product". Choices in the development of a product 
have consequences for the development of the market and vice versa. For the degree of 
success of a business, it is essential to tune product and market development appropriately. 
Tuning product- and market development makes managing the relation essential and has 
consequences for the organisation structure [www.bdk.rug .nl]. So BD is defined as: 

Business Development includes the tuning between the market and product development as well as 
the management and organisation of the tuning [www.bdk.rug.nl] 

Johne [1994] states that BD can be pursued by means of four types of activities (see figure 
7) . In practice, each of these developmental activities will be undertaken simultaneously, with 
different emphasis being placed on each . 
Market Development is about improving 
the mix of target markets into which a 
newly developed product can be sold. 
Offering Development is about makin 
changes to the way a newly developed 
product is offered to customers 
(repositioning). Process Development aims 
at improving the production process in 

order to increase quality and/or reduce costs of Figure 7 Types of development that support BD 

products. Product Development can be 
subdivided in improvements and revisions to existing products , new-product lines, additions to 
existing product lines and new-to-the-world products. These four types are in practice closely 
interrelated and all of them will contribute to the success of a new business development 
[Johne, 1994]. 
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New Business Development (NBD) and BD are interchangeably used to appoint the process 
of inventing and making business of it. In this study the term "Business Development" will be 
used for the process of tuning between the market and product development as well as the 
management and organisation of the tuning. Where "New Business Development'' is 
considered to be the process of identifying, developing and introducing new Product, Market 
and Technology (PMT} combinations. Changing a PMT factor i_s an innovative process that 
incurs insecurities. Changing more PMT factors increase~ insecurities and therefore 
decreases chance of success [www.innovatietoolkit.novem.nl] . Because no technology 
development is involved, the "New" is not appropriate for the BD process at Stork Prints . 
Business Development (new product and market) lies in between New Business 
Development (new product, market and technology) and New Product Development (new 
product). So, studying literature on the latter two latter is considered to representative for BO. 

3. 1. 2. Business Development Process 

Karol ea. [2002] describe the Business Initiative Process (BIP) as a comprehensive 
framework that DuPont developed to help its business leadership and development teams 
successfully navigate through the NBD minefield. The BIP brings together an array of best 
practices from establishing high-performance development teams for creating/ managing 
strategic alliances, structuring leadership decision making, and organising detailed project 
planning. The BIP methodology shows its roots in "Stage-Gate" type of NBD, and has a lot in 
common with the "stage funding framework" used by venture capitalists [Karol ea., 2002] . The 
Stage-Gate Process (SGP) and Portfolio Management (PM) approach of Cooper [2001] is a 
widely used approach to structure the New Product Development (NPD) process. The 
approach has two purposes: "Doing the Right Things" with PM and "Doing the Things Right" 
with the SGP. The PM complemented with the SGP provides several advantages. It justifies 
the project early in the process. It ensures cross-functional involvement and direction. It 
defines the product before development begins and it funnels resources to the products with 
the most benefit to the company. It guides the product to be market driven and customer 
oriented [Cooper, 2001] . 

3.1 .3. Critical Success Factors 

Cooper [2001] identifies ten critical success factors that define why new products succeed . 
The first success factor is seeking differentiated, superior products with unique customer 
benefits and superior value. It can be established by building in a user needs-and-wants study 
early, to identify the customers' true and often unarticulated needs. Testing the product 
concept constantly with the customer via concept tests, proto-cept tests, rapid prototypes and 
full-product tests, is a way to develop superior products. 
The second success factor is conducting solid pre-development homework. It includes market 
and competitive analyses, research on needs-and-wants of the market and concept testing . 
The third success factor is building in the voice of the customer, which implies that the voice 
of the customer must be an integral part of the new product process. It should start at the Idea 
Generation by making use of customer focus groups, customer panels and working with lead 
users. Market research and customers ' needs should serve as input for the product's design, 
not as a confirmation of it. Cooper advises to make the customer part of the development 
process, via constant rapid-prototype-and-test iterations. He also advises to ensure that the 
launch is well planned, adequately resourced and based on solid market information . 
The fourth success factor is a sharp, stable and early product definition. It means, that a 
company should not move to the development stage without a clear market definition, a 
description of the product concept and benefits to be delivered in the language of the 
customer, the positioning strategy and product attributes and performance requirements. 
The fifth success factor is planning and resourcing the market launch early . Cooper states 
that marketing planning should begin early because it is an integral part of the BO process. 
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The sixth success factor is building tough Go/No-Go decision points into the process (a 
funnel , not a tunnel). Cooper poses to move towards effective PM and to build tough Go/No
Go decision points into the BO process and to use consistent, rigorous criteria at these gates. 
The seventh success factor is organising around true cross-functional project teams. Teams 
should be cross-functional with a strong leader. Three approaches emphasise this: balanced 
matrix, the project matrix and the project team. 
The eight success factor is to attack from a position of strength. The new product should 
leverage the company's core competencies. This means that a strong fit between needs of 
the new project and the resources, strengths and experience of the company in terms of 
marketing, distribution, selling, technology and operations is needed. These five ingredients 
become obvious checklist items in a scoring or rating model to help prioritise new projects. If 
the leverage score is low, there must be other compelling reasons to proceed with the project. 
The ninth factor is to build an international orientation into the NPD process. The market 
should be defined as an international one and to design the product to meet international 
requirements. This implies adopting an international NPD process, utilising cross-functional 
teams with members from different countries and gathering information for the new product's 
design from multiple international markets. 
The last success factor is long-term top management commitment. Cooper advises to 
develop a vision, objectives and strategy for product innovation, make necessary resources 
available, empower teams and support committed champions, who are not involved daily 
[Cooper, 2001] . 

3. 1. 4. The Business Development Process Stages 

The stages of the Business Initiative Process and the Stage-Gate Process, which are already 
mentioned in subsection 3.1.2, are described in this subsection . 

Business Initiative Process (BIP) Stages 

The SIP divides the work of developing and commercialising a new business into five distinct 
stages (see figure 8), with clear senior management Go/ No-Go and resource allocation 
decisions made at the end of each stage. The goal is to keep the team focused on the work 
needed at any specific point in time. As part of a SIP implementation the fundamental five
element structure (see figure 10) is put in place in each company using the process. 

1. Business Case 

2. valuation & Planning 

3. Detaile Development & 

Preliminary Negotiations 

4. 

Time 

Agreements 

. Implementation & 

Commercialisation 

Figure 8 The DuPont Business Initiative Process stages 

In the business case stage (1) the NBD team develops options for what the new business 
venture might look like when fully commercialised and develops a preliminary plan of how the 
organisation will reach that point. In this stage many pieces of the vision will be fuzzy and 
incomplete. These will be based on a high level view of market needs and dynamics. Key 
questions to be answered, are shown in the text box on the next page. 
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In the evaluation and planning stage (2) the focus of the team is to gather data and develop 
detailed plans based on an in-depth analysis of the data. The NBD opportunity is defined, 
using a feasibility study and strategic gaps as key inputs. The gaps analysis compares current 
capabilities with what it takes to be successful. The feasibility study includes market 
opportunity and market dynamics, value chain status and needs, technology option and 
financial analysis . The key marketplace dynamics that will impact the project must be 
assessed and marketing planning must be made. In order to close capability gaps, the full 
array of alliance potentials (subsection 3.3.3) need to be explored. In order to select a partner 

· the 3 C's for a potential partner, i.e. compatibility, commitment and complementary 
capabilities are checked. The product/services to be provided and the manufacturing 
processes for production need to be defined and the commercial operations needed need to 
be conceptualised. Then an Integrated Project Plan (IPP) needs to be set up. The IPP rolls 
up information that is gathered and shows the detailed implementation plan . 
The detailed development and preliminary negotiations stage (3) takes the plans and 
concepts built in the previous two stages and puts them into action. This stage also includes 
gathering information through direct contact with the market place via preliminary market 
testing of prototype products with potential customers all the way down the value chain. 
The scale up and definitive agreements stage (4) means tuning the business model and also 
includes launch the project with the target customers . 
The implementation and commercialisation stage (stage 5) is the culmination of all 
development work done before. The main objective is to ensure that the new product delights 
customers [Karol ea., 2002] . 

Stage Gate Process (SGP) Stages - Doing the Things Right 

According to Cooper [2001] the Stage-Gate Process (SGP) is a conceptual and operational 
road map for moving a new product from idea to launch, a blueprint for managing the NPD 
process to improve effectiveness and efficiency. Stage-Gate approaches break the innovation 
process into a predetermined set of stages, with each one consisting of a set of prescribed, 
cross-functional and parallel activities (see figure 9 below). At the entrance to each stage is a 
gate, which serves as the quality control and Go/No-Go checkpoint in the process. 

ltloa Socond Deas1on to OcCISlon Doas,on Post-L>unch 
Scr<!on Scnten Develop to T~sl 10 Launch ROWJW 

~-~-~-~-%>-Pretlrnnary Detllled Tesllni) & 
ln.,,,.tigation lnwsUgabOn 0..velopmanl Vallcla llon Lamcl! 

Figure 9 Stage-Gate Process by Cooper [2001] 
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Table 2 shows the definitions of the stages and gates and appropriate activities and results. 
Table 2 Stages and gates by Cooper [2001] 

Stage Activities Gate Result 
(Idea Generation) ► Gather ideas within and outside organisation Idea Screen Idea is 

► Brainstorm profitable 
Stage 1 Preliminary ► Quick investigation Second Idea 
investigation Screen formulation 
Stage 2 Detailed ► Define product Decision to Business case 
investigation ► Justify business develop 

► Make detailed plan of action for next stages 
p 

Stage 3 Development ► Design and develop the new product Decision to Product 
► Map out manufacturing process test 

Stage 4 Testing and ► Verify and validate new product Decision to Tested product 
validation ► Validate marketing launch 

► Validate production 
Stage 5 Full Product ► Full production Post Launch Growth! 
and Market Launch ► Commercial launch Review 

► Sell 

This is just a high-level view of a generic process, a concept. In a real company process, 
drilling down into the details of each stage reveals a much more sophisticated and complex 
set of activities. A detailed list of activities in a stage should be in place, that provides 
direction to the how-to of each activity, best practices that the team ought to consider, and 
even the required deliverables for each activity in that stage [Cooper, 2001 ]. 

· 3. 1. 5. The Business Initiative Process Framework 

Karol ea. [2002] provide a framework consisting of five elements (see figure 10) that ensures 
effective decision-making and co-ordination of an NBD effort as it moves through the five 
stages. The framework ensures that the right people are making the right decisions at the 
right time with the right information. 

/ 
Stage Review 

PAC ~-t-.'-~I 
@Core Team 

Program Approval Committee 
(PAC) 

Business Director or VP 

Finan Mktg Op R&D Engr 

Continuous Improvement 

Project Core Team 

Structured BIP guidelines 

/ 
Figure 10 Five key structuring elements for the DuPont BIP 

The Program Approval Committee (PAC) is composed of those senior managers that control 
the resources that the NBD team will need to reach full commercialisation and who can 
guidance needs across a portfolio of projects. It may include senior managers of internal and 
external partners as well. The Core Team is a small cross-functional team, including 
appropriate people from internal and external partners. They are responsible from concept 
development through full commercialisation . The BIP manager provides resources for the 
process and provides oversight and continuous improvement. The Stage Reviews are 
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structured decision making meetings held at the key milestones (end of each stage/stage), 
where the PAC makes Go/No-Go decisions for development programs. The structured BIP 
Guideline Manual consists of guidelines for NBD teams to follow as they move from concept 
to commercial operation [Karol ea., 2002). 

3. 1. 6. Further Remarks 

Two important issues that are closely related or even integrated in the BO process are 
Portfolio Management and alliances. Some short remarks on both follow underneath. 

Portfolio Management - Doing the Right Things 

The first step to win with a new product according to Cooper [2001) is to do the right projects: 
project selection by making use of Portfolio Management (PM), effectively complemented by 
a SGP. PM deals with the vital question: How should the corporation most effectively invest 
its R&D and new product resources. PM has four goals: (1) maximising the value of the 
portfolio, (2) achieving the right balance of the portfolio, (3) achieving a strategically aligned 
portfolio, and (4) resource balancing - the right number of projects. In order to achieve 
maximum value to the organisation, the organisation should try to combine the use of a 
financial model with a scoring model. Scoring models, where projects are rated and scored on 
qualitative data, are recommended. They yield efficient and effective decisions. A popular 
portfolio model is the risk/return bubble diagram. The portfolio of projects is plotted on two 
axes: the value of the project on the horizontal axis and the risk of it on the vertical. An 
appropriate balance of projects is sought across the diagram and between risk and reward. It 
is necessary to develop a product innovation and technology strategy. Next, build strategic 
criteria in the project selection approach. An ideal portfolio sees the correct balance of 
projects and monitors the demand-versus-supply of people resources [Cooper, 2001 ]. 

Alliances 

According to Karol ea. [2002) strategic alliances/ partnerships had become an universal 
component of NBD at DuPont. In the second stage of the process alliance assessment and 
partner selection is needed in order 
to close capability gaps (see 
subsection 3.1.4). It is advised to 
explore the full array of alliance i 
potentials (see figure 11) before a ~:~':!~7t 
preferred alternative is selected. 
Then check the 3 C's for a potential 
partner, i.e. compatibility, 
commitment and complementary 
capabilities [Karol ea., 2002]. 

3. 1. 7. Comments on Reviewed BO processes 

Mc,c;er o, 
Acc;ws1t1011 
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Contr:ictual Al/1anrc' 

Co11sort111m 

Informal All1ance 

Figure 11 Full array of alliance potentials 

Although there are some similarities between the SGP and the BIP, which are presented at 
the end of this chapter, some differences can also be seen. As mentioned before the SGP is 
developed for managing NPD and the BIP is developed for managing NBD. This is reflected 
in differences between the content of the stages. It also shows in the fact that the SGP is only 
complemented with PM, where the BIP consists of five elements that ensure management 
and organisation of the NBD: the team, approval committee, stages and gates, the guidelines 
and someone to guard continuous improvement. These elements conform to the given 
definition of BO, namely the tuning, but also the management and organisation of the tuning 
between market and product development. 
How other companies manage the BO process is presented in the cadre on the next pages. 
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Experiences of other Business Development Departments 

To see how other BO departments organise the BO process and include the need's of the market, 
7 people from different companies have been interviewed. The description of the departments is 
presented underneath. The experiences of the departments will be used for designing the tools 
and guidelines in sections 5. 7 and 6.2. However, in order to provide a complete exploration on 
how BO processes can be market pull, the description is provided in this chapter. 

~ 
Stork Worksphere provides solutions to optimise the working environment in buildings. Because 
the products are purchased, BO activities do not include developing new technologies or products, 
but include developing new producU market combinations. Ideas can come from new products 
offered by suppliers or from the market. The process consists of the idea, design , realisation, 
transfer and sales stages. Clear Go/No-Go points divide the stages. Criteria to select a project are 
whether the project has synergy with the clients and with other services of Stork. Criteria for 
Go/No-Go differ per project. The Go/No-Go decision is made in consultation with the division 
managers and the board of directors. The development team consists of employees from regions, 
divisions and also customers and suppliers. Benefits for the customers are summarised in the Idea 
Stage. The customer needs are specified in the design stage. The products have to be sold 
internally to the divisions first and then externally to the clients, so marketing is conducted in early 
stages. Problem is to motivate the sales representatives to generate ideas from the market. Thus, 
they are trained to apply a consultative selling approach. The attention they get, when they 
introduce an idea, is an incentive for them to generate ideas. 

Stork Fokker Technical Services supplies advanced components and systems to the aviation and 
aerospace industry and maintenance & support for aircraft. The BD department is part of 
Marketing & Sales and develops new products for current or new markets with existing technology. 
Because Fokker does not produce aeroplanes since a few years, BD prefers to do projects outside 
the current customer base. The BO department organises private seminars at the customer's site 
and customer focus groups to generate ideas. Besides that players from the market know they can 
contact Fokker when they have a problem. The market is very transparent, so keeping up with 
trends is easy. Business idea selection is done by a modification board that rates the ideas with 
mainly financial measures, but also the importance of the customer plays a role, the profitability 
and complexity of the project and whether the idea has synergy with current product groups. The 
BD department used to start business cases without having a customer. Because of the insecurity 
to make business of it, having a customer is now a precondition. The more difficult the project is, 
the harder it is for competitors' to imitate, so the more attractive it is for Stork. The BO department 
does not distinguish different stages and gates. Once the project is chosen , it will be completed. 
The quotations for the projects have to be reported to top management. A project team consists of 
a product manager and business developer. The customer is not involved in the development of 
the product. 

Stork Industrial Modules is a leading system supplier for engineering and production of complex 
modules, with a focus on fast growing markets with low volume & high mix concept, totally 
integrated with the core competencies and processes of their customers. The ideas involve new 
producU market combinations that fit within one of the three product lines. The product lines are 
reviewed on strategic level from time to time. The products are exclusive for a customer. The BD 
process starts when a customer arrives with a need. The BO process consists of the following 
stages: concept, test & development and execution stage. Go/No-Go criteria are financial, market 
and technology based criteria. Project teams consist of a team leader, business developer, 
engineer and sometimes a marketer. 

Procter & Gamble aims to provide with trusted quality brands that make every day better for the 
world's customers. With existing technologies they create new producU market combinations. 
Ideas are generated from customer visits , customer focus groups, trends analysis and customer 
satisfaction research, that serve as input for the process. Products are not exclusive for one 
customer. The BO process consists of idea, reality, profitability and marketing & sales stages. A 
concept is developed internally and then different options are tested with customers. Go/No-Go 
criteria based on value for the customer are: price, incentive to purchase, overall performance, 
product rating on 100 points scale compared to competitors. Qualitative as well as quantitative 
research is conducted. The development team consists of product engineers and marketers. 
Engineers are included in projects for one product line. Marketers are included in projects for 
products of different product lines. 
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DSM is a leading producer of life science products, performance materials and industrial 
chemicals. The Venturing & Business Development department operates at corporate level. Ideas 
are generated from trends in the market and from within the company. The idea can be a new 
technology, a new market or a new product. The process is based on the SGP of Cooper 
(discussed in section 3.2). The process consists of the idea business creation , development 
projects, start-ups and grown ups stages. In the first stage 5 C's are defined for each business 
idea: Customers (market size and market growth), Context (whole supply chain), Costs, Company 
(competencies) and Competitors. In order to move to the second stage, a potential customer must 
be attracted who preferably does not want the product to be exclusively for him. In order to select 
a case, DSM uses a question list of 41 questions, and also determines the fit with DSM (3 by 3 
Ansoff Matrix), the attractiveness of the case and the value extraction (fit vs. Attractiveness). The 
Go/No-Go criteria are mainly financial: turnover cost-effectiveness (profitability), risk (net present 
value) , but also conformance to competencies. The last factor is hard to quantify in order to 
compare with the financial measures. The project team consists of 4-5 employees with different 
skills. Communicating value is difficult, so DSM often has to knock on several doors in the chain to 
convince a player of the value of the offering. 

Brabantse Ontwikkelings Maatschappij (SOM) is an organisation founded by the ministry of 
economic affairs for durably strengthening the social-economic structure of the province. Within 
this objective the NBD department aims at creating industrial co-operations for development of 
new products or services, to strengthen competitive power. Most ideas are new technologies to 
make products for current or new markets. The ideas are extracted from entrepreneurs or 
research centres and are based on technological or social trends. Selection criteria for ideas are 
not defined and are not used in a structured way. But, in order to be taken up an idea must 
strengthen the social-economic structure and must be considered to be an opportunity. For 
choosing partners (mostly small innovative companies) that are going to execute the project no 
hard criteria are defined. The technological and commercial expertise of the partners is taken into 
account, but the partners are chosen fairly random. The NBD process consists of the following 
stages: idea, initiative, feasibility, industrialisation and business planning stage. The first stages (1-
3) are executed fairly intuitively in the initiative stage the deliverables are determined by the 
organisation (intuitively) for the customer and the organisations. A small pilot is executed, that is 
easy to control. User groups are initiated to test whether potential customers are going to buy the 
product and what price they are willing to pay. Price is hard to determine for a concept and for 
different modules of a product. Because of financial limitations user groups only test the (working) 
technical model of a product. The user group is chosen fairly random. Having enthusiastic 
customers is a (determinant) condition for pursuing the case. Besides the partners also customers, 
stakeholders and financiers are involved. 

3.2. Customer Value Management 

According to Gale [1997] Customer Value Management will lead to meeting critical needs of 

targeted customers, outperforming competitors and creating new unique benefits [Gale, 

1997]. Definitions of Customer Value concepts are presented and various techniques for 

managing Customer Value. 

3.2.1 . Definition of Customer Value Management 

Evans [2002] states that Customer Value Management (CVM) aims to improve the 

productivity of marketing activity, and the profitability of a business by identifying the value of 

different customer segments and aligning marketing strategies , plans and resources 

accordingly. Evans summarises two complementary approaches to CVM . The first, Value for 
the customer, attempts to measure and evaluate the perceived value placed on 

goods/services by customers. This information is used as a basis for continuous review and 

improvement of those goods/services. The second approach, Value of the customer, 
measures the value of specific customers , or customer segments, to the organisation and 

uses this to tailor marketing activities . Addressed together these approaches ensure that both 

sides of a business relationship gain added value [Evans, 2002] . The term Customer Value 

(CV) refers to value for the customer in the rest of the report. 
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3. 2. 2. Definitions of Different Concepts of Customer Value 

The two concepts of CV, "value of a customer" and "value for a customer" are defined. 

Value for a Customer 

Anderson & Narus [1998] define value in business markets as the worth in monetary terms of 
the technical , economic, service, and social benefits a customer company receives in 
exchange for the price it pays for a market offering. Anderson ~ Narus see a market offering 
having two elemental characteristics value and price, where (Values - Prices ) > (ValueA -
PriceA)- Values and Prices are the value and price of the supplier's market offering and ValueA 
and PriceA are the value and price of the next best alternative. The difference between value 
and price equals the customer's incentive to purchase [Anderson & Narus, 1998]. 
According to Kotler [2000] customers estimate which offer will deliver the most value and will 
buy from the company, that they perceive offers the highest Customer Delivered Value 
(CDV). Kotler defines CDV as the difference between Total Customer Value (TCV) and Total 
Customer Costs (TCC). Where total TCV is the bundle of benefits customers expect from a 
given product or service (e.g. product, services, personnel and image value). TCC is the 
bundle of costs customers expect to incur in evaluating, obtaining, using and disposing of the 
product or service (e.g. monetary, time energy, physic costs). CDV can be measured as a 
difference or as a ratio. Ratios are often called value-price ratios [Kotler, 2000] . According to 
Flint ea. [1997] CDV is dependent of the core competencies [Flint ea., 1997]. 
As mentioned in section 2.1.3, a quick and simple method for determining and/ or assessing 
value for a customer (or market segment), starting at a higher level (core need, function) and 
translate to specific values per segment, is preferred by BO . Therefore, the following 
definitions are chosen . In order to understand the concept of Customer Value, definitions are 
presented of Customer Norms & Values, Desired Customer Value and Customer Value 
Assessment. 

Customer Norms & Values 
According to Flint ea. [1997; 2001] Customer Norms & Values are central , enduring beliefs 
that guide behaviour independent of product use situation. This evoked set of values guides 
people's behaviours and impacts strategy implementation. For consumer these values can be 
List of Values (LOV) [see appendix 4] . In a business context these values are values shared 
within the organisation (e .g. customer service, excellence, service quality, and 
entrepeneurship). Customer Norms & Values are not likely to change very often [Flint ea. 
1997; 2001] . 

Desired Customer Value 
According to Flint ea. [1997; 2001] Desired Customer Value (DCV) is the value a customer 
wants to receive . In other words customers' perception of what they want to have happen 
(benefits) in a specific kind of use situation, with the help of an offering, in order to accomplish 
a desired purpose or goal. These benefits are created via the attributes that suppliers deliver. 
Changes in DCV can be driven by changes in capabilities of supplier, changes in customer's 
organisation or changes in environment like competitors' offering, legislation etc changes over 
time, which are changes in what the customer wants to have happen . These changes can be 
a response to many events both within and outside the organisation [Flint ea. 1997; 2001] . 

Customer Value Assessment (Judgement) 
Flint ea. [1997; 2001] define Customer Value Assessment (CVA) as the customer's 
judgement of the value that has been created for him by a supplier, given the trade-offs 
between all relevant benefits and sacrifices in a specific use situation . Customer Received 
Value refers to the value customers actually experienced through specific product-customer 
interactions. The CVA is benefits vs. costs vs . price vs . competitor's offerings. CVA's are 
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dependent of perception and of the situation and can change quite often. As the trade-off 
appears to shift, re-evaluations are made [Flint ea. 1997; 2001]. 

Figure 12 shows the links between the various concepts, summarised on the previous page. 
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Figure 12 Combination of definitions of Kotler [2000] Anderson & Narus [1998] and Flint & Woodruff [2001 J 
Where DCV represents what the customer wants to have happen, CV A's represent what has 
happened. Changes in Customer Norms & Values and DCV do not directly affect CVA's. 

Value of a Customer 

Walter ea. [2001] take the supplier's perspective because an important contribution for 
corporate success can be gained from customer relationships . In their understanding, the 
supplier needs to offer value to the customer (value for the customer) but also needs to gain 
benefits from the customer at the same time (value of the customer). For the sake of their 
own survival , suppliers need to understand how value can be created through relationships 
with customers. Their model of functions of customer relationships is shown in figure 13. 
The direct functions of customer relationships include activities and resources of the supplier 
company and customer company that may create value to the supplier, without being 
dependent upon other (connected) relationships . The profit function means that any supplier 
must have profitable customer relationships, if he wants to survive in the long term . The 
volume function implies that 
suppliers make concessions in 
prices to handle customers, who 
purchase comparatively large 
portions of the supplier's 
production . The safeguard 
function improves the cost
efficiency of the supplier. Given 
the uncertainties in competitive 
markets, suppliers establish 
certain customer relationships that 
are held as insurance. The 
discussed three functions of 
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Figure 13 Functions of a customer relationship 
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relationships all contribute to the profitability of suppliers. All functions are direct in the sense 
that the effect is derived within a given relationship. 
Indirect functions of business relationships capture connected effects in the future and/or in 
other relationships - the wider network. Indirect functions are important because they 
positively impact on exchange in other relationships. The innovation function makes suppliers 
establish relationships with customers, who are seen to be at the forefront of technology or 
whose product expertise is high. The market function aims at large and prestigious 
customers, who are known to apply stringent criteria to their se1Jction of supplier. Companies 
may have a valuable reference effect, even though they are not the first customers in a 
certain market. The scout function describes customers who are scouts in the marketplace to 
gather and dispose of information about market developments. The access function points at 
the fact that the customer's experience in dealing in business-to-business markets can be of 
considerable help (Walter ea., 2001]. 

Although it is important to take value of the customer into account when choosing between 
various new business options, it is not a way to create market pull during a BD process. 
Therefore, this report focuses on value for the customer, which is called Customer Value. 

3.2.3. Customer Value Management Techniques 

According to Gale [2002] powerful techniques are available to help companies deliver high 
· value. These techniques aim at assessing customers' needs and wants and understanding 
how customers perceive the products of various competitors. The high-profit customers need 
to be targeted. Strategies need to be formulated, which enable the company to deliver high 
value to the targeted customers . The company must define the tasks. in order to implement a 
value-improvement strategy. Collectively, these techniques fall under the heading Customer 
Value Management (CVM) [www.cval.com]. But, in order to manage value, key buying 
factors need to be identified, the value offered need to be assessed and where the company 
can add value with its strengths need to be analysed . Finally value for customers can be 
created and communicated. These four issues are discussed in the following sections. 

3.2.4. Customer Value Identification 

First thing to do is, to choose a profitable (sub) market and approach (potential) customers . 
Stork Prints has to identify their current and future needs, their Customer Norms & Values 
and their Desired CV. But how to identify there needs and values? According to Gale [1997] 
customers themselves often cannot conceive the benefits of a new product. Instead, look for 
problems they experience with current products. In business-to-business markets, co-operate 
with key account end-users and purchase influencers, such as engineers and general 
managers; don't rely on purchasing people alone [Gale, 1997]. Methods that use a qualitative 
and a quantitative way of determining needs of the market are Means-End Chain Analysis by 
means of Laddering or the Association Pattern Technique and Customer Value 
Determination . 

Means-End Chain Analysis 

Vriens ea. [2000] define Means-End Chain (MEC) analysis as a method to understand why 
customers buy certain products or brands. It identifies links between product attributes (A), 
benefits (B) and Customer Norms & Values (V). The relationship between attributes, benefits 
and values can be visualised in a Means-End map. In general, MEC's (ladders) that appear in 
multiple segments imply opportunities for developing standardised products, supported by 
mass (un-segmented) communication . In addition, segments with unique MEC's, point to 
specific product development opportunities and suggestions for positioning and advertising. 
Besides new product development, MEC analysis can contribute to brand assessment, 
positioning, advertising strategy development and market segmentation [Vriens ea., 2000]. 
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1. Laddering 

According to Ter Hofstede ea. [1998] MEC data are gathered through a qualitative 
interviewing technique, which Vriens ea. have dented as Laddering. Laddering is the most 
widely applied technique to reveal Means-End structures and consists of three steps. The first 
step is the attribute-elicitation stage where attributes that are important to the customer are 
elicited. Customers are questioned about the attributes they use to compare and evaluate 
products. The second step is the depth-interview where benefits and Customer Norms & 

Values are identified. The most important attributes, elicited in the first stage, are used as the 
starting point for the depth interview. The customer is continuously probed with some form of 
the question "why is that important to you?". This way of questioning forces the subject up the 
ladder of abstractions, until he cannot go further. The end need not always be at the 
Customer Norms & Values level. The result is a sequence of concepts , which are called 
ladders. The third step is analysis of results, where concepts resulting from the interviews are 
categorised into a smaller number of categories . The linkages between the concepts are 
represented in the implication matrix. The implication matrix preserves information about the 
sequence of concepts in the MEC structure, but discards differences between ladders of the 
same or different individuals. From the implication matrix, the so-called Hierarchical Value 
Map (HVM) is constructed, depicting the content and structure of customer knowledge [see 
appendix 6]. 
Limitations of the Laddering technique are that a Laddering interview is very time consuming 
and expensive data collection technique. Moreover, the Laddering interviewing technique 
requires skilled qualitative interviewers and it places a burden on respondents. Therefore, 
fatigue and boredom of the respondent may affect the quality of the data. In sum, Laddering is 
not suitable as an instrument to be used in large representative samples, nor was it intended 
to be used in this context [T er Hofstede ea., 1998]. 

2. Association Pattern Technique 

In reaction to the limitations mentioned above, Ter Hofstede ea. [1998] pose the Association 
Pattern Technique (APT). APT is a structured quantitative method to collect MEC data and 
assess MEC's, suitable for large-scale surveys. It can be used in personal as well as 
quantitative mail interviews. APT separately measures the attribute-benefit (AB-matrix), and 
the benefit-value (BV-matrix) link. In order to define the values for consumers Vriens and Ter 
Hofstede recommend using existing value inventories e.g. the List of values (LOV) inventory 
of Kahle [1983] [Appendix 4 shows LOV] . The independence of the attribute-benefit and the 
benefit-value links is crucial to the validity of APT. However, the study of Ter Hofstede ea. 
[1998] provides support for the validity of APT. Possible limitation of the APT is that the 
attributes, benefits and Customer Norms & Values are to be provided by the researcher. 
Since the provided concepts need to be relevant and need to cover the range of concepts that 
constitute the content of MEC's, pre-testing is inevitable, when other sources are lacking. 
However, the following advantages of APT can be distinguished : it is structured and can be 
used in large-scale studies. Analysis of data of the APT is simple [Ter Hofstede ea., 1998]. 

Customer Value Determination 

According to Flint [2002], customers have a difficult time predicting what attributes they will 
value in the future, especially in rapidly changing highly technical markets. Thus, it is no 
wonder that asking customers to make those predictions is often unsuccessful. But, there are 
other forms of customer information companies ought to be capturing that they traditionally do 
not. Flint describes activities that ought to be involved when trying to generate new ideas. 
According to Flint the components of a new ideation process for products and services are a 
Customer Value Determination (CVD) process, ethnography (customer visits) and participant 
observation, Customer Value Change (CVG) understanding, product analysis, technological 
breakthroughs, creativity and scenario exercises. 
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The CVD process involves qualitative and quantitative research aimed at identifying customer 
value dimensions, determining strategically important value dimensions, determining 
satisfaction with value delivery and exploring value delivery problems, all within the target 
market. Besides the fact that it provides with CV understanding, it has been useful in Idea 
Generation. This is because the depth interviews used to identify CV dimensions move well 
beyond product attributes by linking those attributes with customer benefits and sacrifices. 
Techniques are e.g. Laddering techniques mentioned in the ,. previous subsection, which 

0 

require formal researcher training. Interviews can focus on what people currently value 
(problems with existing products or services). It can also focus on future customer desires by 
directly asking what they value in the future or focusing on drivers of what customers may 
value in the future. Prioritising the value dimensions that are discovered during the interviews 
and use large sample surveys to test the validity of these value dimensions [Flint, 2002] . 

3. 2. 5. Customer Value Assessment 

According to Gale [1997] Customer Value Assessment (Measurement) assesses the 
company's relative performance on key buying factors and indicates which factors require the 
most attention, from the customer's viewpoint. The Customer Value Profile matrix lists the key 
buying factors that customer use to choose among suppliers . Factors must not overlap and 
they must be hierarchical. Selecting the right list of factors can be difficult because different 
opinions exist within the organisation about factors, importance and performance [Gale 1997]. 

Customer Value Ratio = percentage imporlance x performance ratio 

As Evans [2002] more clearly explains, the CV approach should provide answers on the 
following questions: (1) What are the key buying factors that customers value when they 
choose between us and our toughest competitors? (2) What is the relative importance of each 
of these components of CV? (3) How do customers rate our performance versus competitors 
on the key buying factors? This means that it is possible to construct a weighted index of 
customer value for the company and its competitors: the CV Ratio [Evans, 2002] . 

3. 2. 6. Customer Value Analysis 

For analysing the CV of an existing product, the Customer Value Map (CV Map) can be 
made. However, for new product development a company should better analyse what value it 
could offer with its competencies and capabilities and what segment it should target. 

Customer Value Map 

Gale [1997] states that the CV Map 
( see figure 14) shows the perceived 
quality position compared to 

Quality 
competitors . By taking action on key 
value factors (putting effort where it 
counts most) a company is able to 
leapfrog competitors and move to the 

High Value 

X 0 

0 
LowValu 

highest quality position . A company Price 

Legend: 
= Company 

0 = Competitors 
= Reference point 

then should indicate which processes Figure 14 Example of a CV map 

drive which CV factors (e.g. if customer service is important marketing should put effort; 
product quality is important, manufacturing should put effort). Then list the process 
improvement steps to address weaknesses and opportunities [Gale, 1997]. Ulaga & Chacour 
[2001] argue that CV Maps are simple tools that greatly assist to simulate strategic options on 
a CV map and compare options to determine those giving the best value increase for the 
least cost [Ulaga & Chacour, 2001] . 
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Leverage Core Competencies 

As the SGP in section 3.1 points out, a company must evaluate strengths and weaknesses on 
key value drivers relative to the competition, in order to improve its value proposition . Also 
Kotler [2000] argues that in a marketing strategy a company should have as starting points: 
(1) needs of the market, (2) the capabilities of the company and (3) implications of and on 
long-term relationships [Kotler, 2000]. The tool to leverage those strengths and weaknesses 
is CVM. Needs of the market should be met or exceeded with §!Ssets and capabilities of the 
company. According to Andrews as cited in Gartner [2001] SWOT Analysis provides a 
framework for quickly isolating the key issues relevant to a business situation. It summarises 
the Strengths and Weaknesses of the organisation and the Opportunities and Threats in the 
market. It helps answer the question "Should we go down this path?". It can be used together 
with other, more in-depth evaluation tools to help make Go/No-Go decisions [Gartner, 2001]. 

Identify Market Segments 

Doyle [1994] states that a market consists of customers with similar needs. But customers in 
a market are never homogeneous. They differ in benefits wanted, the amount they are able 
and willing to pay, the media they see and the quantities they buy. It therefore makes sense 
for marketers, to segment the market and target one or more of these segments with 
specialised tailored offerings. A market segment is a customer group within the market that 
has special characteristics, which are significant for marketing strategy. Segmentation 
increases profit opportunities because different groups of customers attach different values to 
the solution offered. A segmentation scheme should meet five criteria : 
1. Effective: segments should consist of customers whose needs are relatively 

homogeneous within a segment but significantly different from those in other segments. 
2. Identifiable: the company must be able to identify customers in the proposed segment. 
3. Profitable: the more segments that are identified, the greater the opportunity to target the 

offer precisely and add value. Ultimately, each customer could be an individual segment. 
4. Accessible: a company should be able to reach and serve customers in the segment 

effectively 
5. Actionable: a company should be able to gain a competitive advantage by using the 

segmentation scheme it develops. 
After segmenting the market, the company must select those segments that it aims to target. 
Five factors govern the attractiveness of the segment: segment size, segment growth, 
profitability of the segment, current and potential competition and capabilities of the company 
(Doyle, 1994]. 

3. 2. 7. Customer Value Creation 

The internal orientation section 2.1.3 points out that, in order to end up with a valuable 
offering, the concept should be translated to product attributes according to needs of the 
market. The marketing mix can be used to create Desired CV. 

The Marketing Mix Elements 

According to Kotler (2000] the marketing mix is the set of marketing tools that the company 
uses to pursue its marketing objectives in the target market. Kotler distinguishes the 
marketing tools from the seller and customer's perspective. However, the terms are adjusted 
for this study to make sure that value terms are used consistently (see table 3). 

Table 3 Marketing mix elements 
Seller's perspective Value creation perspective Buyer's perspective 

The Four P's The Four V's The four C's 
Product Value Offering Customer solution 
Place Value Offering Place Convenience 
Price Value in Monetary tenns (= incentive to purchase) Customer cost 
Promotion Value Communication Communication 
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The Value Offering (VO) should be the result of translating the concept into product attributes 
to meet Desired CV. According to Kotler [2000] an offering can be one of the major types of 
basic offerings: goods, services, experiences, events, persons, places, properties, 
organisations, information and ideas [Kotler, 2000]. According to Anderson & Narus [1998] 
the value offering is compared to alternative offerings [Anderson & Narus, 1998]. According to 
Vriens ea. [2000] the identification of attribute-benefit links can provide marketers with various 
opportunities for product development. A key element in the successful development of a new 
product is the availability of a core benefit proposition. The If attribute-benefit links in the 
Means-End Chain will help marketers to identify which product attributes will deliver the 
benefits and the area for new product opportunities [Vriens ea. 2000]. The Value Offering 
Place can add value to the VO and therefore needs to get attention. The Value in Monetary 
terms should ideally be the price that customers want pay. This is hard to determine but 
thinking in terms of what a customer would want to pay is better than a price based on costs . 
Value Communication is important in order to get customer buy the product. As mentioned 
before customers compare the perceived value with the Desired CV. Communicating value is 
therefore very important in order to make customers purchase the VO. 

3.3. Concluding Remarks 

The following remarks can be made, after having reviewed literature on both BO and CV. BD 
includes the tuning between the market and product development as well as the management 
and organisation of the tuning [www.bdk.rug .nl] . Value can be defined as the worth in 
monetary terms of the benefits a customer receives from a product for the price he pays 
[Anderson & Narus, 1998]. Customer Norms & Values are the central Norms & Values that 
customers guide. In business terms the way in which a company distinguishes from 
competitors. Desired CV consists of the benefits a customer wants to have and CV 
Assessment is judgement of the CV they to have received [Flint ea., 1997; 2001]. 

Literature is reviewed of two methods for organising BO processes: the Stage-Gate Process 
(SGP) and the Business Initiative Process (SIP). This results in guidelines that both methods 
follow. The BO project team should be cross-functional and international for international 
projects. Involving customers or suppliers can contribute to success. Partners can be sought 
to complement competencies . The team should focus on needs of the market from concept till 
final offering. The BO project involves development of new products for new markets or new 
customers. Markets, competitors and technology are changing at an ever-increasing pace 
and therefore the changes should be important elements of the BO process. The BO process 
should consist of clear stages and gates. Activities should be defined for the stages and tough 
Go/ No-Go decision points for the gates. Consistent, rigorous criteria should be defined for 
taking the Go/ No-Go decision . Senior management should be committed to the gates for Go/ 
No-Go decisions and for resource allocation decisions. In the first stage many pieces of the 
vision will be fuzzy and incomplete. These will be based on high level view of customer needs 
and market dynamics. The product should have unique or superior benefits for the customer 
and should leverage core competencies . Defining values of the concept till final offering 
should be in the language of the customer. The portfolio of projects should be balanced in 
terms of risk, reward, and value. 

A literature review of CVM results in the following guidelines. CVM starts with people 
throughout the organisation having a shared understanding of the concepts . A champion 
among the management team is needed to achieve this. CVM is an ongoing process as 
shown in figure 15. For identifying (future) value for customers remind that markets, 
competitors and technology are changing at an ever-increasing pace; so a quick method 
"choose and start!", should be in place. Besides that it is important to keep an eye on 
technological breakthroughs, market trends and the competitive environment. Start with 
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product attributes (A) and find out why they are important in order to learn about benefits (8) 
customers seek. Take the benefits and find out why they are important in order to learn about 
the Customer Norms & Values (V) that customers have. Customers might not have an answer 
to what is of value for them. Instead look for problems they have with existing products. Look 
for what customers currently value and will value in the future. Assessing Customer Value 
includes the process of assessing what customers find important (key buying factors), what 
the relative importance of these factors is and how they rate the company compared to 
competitors on these factors. Customer Value Analysis is analysi'ng where to add value. Start 
by choosing a market based on value of the customers and determine the value offered to the 
customers. Then compare what value the company can add with assets and capabilities 
(SWOT) and where to take action to improve the Value Offering (CV Map). Creating 
Customer Value should occur in an integrated, cross-functional way and supplier and 
customer involvement could contribute to the success of a new product development. The 
marketing mix can serve as basis to create value and the value communication should get 
specific attention, because perception of the value is important for people to buy the product. 
All techniques for managing CVM can be visualised as shown in figure 15. 

Delivered Value 

Company 
Profile 
S&W 

Figure 15 Customer Value Management model 

BO literature mentions the following means to improve market orientation of the BO process. 
Research can be conducted on needs and wants, (international) markets, competitive 
environment. Besides that, involvement of customers for testing, working with lead customers, 
customer focus groups, customer panels and inclusion of external partners can improve 
market orientation. The product definition should be in the language of the customer 
(benefits) and teams should be cross-functional and include marketing people. 
However, the BO literature provides no pragmatic answers how to identify what customers 
want or how to determine the value the company is offering compared to competitors or how 
to analyse where to offer value. The following means to make the process more market pull, 
are mentioned in literature on CVM: Association Pattern Technique (APT), Laddering, 
customer visits, participant observation, customer value change understanding, product 
analysis, customer involvement in creativity and scenario exercises and in-depth interviews. 
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4. Business Development Process & Business Cases 

The points for analysis that were the result of the previous chapter are summarised in the first 
section. The points are used for analysing the current BO process and business cases (BC's). 

All BC's that had been initiated and were still running or were ceased, at the moment the 
study started, have been analysed. They are: Fabric Unlimited, Design Finder, Colour Physics 
Software, Print Unlimited and Artiply. Results of the analyses are expounded in this chapter. 

This leads to points for improvement for which tools and guidelines will be developed. 

4.1. Data Collection & Study Method 

Data are collected about the BO process and five business cases (BC's). The method of 
analysis is a process analysis. In order to find critical points in specific BC's where market pull 
in BO process could be improved, the data on BO process and five BC's are analysed. The 
points of analysis resulting from the literature review are displayed in table 4 underneath. 
These points reflect "how it should be". By means of this points, gaps can be identified 
between the current situation and how it should be. All points of analysis are identified in the 
BC's and discussed with the responsible business developer or manager. 

Table 4 Points of analysis from literature review 
Points mentioned in BD literature and benchmarks Points mentioned in CV literature 

► Clear stages and gates must be distinguished ► Identify what customers value and will value in the 
· ► Gates should be tough Go/No-Go decision points future per segment. 

► Consistent Criteria should be used for Go/ No-Go ► Identify problems that customers currently have 

► The process should be customer focused from the ► Consider technological breakthroughs, market 
start trends and the competitive environment 

► Assess performance compared to competitors on 
the values 

► Analyse what customers value in order to see 
where the company can add value with its 
competencies in order to determine action points 

► Create value for customers by creating a valuable 
offering in the eyes of the customers 

► Communicate value to the customers 

Points mentioned both in BD and in CV literature 

Teams must be cross-functional 
The business cases must leverage core competencies 

Top management must be committed to the BO process and CV management 
Supplier and customer involvement can contribute to success 

Whole organisation must have a shared view on what customers value 

4.2. Current Business Development Process 

The BO process of Stork Prints can be described as: finding and setting up business cases 
(BC's) across the borders of the core business of Stork Prints, moving forward in the value 
chain . As described in section 2.1.2, this is one of the three strategies that Stork Prints 
pursues to grow. The BO department uses two approaches: 
1. Business Theme "Stork delivers on demand". The approach is to become a supplier of 

printed fabrics and printed fabric based products with unique characteristics, 
distinguishing in speed, flexibility and design integrity. Existing BC's are Print Unlimited 
(delivering printed fabrics), Artiply (delivering art reproductions) and Fabric Unlimited 
(delivering pre-treated fabrics - not printed) 

2. Business Theme "Stork organises deliver on demand". The approach is to provide 
services to improve apparel value chain performance with a focus on the supply and 
demand of printed fabrics . BC's are DesignFinder (platform for trading designs) and 
Colour Physics Software (program for colour measurement and recipe calculation). 
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4.2.1. Description of the Current Business Development Process 

The BO process consists of two main processes: Business Idea Generation and Selection 
(continue process) and the BC development process (staged process). 

Business Idea Generation and Selection 

Three sources for business ideas can be distinguished. The first source consists of people 
outside Stork, who have business ideas related to textile prin~ for which the current value 
chain does not provide an answer. The second source includes people within the Stork N.V. 
or Stork Prints Stork employees are in contact with customers and can pick up interesting 
business ideas. The third source, where new ideas originate from, is from people within Stork 
BO. To create new business ideas, BO applies the following steps: (1) conduct customer 
interviews in targeted segments, (2) brainstorm internally on the results (with an external 
facilitator), (3) develop internally propositions (with an external facilitator) and (4) develop 
selected propositions to business ideas. 

Business developers use a question list for conducting customer interviews with buyers of 
printed fabrics. The question list consists of general questions concerning their organisation, 
role of prints, market, marketing, sales, procurement, value chain and trends like Internet and 
collaboration in the value chain . The question list is used in Idea Generation and the Idea 
Stage to identify core needs, latent or unfulfilled needs, of the customer. Just one question 
though could trigger the interviewee to tell about problems he currently has: "If you had a 
magic wand, what would you wish to be changed in the current value chain ." Thus, the 
question list does not explicitly target current and future needs. During the study interviews, 
conducted with players in the value chain, have been attended. It is experienced that it is 
difficult to get interviewees to talk about their needs. They want to see products instead of 
talking about their business. 
All generated business ideas are filed in a "mind map" [see appendix 5] . The mind map 
provides an overview of ideas and facilitates the process of combining those ideas into new 
propositions. During a review meeting, where various disciplines are attendant, an opportunity 
map is made in order to determine the perceived impact and effort of an opportunity [see 
appendix 5] . To decide whether or not a business idea will be taken up as a BC, BD applies 
the following BC selection criteria [Business Plan BO, 2002-2006]: 

Having a link to the apparel market 
Forward chain integration (i.e. the customers of the customers and further) 
Improvement on criteria speed, flexibility, design integrity and transparency for the buyers of 
printed fabrics or print dominant articles 
Synergy with or strengthening other running business cases (e.g. Print Unlimited) 
Learning potential 
The Business Development criteria (listed in next subsection) 

As explained in chapter 2 the needs of customers of printed textiles are speed, flexibility, 
design integrity and transparency. The needs count for one of the five criteria for selecting a 
BC. The relative importance of the various criteria is not clear as well as the way to measure 
the improvement on the criteria. 

Tools 

Besides the mind map and opportunity map discussed in the previous subsection, tools are 
designed for Stork Prints for managing innovations (NewProd). The BO department does not 
use the tools at the moment. NewProd includes strategic, financial and risk methods and 
might be valuable for BO. The results of NewProd give an indication whether the project will 
be a financial success for the organisation. It calculates chances for failure and success of a 
project. Besides that, it shows strengths and focus points according to a factor analysis that, if 
improved, can contribute to an increasing success possibility . Factors that are included in the 
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program are shown in table 5 [see appendix 5 for details}. In short, NewProd shows that the 
choice for the PMT combination, the fit with core competencies and capabilities and newness 
to the company is considered to have influence on the success of the product. The market 
factors mentioned can be divided in value of the customers (size, growth, competitiveness) 
and the value for the customers (market need). 

Business Case Development 

The business case (BC) development process follows the business Idea Generation and 
selection and consists of four stages as shown in figure 16. 

Figure 16 Current BD process at Storie Prints 

Each stage is closed with a review meeting and an evaluation on the BO criteria and a plan 
for the next stage. The BO Go/no-Go Criteria are: 

► Growth within 5 year> 2,5 min Euro 
► Profitability> 10% (within 18 months) 
► Should have a short time to market 
► No technology development 
► Having a link to textile print market 
► Not jeopardising current Stork business or core competencies 

The needs of the market are not included in the BO criteria. A more detailed description of the 
BC's is provided in the next subsection. 

4. 2. 2. Concluding Remarks BO process 

Section 4.1 summarised points for analysis. These point to "how it should be" according to 
literature. After analysing the BO process the following remarks on gaps between the points 
for analysis and the current situation can be summarised (see in table 5). 

Table 5 Points of Analysis in BD process 
Do gaps exist between practice and Do gaps exist between practice and CV literature? 

BD literature and benchmarlcs? 

► Clear stages and gates are ► Identifying what customers value and will value in the future 
distinguished, but gates are not and problems they have per segment is done by question lists, 
shown in the BO process overview but finding needs is experienced to be difficult 

► Gates should be tough Gal No-Go ► Technology, market trends and competitive environment are 
decision points, but are not considered in the Idea Stage, but no structural guidelines are 
consistently executed by the whole on paper for communication with the marketing departments or 
team research institutes, trend watchers etc. 

► Consistent criteria are used for Gal ► Assessing performance compared to competitors on what 
No-Go, but no relative importance of customers value does not take place 
criteria is determined ► Analysis of strengths. weaknesses, opportunities and threats is 

► The needs on a higher level (speed, done. but what customers value is not explicitly included 
flexibility, design integrity and ► Creating a product that meets what customers value is not 
transparency) are identified and explicitly done or checked 
included in BC selection criteria, but ► Communicating value to the customers is difficult, because the 
not in Gal No-Go criteria apparel industry is a traditional industry 

Do gaps exist between practice and points mentioned both in SD and in CV literature? 

► Teams are cross-functional only at review meetings. A business owner develops the business case in close 
co-operation with other functions 

► Whether business cases leverage core competencies is considered by conducting a SINOT Analysis 

► Top management (Group Director) is involved in the BO process and approval is necessary for Gal No-Go of 
business cases 

► No customer involvement is defined as a prerequisite 

► No shared data collection about what customers value for making the organisation have a shared view 
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The table shows that identifying problems, current and future needs of customers is difficult 
with the existing question list. It also shows that by not having a clear view on what customers 
value, this information can not be used for assessing, analysing, creating and communicating 
value for customers. It shows that BO process stages and gates are followed, except for 
determining relative importance of criteria and that no customers need to be involved in the 
process. It also shows that in the case that information on what customers value is identified, 
it is not shared in the organisation. The next subsection discusses analysis of specific BC's. 

,? 

4.3. Business Cases 

This subsection presents a description of the BC's that were analysed . Gaps that are 
identified between how it should be and the current situation will be summarised at the end of 
the chapter. As well BC's that are ceased as BC's that are still running were analysed . 

4. 3. 1. Ceased Business Cases 

This subsection deals with the description of three ceased BC's that are analysed: Fabric 
Unlimited, Design Finder and Colour Physics Software. The focus of the BC's in the value 
chain is shown in figure 17. 
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Figure 17 Focus in the textile printing value chain of the BC's 

The idea of the Fabric Unlimited (FU) is to foresee in the need of digital printers and deliver 
pre-treated fabrics . In the digital printing process (see chapter 1) the fabrics need pre
treatment before the reactive ink can be printed on the substrate. FU entered the BO process 
in the Profitability Stage and was analysed for two weeks in June/ July 2001 . 

1. Company's core competencies 
This business case leverages core competencies of Stork Prints . It leverages knowledge of 
substrates, chemicals, inks and the digital printing process. Besides that, they have access to 
(potential) customers, namely, the customers who bought a digital printing system. 

2. Customers 
The target group are the users of digital textile printers within Europe, the USA and South 
East Asia. The segment of digital textile printers is an emerging segment; estimating future 
market size is difficult and has not been done. The market consisting of users of digital pre-
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treated fabrics are: the traditional textile printers, the designers, retailers, converters, 
garmenters, promotional printers, service providers/ print-shops and hobbyists. The criteria for 
selecting the most profitable market for FU are competitive advantage, accessibility, growth 
potential, turnover for FU and suitability of the current product portfolio (product and 
technology). 

3. Competitors 
The competitive advantages of FU compared to other substrate' shops are: the know-how of 
FU of textile requirements to create big colour gamut and colour sharpness, substrates are 
developed for use with textile colour groups and FU has access to end users in the 
conventional textile industry. 

4. Idea Generation and selection and BO process 
The idea for FU is not generated, but is a current business activity of Stork Digital Imaging 
(SDI). SDI intended to stop with this business activity and group management of Stork Prints 
requested BD to review the BC. The BD criteria were applied at the end of the analysis. BD 
did not take up the BC, because of the following reasons. The first impression was that it is 
hard to make the BC profitable because the market is not perceived as attractive because of 
the limited customers and the large sales efforts required . Besides that, there were limited 
resources to prepare a full business plan for a well-funded go/no-go profitability decision . 
Third reason is that the main market consists of print shops, hence the direct competitors of 
PU . Passing a competitive advantage to them would not be a good idea. 

5. Customer Value Management during Profitability Stage 
Identify; BD internally identified the following needs: customers want to have guarantee for 
delivery of continuous and high .9!!§illy, customers want to have a possibility for customised 
pre-treatment and customers want to avoid risks that occur when pre-treating in-house. 
Customers will have a competitive advantage because of bigger colour gamut and sharpness. 
Assess; BD did not quantify the value being offered to customers during the Profitability 
Stage. 
Analyse; BD did analyse the CV and did compare market size, risk and synergy with current 
activities. BD did analyses how to fill in needs of the market with core competencies . BD did 
also analyse what segment to target. 
Create; The value offering comprehends that FU delivers pre-treated substrates, a customer 
specific pre-treatment service, chemicals and licenses for digital printing application to 
designers, printing companies and service providers. The value offering place was not chosen 
in this stage. However, it should provide value for people who own a digital textile printer or 
will buy one in short notice, people who do not have capacity or interest to pre-treat textile 
substrates in-house and people who are accessible for FU . Value for money was not an issue 
yet. However, different segments have different reasons for buying a value offering (e .g. 
professional vs . hobby). Therefore, research on the price that segments would want to pay 
would be useful. Value communication to potential customers, who were available, was not 
difficult for FU . Commun icating value should differ for each segment, because segments buy 
for other reasons . 

B. Design Finder 

Design Finder (DF) has been initiated in July 2001 and has been ceased in April 2002, at the 
end of the Idea Stage. The idea is that world-wide thousands of screens engraved for specific 
print designs are not being used and are lying as dead capital at the printers' site. Someone 
from Stork Brazil had observed that European print designs were very popular in South 
America and concluded that there would be a large market for such printed textiles . 
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1. Company's core competencies 
OF does leverage core competencies. OF leverages the network of rotary screen printers of 
Stork Prints. Added value offered on the site could leverage digital printing knowledge and 
software developed by Stork Prints. 

2. Customers 
An extensive market research is done. Designers/ Design Studio's (20), printers (10) and 
converters (22) have been interviewed in order to discover opportunities in the market for OF. 

3. Competitors 
BO has interviewed a few competitors in order to gain insight in the future competitive 
position. Interviewing competitors is experienced to be very useful, because it provides a view 
on possible threats and barriers in the market and competitive pressure. The fact that 
competitors were not doing well was one reason to cease OF. 

4. Idea Generation and selection and BO process 
BC selection criteria are not explicitly used. Someone from Stork Brazil was convinced of a 
market for the BC. Moreover, the B, A & H report suggested entering the print design market 
as one of the potential opportunities. BO criteria (Idea Stage) are applied . The main reasons 
to cease OF were based on small market size, the low using rate of the Internet by the 

. market, perception of the buying and selling via the Internet, competitive environment and 
non-compliance with the BO criteria (see section 4.2.2). Current or future market needs were 
not included in the criteria. 

5. Customer Value Management during Idea Stage 
Identify; BO identified needs by interviewing (potential) customers. This was experienced to 
be difficult because the market asks for products instead of pointing to problems they have. 
Assess; BO did not assess or quantify Desired CV. 
Analyse; BO did analyse opportunities in the market and the competitive position but needs of 
the market were not determinant for Go/ No-Go decisions. 
Create; The value offering for designers, by participation in the web-site, is improved market 
access and market reach, lowers sales cost (less travelling, less fairs, etc.) and improved 
presentation and marketing of their designs. Along with the designs other value-added 
services can be offered to the buyer to facilitate the process of converting the design into 
actual print. The value offering place chosen was an Internet platform where (ready-made) 
designs for textile prints are showcased. Buyers can view, browse and buy textile design 
artwork in a secure environment online, thereby making huge savings in time and operating 
costs. The web-site facilitates continuous access to a wide variety of designs, makes design 
selection easier and improves design integrity since the presented designs are in digital 
format already. Value for money was not an issue in the Idea Stage of OF. Communicating 
value without having a clear product definition is hard in the apparel industry because people 
want to see and feel a product and are not used to strategic thinking. 

C. Colour Physics Software 

The Colour Physics Software (CPS) package is a program for colour-measurement and 
recipe calculation for the textile printer that uses an analogue printing system. With the use of 
CPS the colourist is able to calculate colour-recipes and correct them, with a measured 
colour-probe as basis. In the case that the software is coupled with a CAD system, digitally 
received colours . Within CPS one can choose for a set of methodology to calculate a colour 
receipt. Besides that it is possible to influence the result by hand . Then CPS will reflect the 
result as a dye/paint/pigment receipt. This can be on paper in order to import the data by 
hand in the dispensing system or full automatically. When the program is coupled to a Stork 
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Saturn dispensing system, the calculated recipes can be measured into doses automatically. 
Recipes can also be printed. Because CPS is an indispensable link between pre-print and 
print in the textile printing value chain, the product is a key-product for MTP (Manage Textile 
Print). Already during the colourisation process the colourist can see whether a colour is 
feasible in the production .. 

1. Company's core competencies 
CPS does leverage the core competencies of Stork Prints, because Stork Prints has 
knowledge on digital and analogue printing technologies and the colourisation process. 

2. Customers 
The target market for CPS is the professional textile printer market. CPS is sold mostly in 
combination with a dispensing system in order to measure the, by CPS calculated, recipes 
accurately. Stork has a market share of 32% in the dispensing system market. The customers 
mainly are located in Western Europe, the Far East and America (approximately 75%). In 
order to penetrate the current market of textile printers the following options are chosen: offer 
new developed CPS to current CPS customers or offer new developed CPS to current Stork 
dispensing system customers . In order to develop the market the report describes two new 
markets that can be targeted. The first is collaboration with colouring suppliers; partnering 
with other companies could lead to superior offerings as well as new customers . The second 
is integration with other dispensing systems. In order to get in contact with new customers to 
sell CPS and other Stork systems. 

3. Competitors 
A competitive analysis is carried out and the products are compared on different functionality. 
BO did not take the value of various offerings from the customer's perspective into account. 

4. Idea Generation and selection and BO process 
BO has determined assets and capabilities that are needed to make CPS feasible. BO has 
calculated future profits and has compared various options. Needs of the market were not 
determinant to take the BC up. 

Reasons for pursuing CPS 
1. Colour management algorithms need to be 

protected 
2. Colour management algorithms part of future 

strategy 
3. CPS is criticalpart of MTP 
4. Good functionality 
5. Sales tool dispensing systems 

Reasons for ceasing CPS 
1. Market small, minor sales 
2. Heavy support effort & cost 
3. No software sales infrastructure 
4. Difficult to sell stand-alone 
5. No link with new Stork software 
6. Brand colour prediction system not important 
7. We don't know other markets 

BO concluded that CPS is not viable as stand-alone BC and that it does not comply with 
requirements BO. The CPS algorithms are important building bricks for colour management 
applications. They need to be protected. So, do not sell or outsource, because several Stork 
stakeholders see future applications. BO decided to freeze and hold CPS. 

5. Customer Value Management during Profitability Stage 
Identify; BO internally identified benefits for customers . These were based on the history of 
customer contact. Future needs are recognised but not taken into account. 
Assess; BO did not assess needs or value in order to decide to cease or pursue the case. 
Analyse; BO analysed assets and capabilities of Stork Prints versus needs of the market and 
decided to "freeze and hold" the case. It means, that BO helps current customers who are 
using the program but does not sell new programs. Whether the value offered is enough to 
pursue is not analysed. 
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Create; The value offering provides value for new customers (end-users) and the installed 
base of CPS-Unix customer. By coupling it to other systems and using standard 
communication language CPS provides flexibility. By improved functionality CPS provides 
quality. Because CPS is fast, it decreases costs for the user. The value offering place is via 
the Operational Regional and Core Companies of Stork, via the Internet and via third parties. 
For the first distribution channel it can be concluded that CPS is not properly marketed 
internally to the sales people, because they do not market CPS properly externally. Value for 

" money of CPS is determined by taking into account the existing market, competitors and the 
added value of CPS. Whether value or the product is communicated to various segments is 
unclear. However, the organisation of the product launch is extensively described and per 
segment a suitable offer is done for CPS via a direct mail campaign . 

4. 3. 2. Running Business Cases 

This subsection deals with the analyses of two BC's that are running at the moment: Print 
Unlimited and Artiply. Figure 18 below shows the focus in the value chain of the BC's. 

Printing 

Screen engraving 

Color separation 

-X 
Q) Textile design 
I-

Figure 18 Focus in the textile printing value chain of the BC's 

D. Print Unlimited 

Print Unlimited (PU) produces textile prints for fashion, sportswear, beachwear and interior 
applications. PU makes unique prints, from 1 meter up to several hundred meters, with a very 
short delivery time. BD has taken over PU in the Profitability Stage in 2001 . PU used to be a 
demo shop of Stork Digital Imaging (SDI) for years . The idea of PU is to deliver high quality, 
digitally printed fabrics. 

1. Company's core competencies 
PU does leverage core competencies. It makes use of technology and knowledge of Stork 
Prints as well as knowledge of employees of PU on printing systems, ink and substrates. 

2. Customers 
After an in depth analysis of the SDI print shop set up (market, competitors etc.), BD decided 
to focus the services on apparel and within apparel on haute couture and pret-a-porter (see 
section 2.2.2). Other segments are discussed in a reactive mode. 
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3. Competitors 
At the time, when PU was initiated, competitors were not in the market. Currently, the 
competitors are emerging and some customers are switching to competitors that offer lower 
prices. However, the value that PU offers is perceived to be superior. 

4. Idea Generation and selection and BO process 
The idea originates from within Stork Prints . During ITMA 1995 ._SDI came up with the idea to 
start a digital print shop for buyers of printed fabric . Early 2001, BD acquired the print shop 
from SDI, because the print shop served customers forward in the value chain . The business 
owner argues that for idea selection, the question whether a case really solves a problem for 
customers in the textile printing value chain and whether BO can make business with the BC 
should play a more important role. At this time gaining learning experience often is more 
determinant. BO keeps the BO criteria in mind intuitively during the BO process stages. 

5. Customer Value Management during the Profitability Stage 
Identify; BO did not identify needs if the market at first. However, the needs are more or less 
known because the sales representatives visit the customer personally. During this study a 
customer survey was sent out to the customers in order to learn about their needs (see text 
box on page 45) 
Assess ; BO assessed what customers value by the results of the customer survey. The 
business owner argues that it is difficult to compare intangible criteria (e.g. learning) with 
tangible criteria (e.g. profit). 
Analyse; BO analysed segments based on function and chose a target segment based on 
value of the segment for PU and value that PU could offer them . BO did a SWOT Analysis , 
but did not include needs of customers . 
Create; The value offering can be described as a printing service with unique quality and/or 
very short delivery time from print design to printed fabric. The offering was unique when the 
BC had been initiated and at the moment it is superior to competitors ' offerings. The value 
offering place is via sales representatives, who visit the (potential) customers personally. 
Products are delivered at home address of the customer. Value for money of the offering of 
PU compared to competitors is perceived worse by customers (see cadre at the end of this 
chapter). PU experiences that the prices are being compared to alternative techniques (e.g. 
rotary screen). Alternative techniques offer lower quality and serve market segments other 
than the target segment (mass production) . It is hard to increase the perception of the value/ 
price ratio. Sales people who visit all customers at their site, should Communicate Value . 
Personal visits are very important because in 70% of cases, after the visit an order is being 
placed . Market Communication is supported by an external company called the Mood 
Factory. To communicate value to the customer is not experienced to be difficult in the case 
that PU is communicating with the right customer. Customers seem to still need a lot of help 
and steering with defining the product. PU experiences that it is hard to make sure that 
customers have the right perception of the value offering. 

E. Artiply 

Artiply creates fine art reproductions on linen, in close co-operation with art experts. 
Artiply comprehends printing art on textile digitally. Artiply co-operates with museums and 
more contemporary artists in order to duplicate the original artwork directly. The products are 
framed and delivered to the customer at home. Artiply is initiated in 2000 at SDI and in 2001 
taken over by BO. Artiply has accomplished the Idea Stage and the Feasibility Stage. Since 
January 2002 the BC is in the Profitability Stage. 
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1. Company's core competencies 
Artiply leverages the printing knowledge of Stork Prints and of PU . The co-operation with 
museums and artists is a strength of Artiply. 

2. Customers 
Printing fine art reproductions on paper and canvas digitally is already a large business in the 
USA and is growing. To test whether there would be market for the value proposition, the 
business owner tested enthusiasm of a few close people and of experts in the industry. In the 
Feasibility and the Profitability Stage it became clear that Artiply has overseen a market 
segment namely, the segment of native people older than fifty . 

3. Competitors 
There is strong competitive pressure for printing on paper and canvas; printing on textile, 
however, is very innovative. Large companies are currently expanding to Europe, but besides 
incidental orders at PU there is no knowledge of market players reproducing fine art on textile. 

4. Idea Generation and selection and BO process 
The original idea is generated at SDI and enhances the digital printing of art reproductions on 
paper or textile . In short the business concept for the BC is art on textile. The business plan 
for Artiply mentions customer satisfaction as BO criterion. In the Strategic Plan 2002-2006 for 
the BO department this criterion is left out. However, customer satisfaction can not be 
assessed in early stages of the BO process, because no concrete product available yet. But, 
according to the business owner a CV related criterion should be added . Business owner of 
Artiply proposes exclusivity or necessity of the product. In the Feasibility Stage launching 
customers are found and production of the product is proven to be feasible. 

5. Customer Value Management during stages 
Identify; BO identified needs of the market by asking some people close by whether they 
would buy the product. This was possible because the customers of this BC are consumers . 
Assess; BO did not assess whether value offered was superior to competitors' offerings. 
Analyse; BO did not use true needs of the market for analysis. The segment was chosen 
based on thinking of BO and not on needs identified in the market. 
Create; The value offering was a concrete product definition from the beginning of the BO 
process. In the Feasibility Stage the value offering was more specified because of 
collaboration with launching customers, which resulted in the fact that competitive offerings 
were more obvious. Creating customer value is done in co-operation with the museum, which 
can be considered as a customer or partner. This has been valuable because the museum 
has knowledge of what art is most difficult to duplicate and what art is most favourite with 
potential customers. According to the business owner, a tool for translating the concept to 
product attributes based on what customers value, would be valuable . The value offering 
place is important to distinguish the value offering from competitive offerings and 
communicate the value. Therefore, a brainstorm session has taken place to determine what 
characteristics of a value offering point could influence the perceived value. Value perception 
is important for the price (Value for money) customers are willing to pay. Collaboration with 
launching customers led to more insight in what price customers would want to pay and to 
more insight in the cost structure. Value communication was easy because the value offering 
was not a concept but a concrete visual product. Additionally, a brainstorm session has taken 
place to identify all the aspects in communication of value (selling via points of sale and 
Internet) that might increase or decrease the value offered . In the Feasibility Stage, 
communication of the value to launching customers has succeeded; communication to a 
larger segment must be initiated. 
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Experiences from Survey among Customers of Printed Fabrics 

Print Unlimited (PU) comprises production of textile prints for fashion, sportswear, beachwear and 
interior applications (see section 4.3.2) and is currently in the Profitability Stage. The idea is proven to 
be valuable and feasible. Whether or not, the business is profitable must be proven. Therefore a more 
detailed knowledge on the value offered to the customers and how to improve that value, is necessary. 

1. Research Cause 
The reason for conducting a survey among customers and non-custdtners in the Profitability Stage of 
PU is that the turnover did not increase as expected from 1998 till 2002. After analysing customer data, 
it appeared that 70% of the customers who placed one order in the period, did not place a re-order. 

2. Research Questions 
The following research questions are formulated: 
1. Why do customers order with PU after receiving a quotation? 
2. Why do customers place additional orders with PU after receiving the first order? 
3. What would make non-customers order and customers re-order at PU? 
4. What do customers and non-customers of PU find important when ordering printed fabrics? 
5. How do customers and non-customers rate us compared to competitors? 

3. Research Population 
The customer survey is carried out among 339 
customers and non-customers of PU. Customers 
and non-customers of PU in the Netherlands, 
Belgium, France, Germany and England have 
been selected because these are the target 
countries (see figure a). The target segment of PU 
is the high-end segment of the converters. More 
than half of the surveys was sent to and received 
from this segment. But also companies who make 
interior products, companies making art products 
and textile (print) designers are included in the 
population. 
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Sales representatives choose the sample that has Figure a Number of questionnaires sent per country 
been sent a survey, from the address record of PU . 
They filtered out non-customers and customers, who ceased their business or do not fit in one of the 
above mentioned segments. The reason for filtering the address record is that the record contains all 
kinds of customers whose address is added to the record in the last few years. It includes customers as 
well as non-customers. People who buy large amount of printed fabrics as well as people who hardly 
buy any amount of printed fabrics. It is a very diverse sample, that is considered to be representative. 
Adding addresses is not necessary for the goal of the research. 

4. Research Method 
Data collection methods that are used, are personal interviews and customer surveys. The population 
who has been sent a survey is contacted by phone after a few weeks, whether they had received the 
survey and were going to return it. This was done to increase the response ratio. A written survey has 
been sent to 257 non-customers (who requested a quotation or had a personal visit) and 82 customers. 
A personal interview is done with people who are perceived to be valuable non-customers (5) and 
customers (9). The reason for choosing a written survey is that a large sample can be targeted in a 
reasonable time span. Personal interviews are 
carried out in order to have a more qualitative 
impression of the respondents. 
Figure b shows the visits, the response (including 
the visits) and the total number of surveys sent. 
The argument to choose a written/ face-to-face 
survey is the perceived value that customers can 
have for as well PU as 80. The information as 
basis for the questions is determined internally 
within BO and checked with the sales 
representatives. The questions are rather basic 
and directly aim at the above mentioned research 
questions. The question list is made as short as 
possible in order to reduce the time needed to fill it 
in . A letter has been sent with the survey offering a 
50 Euro reduction on the next order or participation 
in a workshop for returning the survey. 
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5. Data Processing 
Data processing· is done with Excel for start. Use of SPSS is considered, but it would be a big effort in 
case that the customer survey is just a one-time activity. In opinion of the researcher, a short training for 
SPSS would be useful for BO. Then one person understands the program and it can be used for future 
BC's to determine, assess and analyse CV. Analysis of the data is done with pivotal tables in Excel. 

6. Calculating Customer Value Ratio 
For determination where PU adds most value for its customers and non-customers and for the various 
segments, the CV Ratio was very useful. In order to determine where to start when increasing the value 
offered, the CV Priority is very useful. More on this follows in the sections 5.5 and 6.2.4. 

7. Research Results 
The results of the survey, or the answers on the research questions, are summarised underneath. 

1. Why do customers order with PU after receiving a quotation? 
The reasons for ordering at PU for customers as answer on an open question are the print quality and 
then quality of the staff and digital print possibilities. The reason for non-customers to not order is price. 
Also dependency on orders of their customers is an important reason. The reasons for ordering at PU 
are different per segment. Artists mention dependent on their order most, companies mention speed 
and designers mention print quality. For the converter segment, it shows that converters do place an 
order with PU because of the print quality and do not place an order because of the price. 

2. Why do customers place additional orders with PU after receiving the first order? 
The reasons for customers to order for production of a proto-type mentioned most are quality of the print 
and of the staff. The reasons for customers to order for production are price and little less important are 
quality of the first order and also speed . 

3. What would make non-customers order and customers re-order at PU? 
Concluding the previous two questions and comparing answers of customers and non-customers, the 
following can be stated: Price and quality seem to be the most important issues for customers. Quality 
concerns the quality of the print, the staff and the first order. Price means total price including transport. 

4. What do (non-) customers of PU find important when ordering printed fabrics? 
Overall quality and price are considered to be most important. However, price is more important to non
customers than to customers. Quality is more important to customers than to non-customers. Non
customers find any run-size possible more important than customers. Customers find competent staff 
more important than non-customers. Re-ordering customers find quality most important followed by 
competent staff, non-re-ordering customers find quality and price most important. Customers who don't 
place re-orders find price far more important than customers who do re-order. 

5. How do customers and non-customers rate us compared to competitors? 
PU scores better than competitors on all the criteria , except for the price criteria. The price is rated worst 
by non-customers (than customers) and by the converters (compared to other segments). 

Questions were included in the question list to extract wishes, additions or anything for determining the 
ideal service of PU. The following was mentioned as an answer on this open question: customers' and 
non-customers' most mentioned wish concerns the fabric collection. They would like to have their own 
fabrics printed, a different format of fabrics and a different fabric collection . A lower price is also 
mentioned as wish as well as confection services. The fact that confection services is mentioned is 
confusing because extra services were least important to the response group. The question would need 
further research. 

8. Actions 
Actions based on research results: 
► The choice for the converter segment is supported by the results of the survey because they could 

have the most value for PU. Because the segment of converters is the segment to target when 
aiming at high volumes . So keep targeting the converter segment 

,. Price and Quality are most important. The price is determinant reason for not ordering and re
ordering. So do something to have a lower price and keep the quality level consistent. 

► The score of PU on quality is better than competitors. The score of PU on price is worse than 
competitors. So, price/ quality perception should be improved or price should be decreased. 
Consistent quality level should be kept. 

► Look at substrate collection. Make sure customers and non-customers know they can bring their 
own substrates. 
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9. Conclusions 
Experiences from conducting the survey 
► For determining the main buying criteria it would be useful to interview some customers. That 

makes it easier to formulate criteria in their language and to choose the right criteria. 
► It is very important to have a database containing the right terms. For example make clear 

distinction between re-order and additional order in all records. Because a re-order involves less 
sales and CAD effort and an additional order only involves less sales effort. 

► It is very important to use the database consistently. For example,. if segment names are not used 
consistently, it is not possible to select a whole segment without lel}ving out inconsistent terms. 

► By frequently conducting a customer research changes in needs and wants can be identified. For 
example, check whether more respondents know PU via Internet because of outsourcing the 
maintenance of the web-site. 

► Questions with multiple answers possible are not useful to compare with answers on other 
questions (at least in excel). Because some companies give one where others give multiple 
answers. Which answer should you choose from the multiple answers? 

► Open questions are very useful for providing qualitative answers. These questions need to be 
categorised in order to make answer categories but give a very good view on their needs, although 
analysing the results takes more time. 

► After conducting the survey customers can be segmented by what they find most important. In the 
case that BO develops a business that increases e.g . speed of delivery it can target the customers 
for whom that is most important. 

► Distinguish Value Profile and Price Profile. Divide 100 points over quality and price. Then divide 100 
points over various buying criteria determining quality. 

10. Implications for Customer Value research 
► Deciding on what buying criteria in the language of the customer to use is a difficult job. An in-depth 

interview, before setting up the question list, in order to elicit the most important buying criteria in 
the language of the customer would be useful. 

► Assessing where most value is delivered is not enough to take action. Therefore, the CV Priority 
should be calculated, in order to determine what buying criterion has the highest priority for 
improvement. 

4. 3. 3. Concluding Remarks Business Cases 

The results of analysis are shown in the table and conclusions are drawn. However, first two 
topics that gain much attention in literature are described separately. 

Do the BC's leverage core competencies? 
FU does leverage core competencies of Stork Prints: knowledge on textiles , chemicals and 
digital printing technology. OF leverages the network of Stork Prints and added values offered 
on the site could leverage digital printing knowledge and software developed by Stork Prints . 
CPS surely leverages the technology and knowledge of Stork Prints. PU does leverage core 
competencies. It makes use of technology and knowledge of Stork Prints as well as 
knowledge of employees of PU. Artiply does leverage core competencies, because it makes 
use of the technology and knowledge of Stork Prints . So, all of the BC's leverage core 
competencies . 

Do the BC's focus on needs of the market from the start? 
Although needs in the market exist that FU could meet with its assets and capabilities, FU is 
not taken up by BO. Potential customers of OF were interviewed, but no true needs are 
identified or quantified. CPS already had customers, who were not approached by BO for 
determining their needs. However, because of the needs' of the current customers, support is 
provided for CPS. In order to provide support an active technology owner is appointed. No 
new systems are being sold. PU prints on demand and has a clear focus on the needs of the 
market. The need in the apparel value chain for high quality, short production runs and short 
delivery time is present. Artiply did not focus on needs of the market from the start but was 
mainly driven by the vision of the business owner rather than by customers' need. So, needs 
of the market are not always identified and mostly not determinant for Go/No-Go of the BC's. 
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Table 6 Points of Analysis in Business Cases 
Do gaps exist-between·practlce and Do gaps exist between practice and CV literature?· 

BD literature and benchmarks? 

► Clear stages and gates are ► Identify whether customers would want the product is identified 
described in business plans but no needs or benefits sought are summarised. 

► Gates mostly are tough Go/ No-Go ► Technology, market trends and competitive environment are 
decision points considered in the business plans 

► Criteria that are used for Go/ No- ► Assessing performance compared to competitors on what 
Go are not consistent and no customers value does not take place, except for the PU survey, 
relative importance is determined ► Analysis of strengths, weakneises, opportunities and threats is 

► The needs are not always done, but what customers value as identified by interviews is not 
identified although for some BC's explicitly included 
customers in the market are ► Creating value based on attributes customers want and benefits 
interviewed. In the case that needs they seek is not explicitly done 
in the market exist, they are not ► Communicating value to the customers is difficult, because of 
determinant to pursue the BC traditional industry, which consists of companies that are not 

innovative and want to see a product. 
Do gaps exist between practice and points mentioned both in BD and in CV literature? 

► Teams are cross-functional only at review meetings. One business owner develops the business case in 
close co-operation with other functions 

► All business cases leverage core competencies in a way and this is also mentioned in business plans. 
However, SWOT Analysis is not included in all of the business plans. 

► Top management (Group Director) is mostly involved, because approval is necessary for Go/ No-Go of 
business cases 

► No customer involvement is defined as a prerequisite and although for some BC's customers are available 
they are not involved. 

► No shared data collection about what customers value and results of interviews for making the organisation 
have a shared view 

As shown in the table above, the following points need improvement. First point is that 
identifying, assessing, analysing, creating and communicating CV is experienced to be hard 
and is not done in a consistent way. Not all of the BC's did focus on customers' needs from 
the start. No BC is pursued, because of needs of customers (FU). Although customers were 
interviewed, no true needs are identified (OF). Although customers were available, no needs 
are identified and no involvement took place (CPS). So identifying needs should start with 
identifying problems (PU). A CV related BO criterion should be added e.g. uniqueness, needs 
(Artiply). Customers are not involved, although they sometimes are available. The SWOT 
Analysis is not carried out and included in business plans consistently and information 
extracted from the market for a specific BC is not kept collectively and shared with other 
business developers. The PU survey shows that for setting up a customer survey it is 
necessary to understand the key buying factors of the customers. These could be established 
by interviewing some customers. Besides that the PU survey shows that assessing on what 
factors most value is offered, is not enough. BO should also assess what has the highest 
priority for improvement for improvement. 

4.4. Concluding Remarks 

Comparing the results of analysis of the BO process and the BC's with points for analysis 
shows some gaps between the current situation and how it should be. Therefore tools and 
guidelines need to be developed for the following reasons: 
► Guidelines for improving current question list in order to identify current and future 

Customer Norms & Values and Desired CV. In order to improve the market orientation, 
the question list should aim at understanding what customers value (true needs, problems 
they have, key buying factors). Also guidelines for sharing the identified needs within the 
BO department are needed. 

► A tool and guidelines for assessing what customers value are needed. Then BO can 
conclude whether the BC offers superior value than competitors and where to improve. 
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► Guidelines for improving analysis based on what customers value instead of on profit and 
market size. Choosing the right segment to target can do this. By using real needs of 
customers in a SWOT Analysis consistently and include it in business plans. 

► Guidelines for improving creation of value offerings based on what customers value 
instead of what is possible with core competencies. Involving customers and using 
Desired CV as the starting point can do this. 

► Guidelines for communicating value to various segments 
► Guidelines for a CV based BD criterion (unique, superior or fulfils true need) and 

determining relative importance of criteria. Because BC's are ceased that did fulfil needs 
of customers, maybe the relative importance of customer needs in the CV based BD 
criterion should be high. 

Altogether these guidelines will provide focus on customers' needs from the start in a 
consistent way. Combining these guidelines with the various stages of BD leads to the 
following implications for Idea Generation and various stages of the BD process. 

Idea Generation and Selection 
During Idea Generation guidelines for extracting Customer Norms & Values and Desired CV 
need to be used. As shown in the literature review these can be based on Laddering. Besides 
that this gathered information should be stored in a database accessible for all members of 
the BO department. Doing this, understanding of various segments in the market will improve. 

Business Development Process 
Because no BC in Growth Stage could be analysed, and efforts put in the early stages have 
more effect on success of the BC, this stage is not taken into account. 

Table 7 Implications of guidelines for stages 
Idea Stage Feasibility Profitability 

Identify Customer Norms & Values Desired CV Key buying factors 
and Desired CV Segment Profile 

Assess Customer Norms & Values Benefits sought Performance on key buying 
of market segments factors compared to 

competitors 
Analyse SWOT Test with customers which Customer Value Ratio 

What segment? offer is superior Customer Value Priority 
Create Value proposition Valuable offering Superior Value Offering 

Communicate Benefits sought Benefits offered Superior Value offered per 
segment 

The next chapter presents additional literature to develop the guidelines needed. 
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5.2. Theoretical Exploration on In-depth Interviews 

This section shows a summary of additional literature on Laddering (see section 3 .. 2.4). 
Literature is reviewed for developing guidelines that improve interviewing with the current 
question list (see section 4.2.1 ). Currently, the question list of BO does not extract core needs 
and BO can not segment the interviewees after interviewing. By using guidelines, BO should 
be able to know in what segment the interviewee belongs, and what benefits the interviewee 
seeks. ,? 

What is the basic idea of Laddering? 
According to Wansink (2000] Laddering is an interviewing technique that seeks to get to the 
heart of the reasons that people purchase what they do [Wansink, 2000]. According to 
Reynolds & Gutman (1988] Laddering refers to an in-depth, one-on-one interviewing 
technique, that is used to develop an understanding of how customers translate the attributes 
of an offering into meaningful associations, following Means-End Chain (MEC) theory (see 
section 3.2.4). This is achieved by direct probing with the question "Why is that important for 
you?" to set up linkages between Attributes, Benefits (Desired CV) and Customer Norms & 
Values (Reynolds & Gutman, 1988]. During Idea Generation BO needs to use interviews to 
determine Customer Norms & Values (way a company distinguishes from competitors) and 
Desired CV (benefits sought, problems). An existing competitor's product can be taken as the 
starting point. 

How does Laddering work? 
Ter Hofstede ea. (1998] distinguish the following steps in the Laddering technique [For details 
see Appendix 6]. 
The first step is the attribute-elicitation phase, in which customers are questioned about the 
attributes used to compare and evaluate products (Ter Hofstede ea. , 1998]. For eliciting 
distinctions Reynolds & Gutman (1988] mention three methods. The first is "Triadic Sorting", 
which means asking to compare three products and mention characteristics that two have in 
common in order to elicit initial distinctions (what makes the difference e.g . the car maker, the 
size, the looks etc.). The second is "Preference Consumption Differences", which means 
asking why consumers prefer the first above the second producU brand/ service and in what 
situation they would use the most preferred or the less preferred. The third is "Differences by 
Occasion", which is asking about the context in which they consume the product to elicit 
distinctions (Reynolds & Gutman, 1988]. 
The second step Ter Hofstede ea. (1998] mention is the depth-interview. The most important 
attributes identified in the first phase are used as the starting point for the depth interview. 
The customer is continuously probed with some form of the question "why is that important to 
you?". This way of questioning forces the subject up the ladder of abstractions, until she/he 
cannot go further. The end need not always be at the value level. The result is a sequence of 
concepts, which are called Ladders (Ter Hofstede ea ., 1998]. 

Why should BO use Laddering? 
According to Ter Hofstede ea. [1998] Laddering is the most widely applied qualitative 
assessment methodology to reveal means-end structures. It is suitable for Idea Generation. 
Limitations of the Laddering technique are summarised in subsection 3.2.4. In sum, Laddering 
is not suitable as an instrument to be used in large representative samples, nor what it 
intended to be used in this context [Ter Hofstede ea ., 1998]. 

What Additional Guidelines can BO use? 
According to Wansink [2000] the question why customers do not buy the product should be 
answered in focus groups, questionnaires and interviews. The key to understanding why 
people don't use products sometimes lies in the introspective answers of a few than from the 
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initial answers of many. By doing so, the marketer can target his ideal customer and appeal to 
the real reasons customers buy [Wansink, 2000]. 
Turock [2001] argues that a company should not focus on giving customers what they want 
(articulated needs) but on giving customers what they might value but would never think to 
ask for (their latent needs). Turock mentions the following guidelines. The first is to ask more 
enthusiastic customers and less enthusiastic customers, ex-customers and non-customers. 
Otherwise a company oversees new and emerging markets. The second guideline is to not 
only use this information for strategic decisions, but also use industry trend studies, employee 
insights, demographic data and segment value profiles. The third guideline is that customers 
are good for feedback on existing products. For new products ask for their desired outcomes 
and their ideal situation [Turock, 2001]. According to Gale [1997*] customers themselves 
cannot conceive the benefits (value) of new products. Instead, look for problems that 
customers experience with current products. 

According to de Haas [1997] technology brings forth opportunities to create functions for 
which products can be created by the technology . A customer is in a use situation for which 
he needs functions to be filled in. Products can fill in this function. Instead of communicating 
on a product level, supplier and customer should communicate on the function level and then 
decide on the product that will fill in that function [de Haas ea. , 1997]. 

According to Kegarise [1997] customers are capable of doing unusual things. They might 
maintain "non-value-added" steps in their processes. These needs, unknown to the customer 
and known to the supplier, give the supplier a competitive advantage. In order to find these 

opportunities salespeople should be trained to flowchart Generic probing questions are: 

processes of the customer and spot problems. Customers ► Why did you mention that product 
feature/ attribute? 

are generally interested in suppliers learning what they do. ► Why is that feature/ attribute 

According to IPD lab [Voice of the customer], keys to a important to you? 

good interview are: create a list of potential use situations. 
Develop probing questions which elicit the "story" of what 
happened and how. Then construct probing questions (see 
text box) to get at the "why's", underlying the features and 
products used. 

► What does that feature let you do? 
Does that feature cause you 
problems? Why? 

► What works well about that feature ? 
► What doesn't work well about that 

feature? 
► What feature do you think you will 

want in the future? 

Reynolds & Gutman [1988] mention two problems with Laddering and how to solve them. The 
Respondent really does not know the answer; Sometimes this can be solved by negative 
Laddering, asking what would happen if the attribute or consequence was not delivered or by 
rephrasing the question. Issues can become too sensitive; This can be solved by moving the 
conversation into a third person format, reveal a personal fact or come back to the issue later 
[Reynolds & Gutman, 1988]. 

5.3. Theoretical Exploration on Benefit Segmentation 

This subsection presents the theoretical exploration on benefit segmentation and the reason 
why this way of segmentation is chosen. It provides guidelines for designing guidelines for the 
BO department (see also subsection 2.2.6). 

What is the basic idea of Benefit Segmentation? 
Botschen ea. [1999] argue that the belief underlying benefit segmentation is that the benefits 
which people are seeking in consuming a given product are the basic reasons for the 
existence of "true" market segments [Haley, 1968 as cited in Botschen ea ., 1999]. Benefit 
segmentation can be regarded as an approach to market segmentation which identifies 
market segments by causal factors rather than descriptive factors [Botschen ea., 1999]. 
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How does Benefit Segmentation work? 
Ter Hofstede ea. (1999] also use the means-end chains as a base for segmentation. Linking 
products and customers in MEC's for the purpose of segmentation combines the strengths of 
product- and customer specific bases of segmentation. Identifying segments from concrete 
product attributes increases the actionability of the results for product development (Urban 
and Hauser as cited in Ter Hofstede ea., 1999]. Most of the published studies tend to identify 
attributes instead of benefits sought. However Botschen ea. [J 999] show that means-end 
chains can be used to develop "true benefit'' segments. Benefit segmentation based on 
means-end chains allows a deeper understanding of why people look for certain attributes. 
According to Botschen ea. [1999] the process can be described as follows: 

1. Interview 
Describe in detail the latest purchase situation (when, what, why, for whom, price, time, clear expectations?). 
Paper and pencil Laddering interview (mention key buying factors, why? why? why?). 
Questionnaire with pre-scribed desired buying factors (rate on five points scale). 
Gather socio-demographic information. 
2. Correct 
Make corrections to the data. Equal responses of the same respondent are filtered. 
3. Analyse 
Then attributes, benefits and values are distinguished between the answers. 
4. Create 
Attributes do not explain per se for what reasons a product or service is bought. Perceived benefits explain why 
people are looking for certain attributes. To produce "true" benefit segments the benefits of attributes from 
Laddering data are used for identifying the segments [Botschen ea., 1999). 

Why should BO use Benefit Segmentation? 
Since benefits (Desired CV) are the central reason why customers choose a product or 
service according to Gutman [1991, as cited in Botschen ea., 1999], segmentation on the 
"true" benefit-level seems to be very promising [Botschen ea., 1999]. According to Haley 
[1968 as cited in Alfansi & Sargeant, 2000] it is the benefits which people are seeking in 
consuming a given product, which are the basic reasons for the existence of true market 
segments. According to Smith [2002] most frequently used methods by B2B companies 
include segmenting by: 
► Demographic variables such as industry, company size, location 
► Operating variables such as technology, user status 
► Purchasing approaches such as buying centre structure and composition 
► Situational factors such as urgency, specific application, order size 
Smith proposes to segment customers based on how they deliver value to their own customer 
(Customer Norms & Values) [Smith, 2002). Because the way they deliver value to their 
customers (distinguishing from competitors by Customer Norms & Values) also characterises 
the Desired CV they seek, this form of segmentation can be seen as Benefit Segmentation . 

According to Rao & Wang [1995] there are two major approaches. The first one is the a priori 
approach in which the segmentation variables and their categories are decided before data 
are collected. Traditional segmentation approaches based on geographic, socio-demographic 
variables fall in this category. The a priori approach is a process of disaggregating a large 
market into subgroups. The other approach is a clustering based segmentation design in 
which the segments are determined a posteriori by a cluster analysis on a set of relevant 
variables . Benefits segmentation is an example of this approach . This approach can be 
viewed as a process of aggregating individual customers into groups. 
The first approach is more popular because of its simplicity, the latter is recognised as 
superior [Rao & Wang, 1995]. Because the latter is superior and because Desired CV is not 
known a priori, the latter is chosen for developing guidelines. After having an in-depth 
interview with potential customers in the apparel they can be segmented . 

What Additional Guidelines can BO use? 
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Freytag & Clarke [2001) present a general industrial segmentation model directed towards 
situations characterised by relationships and networks (see figure 19). The model stresses 
the importance of having a deep understanding of the customers' characteristics, needs, 
future directions, as well as identification of what kind of overall relationship is required by the 
customer. This model involves identifying, Environment 

selecting, and monitoring of segments. The 
segmentation model thus should be able to identify 
the factors affecting the market's turbulence and 
be able to adjust to these by being dynamic 

,----8-uy_e_r__, ,, 
Competitors 

[Freytag & Clarke, 2001). 
Figure 19 the Dynamic Interaction Segmentation (DIS) model 

According to Doyle [1994) a segmentation scheme should meet five criteria (section 2.2.6): 
1. Effective: customers whose needs are relatively homogeneous within a segment 
2. Identifiable: business must be able to identify customers in the proposed segment 
3. Profitable: to target the offer precisely and add value 
4. Accessible : to reach and serve customers effectively 
5. Actionable: must provide competitive advantage [Doyle, 1994). 

After identifying segments, the next step is to evaluate and select the segment or segments 
that the company wants to target. According to Doyle (1994) targeting must be based on the 
attractiveness of the segment: segment size, segment growth, profitability of the segment, 
current and potential competition and capabilities of the business (Doyle, 1994]. According to 
Freytag & Clarke [2001] segments need to be selected where the company can create 
competitive advantages and gain the position 
in the segment that they want [Freytag & 
Clarke, 2001]. In other words, based on the 
value that can be offered to the customer. Value for 

High 

Combining the Value a company can offer to 
the customer and the attractiveness of the 

Customer 

segment as described above the segment a 
company should target is shown in figure 20. 

Low 

Target 

Low High 
Value of Customer 

Figure 20 Which segment to target? 

5.4. Theoretical Exploration on SWOT & Resource Analyses 

This subsection shows the theoretical exploration for making the SWOT Analysis more 
market oriented (see also subsection 2.2.6). BO can conduct a SWOT Analysis for 
determining where core competencies of Stork Prints can be used to meet market needs. 

What is the basic idea of SWOT and Resource Analyses? 
SWOT (Strengths, Weaknesses, Opportunities and Threats) Analysis is a very effective way 
for quickly isolating the key issues, identifying the strengths, weaknesses, opportunities and 
threats. Carrying out an analysis using the SWOT framework will help a company to focus its 
activities into areas where it is strong, and where the greatest opportunities lie 
[www.mindtools.com; GarnterG2, 2001] . The Resource Analysis is an instrument with which 
organisations can organise their resources in a few categories. For each category a strategy 
can be formulated . The strategic resources are the only resources that can provide 
competitive advantage. The Resource Analysis is also suitable for gaining a clear focus on 
strategic resources. These form the basis of a marketing plan [v.d. Rijt, 1999]. 

How do SWOT and Resource Analyses work? 
According to v.d. Rijt (1999] the basis of the Resource-Based View (RBV) lies in the fact that 
industry attractiveness is hard to determine. The RBV sees attractiveness to be dependent of 
the strengths and weaknesses of the organisation. Only resources that provide with 
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competitive advantage are suitable to build a strategy on [v.d.Rijt, 1999). Santema & v.d. Rijt 
[2000) describe some guidelines for making better SWOT analyses using concepts from the 
RSV. The core of the RSV is that each organisation has build up other resources and 
capabilities during the years. Organisations must try to distinguish from competitors by using 
their own unique strengths. The RSV states that the strategy of a company must be based on 
the resources that the organisation possesses. However, not all resources are equally 
important. Resources with which the organisation can gain competitive advantage are the 
strong, important, not easy to imitate, immobile resources [Santema & v.d. Rijt, 2000). 
According to v.d. Rijt [1999) the SWOT Analysis first explores the external context and then 
analyses the internal context in order to make a confrontation matrix. A resource is a strength 
in case it is valued to be a strength by the external context. The strengths and weaknesses in 
the internal part of the SWOT are being influenced by the results of the external analysis. In 
the SWOT Analysis the internal and external context can not clearly be separated. It seems 
that for analysing the external context, knowledge of the internal context is necessary and 
vice versa . The RSV argues that without knowledge of and analysis of the internal context it is 
impossible to define a development as an opportunity or threat. The RSV argues that the 
resources of the organisation determine the direction to go. The Resource Analysis is an 
instrument, which can separate the internal and external context strictly [v.d. Rijt, 1999). 

Why should BO use SWOT Analysis complemented with guidelines of Resource Analyses? 
The reason to choose the SWOT Analysis to determine Go/ No-Go decision for a BC is, that it 
is a simple, quick and proven method [GartnerG2] . According to v.d. Hart [1999) the SWOT 
Analysis gives direction to strategic answers on problems and possibilities, that result from 
the analysis. Because of the general set-up and systematic of the SWOT Analysis it can be 
used on each planning level [v.d. Hart, 1999). The reason for choosing the additional 
guidelines from the RSV is, that the Resource Analysis compares resources with resources of 
competitors, which conforms to CV literature. CV literature argues that a company must 
provide more value than competitors . 

What Additional Guidelines can BO use? 
Santema & v.d. Rijt [2000) state that a strengths must conform to the following four factors, in 
order to test whether a resource is really a strength: 
► Strong: A resource is a strength, in case that it provides superior value than competitors . 
► Important: A resource is important, in case it is important in the eyes of the customer. 
> Easy to imitate: A resource is less strong in the case that it is easier to copy by 

competitors . Easy to imitate can be resisted by three factors : the law, the time and causal 
ambiguity. The law means by patents. Time means that it takes time for competitors to 
bring products on the market. Causal ambiguity means that competitors cannot copy it, 
because they don't know what to copy. 

► Mobility: the SWOT can give insight in the fact that a strength can be very mobile. This 
can be resisted by mobility barriers or focus on other not mobile resources e.g. image. 

If a resource is owned by competitors and is 
strong, important, not easy to copy, 
immobile it is a weakness of the 
organisation [Santema & v.d. Rijt, 2000]. 

From the analysis of the BC's resulted that 
business owners see only an opportunity in 
the case that the BC provides an unique 

s 
Strong (superior) 
Important 
Not easy to copy 
Not mobile 

W Strong (inferior) 
Important 
Not easy to copy 
Not mobile 

Unique 
Superior 
Fulfils true need 

Technology 
Competitors 
Market 

0 

T 

product, a product superior than Figure 21 SWOT analysis based on RSV and BC's 

competitors or fulfils a true need of the customer. Together with the guidelines of the RSV, the 
SWOT Analysis would look as shown in figure 21. 
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BO can also apply the SWOT Analysis to its competitors - this may produce interesting 
insights [www.mindtools.com]. In order to increase the market pull, the tool must be used from 
a customer's viewpoint [www.mindtools.com], customers can be involved in identifying 
strengths, weaknesses, opportunities and threats [GartnerG2, 2001] and customers can be 
involved in the gate i.e. in the decision to take up the BC. 

Internal strengths and weaknesses can be completed by partnering with other companies 
possessing the strengths in order to address the opportunity together. So, starting with the 
external context like the SWOT Analysis proposes seems more logic. However, the additional 
guidelines to test whether resources are strong, important, easy to imitate and mobile seem a 
valuable addition, because the resources are compared with the resources of competitors. 

5.5. Theoretical Exploration on Customer Value Ratio & Priority 

This section presents the basis for developing guidelines for assessing what customers value 
(see also section 2.2 .4 and the cadre at the end of chapter 4 ). In the Profitability Stage, BD 
delivers a VO to customers. In order to calculate what elements of the VO have most value 
and how to improve the value offered, tools described underneath are designed. 

What is the basic idea of the Customer Value Ratio and Priority? 
The goal of calculating how much value a company offers to its customers compared with 
competitors is, to determine where to take action. Action should be taken on criteria that are 
most important to customers, and on which they rate us worse than competitors . Therefore, 
CV Priority is also defined, to determine where to take action. Explanation is provided 
underneath. 

Table 9 Importance of and Score on value elements 
Importance Score Total 
High High ++ 
Low High +-
High Low + -
Low Low - -

In short: 
Where is most value added for the customer? 
High value is high importance and high score (CV Ratio= Importance* Score) 
Where should action be taken? 
High priority is high importance and low score (CV Priority= Importance / Score) 

How to calculate the Customer Value Ratio and Priority? 
The CV Ratio can be subdivided in the CV Profile and Customer Price Profile. The CV Ratio 
can be calculated by the weighed product of importance of value aspects and price and score 
on value aspects and price. Implications are shown in figure 22. 
CVR = [importance value aspects x score value aspects) + [importance price x sore price] 

= Importance x score 

> 1 
= 1 

< 1 

High 

Better value than competitors 
Equal value than competitors Score 

Worse value than 
competitors Low 

Why should BO use Customer Value Ratio & Priority? 

Find out why not 
important 

Highest Value 
Keep on high level 

No Action 

Low 

Highest Priority 
Take Action 

High 
Importance 

Figure 22 Actions CV Ratio2 

Method 1 is found in CV literature [Gale, 1994]. It shows on which criteria most value is add 
by PU. Apparently the customers come to PU because of the perceived value of the print 
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quality. Jos Bastiaans proposed Method 2 and 4 and Method 3 is mentioned in "Turn 
customer input into Innovation" of A. Ulwick in Harvard Business Review January 2002. 
Maarten Hummelen proposed Method 5. 
The data of the Customer Survey of the Print Unlimited (PU), which is presented in the cadre 
at the end of chapter 4, are used to determine which formula is most appropriate. The CV and 
priority based on uncorrected response of converters are shown in table 1 O. 

Table 10 Different methods for measuring value offered 
Criteria ,g Cl) 

~ QJ 
QJ 

'1l Cl) .E .!::! -~ -S! :.:::: -0 .!!1 C: 
C: QJ C: '1l e ,g Cl) 

::, 1§2 ::, QJ ~ C: QJ 

E: 0 ;,:::0 Q u ::, C/) 
-u E: ·;;; QJ -6 n:: 

E: it: Cl) QJ 

~ 
QJ QJ ~ QJ 

~ .Q::::: :.:::: Cl) ::,.._ .g 0 ()3 ::, 0 :§r .§ §:; E: e 
~ ~ ~ CJ c- C/) CJ i-;: - i-:: Q Q 

1. Imp * Score 33,5 37,5 32,8 38,6 27,3 39,9 3,2 43,7 .. 378 
7 6 8 1 5 9 3 3 10 2 

2. Imp/ Score 2,00 1,75 4,16 2,06 1,48 2, 16 2,53 0,24 28,4 
7 8 3 2 6 9 5 4 10 1 

3. lmp+(lmp-Score) 12.3 11,6 16,5 32,0 13,5 8.4 14,3 f"li" i."o.<M, -1,9 161 
7 8 4 2 6 9 5 3 10 1 

4. Imp· I Score 16,4 14, 1 75,6 18,4 9,4 20,0 26, 1 0,2 389 
7 8 3 2 6 9 5 4 10 1 

5. lmp*(5-Score) 8,8 3,3 13,3 8,75 5,9 5.1 7,9 ~ 1y5 g 1,05 129 
4 9 2 5 7 8 6 3 10 1 

- = most important xx,x = 2nd most important m = 3rd most important 

Method 2 is chosen because it conforms best to the qualitative answers provided by the 
customers and non-customers of PU . They mention price, quality and then digital possibilities 
as reason to order at PU and substrate collection is mentioned most as wish to be added to 
the service. Methods 2, 3 and 4 have price and then quality as most important and digital 
possibilities on the 6th place. However, 2 and 4 have substrates on the third place. After 
correction method 2 still conforms to the answers on the qualitative answers and method 4 
does not. So method 2 is chosen to be used in the future . 

Table 11 Outcomes of method 2 and 4 after corrections 
Method 2: Importance/Score Method 4: lmportance"21Score 
Extra Services 0,00 Extra Services 0,00 
Competent Staff 1,30 Competent Staff 7,80 
Time Prototype 1,31 Time Prototype 7,59 

Communication 1,65 Communication 11 ,07 
Unlimited Possibilities 1,83 Unlimited Possibilities 14,69 
Any Run-Size 2,06 Any Run-Size 17,90 
Time Production 2, 16 Substrate Collection 17,91 
Substrate Collection 2, 17 Time Production 20,03 
Quality 4, 16 Quality 75,63 
Price 11,36 Price 206,57 

5.6. Theoretical Exploration on Communicating Desired Value 

This subsection shows literature on communicating value, see also subsection 2.2.7. 
Because customers buy the product that they perceive as to have the most value, it is 
important for BO to communicate the right benefits to the right segment. 

What is the basic Idea? 
In order to be the chosen vendor for a customer, a company first has to be on its customer's 
radar screen . In order to be on the customer's short list, a company needs to own a distinct 
place in the mind of its customers. BO can purchase that place by promising and delivering 
value. This value proposition defines what a company should do and how to do it, and why 
that is meaningful and relevant to the customers ... today. The new value proposition strategy 
communicates the benefits resulting from owning and using the products and services. The 
customer is in the mood for bottom-line benefits from owning and using the products and 
services. More than ever, customers want to buy value - value that can be reaped quickly. 
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How to communicate Value? 
Kotler [2000] identifies the following eight steps in developing effective communications. 

1. Identify the target market segment based on benefit segmentation 
2. Determine the communication objective; communicate benefits to each segments 
3. Design the message; should gain if!ltention, hold [nterest, arouse g_esire and elicit !j!ction (AIDA model). 
4. Select the communications channels; communication channels are of two types, personal or non-personal. 
5. Establish the total communications budget .. 
6. Decide on the communications mix; The marketing communication mix ·consists of five major modes of 

communication: advertising, sales promotion, public relations, personal s~lling and direct marketing 
7. Measure the communications' results, the impact on the target audience (in terms of awareness, perceived 

value). 
8. Manage the integrated marketing communication process, managing and co-ordinating the entire 

communication process [Kotler, 2000] 

Why should BO communicate Value? 
Customers buy for various reasons. One person buys a car for his image, the other person 
buys the car because it goes very fast, and the third person buys a car because his family fits 
in it. However, they can all buy the same car. Therefore, a company has to know what 
benefits (Desired CV) customer segments are looking for and communicate these benefits. 

What are Additional Guidelines that BO can use? 
According to Sharma ea. [2001) companies are providing value by becoming customer 
experts. The Internet is being used to provide information that was previously distributed and 
communicated by sales people. An increasing number of companies are using various Web
based communication tools to assist in communicating the benefits of their products and 
services to their business-to-business customers . Some companies are using and presenting 
sales presentations online, and some are creating sites that contain information to assist 
vendors in sales of various products and services. These methods reduce the costs of sales 
interactions and increase the value that companies provide [Sharma ea., 2001 ). 

5. 7. Practical Exploration on Selection & Go/ No-Go Criteria based on CV 

No literature is found on this topic in a specific BD situation. However, guidelines can be 
presented resulting from experiences from other BD departments (see also cadre in chapter 2 
and description of BD process and criteria in chapter 4 ). 

What is the Basic idea of the Selection and Go/ No-Go criteria based on CV? 
The idea is to choose the BC that is perceived to offer most Desired Customer Value (DCV). 
Then pursue a BC that offers enough Desired CV. This is very hard to establish, but some 
comments can be made and some guidelines can be provided. 

How to make decisions for Selection and Go/ No-Go based on CV? 
Roel Pieper at the lndustria Congres 2002 argued that a company must be able to convince 
one person of the Business Concept. Martijn de Haas also started by convincing people 
nearby in the first stage of Artiply. In order to determine criteria for selection and Go/ No-Go 
that can be added, other companies are visited. In table criteria used by other companies are 
summarised. 

Why should Selection and Go/ No-Go criteria based on Customer Value? 
The reason for using criteria based on value for the customer is for not ending up with 
products that nobody wants. According to Schneider [2002) sometimes, even well conceived, 
innovative products meet with failure in the marketplace. Marketing experts estimate that two
thirds of all new products fail within two years. Many factors contribute to this high failure rate, 
including creation of products that simply do not match needs of the market or unforeseen 
competitive countermoves [Schneider, 2002). 
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Table 12 Criteria used at other SD departments 
Synergy with customers Fit with Company 
Synergy with company Value for Customer: price, incentive to purchase, overall 

performance, product rating (1-100 points) 
Synergy with product groups Client available 
Fit within product line Project complexity (the more complex, the harder to 

imitate, the more attractive the project is) 
Financial measures (Net Present Value, Return On SC's: 
Investment) Customers (market size and market growth) 

Context (whole supply chain) 
Costs 
Company (competencies) 
Competitors 

Value of Customers 

What are Additional Guidelines that BO can use? 
The current selection criteria do include the needs of the market on a higher level (speed, 
flexibility, design integrity and transparency), but the Go/ No-Go criteria do not include market 
needs. By business owners is proposed to add a criteria e.g . product solves real need, 
product is unique etc. However, besides adding a criteria, it is also important that the relative 
importance is determined at each Selection or Go/No-Go decision point. 
The literature reviews showed that cross-functional teams are very useful for including as 
much knowledge as possible in the decision process. Besides including all departments also 
customer involvement or involvement of people from the market is recommended . 

5.8. Concluding Remarks 

This chapter presents the theoretical and practical basis for the tools and guidelines needed. 
It showed that for improving the interviews held with (potential) customers, guidelines from 
Laddering can be used. The basic idea is to get to the Desired CV and Customer Norms & 

Values by probing the interviewee with the question "Why?". The next step is to use the 
Customer Norms & Values that are elicited for segmentation . The Customer Norms & Values 
are the way a company distinguishes itself from competitors . Whatever product the company 
is looking for, it has to comply with its Customer Norms & Values, which will rarely change. By 
using the Customer Norms & Values as the basis for segmentation, the right segment can be 
targeted with a Business Concept. The next step is to use the Desired CV in a SWOT 
Analysis . These Desired CV are benefits a customer seeks, problems he has, unique or 
superior products he can not find . These are opportunities in the SWOT analysis . The 
Strengths and Weaknesses have to be strong, important, not easy to imitate and not mobile in 
order to be real Strengths and Weaknesses . By making the SWOT analysis a company can 
evaluate where it can offer superior value with its core competencies . When a product is 
being delivered to customers, evaluation is needed on how much value is offered and what 
aspect has the highest priority for improvement. With use of the Customer Value Ratio & 

Priority a company can improve its Value Offering in order to provide more value than 
competitors. Because Customer Value Assessment has everything to do with perception , 
communicating the right value to the right segment is very important. It is also important to 
communicate the benefits and not the product itself. The last exploration in this chapter 
summarised some practical experiences on BO Selection and Go/ No-Go criteria based on 
value offered to customers . No literature was found on this topic. 
The explorations serve as the basis for the tools and guidelines that are developed. These 
are presented in the next chapter. 
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6. Tools & Guidelines 

The previous chapter summarised what tools and guidelines are needed to improve the 
market orientation of the BO process. This chapter describes the tools and guidelines that are 

designed and redesigned and how to use them. 

6.1. (Re-)Design Method 
[j 

The previous chapter summarised the additional literature that was studied. Also the 
experiences from other BO departments described in chapter 2 are taken into account. 
Besides this, the experiences from conducting the Customer Survey for PU (see the cadre in 
chapter 4) are being used as input for the design. Theory and practice (BO process and BC's) 
are matched. Then iteratively the description of the tools and guidelines are formulated to 
make them more easy to use. The tools and guidelines are presented to members of the BO 
department and redesigned with their comments. The tools and guidelines are presented to a 
expert in the Marketing field and then corrected . Main corrections that are made are the 
following . The term "Customer Norms & Values" in the guidelines is changed to "Customer 
Norms & Values", because the first was to confusing. Besides that some more practical sides 
of the guidel ines are highlighted. This resulted in making a Excel format for segmentation. A 
Word format is designed for the customer reports resulting from the interviews. The 
implementation experience also lead to including all the selection and Go/ No-Go criteria in 
the sheet, instead of just the additions that are proposed by this study. The next subsections 
present the tools and guidelines. 

6.2. Customer Value Management Tools and Guidelines 

The elements of CVM for which tools are designed are shown in figure 23. For creating CV, 
tools have not been designed . However, it is advised to use the segment profile with 
Customer Norms & Values and Desired CV as the starting point. 

Figure 23 Elements of CVM for which tools and guidelines are developed 

The Company, Market, and Environmental profile should be kept up-to date in order to take 
changes into account. The Company Profile consists of the Strengths and Weaknesses . The 
Market Profile consists of market size, growth and need and the Opportunities and Threats in 
the market. The Environment Profile comprises information about technology, competitors 
and changes in law and the opportunities and threats resulting from changes. The following 
definitions (figure 24) are added to make understanding of the tools and guidelines possible. 
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Underlying Norms & Values i.e. the way a company 
distinguishes himself from compet:.ors . 

Benefits a company seeks in a product 

Difference between the benefits a customer receives and 
the total costs he has to make 

Judgement of the Delivered Value com pared to the 
Desired Value 

Figure 24 Customer Value Definitions 
6. 2. 1. Guidelines for In-depth Interviews 

This section presents the basic idea of the in-depth interview and guidelines based on the 
Laddering technique. These will make the use of the current question list more useful for BD. 

Basic Idea 

The basic idea of interviewing is to continuously explore the market for two goals. The first is 
to understand how value can be created for various companies and based on these Customer 
Norms & Values to be able to segment them. The second is to find opportunities (Desired CV) 
for which ideas can be generated. 

Guidelines as delivered to BD department 

Figure 25 underneath shows the guidelines as delivered to the BO department. 

What? Question List that probes with the question "why?" to 
understand how customers link 

Product Attributes - Desired Customer Value - Customer Norms & 
Values 

Generic probing questions: 
► Why did you mention that 
product attribute? 
► Why is that attribute important 
to you? 
► What does that attribute let 
you do? Does that attribute 
cause you problems? Why ? 
;.. What works well about that 

;.. What doesn't work well about 
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► Flowchart processes 
;.. Look for problems they have 
;.. Look for benefits they seek 
;.. Look for what they might value 
but do not think to ask for 
;.. Communicate on function 
level not on product level 
,- F ind out why they would not 
buy the product 
, Talk in third person format in 
case subject is sensitive 

Figure 25 Guidelines Interviews 
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6.2.2. Guidelines for Segmentation 

Basic idea of segmenting the market based on benefits sought is presented as well as some 
guidelines. 

Basic Idea 

Segmenting the companies based on Customer Norms & Values (e.g. Speed, Flexibility, 
Quality (Design Integrity), Low Costs) in order to know what segment to order in case a BC is 
taken up. Therefore, each segment should be High 

profiled in order to understand what the segment 
values most. Most interesting to target is the 
segment for which the company can offer most 
value with its competencies, but that also has 
most value for the company as shown in figure 
26. 

Guidelines as delivered to BO department 

Value for 
Customer 

Low 

Target 

Low High 
Value of Customer 

Figure 26 Choose segment 

Figure 27 underneath shows the guidelines for segmentation in the format as delivered to BO. 

a mer r 
Values. . ·, 

peed · 
laxlblllty 
uallty'. 
'os.ta ,, 

Figure 27 Guidelines Segmentation 

Take the various Customer Norms & Values mentioned by companies in the in-depth 
interviews and take them as the bases for segmentation (e.g. speed, flexibility, quality, and 
costs). Remind that customers change. Their Customer Norms & Values will not change very 
often so the segmentation base does not have to be reviewed very frequent. The Desired CV 
does change often, so frequent review on their needs and benefits is necessary to keep the 
profile up-to-date. 

Make a profile of each segment, which includes the key buying factors , and why they are 
important as well as socio-demographic information to describe the segments. Then profile 
what will be demanded now and in the future for the company to efficiently target the segment 
and whether the company can comply with demands of the segment (customers' needs). It is 
important to evaluate the resources compared with the segments and not as a general 
evaluation of the company's strengths and weaknesses . 
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Remind that a segmentation scheme should meet five criteria. It must be effective: segments 
should consist of customers whose · needs are relatively homogeneous within a segment but 
significantly different from those in other segments. It must be identifiable : the business must 
be able to identify customers in the proposed segment. Some variables are harder to 
measure. It must be profitable: the more segments that are identified, the greater the 
opportunity to target the offer precisely and add value. Ultimately, each customer could be an 
individual segment. It also must be accessible: customers in th~ segment should be capable 
of being effectively reached and served. It also must be actionable: a company must be able 
to take advantage of the segmentation scheme it develops. 

6.2.3. Guidelines for SWOTAna/ysis 

The basic idea of the SWOT Analysis is presented as well as some guidelines to conduct a 
SWOT Analysis, which compares competencies with customers' needs. 

Basic Idea 

The SWOT Analysis consists of an internal analysis and an external analysis. The Internal 
Analysis comprises Strengths and Weaknesses that can be influenced. Strengths; A resource 
(or attribute) is a strength if customers rate the resource of the organisation better than the 
resource of the competitors. Weaknesses; Weaknesses are resources that are worse than 

· resources of competitors and are important in the market where the organisation operates. 
The External Analysis comprises developments (positive or negative) in the context of the 
company that can not be controlled . Opportunities; Positive changes in customer needs, 
changes in technology and markets. Threats; Negative changes in customers needs, 
competitive environment, technology development. 

Guidelines 

Figure 28 provides the guidelines for conducting a SWOT analysis as delivered to BO. 

What? Comparing Strengths & Weaknesses of a BC 
with Opportunities & Threats in a market (segment) 

' Stronsr(superfor) 
: important 
: Not easy to copy 
· Not mobfle 

. Strong (Inferior) 
' important 
:Not easy to copy 
: Not mobfle 

$ taps. 
)rDetermlne Importance of,, . 

,each'SWOT(3'-point-scale}' 
►Analyse what·O to ffll 'ln· with 

~~ given W &-T . 
;,►Choose BC' with strongest-S . 
,forO.•vs. W &r· 

Figure 28 Guidelines SWOT Analysis 

A resource is a strength in the case that the resource is : 
► Strong: A resource is strong, in case that it provides superior value than competitors do 

e.g. in the case that a company is open 24h per day, and all its competitors are too, it is 
not a strong resource 

► Important: A resource is important, in case it is important in the eyes of the customer 
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e.g. if a company delivers within 2 days, but customers can easily order 2 weeks in 
advance and therefore do not find the within 2 days delivery important, the resource is not 
important 

► Not easy to imitate: A resource is less a strength in the case that it is easier to copy by 
competitors. Easy to imitate can be resisted by three factors : the law, the time and causal 
ambiguity. The law means by patents. Time means that it takes time for competitors to 
bring products on the market. Causal ambiguity means that competitors cannot copy it, 
because they don't know what to copy. 

► Not very mobile: In the case that a resource is very mobile it is not a strength. Mobility 
can be resisted by mobility barriers (e.g. contracts) or by focusing on other not-mobile 
resources e.g. invest in customers buying because of the image instead of the nice sales 
representative. 

6. 2. 4. Guidelines for Determining Customer Value Ratio & Priority 

The basic idea of the use of the CV Ratio & Priority is presented as well as guidelines for use. 

Basic idea 

The objective of the CV Ratio is determining where more value is offered compared to 
competitors. The objective of CV Priority is to determine where to take action to increase the 
value offered to customers compared with competitors . 

Guidelines 

Guidelines as delivered to the BO department are shown 29 and some additional information. 

Figure 29 Guidelines Customer Value Ratio & Priority 

The CV Ratio is a tool to Assess how much value is offered to customers compared to 
competitors . Gale [1994] defines the CV ratio as the weight on quality times the market
perceived quality plus the weight on price times the price satisfaction ratio. The sum of 
importance of various criteria must sum 100. Customer's needs are dynamic and change over 
time by changes in competitive offerings or trends in the environment, so CV should be 
assessed on a frequent (e.g. yearly) basis. 

6.2.5. Guidelines for Communicating Delivered Value 

This subsection shows the guidelines for communicating the right benefits to the right 
segment in stead of communicating product features (figure 30 on the next page). 
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Figure 30 Guidelines for communicating Value 

6. 2. 6. Guidelines for Business Case Selection and Go/No-Go Criteria 

No literature is presented in the previous chapter and for this study only input from other BD 
departments is used. 

Basic Idea 

The idea is to choose the BC that is perceived to offer most Desired CV and to pursue a BC 
that offers enough Desired CV. Guidelines are presented. 

Guidelines: 

Additional guidelines as presented to the BD department are shown in figure 31. 

Figure 31 Guidelines SD Selection & Go/ No-Go Criteria 
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6.3. Concluding Remarks 
This chapter shows the deliverables of this study. It shows practical guidelines for making the 
BO process more market pull. These guidelines have been discussed with the BO department 
and adjusted based on their comments. The tools and guidelines will help to identify the way 
in which a company distinguishes himself (Customer Norms & Values) and his needs 
(Desired CV). BO can use the Customer Norms & Values for segmenting all market players 
that are contacted. BO can use the Desired CV for analysing wh~re to fill in customers' needs 
with core competencies of Stork Prints. BO can use the Desired CV and Customer Norms & 
Values for communicating the right value to the right segment. By calculating the Customer 
Value Ratio and Priority, BO can assess how much value is delivered to customers and what 
has the highest priority for improving the value offered. At last, this chapter presents 
guidelines for making decision for selection and Go/ No-Go decisions of BC's more market 
oriented. The next chapter presents the implementation and recommendations for the tools 
and guidelines. 
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7. Implementation, Recommendations & Conclusions 

Tools and guidelines have been developed and partly implemented in the BO process. This 
chapter describes the implementation efforts that are made. This chapter summarises 

recommendations for making the use of the tools and guidelines most effective. Finally the 
chapter addresses whether the research questions hav.e been answered. 

7 .1. Implementation 

The tools and guidelines are designed in a workable format. This format makes use of the 
tools and guidelines easy at any time in the BO process. The tools and guidelines are 
designed to be used quickly and simply. However, in order for the tools to work it is necessary 
to build a structured database with information that the BO department gathers on the 
Strengths and Weaknesses of Stork Prints and BO. BO needs to collect information on market 
size (S), market growth (G) and market need (N) per segment. This results in a profile for 
each segment. Doing so, BO can identify opportunities and threats. BO should also take 
changes in technology (T), competitive environment (C) and law (L) into account. Because, 
markets and the environment are dynamic, BO should store and review information on 
markets and the environment. By setting up the database the whole BO department can 
collect, store and share information in order to get a shared view on what customers value . 

. The tools and guidelines have been presented and explained to the BO department. This has 
resulted in a better understanding of the tools and guidelines and of how to use them. It has 
also resulted in some corrections to the guidelines in order to make them easier to 
understand and fit in the BO process at Stork Prints (see also section 6.1 ). 

7 .2. Recommendations 

The following recommendations can be summarised: 
► Points of analysis that did not lead to a great gap between current situation and how it 

should be, still need attention . Top management should be committed to the BO process 
and the BC's. Cross-functional teams should conduct as well the stages as the gates. 
Involving customers or people from the market will contribute to product success. Testing 
the product with customers can also be useful for BO. 

► BO must set up a database, which contains information gathered by the BO department 
in order to create a shared view on what customers value. This will contribute to a more 
efficient and effective use of information for current and future BC's . . 

7 .3. Conclusions 

Why should CVM contribute to the BO process? According to Gale [1997*] market share and 
ultimately profitability, depend heavily on perceived CV Uudged, assessed, delivered) and 
lead to shareholder value . Maximising value for the most desirable customers accelerates 
share growth. Besides that, research has shown that CV leads to repurchases and positive 
word of mouth to potential customers [Gale, 1997*]. Moreover, keeping a customer involves 
less costs than finding a new one, so CVM will ultimately lead to profitability. The answers on 
the research questions (section 1.2) are provided in this subsection. 

1. How is the BO process, consisting of business Idea Generation and BC development, of 
the BO department organised? 

The BO process consists of four stages, following the process of generating ideas. The first 
stage is the Idea Stage, in which research is done to explore opportunities to pursue with the 
BC. The second stage is the Feasibility Stage, in which must be proven that it is feasible to 
manufacture the product. The third stage is the Profitability Stage, in which must be proven 
that it is possible to manufacture and sell the product in a profitable way. The fourth stage is 
the Growth Stage, in which the business will be set-up on large scale. 
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2. What methods for including needs of the market in a BO process exist? 
BO can include needs of the market in the BO process by identifying needs with in-depth 
interviews, assessing needs by CV ratio and priority, analysing needs compared to core 
competencies by means of a SWOT Analysis, use of needs in segmenting the market and 
using needs in communicating with the market. Focus groups, customer involvement, testing 
with customers, co-operating with customers are also means to increase market orientation. 

Ii 

3. What methods for assessing and using Customer Value exist? 
CV Assessment i.e. identifying what customers value, how important the various criteria are 
and how the company scores on these criteria. Assessing how much value is offered to 
customers and what has highest priority for improving delivered value. 

4. Where can inclusion of needs of the market during various stages of the BO process help 
to improve the customer orientation? 

During the continuous process of Idea Generation guidelines for in-depth interviews and for 
segmentation can improve the market orientation. During the Idea Stage, comparing Desired 
CV with core competencies can help to improve the market orientation . During the Feasibility 
Stage the use of the segment profiles can help to improve the market orientation. Also testing 
with customers, customer involvement or co-operating with customer can help. In the 

. Profitability Stage, CV assessment - assessing where most value is offered and what has the 
highest priority for improving the Customer Delivered Value-, will help to close the gap 
between Desired and Delivered CV. Because efforts in the early stages of the process have 
most influence on product success and because the early stages are most fuzzy, the Growth 
Stage has not been topic of the study. 

5. In what stages of the BO process are tools needed to include the needs of the market? 
Improving market orientation in the first stages, that are most complex, will have most 
influence on product success. Analysis of the BO process and BC's showed that tools are 
needed for identifying, assessing, analysing, creating and communicating what customers 
value. It also showed that BO selection & Go/ No-Go Criteria based on CV should be added. 

6. How do other companies include needs of the market in development of new businesses? 
Most companies do not explicitly use CV as a decision criterion for pursuing a BC. How to 
determine or assess market needs is a difficult process too. Market size and market growth 
are criteria that they use. Besides that, they describe what the market wants in a qualitative 
way. Mostly this results in describing whether a similar product is available. 

7. What tools are best for improving the customer orientation during the BO Process? 
The study resulted in the design of tools and guidelines for; in-depth interviews to identify 
Customer Norms & Values and Desired CV. Segmentation based on Customer Norms & 

Values and profiling the benefits sought. Comparing benefits sought with core competencies 
by making use of SWOT Analysis. CV Assessment to close the gap between delivered and 
Desired CV. Guidelines for communicating the Desired CV to the right segment. 

8. How can the BO department implement tools for assessing and using Customer Value 
during the various stages of BO? 

By using the tools and guidelines in stages and gates and by involving customers, co
operating with customers and testing with customers. For the tools and guidelines to work, a 
shared database need to be set up and a format for writing the customer reports after 
interviews is needed. The tools and guidelines are presented to the BO department in a 
workable format. From now on, they can take the sheets and use them at the right moment in 
the BO process. 

68. 



Customer Value during Business Development 

knows-how 

8. Evaluation 

This chapter evaluates whether the problems, mentioned in the second chapter are 
addressed. It also evaluates in what field additional research is needed. Finally this chapter 

gives a personal evaluation on the project. 

8.1. Problems and Causes Addressed 

In the orientation interviews the following problems came up, that should be addressed. 
Whether or not they are addressed when using the tools and guidelines is described 
underneath . 

How to make the first stages of the BO process more market oriented? 
Customer-driven companies understand how their product creates value for their customers. 
The following tools and guidelines help to understand how CV is created: 
► by using guidelines for in-depth interviews in order to identify Customer Norms & Values 

and benefits sought 
► by taking Customer Norms & Values as segmentation base and profile the benefits 

sought by a segment 
► by placing the benefits sought by customers in the SWOT Analysis as opportunity and 

analyse whether these can be addressed with core competencies 
► by assessing and improving value delivered and 
► by communicating the value to the customers the market orientation is being improved . 
By involving customers, working with customers and testing with customers the market 
orientation can be improved even more. 

What do segments value? 
The basis for segmentation should be what customers strive for (Customer Norms & Values). 
If customers are segmented after having an in-depth interview, a segment profile can be set 
up in order to understand what segments value. 

How to determine speed, flexibility, design integrity, transparency in more detail? 
By using these needs as a base for segmentation and profiling segments accordingly, needs 
of various segments can be identified in more detail . Because transparency is considered to 
be a enabler of the other three needs, this one is left out. Because companies can also aim at 
being the provider with the lowest costs, this one is added . 

How to link sales to BO? 
By making use of cross-functional teams in stages and in gates, the link between sales and 
product development can get stronger. Besides that, by making customer/ segment profiles 
used by sales and product development the information can be shared. 

How to determine and Assess value for the customer from core need to specific values? 
The core need or Customer Norms & Values of the customer organisation are found by 
conducting in-depth interviews. The more specific values are the elements of the Desired CV, 
the things that the customer wants to have happened i.e. the benefits he seeks. By 
determining these in the interviews and taking the assessment of the perceived delivered 
value, the more specific values can be determined. 

In the orientation interviews the following causes for not being market-oriented were 
mentioned, that the tools and guidelines should address. 
► Stork BO is too much technology driven 
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By using the tools and guidelines for understanding and using what customers value to guide 
decision making, this cause is addressed and the BO process will be more market oriented . 
► The Apparel Value Chain is complex and not transparent 
The apparel value chain can not be made less complex, but can be perceived to be more 
transparent. By using the tools and guidelines for in-depth interviews and segmentation and 
then profiling the segments the value chain will seem less complex and more transparent for 
Stork BO along the years. ii 

► There is no link between sales and BO 
As explained above, making use of cross-functional teams and use of segment profiles the 
co-operation of sales and BO can be improved. 

8.2. Limitations and Further Research 

Because not much research is done on Customer Value Management (CVM) and Business 
Development (BO), study is needed in both fields . Some topics are mentioned underneath : 
► No literature was found on specific BO processes. Therefore literature on NBD and NPD 

was used, in order to understand how market needs can be included. More research is 
needed in this field. 

► Because the study is conducted in a BO department that focuses on the apparel industry, 
more research can be conducted in other industries. 

► Because of the newness of the CVM literature, there is no general view on how the 
various concepts are linked to each other. Value, Customer Value, Customer Delivered 
Value and Customer Perceived Value are used interchangeably. Therefore, chapter 3 
gives clear definitions of and relations between different concepts of Customer Value, that 
are relevant for this study. 

► Because of the fact, that there do not exist tangible concrete products in the first stages 
with fixed prices per product, quantifying the value in monetary terms was not possible. 
More research could be conducted in this field 

► B2C vs . B2B comparison of Customer Value Management during product development 
could be interesting 

► How to translate the Customer Value that customers want to a company's suppliers or 
partners could also be an interesting topic of study. 

► Because of the global/broad view on the combination of Customer Value and BO, more 
research is needed to go into detail. 

8.3. Personal Evaluation 

The study was a great learning experience for the researcher and hopefully also for the BO 
department of Stork Prints . Because of the newness of the BO department itself, it was often 
difficult to not get lost in all the methods for improving market orientation. Because of the 
newness of the topics BO and CVM, not getting lost in the many things that can be done to 
add some new research to what is currently available, was also difficult. However, I think the 
study has contributed to understanding of the various definitions and terms in the Customer 
Value literature. It also pointed out that it is not enough to calculate how much CV a company 
offers in order to improve the value offered to customers. In order to know, where to take 
action , calculating the Customer Value Priority is necessary. Besides that it also showed how 
a BO process can be made more market pull, although literature on BO processes is lacking! 
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TU/e Customer Value during new Business Development 

Appendix 1· The Company 

This appendix shows some key characteristics and additional information about Stork Prints 
and the printing systems that Stork Prints develops. It also presents the SWOT analysis of the 

BO department. 

1 A Stork Prints 

Some key factors about Stork Prints BV: 

Key figures (2001) of Stork Prints BV: 

• Net turnover: EUR 238 million 

• Operational result: EUR 26 million 

• Number of Employees: 1,593 
(Organisation Structure, see Appendix 2 A) 

Stork Prints BV is part of Stork NV 
Key Figures (2001) of Stork NV : 

• Net turnover: EUR 2, 196 million 

• Operational result: EUR (8) million 

• Number of Employees: 16,919 
[Jaarverslag Stork NV, 2001] 

The rotary screen printing technology continues to form the main activity of the Stork Prints 

BV. The companies within the group are the world's only supplier to develop, produce and sell 

all the necessary system components for the successive phases of the textile printing 
process. World-wide, approximately 4. 750 rotary screen printing systems are installed, more 

than half of which were supplied by Stork. For the coming period of at least ten years, rotary 
screen printing will remain the most economic printing technology for large production runs. 

Rotary screen printing technology is also being applied increasingly by Stork in markets 
outside textile printing industry, such as the printing industry. Know-how in the electroforming 
process, which is at a high level within the group, is of great importance for the strong position 
of the group in the production, sale and support of consumables e.g. screens. Knowledge of 

the electroforming process is also applied in the production of substrates for battery 
electrodes. Using this process, Stork has gained an important position in the world market 

which is mainly dominated by Japanese manufacturers. Figure A 1 shows the print process. 
The digital future (or reality?!) for printing is shown in figure A2. 

Pre-print I lliiig -·~ ~ 
-• fERI'.,.~ _\_ I :;;;;l~~--

<O,. . ·-· :._":=- . ~ 

A1. 

Ro iary OJCreen 
pria~ 

Figure A 1 Printing Process 



Strengths and weaknesses of Stork Prints 

Core Technologies of Stork Prints 

► electroplating 

► electroforming 

► physical vapour deposition (magnetron) 

► heat treatment 
► roll to roll electro I mechanical engineering 

► system assembly 

► drying 

► chemical compounding 

Core Competencies of Stork Prints 

► rotary screen printing applications 
► global distribution 

CU5tomer Value during New Business Development 

Moiel cuitUIC 
(1ty laser) 

Figure A2 Digital future? 

► high-volume continuous production of metallised and metal industrial precision-
consumables 

► outsourcing management 

► global servicing 

► total system stewardship 

Weaknesses of Stork Prints 

► Too much technology push 

► Quality market information is inadequate 

► Market/ product selection is not competitive 

► Functionality performance 

2 
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1 B SWOT Analysis of Business Development Department 

Source: Strategic Plan Stork Textile Printing Business Development 2002-2006 and report 
BAH and market orientation, 

Strengths Opportunities 
1. Unique print quality 1. Brands searchifig for market positioning 

- Integration of photographic, graphic and - Exclusiveaess 
textile print 2. Fast response to fashion trends is needed 

- High quality - Actuality 
- Knowledge of textile chemistry - concept to consumer access 
- Knowledge of textile design & fashion - fast changing trends 
- Primary process in-house (digital print) 3. Customisation 

2. Product development I management - Unlimited variation in prints 
capabilities 4. Supply chain optimisation 
- Project management, mu/ti-disciplinary - Speed 
- Innovation focus, providing solutions - Flexibility 

3. Stork's asset's - Design integrity 
- Strong financial base - Transparency 
- Stork network, name, technology, - More repeat-orders of small volumes 

resources, partnerships - Never Out of Stock for printed fabrics 
- Knowledge 5. Globalisation 

4. Speed 6. Information Technology 
- Speed of delivery, reliability - Web-based integration 
- Deliver on demand - Internet services 

5. Stork Prints value chain assets: 7. Deliver on demand 
- Capabilities (analogue printing expertise, 

digital printing offering, the digital-
analogue printing link, production process 
understanding and control of digital and 
analogue processes, deign integrity and 
matching designed colour to production) 

- Positional Assets (customer 
relationships, supplier relationships, 
installed base, network, brand name, 
partnerships) 

Weaknesses Threats (entry barriers) 
1. Capabilities of integration of prints in products 1. Price pressure 

- collection - due to volume printers 
-no own collection - due to competitors with analogue and 
- no name I brand digital print 

- other production steps - perception of digital printing: 
- confection: no structural I strategic - "nothing but a copy, no 

relationships craftsmanship" 
- print: : no structural I strategic - "it's simple" 

relationships - "it's expensive" 
- product development 2. Specification print 

- hours/ throughput time versus volume - Important apparel players are not used to 
2. Sales & Marketing power specify print 

- Hard to reach buyers group 3. Short term thinking of apparel players 
- No retail I sales channels per case 4. In-transparent market, many small- and 
- Effectiveness marketing & sales. medium-sized companies 

3. Volume 
- Cost structure versus turnover 

4. Process dependence 
- Disappearance of Stork TCP printer 
- Process variation in digital print & 

confection 
5. Technology Driven 
6. New Market/ New product combination 

A3. 
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Appendix 2 Organisation Structures 

This appendix shows the organisation structure of Stork Prints and the organisation structure 
of the BD department of Stork Prints 

2A New Organisation Structure Stork Prints BV 
,i 

The organisation structure of the Prints BV as per June 2002 is pictured below. 

Galvano 

Veco 

Energy Metals Graphic 

Sales 

Service 

4 

---------------------, 

' ' ' ' ' ' 

,,~oduction 1 

Production 2 

' ' ' ' ' ' ' ' ' ' 

Figure A3 Organisation Structure of Stork Prints BV 
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28 Organisation Structure Business Development department of Stork 
Prints BV 

The organisation structure of the Business Development department of Stork Prints BV, as 
per January 2003 is provided. 

Manager Business 
; 

Development 
Jos Bastiaans 

Management & Project Manager 
Sales Support + Andre te Molder 

Procurement 
Fenke Lakwijk 

I I I 
Business Developer Business Manager Business Manager Business Developer 

My-Wear Print Unlimited Artiply Vacant 
Maarten Hummelen Gerdie te Koppele Martijn de Haas 

Jos Bastiaans A.I. 

I 

Sales Sales Production Manager Print Specialist / 
Wim van de Annegien / CAD Operator 
Kimmenade Polderman Ellen Sesink Hartmut Go/steyn 

I 
Support CAD Print After-

Trainee Treatment 
Roos, Mina 

Figure A4 Organisation Structure of the BD department 
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Appendix 3 The Market 

This appendix summarises facts and trends in the textile and clothing industry that are the 

inducement of Business Development to create new business options. It also shows statistics 

from the industry 

3 A Textile and Clothing Industry 

Some facts of the textile and clothing industry are summarised below. Figure shows how the 

fibre turns into garments for the consumers. 

► Tumoveroftotal textile and clothing industry is US$ 820 billion in 1998 (appr. Euro 819 
billion) [Source: /LO, UN/DO, OETHJ 

► Turnover of the E.U. textile and clothing industry is Euro 196, 3 billion [Source: Euratex 2001 J 
► Turnover of the Dutch textile industry is Euro 3, 1 billion [Source CPB, 2002] 
► Consumption of the E.U. textile and clothing industry is Euro 229, 4 billion [Source: Euratex 

2001] 
► The main end uses of Textile and Clothing consumption can be divided in: 
► Home & Furnishing Textiles (32%) 
► Industrial Uses (22%) 
► Clothing (46%) 
► The E.U. Textile and Clothing industry employs 2, 1 million people [Source: Euratex, 2001] 
► The E.U. Textile and Clothing industry comprises 112968 companies [Source: Euratex, 2001 J 
► The industry is dominated by a large number of small and medium-sized enterprises 
► The Textile and Clothing industry is often referred to as a "traditional industry" 
► Quality of European worl<force exceeds that of other world regions 

Convert 

mna 
~ 

Non-Store 

Figure AS From Fibre to Consumer 

Clothing Market 

Business development department focuses on the fashion industry within the textile industry. 

The reason for this is that within the Western European textile printing market, the clothing 

market takes the largest share (50%) as you can see in Appendix. Some facts are: 

► Tumoverofthe world-wide clothing industry is US$ 345 billion in 1998 (approximately Euro 
344 billion) [Source: /LO, UN/DO, OETHJ 

► Turnover of E.U. clothing industry is Euro 70,3 billion in 2001 [Source: Euratex] 
► Consumption of Dutch clothing industry is Euro 9,3 billion in 2000 [Source: Modint] 
► The E.U. clothina manufacturina industrv emolovs 0.97 million oeoole {Source: Euratexl 
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Apparel Supply Chains 

Apparel Supply Chains are different for the five segments described underneath. 

1. Haute couture / high fashion 

Haute couture involves creating original models for individual clients and originated in France 

appr. 150 years ago. There are eighteen houses of haute couture 'in France today (e.g. Pierre 
Cardin, Chanel, Christian ~ 
Dior, Guy Laroche, Paco 

Rabanne). The price of a 

product can range from $ 

16,000 to 20,000 for a 

woman's tailored suit, to $ 

60,000 and more for an 

evening gown. These prices 

do reflect hundreds of hours 

of work. 60% of the clientele 

are wealthy Americans. In 

1994, the haute couture 

business in France was $ 60 

prices of a women's dress 

low-end mass 

mid mass 

high-end mass 

pret-a-porter 

haute couture 

0 5000 10000 15000 20000 25000 

Euro 

Figure A6 Prices of a Women 's Dress in Different Segments 

min. In addition to Paris, other important high fashion centres are London, Milan and New 

York. Antwerp is a new-comer. In most cases, haute couture/ high fashion is the marketing 

communication tool for their pret-a-porter collection; business-wise it is loss-giving. Quality of 

"Dutch Design" is currently internationally perceived high (e.g . Viktor & Rolf, Marlies Dekkers) . 

2. Pret-a-porter 

The haute couture labels bring pret-a-porter collections in which a limited number of garments 

are manufactured in-house, according to standard sizes. The collections are presented in the 

fashion weeks that take place twice a year in the different fashion centres (Paris, London, 

New York, Milan). In France, haute couture (including pret-a-porter) employ 4,500 people. In 

1994, direct turnover from pret-a-porter excluding tax amounted to $ 900 min, with exports 

accounting for 73%. Women's pret-a-porter represents 35%, men's pret-a-porter 19 % and 

accessories 46%. Haute couture/ pret-a-porter labels apply exclusive prints in their collection, 

either ready-made or exclusively printed for them . In the latter case, the print designs are 

developed in-house or interactive with selected design studio's. 

3. High-end mass manufacture 

In this segment, fashion articles are manufactured in mass, targeted on high-income 

shoppers . The segment is dominated by a number of large famous brands, like: Ralph Lauren 

(2001 turnover $ 4,8 billion), Tommy Hilfiger (2001 turnover $ 1,9 billion), Giorgio Armani 

(2001 turnover € 1,6 billion, 4300 employees), Gucci (2001 turnover $ 1,5 billion) . Escada 

(2001 turnover € 850 min), Versace, Prada and Hugo Boss (2001 turnover € 1, 1 billion) . 

Consumer access to these brands is various : retails chains, department stores and boutiques 

with various brands (e.g. Society Shop, Harrods), shop-in-a-shop in department stores (e.g . 

Tommy Hilfiger in "de Bonneterie") and company stores (e.g. Prada, Giorgio Armani, Gucci, 

Escada). Companies in this segment are commonly less integrated than the haute couture 

labels. Design and style are the dominant factors to create brand value. In many cases, 

brand-owners license their brand to other players in return for royalties (e.g. Pierre Cardin, 

Calvin Klein). 

A7. 
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4. Mid mass manufacture 

This segment is the largest and it is very fragmented. There is a huge number of brand 

owners active in this segment, from infamous to well-known labels. In the Netherlands only, 

the total retail value of outerwear is € 7,85 billion (1999, GfK) and is increasing. The higher 

segments (high-end mass manufacture and up) are estimated to capture 10% of this value. 

Because of the increase in fashion consciousness of consumers,-brand owners and retailers 

need to have a clear and recognisable market positioning. "YoungtFashion" (age 20-40 years) 

in the high mid segment is relatively new and fast growing with strong brands like MEXX 

(2001 turnover € 381 million), lnwear, Matinique and Esprit. Another growth segment is the 

market for children fashion . Many traditional and less distinguishing players are currently 

facing difficult times (e.g. C&A, Amici). In the Netherlands, former successful labels which 

kept on serving a wide audience without a clear positioning seized to exist (e.g. Kreymborg, 

Peek & Cloppenburg, Kien). Others, like WE (fomer Hij / Zij in the Netherlands) are rather 

successful in repositioning their brand . The other main success factor in this segment is 

focused anticipation on trend changes in assortment groups. H&M, for instance, presents new 

clothing every day (!). In order to respond fast to consumer behaviour, large brand owners set 

up supply chains that are capable to deliver printed fashion articles on demand, from print to 

consumer access), within three weeks (e.g. C&A, Zeeman). It strikes that those players select 

manufacturers near/in Europe (e.g. C&A in Turkey). 

The products are offered to the consumer in many ways: retail chains ("brand collectors"}, 

boutiques and department stores offering many brands (e.g. Hout-Brox, Piet Zomers, 

Bijenkorf, Boetiek 32), shops in shops (e.g. Benetton in Bijenkorf) and chains of company 

stores (e.g. Zara, Claudia Strater, Benetton). To capture value, more and more brands open 

their own company stores (e.g. Esprit, Mexx, lnwear, McGregor). Small retail shops 

("mommy-daddy-stores") are disappearing, a "super-league" of retail chains will develop. To 

win consumer loyalty, retailers focus more and more on consumer indulging; pleasure, ease 

and shop experience. Twice a year, retailers purchase their collections at huge trade fairs like 

CPD in D0sseldorf and FashionWorld in Paris. The brand owners purchase their ready-made 

fabrics at large fairs like Premiere Vision and Texworld in Paris. Many companies (45%) 

create their own textile designs, either in-house (e.g. Claudia Strater, Bernd BergerNiventy) 

or in interactive co-operation with design studio 's. Others (55%) buy ready-made designs at 

fairs like Indigo (during Premiere Vision) in Paris . 

5. Low-end mass manufacture 
Compared to the above segments designs, colours and fabrics play a minimal role in this 

segment. The basic garments and commodities offered in this segment are manufactured in 

bulk and pushed to the market. Although the brands in this segments are typically "followers", 

the articles still have to be fashionable . Examples of brands in this segments are Zeeman and 

Wibra in The Netherlands. 

4. General Remarks on the Fashion Industry 

Some characteristics and trends that are valid for all segments in the fashion industry are: 

Retailers and brand owners have the power in the fashion value chain. These players are 

physically close to the end consumers (i.e. Europe, US). Four of the five largest apparel 

companies are based in the US, with a total turnover of$ 22 billion (1998, Euratex). Apparel 

production takes place in low labour cost countries. There are over 300,000 clothing factories 

in developing countries (2002, Justyle.com). 43 % of apparel which is imported in the EU 

comes from China, Turkey, Hong Kong, Tunisia and Morocco (2000, Euratex). In the EU both 

8 



TU/e Customer Value during new Business Development 

import and export of apparel is increasing, but also the difference between import and export 

is increasing (from $11,4 billion in 1990 to $ 27,9 billion in 1999, Euratex). 

Fashion & fabric cycles 

Fashion runs in cycles, with every segment having its own typical cycle. In haute couture, the 

lead-time from product concept to consumer access is 6 months. Two collections are brought 

every year: spring/summer and autumn/winter. Also pret-a-porterworks with two collections a 

year, but the lead-time is 12 months. Lead-time in mass manufacture is also 12 months. Most 

brand owners bring two collections a year, but some labels work with four collections (spring, 

summer, autumn, winter) or even six collections (e.g. Gap). 

As depicted in the picture of the value chain (the 'T'), we deal with two different chains that in 

most cases are not integrated: the chain for apparel products and the chain for fabrics (of 

which printed fabrics). It strikes that most players in the fashion value chain are not used to 

specify printed fabric; they make a selection out of ready-made fabrics that are presented by 

fabric manufacturers, converters or collection printers. Fabrics for the next year collections 

are presented to brand owners during large trade fairs (e.g. CPD Fabrics in D0sseldorf and 

Premiere Vision in Paris). Ready-made designs (for the year+2 collections) for apparel are 

presented by textile design studio's during trade fairs (e.g. Indigo as a part of Premiere Vision 

in Paris and Surtex in New York). World-wide market for ready-made designs is estimated on 

€ 80-100 min. 

5. Influence of Digital Printing on Design Activities 

Digital fabric printing has not only influenced visual styles, but also the concept and definition 

of printed textile design. Because of the development of digital fabric printing, printed textile 

design has become more universal in its application and function. Fashion or interior 

designers can create their own printed fabrics more effortlessly. These designers can produce 

printed textiles on their own without depending on textile designers by simply operating digital 

printers. Traditional definition of textile design has been dictated by the repeat and colour 

limitation with a specific textile end use. In contrast, the new definition of printed textile design 

represents printed graphics on cloth in cross platform applications. However, because of the 

creative freedom in which anything can be printable and anyone can be a print designer, it is 

critical to consider the design quality and aesthetics. [www.techexchange.com] . 

6. Mass Customisation 

According to Stork PRINTS (1999] Mass 

Customisation demands in the textile value chain 

are: a large variety of products, small quantities, 

more output in general, variation in quality, higher 

efficiency and lower cost per unit product (Mass

customisation changing the textile value chain, 

Stork, 1999] 

A9. 

"As garment fit is a major factor in 
achieving customer satisfaction, any 

additional knowledge we can gain and 
improvements we can make in this area 

will yield significant benefits for all 
shoppers. A more standardised approach 
to sizing by retailers wi/1 be welcomed by 

manufacturers and consumers alike," 
concluded National Sizing Survey 

Manager, Margaret Branney, of GUS 
Home Shopping. 
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38 Statistics Textile and Clothing Industry 

Statistics concerning production, market, export and employment in textile and clothing 

industry are shown in this appendix. 

1. World Production 

World production of Textile/Clothing/Footwear 
industries 1998 

Textile 
55,9% 

Footwear 

5,5% Clothing 
38,6% 

Total: $840 billion Sources: ILO, UNIDO, OETH! 

World production of Clothing 1998 

Africa & 

Asia 
48,9% 

Total : $345 billion 

Oceania 
3,0% 

Europe 
21,3% 

Americas 
26,8% 

1 

Sources: ILO, UNIDO, OETHI 

World production of textiles 1998 
Africa and 

Asia 
40,8% 

Total : $485 billion 

Oceania 
2,0% Europe 

28,3% --
Americas 

28,9% 

Sources: ILO, UNIDO, OETH1 
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Figure A 7 World Production T/CIF 

Figure AB World Production Clothing 

Figure A9 World Production Textiles 

Figure A 10 World Production TIC 
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2. Markets 

Top 10 Ccmrunity Markets Cothing 
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Source: Eurostat, OETH 

3. Import & Export 

EU External trade of clothing in Mio Euro 
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4. Employment 

Ten Principal Employers in clothing 
(x 1000) in 1998 
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Figure A14 Main Employers 
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3C Statistics Textile Print Production 

In 2001 the total world-wide print production amounted to approximately 19 billion metres 

[Stork, Developments in the textile printing industry 2002] . The textile printing industry in 

Western Europe went through a difficult period in the last decade. Total printing production 

decreased by about 35% from 1990 to 1997. There are three mairi reasons for the slump that 
.j 

printed fabrics were in: 

1. The traditional export printers were confronted with cheaper imports from the Middle and 

Far East. With relatively low pricing and good quality they managed to get a large share 

of the total market and overall prices went down because of fierce price competition 

amongst continents. The first results of this development were industry shakeouts in 

European countries. The companies that survived had to restructure their entire 

processes into 'lean and mean' organisations that provide quick response, service and 
the highest quality in end products. 

2. Customers were spending relatively less on clothing and fashion shifted to plain dyed 

clothing and jacquard. The already fierce price competition and the unwillingness of 

consumers to buy printed cloth had a devastating effect on the printing industry. 

3. The economic collapse of the Asian countries made textiles cheap for other countries to 

buy until, finally, printers were no longer able to meet the costs of the printing processes. 

[Developments in Textile Printing industry 1999] 
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Appendix 4 List of Values 

This appendix shows the List of Values (LOV), that is often used to determine the core 

values, the enduring beliefs of consumers 

List of Values {LOV) of Kahle -~ 
1 . Self-respect 

2. Sense of accomplishment 

3. Being well respected 

4. Security 

5. Warm relationships with others 

6. Sense of belonging 

7. Fun and enjoyment in life 

8. Self-fulfilment 

9. Excitement 
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Appendix 5 Tools for Business Development Process 

1. Mind Mapping 

2. Opportunity Mapping 

Impact 

High 

Medium 

Low 

Low 

Figure A20 Example of a Mind Map used in current BD process 

Opportunity Mapping 

Medium High 
Effort 

Figure A21 Example of an Opportunity Map used in current BD 

A15. 



STOFIM® Customer Value during New Business Development 

3. Aspects of NewProd 

The table underneath shows that it is important to determine and measure the aspects that 

have positive influence (product superiority, economic advantage for the customer, market 

need, market size and market growth, project-company fit, technological compatibility); and 

take into account the factors that have negative influence (product customisation, 

competitiveness in the market and the newness to the company). ·· 

Category 
Product 

Market 

Technology 

Organisation 

Aspect 
Product 

Organization 

Technology 

Market 

.If 
Table A 1 Factors of NewProd 

Factor Supposed influence on success (the higher the factor .. .) 
Product Superiority and Uniqueness Positive influence 
!Economic Advantage Positive influence 
Innovativeness No influence 
Product Customisation Negative influence 
!Market Need, Size, and Growth Positive influence 
Competitive Market Negative influence 
Technological Compatibility Positive influence 
Technological Newness No influence 
Technological Complexity No influence 
'Project/ Company Fit Positive influence 
Newness to the Company Negative influence 
Competitive Strength No influence 
Clear specifications at the start No influence 

Table A2 Description and Regression Coefficient of factors of NewProd 

Factor Regression coefficient Description 
Product Superiority and 1. 74 
Uniqueness 

Economic Advantage 0.77 

Innovativeness 

Product Customness -0.22 

Project/ Company Fit 1.14 

Newness to the Firm -0.35 

Competitive Strength 

Determinateness 

Technological 
Compatibility 

0.34 

Technological Newness 

Technological Complexity -
Market Need, Size, and 0.80 
Growth 

Competitive Market -0. 30 

16 

The extent to which the product has a 
competitive advantage (by virtue of its 
features, benefits. quality, uniqueness, etc.). 
The extent to which the product has value for 
money for the customer (in terms of lower 
price, cost reduction) . 
The extent to which the product is completely 
new on the target market. 
The extent to which the product meets 
individual customer needs (is custom made). 
The extent to which there is synergy between 
the resources and the capabilities of the 
company (with respect to finances, 
management, marketing research, R&D, 
engineering, etc.) and the resources and 
capabilities required by the project. 
The extent to which the product is new to the 
company (in terms of distribution channel, 
competitors. customers, etc.). 
The extent to which the company has 
competitive strength. 
The extent to which the product and the 
project are well defined (with respect to 
specifications. technical aspects, etc.). 
The extent to which there is synergy between 
the technological resources and capabilities 
of the company (with respect to R&D, 
engineering, production, etc.) and the 
technological resources and capabilities 
required by the project. 
The extent to which the required technology 
is new to the company. 
The extent to which the product is complex. 
The magnitude of the market opportunity (in 
terms of potential market need, size, growth, 
etc.). 
The extent to which it is easy to penetrate the 
market (in view of the degree and intensity of 
the market competitiveness etc.) 
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Appendix 6 Tools for Means-End Chains 

Examining links between Customer Values (V) Desired Customer Value (Consequences = C) 

and Product Attributes (A). First determining the Ladders by interviewing, then constructing 

the Hierarchical Value Map and finally constructing the Implication Matrix. 

Ladder 

For example, the following ladder, starting with why people would prefer to drink wine-coolers 

in a specific context. The summary ladder is: 
V sense of belonging (part of the group) 

C socialize 

C avoid getting drunk (wasted) 

A Jess alcohol/filling 

The summary ladder for starting with what would be lacking in the case that no wine-coolers 

were available, is: 
V good family life 

C able to talk to my wife 

C don't fall asleep 
C (consume less alcohol) 

A filled up/easy to stop 

A full-bodied taste/ less alcohol 

Hypothetical Hierarchical Value Map of Wine Cooler Category 
Self-esteem 23 Family Life 21 

• feel better about self • maintain respect of others 

• self Image 

• self worth 

I 
I 
I 
I 

Belonging 22 

• security 

• camaraderie 
• friendship 

• better family ties 

I I 

I I 

I I 

I 

Accomplishment 20 I I \ 
I I 

I I 

I get most from life I I 

I Impress Others 18 Socialize 19 

I • successful image 

I / I 

I / I 

I 

I 

I ; 
Reward 16 

• satisfying 

• compensation 

I 

I 

Thirst-quenching 12 \ 

• relieves thirst \ I 

not too sour I 

I I 

Refreshing 1 O Quality 8 

• feel alert, • superior product 

I 

I 
I 

I 

alive • product quality 

I I \ 

I I \ 

I \ I 

Carbonation CrispExpensive (fancy) 

(+)1 2 (+) 3 

(able to) 

• easier to talk 

• open up 

• more sociable 

Sophisticated Image 17 

• personal status 

• how others view me 

Avoid Negatives 

I 
I 
I 

More Feminine 13 of Alcohol 14 Avoid Waste 15 

• socially • not too drunk • doesn 't get 

acceptable 

I I 

• not too tired warm 

I 
I 

I 
I 
I 

I 
I 

I 
I 
I 

Label Bottle Less 

(shape) Alcohol Filling 

Consume less 11 \ 

• can 't drink more 

can sip 

I 
I 

I Smaller Size 

(10 oz.) 

4 5 6 g 7 
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The following implication matrix can be constructed. 

Summary Implication Matrix* 

8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 
1 Carbonation 1. 10 4. .0 . 1 .0 .0 .0 1 

0 .0 06 1 4 4 6 4 
2 Crisp 3. 4. .0 .0 .0 .0 .0 .0 2 

00 00 4 4 3 4 1 7 
3 Expensive 12 2. 1. 1. (.( 1. 0 .0 3 

.0 04 01 09 06 5 5 
4 Label 2. 2. 2. .0 .0 .0 .0 4 

00 02 04 2 1 2 3 
5 Bottle shape 1. 1. 2. 1. .0 .0 5 

00 00 02 03 2 3 
6 Less alcohol 1. 1. 5. .0 .0 1. .0 .0 6 

00 00 00 1 1 01 4 1 
7 Smaller 1. . 0 3 . 0 .0 .0 7 

00 1 00 1 2 1 
8 Quality 30 1. 4. 4. 4. .0 3. .0 .0 8 

0 00 00 03 04 1 02 9 4 
9 Filling 4. .0 1. .0 .0 9 

00 4 03 3 2 
10 Refreshing 10 1. 5. .0 .0 .0 .0 .0 10 

.0 00 10 1 6 4 5 2 
11 Consume 5. .0 .0 .0 11 

less 00 4 2 3 

12 Thirst- 14 .0 .0 .0 .0 12 

quenching 0 8 6 4 4 

13 More 7. 0 1. .0 13 

feminine 00 2 03 4 

14 Avoid 1. 5. 4. .0 14 

negative 00 00 01 4 

15 Avoid waste 2. 15 
00 

16 Reward 11 8. . 0 1 . 16 
.0 00 6 05 

17 4. 1. 1. 4. 5. 17 

Sophisticated 00 00 00 02 03 

18 Impress 1. 10 9. 18 
00 .0 00 

19 Socialize 3. 5. 19 
00 00 

20 Aecom- 20 

plishment 
21 Family 21 

22 Belonging 22 

23 Self-esteem 23 

So, concepts resulting from the interviews are categorised into a smaller number of 

categories. The linkages between the (categorised) concepts are represented in the 

implication matrix. The implication matrix preserves information about the sequence of 

concepts in the means-end structure, but discards differences between ladders of the same 

or various individuals. From the implication matrix, the so-called Hierarchical Value Map 

(HVM) is constructed. The HVM is a graphical description of a Laddering interview that is 

used to show the relationships between the attributes, benefits and values [Ter Hofstede ea., 

1998]. 
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Appendix 7 List of Interviewees 

This appendix shows a list of people, who have spend time and made efforts to make 

valuable results of this study possible. I would like to thank the following people for their time 
and effort to provide me with valuable information. 

Stork Business Development (BD) 

Andre te Molder 

Gerdie te Koppele 

Jos Bastiaans 

Martijn de Haas 

Maarten Hummelen 

Outside Stork 

Eric van Oorschot 

Jeroen van de Rijt 

Kees Klaassen 

Mark Massaar van Schaik 

Martijn Franke 

Maurits Wesseling 

Peter van Aken 

Rob Kirschbaum 

Project Manager, Stork BO 

Business Manager, PU Stork BO 

Manager Business Development, Stork BO 

Business Manager Artiply, Stork BO 

Business Developer, Stork BO 

Project Manager Ontwikkeling & lnnovatie, N. V. BOM 

Consultant, Scenter 

Business Manager, Stork Industrial Modules BV 

Manager KM, Stork Worksphere 

Conceptmanager, Stork Worksphere 

R & D New Product Developer, Procter & Gamble 

Director Business Development, Stork Fokker Services BV 

VP Innovations, DSM Venturing & Business Development 
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Appendix 8 List of Abbreviations 

APT 

B,A&H 

BC 

BO 

BOP 

BIP 

CDV 

CPS 

CV 

CVA 

CVD 

CVM 

DCV 

OF 

FU 

HVM 

LOV 

MEG 

MTP 

NBD 

NPD 

PM 

PMT 

PU 

RBV 

SGP 

SWOT 

VO 

Only the abbreviations that are used most, are presented in this appendix 

Association Pattern Technique 

Boaz, Allen & Hamilton 

Business Cases 

Business Development 

Business Development Process 

Business Initiative Process 

Customer Delivered Value 

Colour Physics Software (Business Case) 

Customer Value 

Customer Value Assessment 

Customer Value Determination 

Customer Value Management 

Desired Customer Value 

Design Finder (Business Case) 

Fabric Unlimited (Business Case) 

Hierarchical Value Map 

List of Values 

Means-End Chain 

Manage Textile Print 

New Business Development 

New Product Development 

Portfolio Management 

Product, Market & Technology 

Print Unlimited (Business Case) 

Resource-Based View 

Stage-Gate Process 

Strengths, Weaknesses, Opportunities and Threats 

Value Offering 
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