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tomer needs analysis 

Explore the groundbreaking 'Jobs To Be Done' theory with Clayton Christensen's influential work, 'Com-
peting Against Luck.' This essential guide provides actionable strategies for businesses to innovate 
consistently and achieve sustainable growth by truly understanding customer needs, moving beyond 
mere chance for predictable success and enduring market relevance.

We offer open access to help learners understand course expectations.

Welcome, and thank you for your visit.
We provide the document Jobs To Be Done Innovation you have been searching for.
It is available to download easily and free of charge.

In digital libraries across the web, this document is searched intensively.
Your visit here means you found the right place.
We are offering the complete full version Jobs To Be Done Innovation for free.

Competing Against Luck

The foremost authority on innovation and growth presents a path-breaking book every company needs 
to transform innovation from a game of chance to one in which they develop products and services 
customers not only want to buy, but are willing to pay premium prices for. How do companies know how 
to grow? How can they create products that they are sure customers want to buy? Can innovation 
be more than a game of hit and miss? Harvard Business School professor Clayton Christensen 
has the answer. A generation ago, Christensen revolutionized business with his groundbreaking 
theory of disruptive innovation. Now, he goes further, offering powerful new insights. After years of 
research, Christensen has come to one critical conclusion: our long held maxim—that understanding 
the customer is the crux of innovation—is wrong. Customers don’t buy products or services; they 
"hire" them to do a job. Understanding customers does not drive innovation success, he argues. 
Understanding customer jobs does. The "Jobs to Be Done" approach can be seen in some of the 
world’s most respected companies and fast-growing startups, including Amazon, Intuit, Uber, Airbnb, 
and Chobani yogurt, to name just a few. But this book is not about celebrating these successes—it’s 
about predicting new ones. Christensen contends that by understanding what causes customers to 
"hire" a product or service, any business can improve its innovation track record, creating products that 
customers not only want to hire, but that they’ll pay premium prices to bring into their lives. Jobs theory 
offers new hope for growth to companies frustrated by their hit and miss efforts. This book carefully 
lays down Christensen’s provocative framework, providing a comprehensive explanation of the theory 
and why it is predictive, how to use it in the real world—and, most importantly, how not to squander the 
insights it provides.

Jobs to Be Done

Why do some innovation projects succeed where others fail? The book reveals the business impli-
cations of Jobs Theory and explains how to put Jobs Theory into practice using Outcome-Driven 
Innovation.

The Secret Lives of Customers

A "detective story" that delivers key insights for any businessperson asking the questions: who really 
are our customers, why do we lose them, how do we regain them? Customers can be a mystery. 
Despite the availability of more data than ever before, everyone, from the CEO to salespeople in the 
field, struggles to understand who their customers really are, what they want, why they lose them, and 
how to regain them. To crack the case, start thinking like a market detective. David Scott Duncan shows 
how in his entertaining story of Tazza, a fictional chain of cafes with declining sales and leaders urgently 
seeking to understand why. The vivid characters of Tazza’s market detective force come to their aha 
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moment when they finally understand why their most loyal customers walked out the door—and how 
they can get them back. The core of the Tazza story is a simple, powerful idea that upends how most 
businesses view their customers. Customers have “jobs to be done.” They “hire” companies to solve 
a problem or fulfill a need and “fire” them when unhappy. Duncan’s fresh way of thinking about how 
to understand your customers’ secret lives provides an innovative path for solving whatever market 
mysteries you face.

What Customers Want: Using Outcome-Driven Innovation to Create Breakthrough Products and 
Services

A world-renowned innovation guru explains practices that result in breakthrough innovations "Ulwick's 
outcome-driven programs bring discipline and predictability to the often random process of innovation." 
-Clayton Christensen For years, companies have accepted the underlying principles that define the 
customer-driven paradigm--that is, using customer "requirements" to guide growth and innovation. But 
twenty years into this movement, breakthrough innovations are still rare, and most companies find that 
50 to 90 percent of their innovation initiatives flop. The cost of these failures to U.S. companies alone is 
estimated to be well over $100 billion annually. In a book that challenges everything you have learned 
about being customer driven, internationally acclaimed innovation leader Anthony Ulwick reveals the 
secret weapon behind some of the most successful companies of recent years. Known as "outcome-dri-
ven" innovation, this revolutionary approach to new product and service creation transforms innovation 
from a nebulous art into a rigorous science from which randomness and uncertainty are eliminated. 
Based on more than 200 studies spanning more than seventy companies and twenty-five industries, 
Ulwick contends that, when it comes to innovation, the traditional methods companies use to commu-
nicate with customers are the root cause of chronic waste and missed opportunity. In What Customers 
Want, Ulwick demonstrates that all popular qualitative research methods yield well-intentioned but 
unfitting and dreadfully misleading information that serves to derail the innovation process. Rather 
than accepting customer inputs such as "needs," "benefits," "specifications," and "solutions," Ulwick 
argues that researchers should silence the literal "voice of the customer" and focus on the "metrics 
that customers use to measure success when executing the jobs, tasks or activities they are trying to 
get done." Using these customer desired outcomes as inputs into the innovation process eliminates 
much of the chaos and variability that typically derails innovation initiatives. With the same profound 
insight, simplicity, and uncommon sense that propelled The Innovator's Solution to worldwide acclaim, 
this paradigm-changing book details an eight-step approach that uses outcome-driven thinking to 
dramatically improve every aspect of the innovation process--from segmenting markets and identifying 
opportunities to creating, evaluating, and positioning breakthrough concepts. Using case studies from 
Microsoft, Johnson & Johnson, AIG, Pfizer, and other leading companies, What Customers Want shows 
companies how to: Obtain unique customer inputs that make predictable innovation possible Recognize 
opportunities for disruption, new market creation, and core market growth--well before competitors do 
Identify which ideas, technologies, and acquisitions have the greatest potential for creating customer 
value Systematically define breakthrough products and services concepts Innovation is fundamental 
to success and business growth. Offering a proven alternative to failed customer-driven thinking, this 
landmark book arms you with the tools to unleash innovation, lower costs, and reduce failure rates--and 
create the products and services customers really want.

Seeing What's Next

Every day, individuals take action based on how they believe innovation will change industries. Yet these 
beliefs are largely based on guesswork and incomplete data and lead to costly errors in judgment. Now, 
internationally renowned innovation expert Clayton M. Christensen and his research partners Scott D. 
Anthony and Erik A. Roth present a groundbreaking framework for predicting outcomes in the evolution 
of any industry. Based on proven theories outlined in Christensen's landmark books The Innovator's 
Dilemma and The Innovator's Solution, Seeing What's Next offers a practical, three-part model that 
helps decision-makers spot the signals of industry change, determine the outcome of competitive 
battles, and assess whether a firm's actions will ensure or threaten future success. Through in-depth 
case studies of industries from aviation to health care, the authors illustrate the predictive power of 
innovation theory in action.

How Will You Measure Your Life? (Harvard Business Review Classics)



In the spring of 2010, Harvard Business School’s graduating class asked HBS professor Clay Chris-
tensen to address them—but not on how to apply his principles and thinking to their post-HBS careers. 
The students wanted to know how to apply his wisdom to their personal lives. He shared with them 
a set of guidelines that have helped him find meaning in his own life, which led to this now-classic 
article. Although Christensen’s thinking is rooted in his deep religious faith, these are strategies anyone 
can use. Since 1922, Harvard Business Review has been a leading source of breakthrough ideas in 
management practice. The Harvard Business Review Classics series now offers you the opportunity 
to make these seminal pieces a part of your permanent management library. Each highly readable 
volume contains a groundbreaking idea that continues to shape best practices and inspire countless 
managers around the world.

Disrupting Class, Expanded Edition: How Disruptive Innovation Will Change the Way the World Learns

Clay Christensen's groundbreaking bestselling work in education now updated and expanded, in-
cluding a new chapter on Christensen's seminal "Jobs to Be Done" theory applied to education. 
"Provocatively titled, Disrupting Class is just what America's K-12 education system needs--a well 
thought-through proposal for using technology to better serve students and bring our schools into the 
21st Century. Unlike so many education 'reforms,' this is not small-bore stuff. For that reason alone, it's 
likely to be resisted by defenders of the status quo, even though it's necessary and right for our kids. 
We owe it to them to make sure this book isn't merely a terrific read; it must become a blueprint for 
educational transformation." —Joel Klein, Chancellor of the New York City Department of Education "A 
brilliant teacher, Christensen brings clarity to a muddled and chaotic world of education." —Jim Collins, 
bestselling author of Good to Great “Just as iTunes revolutionized the music industry, technology has 
the potential to transform education in America so that every one of the nation’s 50 million students 
receives a high quality education. Disrupting Class is a must-read, as it shows us how we can blaze 
that trail toward transformation.” —Jeb Bush, former Governor of Florida According to recent studies in 
neuroscience, the way we learn doesn't always match up with the way we are taught. If we hope to stay 
competitive-academically, economically, and technologically-we need to rethink our understanding of 
intelligence, reevaluate our educational system, and reinvigorate our commitment to learning. In other 
words, we need "disruptive innovation." Now, in his long-awaited new book, Clayton M. Christensen 
and coauthors Michael B. Horn and Curtis W. Johnson take one of the most important issues of 
our time-education-and apply Christensen's now-famous theories of "disruptive" change using a wide 
range of real-life examples. Whether you're a school administrator, government official, business leader, 
parent, teacher, or entrepreneur, you'll discover surprising new ideas, outside-the-box strategies, and 
straight-A success stories. You'll learn how: Customized learning will help many more students succeed 
in school Student-centric classrooms will increase the demand for new technology Computers must 
be disruptively deployed to every student Disruptive innovation can circumvent roadblocks that have 
prevented other attempts at school reform We can compete in the global classroom-and get ahead in 
the global market Filled with fascinating case studies, scientific findings, and unprecedented insights 
on how innovation must be managed, Disrupting Class will open your eyes to new possibilities, unlock 
hidden potential, and get you to think differently. Professor Christensen and his coauthors provide a 
bold new lesson in innovation that will help you make the grade for years to come. The future is now. 
Class is in session.

The Innovator's Dilemma

Named one of 100 Leadership & Success Books to Read in a Lifetime by Amazon Editors An innovation 
classic. From Steve Jobs to Jeff Bezos, Clay Christensen’s work continues to underpin today’s most 
innovative leaders and organizations. The bestselling classic on disruptive innovation, by renowned 
author Clayton M. Christensen. His work is cited by the world’s best-known thought leaders, from Steve 
Jobs to Malcolm Gladwell. In this classic bestseller—one of the most influential business books of all 
time—innovation expert Clayton Christensen shows how even the most outstanding companies can do 
everything right—yet still lose market leadership. Christensen explains why most companies miss out 
on new waves of innovation. No matter the industry, he says, a successful company with established 
products will get pushed aside unless managers know how and when to abandon traditional business 
practices. Offering both successes and failures from leading companies as a guide, The Innovator’s 
Dilemma gives you a set of rules for capitalizing on the phenomenon of disruptive innovation. Sharp, 
cogent, and provocative—and consistently noted as one of the most valuable business ideas of all 
time—The Innovator’s Dilemma is the book no manager, leader, or entrepreneur should be without.



Beyond the Label

The former global CEO of Chanel charts her unlikely path from literature major to global chief executive, 
guiding readers to move beyond the confines of staid expectations and discover their own true paths, 
strengths, and leadership values. Driven. Shy. Leader. Wife. Mother. We live in a world of categories 
— labels designed to tell the world, and ourselves, who we are and ought to be. Some we may 
covet, others we may fear or disdain; but creating a life that’s truly your own, means learning to 
define yourself on your own terms. In Beyond the Label, Maureen Chiquet charts her unlikely path 
from literature major to global chief executive. Sharing the inklings, risks and (re)defining moments 
that have shaped her exemplary career, Chiquet seeks to inspire a new generation of women, liberal 
arts grads, and unconventional thinkers to cultivate a way of living and leading that is all their own. 
Through vivid storytelling and provocative insights, Chiquet guides readers to consider the pressing 
questions and inherent paradoxes of creating a successful, fulfilling life in today’s increasingly complex 
and competitive world. "Why should we separate art from business, feelings from logic, intuition from 
judgment?" Chiquet poses. "Who decided you can’t be determined and flexible, introspective and 
attuned, mother and top executive? And where does it state standing unflinchingly in your vulnerability, 
embracing your femininity, won’t make you stronger?" Wise, inspiring, and deeply felt, Beyond the Label 
is for anyone who longs for a life without limits on who she is or who she will become.

Jobs to Be Done

In a challenging economy filled with multiple competitors, no one can afford to stagnate. Yet, innovation 
is notoriously difficult. How do you pinpoint the winning ideas that customers will love? Sifting through 
purchasing data for clues about what might sell or haphazardly brainstorming ideas are typical 
strategies. However, innovation expert Stephen Wunker offers the effective Jobs method: determining 
the drivers of customer behavior--those functional and emotional goals that people want to achieve. 
This simple shift in perspective opens up new insights about your customers and a wealth of hidden 
opportunities. For example, social media newcomer Snapchat used the Jobs process to capture the 
millennial demographic. By reducing functionality, the company satisfied its users' unmet need to 
document real life in the moment, without filters and "like" buttons. Packed with similar examples from 
every industry, this complete innovation guide explains both foundational concepts and a detailed action 
plan developed by Wunker and his team. In Jobs to Be Done, the groundbreaking Jobs Roadmap takes 
you step-by-step through the innovation process and reveals how to: Gather valuable customer insights 
Turn those insights into new product ideas Test and iterate until you find original profitable solutions 
And much more! Jobs to Be Done gives you a clear-cut framework for thinking about your business, 
outlines a roadmap for discovering new markets, new products and services, and helps you generate 
creative opportunities to innovate your way to success.

The Innovator's Solution

An innovation classic. From Steve Jobs to Jeff Bezos, Clay Christensen’s work continues to underpin 
today’s most innovative leaders and organizations. A seminal work on disruption—for everyone con-
fronting the growth paradox. For readers of the bestselling The Innovator’s Dilemma—and beyond—this 
definitive work will help anyone trying to transform their business right now. In The Innovator’s Solution, 
Clayton Christensen and Michael Raynor expand on the idea of disruption, explaining how companies 
can and should become disruptors themselves. This classic work shows just how timely and relevant 
these ideas continue to be in today’s hyper-accelerated business environment. Christensen and 
Raynor give advice on the business decisions crucial to achieving truly disruptive growth and propose 
guidelines for developing your own disruptive growth engine. The authors identify the forces that cause 
managers to make bad decisions as they package and shape new ideas—and offer new frameworks 
to help create the right conditions, at the right time, for a disruption to succeed. This is a must-read for 
all senior managers and business leaders responsible for innovation and growth, as well as members 
of their teams. Based on in-depth research and theories tested in hundreds of companies across many 
industries, The Innovator’s Solution is a necessary addition to any innovation library—and an essential 
read for entrepreneurs and business builders worldwide.

Badass: Making Users Awesome

Note for ebook customers: The design and layout of this book play a key role in conveying the author's 
message. When creating the ebooks, we've tried to keep the look and feel of the print edition, but 
this means that not all e-reading devices will support the files. The EPUB format is optimized for 



iPad. The Mobi files are optimized for Kindle Fire tablets and phones and for Kindle reading apps. 
Imagine you’re in a game with one objective: a bestselling product or service. The rules? No marketing 
budget, no PR stunts, and it must be sustainably successful. No short-term fads. This is not a game 
of chance. It is a game of skill and strategy. And it begins with a single question: given competing 
products of equal pricing, promotion, and perceived quality, why does one outsell the others? The 
answer doesn’t live in the sustainably successful products or services. The answer lives in those 
who use them. Our goal is to craft a strategy for creating successful users. And that strategy is full 
of surprising, counter-intuitive, and astonishingly simple techniques that don’t depend on a massive 
marketing or development budget. Techniques typically overlooked by even the most well-funded, 
well-staffed product teams. Every role is a key player in this game. Product development, engineering, 
marketing, user experience, support—everyone on the team. Even if that team is a start-up of one. 
Armed with a surprisingly overlooked science and a unique POV, we can can reduce the role of luck. We 
can build sustainably successful products and services that rely not on unethical persuasive marketing 
tricks but on helping our users have deeper, richer experiences. Not just in the moments while they’re 
using our product but, more importantly, in the moments when they aren’t.

The Clayton M. Christensen Reader

The best of Clayton Christensen’s seminal work on disruptive innovation, all in one place. No business 
can afford to ignore the theory of disruptive innovation. But the nuances of Clayton Christensen’s 
foundational thinking on the subject are often forgotten or misinterpreted. To achieve continuing growth 
in your business while defending against upstarts, you need to understand clearly what disruption is 
and how it works, and know how it applies to your industry and your company. In this collection of 
Christensen’s most influential articles—carefully selected by Harvard Business Review’s editors—his 
incisive arguments, clear theories, and readable stories give you the tools you need to understand 
disruption and what to do about it. The collection features Christensen’s newest article looking back 
on 20 years of disruptive innovation: what it is, and what it isn’t. Covering a broad spectrum of 
topics—business model innovation, mergers and acquisitions, value-chain shifts, financial incentives, 
product development—these articles illuminate the impact and implications of disruptive innovation 
as well as Christensen’s broader thinking on management theory and its application in business and 
in life. This collection of best-selling articles includes: “Disruptive Technologies: Catching the Wave,” 
by Joseph L. Bower and Clayton M. Christensen, “Meeting the Challenge of Disruptive Change,” by 
Clayton M. Christensen and Michael Overdorf, “Marketing Malpractice: The Cause and the Cure,” by 
Clayton M. Christensen, Scott Cook, and Taddy Hall, “Innovation Killers: How Financial Tools Destroy 
Your Capacity to Do New Things,” by Clayton M. Christensen, Stephen P. Kaufman, and Willy C. 
Shih, “Reinventing Your Business Model,” by Mark W. Johnson, Clayton M. Christensen, and Henning 
Kagermann, “The New M&A Playbook,” by Clayton M. Christensen, Richard Alton, Curtis Rising, and 
Andrew Waldeck, “Skate to Where the Money Will Be,” by Clayton M. Christensen, Michael E. Raynor, 
and Matthew Verlinden, “Surviving Disruption,” by Maxwell Wessel and Clayton M. Christensen, “What 
Is Disruptive Innovation?” by Clayton M. Christensen, Michael E. Raynor, and Rory McDonald, “Why 
Hard-Nosed Executives Should Care About Management Theory,” by Clayton M. Christensen and 
Michael E. Raynor, and “How Will You Measure Your Life?” by Clayton M. Christensen.

The Prosperity Paradox

Clayton M. Christensen, the author of such business classics as The Innovator’s Dilemma and the New 
York Times bestseller How Will You Measure Your Life, and co-authors Efosa Ojomo and Karen Dillon 
reveal why so many investments in economic development fail to generate sustainable prosperity, and 
offers a groundbreaking solution for true and lasting change. Global poverty is one of the world’s most 
vexing problems. For decades, we’ve assumed smart, well-intentioned people will eventually be able 
to change the economic trajectory of poor countries. From education to healthcare, infrastructure to 
eradicating corruption, too many solutions rely on trial and error. Essentially, the plan is often to identify 
areas that need help, flood them with resources, and hope to see change over time. But hope is not 
an effective strategy. Clayton M. Christensen and his co-authors reveal a paradox at the heart of our 
approach to solving poverty. While noble, our current solutions are not producing consistent results, 
and in some cases, have exacerbated the problem. At least twenty countries that have received billions 
of dollars’ worth of aid are poorer now. Applying the rigorous and theory-driven analysis he is known 
for, Christensen suggests a better way. The right kind of innovation not only builds companies—but 
also builds countries. The Prosperity Paradox identifies the limits of common economic development 
models, which tend to be top-down efforts, and offers a new framework for economic growth based 



on entrepreneurship and market-creating innovation. Christensen, Ojomo, and Dillon use successful 
examples from America’s own economic development, including Ford, Eastman Kodak, and Singer 
Sewing Machines, and shows how similar models have worked in other regions such as Japan, South 
Korea, Nigeria, Rwanda, India, Argentina, and Mexico. The ideas in this book will help companies 
desperate for real, long-term growth see actual, sustainable progress where they’ve failed before. But 
The Prosperity Paradox is more than a business book; it is a call to action for anyone who wants a 
fresh take for making the world a better and more prosperous place.

HBR Guide to Office Politics

Every organization has its share of political drama: Personalities clash. Agendas compete. Turf wars 
erupt. But you need to work productively with your colleagues—even the challenging ones—for the 
good of your organization and your career. How can you do that without compromising your integrity? 
By acknowledging that power dynamics and unwritten rules exist—and constructively navigating them. 
Whether you're a new professional or an experienced one, this guide will teach you how to: (1) Build 
relationships with difficult people, (2) gain allies and increase your sphere of influence, (3) wrangle 
resources, (4) move up without alienating your colleagues, (5) avoid power games and petty rivalries, 
and (6) claim credit when it's due.

An Invisible Thread

A cloth bag containing eight copies of the title, that may also include a folder.

Extreme You

'Sarah doesn't just sit at the table - she stands on it. She's full of inspiring advice about how to bounce 
back from failures, speak your truth, embrace your quirks, and have a lot more fun along the way.' 
Sheryl Sandberg, Facebook COO and Founder of Leanin.org As a child, Sarah Robb O'Hagan felt 
destined to become a champion, but her early efforts at sport, music and theatre failed to reveal a 
natural superstar. Unwilling to settle for average, she learned through a series of dramatic successes 
and epic failures to follow her own path to success. Sarah climbed the corporate ladder at Virgin 
Atlantic, Nike, Gatorade and Equinox - also becoming a wife, mother and endurance athlete - and 
though in her twenties she was fired twice, in her thirties she led the turnaround of a $5 billion 
sports drink business. Her approach has stemmed from personal experience and inspiration from the 
band of highly accomplished 'Extremers' that she has met along the way: entrepreneurs, corporate 
leaders, TV personalities, an Olympic champion downhill skier, a former secretary of state, and even 
a world-famous tattoo artist. These Extremers helped her recognise that success doesn't come from 
conforming, hiding weaknesses or reaching some pre-planned destination. The bolder choice is to 
embrace Extreme You: to bring all that is distinctive and relevant about yourself to everything you do, 
and to bring out the Extreme in the people and the culture around you. Inspiring, practical and funny, 
Extreme You is Sarah's training programme for developing the drive, originality and fierce attitude to 
become the best version of you.

The Jobs To Be Done Playbook

These days, consumers have real power: they can research companies, compare ratings, and find 
alternatives with a simple tap. Focusing on customer needs isn't a nice–to–have, it's a strategic 
imperative. The Jobs To Be Done Playbook (JTBD) helps organizations turn market insight into action. 
This book shows you techniques to make offerings people want, as well as make people want your 
offering.

Dual Transformation

Game-changing disruptions will likely unfold on your watch. Be ready. In Dual Transformation, Scott 
Anthony, Clark Gilbert, and Mark Johnson propose a practical and sustainable approach to one of the 
greatest challenges facing leaders today: transforming your business in the face of imminent disruption. 
Dual Transformation shows you how your company can come out of a market shift stronger and more 
profitable, because the threat of disruption is also the greatest opportunity a leadership team will 
ever face. Disruptive change opens a window of opportunity to create massive new markets. It is the 
moment when a market also-ran can become a market leader. It is the moment when business legacies 
are created. That moment starts with the core dual transformation framework: Transformation A: 



Repositioning today’s business to maximize its resilience, such as how Adobe boldly shifted from selling 
packaged software to providing software as a service. Transformation B: Creating a new growth engine, 
such as how Amazon became the world’s largest provider of cloud computing services. Capabilities 
link: Fighting unfairly by taking advantage of difficult-to-replicate assets without succumbing to the 
“sucking sound of the core.” Anthony, Gilbert, and Johnson also address the characteristics leaders 
must embrace: courage, clarity, curiosity, and conviction. Without them, dual transformation efforts 
can founder. Building on lessons from diverse companies, such as Adobe, Manila Water, and Netflix, 
and a case study from Gilbert’s firsthand experience transforming his own media and publishing 
company, Dual Transformation will guide executives through the journey of creating the next version of 
themselves, allowing them to own the future rather than be disrupted by it.

The Power of Everyday Missionaries

A Job to be Done is the process a consumer goes through whenever she aims to transform her existing 
life-situation into a preferred one, but cannot because there are constraints that stop her. When Coffee 
and Kale Compete by Alan Klement helps you become better at creating and selling products that 
people will buy. Your joy at work will grow. You will know how to help companies increase profits, reduce 
waste, and remain competitive. In doing so, you will help economies prosper, and help provide stable 
jobs for employees and the families that depend on them. Top entrepreneurs, business owners, and 
Alan himself share their experiences of how they used Job to be Done to help them create successful 
products. Alan not only relates success stories but also gives examples of products and companies 
that failed. The experiences of others will help you make the best choices for your own company or the 
company where you work. You will also learn how to analyze the competition and make customers 
notice your product. The knowledge in this book will help you boost growth for your product and 
business.

When Coffee and Kale Compete

Introducing the Four Components That Make Innovation Repeatable Even the best-performing compa-
nies eventually stall. Sustaining momentum—and remaining a great growth company—takes a system. 
Scott Anthony and David Duncan call this system a “Growth Factory.” They’ve seen it work in a small set 
of elite companies that have created environments where innovation is both repeatable and reliable, not 
relegated to an off-site or isolated division that has no real connection to the organization’s future. In this 
HBR Single, Anthony and Duncan draw on their extensive experience working with these growth factory 
organizations—most notably Procter & Gamble and Citigroup. They highlight the four main components 
that make innovation repeatable and reliable, citing real examples of what P&G, Citi, and even their 
own firm, Innosight, have gone through to stay firmly on a path toward growth despite huge challenges. 
They offer practical advice on how you can put their system into action in your own company—whether 
it’s a large multinational or a small start-up. HBR Singles provide brief yet potent business ideas for 
today’s thinking professional. They are available digitally at HBR.org and through the Kindle Store, the 
iBookstore, and other ebooksellers.

Building a Growth Factory

From New York Times bestselling author and economics columnist Robert Frank, a compelling book 
that explains why the rich underestimate the importance of luck in their success, why that hurts 
everyone, and what we can do about it How important is luck in economic success? No question more 
reliably divides conservatives from liberals. As conservatives correctly observe, people who amass 
great fortunes are almost always talented and hardworking. But liberals are also correct to note that 
countless others have those same qualities yet never earn much. In recent years, social scientists have 
discovered that chance plays a much larger role in important life outcomes than most people imagine. In 
Success and Luck, bestselling author and New York Times economics columnist Robert Frank explores 
the surprising implications of those findings to show why the rich underestimate the importance of 
luck in success—and why that hurts everyone, even the wealthy. Frank describes how, in a world 
increasingly dominated by winner-take-all markets, chance opportunities and trivial initial advantages 
often translate into much larger ones—and enormous income differences—over time; how false beliefs 
about luck persist, despite compelling evidence against them; and how myths about personal success 
and luck shape individual and political choices in harmful ways. But, Frank argues, we could decrease 
the inequality driven by sheer luck by adopting simple, unintrusive policies that would free up trillions of 
dollars each year—more than enough to fix our crumbling infrastructure, expand healthcare coverage, 



fight global warming, and reduce poverty, all without requiring painful sacrifices from anyone. If this 
sounds implausible, you'll be surprised to discover that the solution requires only a few, noncontroversial 
steps. Compellingly readable, Success and Luck shows how a more accurate understanding of the role 
of chance in life could lead to better, richer, and fairer economies and societies.

Success and Luck

Time is limited. Attention is scarce. Are you engaging your customers? Apple Stores, Disney, LEGO, 
Starbucks. Do these names conjure up images of mere goods and services, or do they evoke something 
more--something visceral? Welcome to the Experience Economy, where businesses must form unique 
connections in order to secure their customers' affections--and ensure their own economic vitality. This 
seminal book on experience innovation by Joe Pine and Jim Gilmore explores how savvy companies 
excel by offering compelling experiences for their customers, resulting not only in increased customer 
allegiance but also in a more profitable bottom line. Translated into thirteen languages, The Experience 
Economy has become a must-read for leaders of enterprises large and small, for-profit and nonprofit, 
global and local. Now with a brand-new preface, Pine and Gilmore make an even stronger case for 
experiences as the critical link between a company and its customers in an increasingly distractible 
and time-starved world. Filled with detailed examples and actionable advice, The Experience Economy 
helps companies create personal, dramatic, and even transformative experiences, offering the script 
from which managers can generate value in ways aligned with a strong customer-centric strategy.

The Experience Economy, With a New Preface by the Authors

"Whether you call it "lean start-up," "design thinking," or "agile," a new method is revolutionizing how 
to successfully create, refine, and bring ideas to market--without traditional business planning. But 
because these ideas and techniques run counter to conventional managerial thinking and practice, 
managers in established organizations have difficulty implementing them. Innovation experts Nathan 
Furr and Jeff Dyer aim to change that. Based on field work with thousands of managers and validated 
insidedozens of companies, THE INNOVATOR'S METHOD shows when and how to apply a "lean 
start-up" approach to innovation in established businesses. THE INNOVATOR'S METHOD takes 
managers through these new practices for managing innovation, showing how to adapt them to their 
businesses and answering such questions as: How do we know this idea is worth pursuing? Does it 
solve the right problem for customers? Have we found the right solution? Do we have the right business 
model for our new offering? With detailed cases from the authors' work implementing these ideas 
with companies such as Intuit, NEC, P&G, Virgin Airlines, Kia, Folio, Citi, Hallmark, and Verizon, THE 
INNOVATOR'S METHOD picks up where Jeff Dyer's THE INNOVATOR'S DNA leaves off, showing 
how to test, validate and commercialize ideas with the lean and agile techniques that successful 
entrepreneurs use"--

The Innovator's Method

As enlightening as The Facebook Effect, Elon Musk, and Chaos Monkeys—the compelling, be-
hind-the-scenes story of the creation of one of the most essential applications ever devised, and the 
rag-tag team that built it and changed how we navigate the world Never Lost Again chronicles the 
evolution of mapping technology—the "overnight success twenty years in the making." Bill Kilday takes 
us behind the scenes of the tech’s development, and introduces to the team that gave us not only 
Google Maps but Google Earth, and most recently, Pokémon GO. He takes us back to the beginning to 
Keyhole—a cash-strapped startup mapping company started by a small-town Texas boy named John 
Hanke, that nearly folded when the tech bubble burst. While a contract with the CIA kept them afloat, 
the company’s big break came with the first invasion of Iraq; CNN used their technology to cover the 
war and made it famous. Then Google came on the scene, buying the company and relaunching the 
software as Google Maps and Google Earth. Eventually, Hanke’s original company was spun back out 
of Google, and is now responsible for Pokémon GO and the upcoming Harry Potter: Wizards Unite. 
Kilday, the marketing director for Keyhole and Google Maps, was there from the earliest days, and 
offers a personal look behind the scenes at the tech and the minds developing it. But this book isn’t only 
a look back at the past; it is also a glimpse of what’s to come. Kilday reveals how emerging map-based 
technologies including virtual reality and driverless cars are going to upend our lives once again. Never 
Lost Again shows us how our worldview changed dramatically as a result of vision, imagination, and 
implementation. It’s a crazy story. And it all started with a really good map.



Never Lost Again

FINALIST: Business Book Awards 2019 - Sales and Marketing Category Virtually all consumer-facing 
businesses talk about putting the customer first, but in reality, few deliver on this as effectively as they 
could. 100 Practical Ways to Improve Customer Experience walks readers through a wealth of practical 
tips, tools, guidelines and frameworks, for implementing customer-focused marketing strategies at 
every step of the customer journey. By ensuring that the customer remains the key focus, companies 
can identify areas in need of improvement and implement relevant steps throughout the value chain to 
transform their business. A unique blend of strategy and best practice, 100 Practical Ways to Improve 
Customer Experience has a particular focus on multi-channel industries such as retail, FMCG, travel, 
financial services, leisure, food and beverage, and automotive. These industries are all facing major 
disruption from trendsetting brands such as Uber, AirBnB and Amazon, and as such, now face more 
pressure than ever to adopt new practices and remain relevant in a continually competitive marketplace. 
Featuring case studies packed full of practical examples, this book is a unique and valuable resource 
for both senior industry professionals looking to transform their business and MBA students. Online 
resources include a best practice checklist to optimize mobile apps.

100 Practical Ways to Improve Customer Experience

How can you create products that successfully find customers? With this practical book, you’ll learn 
from some of the best product designers in the field, from companies like Facebook and LinkedIn 
to up-and-coming contenders. You’ll understand how to discover and interpret customer pain, and 
learn how to use this research to guide your team through each step of product creation. Written 
for designers, product managers, and others who want to communicate better with designers, this 
book is essential reading for anyone who contributes to the product creation process. Understand 
exactly who your customers are, what they want, and how to build products that make them happy 
Learn frameworks and principles that successful product designers use Incorporate five states into 
every screen of your interface to improve conversions and reduce perceived loading times Discover 
meeting techniques that Apple, Amazon, and LinkedIn use to help teams solve the right problems and 
make decisions faster Design effective interfaces across different form factors by understanding how 
people hold devices and complete tasks Learn how successful designers create working prototypes 
that capture essential customer feedback Create habit-forming and emotionally engaging experiences, 
using the latest psychological research

Designing Products People Love

Rewire your brain to avoid the trap of comparison and status-seeking to achieve more contentment 
and satisfaction from life People care about status despite their best intentions because our brains are 
inherited from animals who cared about status. The survival value of status in the state of nature helps 
us understand our intense emotions about status today. Beneath your verbal brain, you have the brain 
common to all mammals. It rewards you with pleasure hormones when you see yourself in a position of 
strength, and it alarms you with stress hormones when you see yourself in a position of weakness. But 
constant striving for status can be anxiety-provoking and joy-stealing. Nothing feels like enough to our 
mammal brain. It releases those stress chemicals when you think others are ahead of you. Here, Loretta 
Breuning shines a light on the brain processes that encourage us to seek higher status. She teaches 
us how to rewire those connections for more contentment and less stress. No more worrying about 
keeping up with the Joneses. Your new way of thinking will blaze new trails to your happy hormones 
and you will RELAX.

Status Games

'I'm a HUGE fan of Alison Green's "Ask a Manager" column. This book is even better' Robert Sutton, 
author of The No Asshole Rule and The Asshole Survival Guide 'Ask A Manager is the book I wish 
I'd had in my desk drawer when I was starting out (or even, let's be honest, fifteen years in)' - Sarah 
Knight, New York Times bestselling author of The Life-Changing Magic of Not Giving a F*ck A witty, 
practical guide to navigating 200 difficult professional conversations Ten years as a workplace advice 
columnist has taught Alison Green that people avoid awkward conversations in the office because they 
don't know what to say. Thankfully, Alison does. In this incredibly helpful book, she takes on the tough 
discussions you may need to have during your career. You'll learn what to say when: · colleagues push 
their work on you - then take credit for it · you accidentally trash-talk someone in an email and hit 'reply 
all' · you're being micromanaged - or not being managed at all · your boss seems unhappy with your 



work · you got too drunk at the Christmas party With sharp, sage advice and candid letters from real-life 
readers, Ask a Manager will help you successfully navigate the stormy seas of office life.

Ask a Manager

When the Big Apple no longer felt big enough, Dave Prager and his wife, Jenny, moved to a city of 
sixteen million people—with seemingly twice as many honking horns. Living and working in Delhi, 
the couple wrote about their travails and discoveries on their popular blog Our Delhi Struggle. This 
book, all new, is Dave’s top-to-bottom account of a megacity he describes as simultaneously ecstatic, 
hallucinatory, feverish, and hugely energizing. Weaving together useful observations and hilarious 
anecdotes, he covers what you need to know to enjoy the city and discover its splendors: its sprawling 
layout,some favorite sites, the food, the markets, and the challenges of living in or visiting a city that 
presents every human extreme at once. Among his revelations: secrets that every Delhiite knows, 
including the key phrase for successfully negotiating with any shopkeeper; the most fascinating 
neighborhoods, and the trendiest; the realities behind common stereotypes; tips for enjoying street 
food and finding hidden restaurants, as well as navigating the transportation system; and the nuances 
of gestures like the famous Indian head bobble. Delirious Delhi is at once tribute to a great world city 
and an invitation to explore. Read it, and you’ll want to book the next flight!

Delirious Delhi

The winner of the UK's Business Book of the Year Award for 2021, this is a groundbreaking exposé of 
the myths behind startup success and a blueprint for harnessing the things that really matter. What is 
the difference between a startup that makes it, and one that crashes and burns? Behind every story 
of success is an unfair advantage. But an Unfair Advantage is not just about your parents' wealth or 
who you know: anyone can have one. An Unfair Advantage is the element that gives you an edge over 
your competition. This groundbreaking book shows how to identify your own Unfair Advantages and 
apply them to any project. Drawing on over two decades of hands-on experience, Ash Ali and Hasan 
Kubba offer a unique framework for assessing your external circumstances in addition to your internal 
strengths. Hard work and grit aren't enough, so they explore the importance of money, intelligence, 
location, education, expertise, status, and luck in the journey to success. From starting your company, to 
gaining traction, raising funds, and growth hacking, The Unfair Advantage helps you look at yourself and 
find the ingredients you didn't realize you already had, to succeed in the cut-throat world of business.

The Unfair Advantage

The "how-not-to" leadership book There is a paradox in leadership: we can only succeed by knowing-
failure. Every accomplished leader knows there are minefields offailures that need to be navigated in 
order to succeed. Wouldn't itbe great to have the insights to help you prevent from makingavoidable 
mistakes? Unfortunately, in business talking aboutmistakes can be taboo, and, at a certain level, 
learning fromfailure is not an option. Weinzimmer and McConoughey speak franklyabout the things 
that are difficult to talk about – theunvarnished truths necessary to become a successful leader. Based 
on a groundbreaking 7-year study of what almost 1000managers across 21 industries really think about 
lessons fromfailures Includes exclusive interview material from CEOs at a wide rangeof organizations, 
including major firms such as Caterpillar,Priceline.com, and Allstate; startups; and entrepreneurial 
smallbusinesses Drills down into failure to uncover the strategies thataspiring leaders need in order 
to avoid the most damning leadershipmistakes: unbalanced orchestration, drama management, and 
recklessvanity Learning from the mistakes of others is a necessary part of thejourney of effective 
leadership, and this book offers anindispensable guide to learning these powerfullessons—without 
paying the price of failure.

The Wisdom of Failure

In this revolutionary bestseller, innovation expert Clayton M. Christensen says outstanding companies 
can do everything right and still lose their market leadership—or worse, disappear altogether. And not 
only does he prove what he says, but he tells others how to avoid a similar fate. Focusing on “disruptive 
technology,” Christensen shows why most companies miss out on new waves of innovation. Whether in 
electronics or retailing, a successful company with established products will get pushed aside unless 
managers know when to abandon traditional business practices. Using the lessons of successes and 
failures from leading companies, The Innovator’s Dilemma presents a set of rules for capitalizing on 
the phenomenon of disruptive innovation. Find out: When it is right not to listen to customers. When 



to invest in developing lower-performance products that promise lower margins. When to pursue small 
markets at the expense of seemingly larger and more lucrative ones. Sharp, cogent, and provocative, 
The Innovator’s Dilemma is one of the most talked-about books of our time—and one no savvy manager 
or entrepreneur should be without.

The Innovator's Dilemma

A unique behind-the-scenes look at the groundbreaking methodology that today's most in-demand 
innovation factory uses to create some of the boldest products and successfully bring them to market. 
Today, innovation is seen by business leaders and the media alike as the key to growth, a burning 
issue in every company, from startups to the Fortune 500. And in that space, Fahrenheit 212 is 
viewed as a high-performance innovation SWAT team, able to solve the most complex, mission-critical 
challenges. Under Mark Payne, the firm's president and head of Idea Development, Fahrenheit 212, 
since its inception a decade ago, has worked with such giants of industry as Coca-Cola, Samsung, 
Hershey's, Campbell's Soup, LG, Starbucks, Mattel, Office Depot, Citibank, P&G, American Express, 
Nutrisystem, GE, and Goldman Sachs, to name but a few. It has been praised as a hotspot for innovation 
in publications like Fortune, Esquire, Businessweek, and FastCompany. What Drives Fahrenheit 212's 
success is its unique methodology, combining what it calls Magic--the creative side of innovation--with 
Money, the business side. They explore every potential idea with the end goal in mind--bringing an 
innovative product to market in a way that will transform a company's business and growth. In How to 
Kill a Unicorn, Mark Payne pulls back the curtain on how the company is able to bring more innovative 
products and ideas successfully to market than any other firm and offers blow by blow inside accounts 
of how they grapple with and solved their biggest challenges.

How to Kill a Unicorn

* Our summary is short, simple and pragmatic. It allows you to have the essential ideas of a big book 
in less than 30 minutes. As you read this summary, you will discover that a product or service must 
first and foremost serve a purpose, that of satisfying the consumer's expectations, and be designed 
accordingly. For this to work, the company must be structured around that purpose. You will also 
discover that : companies that want to improve their products do not focus enough on the specific needs 
of their customers; without a clear idea of the purpose the product serves, innovation is haphazard; 
the "job-to-be-done" theory (a set of missions to accomplish to satisfy the customer) allows for full 
customer satisfaction and ensures a competitive advantage in the long term; a "job" is determined by 
the context of the customer experience according to its practical, social and emotional aspects; by 
focusing on "jobs\

SUMMARY - Competing Against Luck: The Story Of Innovation And Customer Choice By Clayton M. 
Christensen, Karen Dillon, Taddy Hall And David S. Duncan

We've written this book for the Jobs-to-be-Done student and practitioner who has a basic grasp of 
JTBD concepts (Forces Diagram, JTBD Timeline, Interview Process) and wants to strengthen their 
technique and continue to get better results out of their application of Jobs-to-be-Done.How to Use 
This BookThe only person who knows what you'll hire this book for is you (but we have our theories). 
Consider: Cramming it to pull out anything you haven't seen before. Flipping through it a few minutes 
before you conduct an interview to review the basics. Using it to think through who to interview when 
starting a project. Handing it to a colleague to quickly bring them up-to-speed on JTBD so they can be 
your interview partner. Not Quite Ready?There are lots of resources available to help you get caught up 
on the Jobs-to-be-Done basics. Visit JobstobeDone.org and think about: Listening to the JTBD Radio 
podcast (especially the sample interviews). Taking the Online JTBD Course and learning on your own 
time. Attending a Switch Workshop and getting an immersive one-day crash course in Jobs-to-be-Done.



The Jobs-To-be-Done Handbook

In a world of contracting markets and diminished consumer demand, The Cambridge Group founder 
Rick Kash and Nielsen Company CEO David Calhoun show companies how to find new customers 
and bigger profits. How Companies Win makes The Cambridge Group’s proprietary demand model—a 
strategy which multi-million dollar corporations pay premium rates to access—available to the general 
public for the first time. Taking the reigns from Larry Bossidy’s Execution, W. Chan Kim and Renée 
Mauborgne’s Blue Ocean Strategy, and Kash’s own The New Law of Demand and Supply, this is a 
must-have for succeeding in business in the twenty-first century.

How Companies Win

For a lot of us, selling feels icky. Our stomachs tighten at the thought of reciting features and benefits, 
or pressuring customers into purchasing. It's really not our fault. We weren't taught how to sell, plus 
we've been sold before, leaving us with a bitter taste. Here's the truth: sales does not have to feel icky 
for you or your customers. In fact, with the right approach, sales can be an empowering experience for 
all. Bob Moesta, lifelong innovator and coarchitect of the "Jobs to be Done" theory, shares his approach 
for flipping the lens on sales. Bob shifts the focus of sales from selling, to helping people buy and make 
progress in their lives-demand-side sales. ÿ Now, in Demand-Side Sales 101, you'll learn to really see 
what your customers see, hear what they hear, and understand what they mean. You'll not only be a 
more effective and innovative salesperson-you'll want to help people make progress.

Demand-Side Sales 101

A transformative system that shows leaders how to rethink their strategies, retool their capabilities, and 
revitalize their businesses for stronger, longer-lasting success. There’s a learning curve to running any 
successful business. But when leaders begin to rely on past achievements or get stuck in old thinking 
and practices that no longer work, they need to take a step back—and unlearn. This innovative and 
actionable framework from executive coach Barry O’Reilly shows leaders how to break the cycle and 
move away from once-useful mindsets and behaviors that were effective in the past but are no longer 
relevant in the current business climate and may now stand in the way of success. With this simple 
but powerful three-step system, leaders can: 1. Unlearn the behaviors and mindsets that keep them 
and their businesses from moving forward. 2. Relearn the skills, strategies, and innovations that are 
transforming the world every day. 3. Break through old habits and thinking by opening up to new ideas, 
perspectives, and resources. Good leaders know they need to continuously learn. But great leaders 
know when to unlearn the past to succeed in the future. This book shows them the way.

Unlearn: Let Go of Past Success to Achieve Extraordinary Results
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