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Create a YouTube channel that draws subscribers with top-notch content YouTube has the eyes and ears of two billion
monthly users. YouTube Channels for Dummies, 2nd Edition offers proven steps to attracting a chunk of those billions to
your personal or business channel. This updated guide offers insight from a quartet of YouTube channel content
creators, managers, marketers, and analysts as they share the secrets of creating great content, building an audience,
and interacting with your viewers. The book includes information on: · Setting up a channel · Creating videos that attract
viewers · Putting together a video studio · Editing your final product · Reaching your target audience · Interacting with
your fans · Building a profitable business · Tips on copyright law Written for both the budding YouTube creator and the
business professional seeking to boost their company’s profile on the popular social networking site, YouTube Channels
for Dummies allows its readers to access the over two billion active YouTube users who log on each day. Learn how to
create a channel, build a YouTube following, and get insight on content creation, planning, and marketing from
established YouTube creators.
Hubo una vez una compañía de éxito que creció gracias a la energía de su fundador, una persona creativa e ingeniosa,
pero que insistía en tomar la mayoría de las decisiones estratégicas. Casi toda la información corporativa fluía hacia,
desde y a través de él, siendo el centro del que provenía la autoridad para actuar. Así, cuando hubo que sustituirlo, la
empresa entró en una espiral negativa que marcó el inicio de su desaparición, ya que no había una cultura de liderazgo
compartida, sino un único líder que trazaba el camino. Los líderes van y vienen, pero una sólida marca de liderazgo
corporativo es el oxígeno que renueva el ambiente de la organización y ofrece resultados de valor perdurables en el
tiempo, que aumentan la satisfacción de clientes, empleados e inversores. Entre en el apasionante mundo del liderazgo
de la mano de Dave Ulrich y Norm Smallwood y conozca las seis etapas clave para incorporar el liderazgo como
capacidad organizativa para generar confianza y credibilidad en sus públicos internos y externos.
The Web has changed the game for your customers— and, therefore, for you. Now, CustomerCentric Selling, already
recognized as one of the premier methodologies for managing the buyer-seller relationship, helps you level the playing
field so you can reach clients when they are ready to buy and create a superior customer experience. Your business and
its people need to be “CustomerCentric”—willing and able to identify and serve customers’ needs in a world where
competition waits just a mouse-click away. Traditional wisdom has long held that selling means convincing and
persuading buyers. But today’s buyers no longer want or need to be sold in traditional ways. CustomerCentric Selling
gives you mastery of the crucial eight aspects of communicating with today’s clients to achieve optimal results: Having
conversations instead of making presentations Asking relevant questions instead of offering opinions Focusing on
solutions and not only relationships Targeting businesspeople instead of gravitating toward users Relating product usage
instead of relying on features Competing to win—not just to stay busy Closing on the buyer’s timeline (instead of yours)
Empowering buyers instead of trying to “sell” them What’s more, CustomerCentric Selling teaches and reinforces key
tactics that will make the most of your organization’s resources. Perhaps you feel you don’t have the smartest internal
systems in place to ensure an ideal workflow. (Perhaps, as is all too common, you lack identifiable systems almost
entirely.) From the basics—and beyond—of strategic budgeting and negotiation to assessing and developing the skills of
your sales force, you’ll learn how to make sure that each step your business takes is the right one.
As some of today's major and complex companies are worth more than the GDPs of some countries, traditional
marketing approaches, such as glossy corporate campaigns, will have limited returns. Account-based marketing, also
known as client-centric marketing, treats important individual accounts as markets in their own right, to help strengthen
relationships, build reputation, and increase revenues in important accounts. A Practitioner's Guide to Account-Based
Marketing outlines a clear, step-by-step process for readers to harness ABM tools and techniques and set up ABM
programmes. Featuring insights from practising professionals and case studies from organizations including Microsoft,
Accenture, O2 and Fujitsu, it also contains guidance on developing the competencies needed for account-based
marketing and managing your ABM career. This updated second edition contains further discussion on how ABM
initiatives can go from a pilot to being embedded in a business, new material on quantified value propositions and
updated wider research. Meticulously researched and highly practical, A Practitioner's Guide to Account-Based
Marketing will help all marketers to deliver successful B2B marketing.
Offers a systematic approach to product/market fit, discussing customer involvment, optimal time to obtain funding, and
when to change the plan.
In the 21st century, businesses are increasingly faced with complex, "wicked" problems--challenges with social and
environmental dimensions they cannot solve on their own. This is especially common in the frontier markets of Asia,
Africa, Latin America, and the former Soviet bloc. In many cases, the best solution is to create cross-sector partnerships
with organizations from outside the business world--foundations, nonprofits, government agencies, and more. The
resulting partnerships can generate business value as well positive social impact, thereby benefiting companies and
communities alike. PARTNER WITH PURPOSE by Steve Schmida is a step-by-step guide to planning, launching, and
successfully maintaining cross-sector partnerships, illustrated with vivid real-life stories from the author's work with
companies around the world.
How can you establish a customer-centric culture in an organization? This is the first comprehensive book on how to
actually do service design to improve the quality and the interaction between service providers and customers. You’ll
learn specific facilitation guidelines on how to run workshops, perform all of the main service design methods, implement
concepts in reality, and embed service design successfully in an organization. Great customer experience needs a
common language across disciplines to break down silos within an organization. This book provides a consistent model
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for accomplishing this and offers hands-on descriptions of every single step, tool, and method used. You’ll be able to
focus on your customers and iteratively improve their experience. Move from theory to practice and build sustainable
business success.
Retaining brand relevance is fundamental to organizational success, and an increasing challenge that high-level
marketing professionals now face. In the past, many have responded with product or price-based competition, yet this
can only propel a brand so far when it comes to retaining long-term relevance. Research shows that consumers are in
fact driven by emotion and positive brand experiences have the power to drive engagement, while simultaneously
offering countless options for competitive differentiation. Building Brand Experiences enables managers and executives
to realize this and create tailored, relevant experiences that will appeal to consumers and drive brand performance.
Practically structured around The Brand Experience Blueprint, Building Brand Experiences provides a step-by-step guide
to the process of building effective brand experiences based on tried-and-tested tools, templates and informed research.
Combining expert insight and real-world examples in an anecdotal and digestible way, Building Brand Experiences is the
essential guide to crafting relevant experiences that consumers will love, to improve brand engagement and drive results.
More than 100,000 entrepreneurs rely on this book for detailed, step-by-step instructions on building successful, scalable,
profitable startups. The National Science Foundation pays hundreds of startup teams each year to follow the process
outlined in the book, and it's taught at Stanford, Berkeley, Columbia and more than 100 other leading universities
worldwide. Why? The Startup Owner's Manual guides you, step-by-step, as you put the Customer Development process
to work. This method was created by renowned Silicon Valley startup expert Steve Blank, co-creator with Eric Ries of the
"Lean Startup" movement and tested and refined by him for more than a decade. This 608-page how-to guide includes
over 100 charts, graphs, and diagrams, plus 77 valuable checklists that guide you as you drive your company toward
profitability. It will help you: • Avoid the 9 deadly sins that destroy startups' chances for success • Use the Customer
Development method to bring your business idea to life • Incorporate the Business Model Canvas as the organizing
principle for startup hypotheses • Identify your customers and determine how to "get, keep and grow" customers
profitably • Compute how you'll drive your startup to repeatable, scalable profits. The Startup Owner's Manual was
originally published by K&S Ranch Publishing Inc. and is now available from Wiley. The cover, design, and content are
the same as the prior release and should not be considered a new or updated product.
"When Microsoft acquired Navision there is no doubt that the price they paid was heavily influenced by the value of our
channel partner ecosystem. I can think of no one better suited than Hans Peter Bech to write a book with the title Building
Successful Partner Channels." - Preben Damgaard, Co-founder and CEO of Navision In this book, you will discover: CHAPTER 1: The Perfect Partnership - CHAPTER 2: The Channel Manager's Rights - CHAPTER 3: Onboarding Your
Partners - CHAPTER 4: Managing without Power - CHAPTER 5: Planning - CHAPTER 6: Steering a Straight Course CHAPTER 7: Service Delivery--Make the Account a Marketplace - CHAPTER 8: Partnership Reviews and Appraisal And
so much more!
In our increasingly digitized and fast-paced world, human relationships are often strained—sales relationships even more
so. Sales professionals must navigate new challenges as they seek to develop meaningful relationships with buyers who
are often elusive. Human To Human Selling will appeal to sales professionals and the people who manage them by
showing how they can increase sales performance while simultaneously developing strategic relationships with their
customers.
"Building Successful Partner Channels" is a book laying out the roadmap for achieving global market leadership through
independent channel partners in the software industry. When Microsoft acquired Navision in 2002 there is no doubt that
the price they paid was heavily influenced by the value of our channel partner eco-system. I can think of no one better
suited than Hans Peter to write a book with the title Building Successful Partner Channels. Preben Damgaard, Cofounder and CEO of Navision Predictable growth and market leadership through independent channel partners are on
every software industry CEO and sales executives' mind. However, it is rarely achieved. With "Building Successful
Partner Channels" Hans Peter Bech provides a great tactical approach toward reaching this goal. Torulf Nilsson, Product
Executive, Visma Retail, Oslo, Norway Hans Peter Bech has been at the forefront developing indirect channels in the
software industry for more than three decades and his track record is impressive. I'd highly recommend this book to
anyone searching for the route to global market leadership in the software industry. Yusuf Soner, School of Management
at the Sabanci University, Istanbul, Turkey Building Successful Partner Channels provides a powerful, practical approach
to building a strong network of independent channel partners, so as to optimize sales and marketing activities. The book
helps senior sales and marketing executives understand how to work in concert to achieve global market leadership
through the indirect-channel approach. Toke Kruse, Founder and CEO at Billy, San Francisco, USA
Unprecedented upheavals in routes-to-market are challenging businesses of all types. Products are becoming services,
online and offline channels are integrating, and new distribution channels are dictating terms to producers. The third
edition of Distribution Channels re-positions itself as Sales and Marketing Channels, placing market access at the heart
of business and marketing strategy. This global bestseller delivers a rational economic framework to analyze, plan and
manage profitable channels to market. It addresses emerging business models and buying behaviours with practical
steps, ensuring maximum leverage of channel partners at every stage of the go-to-market process. Sales and Marketing
Channels, a fully-revised third edition, takes a multi-sector approach with an entire new series of specialist sections for
application to any business. This efficient structure extracts tangible commercial value from partner relationships,
integrating innovative case studies like AirBNB, the largest seller of rooms without ownership of any; Transferwise, the
peer-to-peer Forex; plus the rise of online retailers like Amazon and ASOS versus the decline of traditional stores like
Macy's or BHS. Updates include the impact of cloud technology, advancing consumer channels, monetizing the
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distribution of intellectual property and the evolving 'gig economy', led by Uber and Deliveroo. Often referred to as the
"Place" P in the marketing mix, this book and its host of downloadable resources are an essential toolkit for strategizing
new and existing routes to market.
Lewis makes a compelling argument that businesses must look beyond their own internal view of how something is sold,
to the external reality of how customers actually buy. He asserts that no one buys anything because of a sales process;
customers only buy because of their own buying process. And so, for all those whose livelihood depends upon
successful revenue generation, the only rational course of action is to positively influence and effectively manage the endto-end customer-buying journey. The simple failure of mousetrap logic—that is, the quality of the product or value
proposition of the service is sufficient to convince customers to make a purchase—is at the heart of most revenue
generation challenges today. How Customers Buy...and Why They Don’t shows that vendors are too often trying to solve
the wrong problem, because customers actually do “get it,” they just don’t buy it. The book starts by explaining Outsidein Revenue Generation. It then decodes the six elements of the Customer Buying Journey DNA. It defines the nine
Buying Concerns, any one of which can derail a purchase. It unveils the deceptively simple and elegant 4Q Buying Style
Quadrant that unlocks the intricacies of how buyers actually think. The second section of the book explains what you can
do about customers not buying your products or services. It reveals that there are only four things—Sales and Marketing
Imperatives—that can be done to positively impact the market. It goes on to walk the reader through the development of
the Market Engagement Strategy. The final section of the book translates the five components of the Market Engagement
Strategy into actionable sales and marketing behaviors.
The NEW Rulebook for Entrepreneurial Success What’s the surest way to startup failure? Follow old, outdated rules. In Content
Inc., one of today’s most sought-after content-marketing strategists reveals a new model for entrepreneurial success. Simply put,
it’s about developing valuable content, building an audience around that content, and then creating a product for that audience.
Notice a shift? Author Joe Pulizzi flips the traditional entrepreneurial approach of first creating a product and then trying to find
customers. It’s a brilliant reverse-engineering of a model that rarely succeeds. The radical six-step business-building process
revealed in this book is smart, simple, practical, and cost-effective. And best of all, it works. It’s a strategy Pulizzi used to build his
own successful company, Content Marketing Institute, which has landed on Inc. magazine’s list of fastest growing private
companies for three years straight. It’s also a strategy countless other entrepreneurs use to build their own multi-million dollar
companies. Build an audience and you’ll be able to sell pretty much anything you want. Today’s markets are more dynamic and
customers are more fickle than ever before. Why would you put all your eggs in one basket before securing a loyal customer
base? Content Inc. shows you how to get customers first and develop products later. It’s the best way to build a solid, long-lasting
business positioned for today’s content-driven world. This is the simple but profoundly successful entrepreneurial approach of one
of today’s most creative business minds. A pioneer of content marketing, Pulizzi has cracked to code when it comes to the power
of content in a world where marketers still hold fast to traditional models that no longer work. In Content Inc., he breaks down the
business-startup process into six steps, making it simple for you to visualize, launch, and monetize your own business. These
steps are: • The “Sweet Spot”: Identify the intersection of your unique competency and your personal passion • Content Tilting:
Determine how you can “tilt” your sweet spot to find a place where little or no competition exists • Building the Base: Establish
your number-one channel for disseminating content (blog, podcast, YouTube, etc.) • Harvesting Audience: Use social-media and
SEO to convert one-time visitors into long-term subscribers • Diversification: Grow your business by expanding into multiple
delivery channels • Monetization: Now that your expertise is established, you can begin charging money for your products or
services This model has worked wonders for Pulizzi and countless other examples detailed in the book. Connect these six pieces
like a puzzle, and before you know it, you’ll be running your own profitable, scalable business. Pulizzi walks you step by step
through the process, based on his own success (and failures) and real-world multi-million dollar examples from multiple industries
and countries. Whether you’re seeking to start a brand-new business or drive innovation in an existing one, Content Inc. provides
everything you need to reverse-engineer the traditional entrepreneurial model for better, more sustainable success. Joe Pulizzi is
an entrepreneur, professional speaker, and podcaster. He is the founder of several startups, including the Content Marketing
Institute (CMI), recognized as the fastest growing business media company by Inc. magazine in 2014. CMI produces Content
Marketing World, the world’s largest content marketing event, and publishes the leading content marketing magazine, Chief
Content Officer. Pulizzi’s book Epic Content Marketing was named one of Fortune magazine’s Five Must Read Business Books
of the Year.
A timely and practical guide that helps senior managers design successful strategic partnerships Strategic alliances are
increasingly common among modern corporations and a hot topic in today's business schools. Alliance is a sophisticated guide to
crafting successful partnerships, offering a combination of carefully designed checklists, up-to-date examples and scenarios from
around the world, and the tools needed to ensure that all elements of an alliance are taken into account and fully assessed. Most
managers don't have the experience or knowledge to create a functional alliance governance structure. This book fills that
knowledge gap with a clear description of the proper implementation process. Ideal for business leaders engaged in building a
corporate alliance and business school students Covers all of the available alliance structure, describes the building blocks of
alliance design, and defines an effective process for managers constructing alliances Written by a leading expert on the subject
who is a member of the Board of Directors of the Association of Strategic Alliance Professionals As the popularity and frequency of
corporate strategic alliances grows, Alliance gives business leaders the insight and practical advice they need to ensure their
partnerships benefit all parties.
The premier guide to digital marketing that works, and a solid framework for success The Art of Digital Marketing is the
comprehensive guide to cracking the digital marketing 'code,' and reaching, engaging, and serving the empowered consumer.
Based on the industry's leading certification from the Digital Marketing Institute (DMI), this book presents an innovative
methodology for successful digital marketing: start with the customer and work backwards. A campaign is only effective as it is
reflective of the consumer's wants, needs, preferences, and inclinations; the DMI framework provides structured, implementable,
iterative direction for getting it right every time. The heart of the framework is a three-step process called the 3i Principles: Initiate,
Iterate, and Integrate. This simple idea translates into higher engagement, real customer interaction, and multichannel campaigns
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that extend even into traditional marketing channels. The evolution of digital marketing isn't really about the brands; it's about
consumers exercising more control over their choices. This book demonstrates how using this single realization as a starting point
helps you build and implement more effective campaigns. Get inside the customer's head with deep consumer research
Constantly improve your campaigns based on feedback and interactions Integrate digital activities across channels, including
traditional marketing Build campaigns based on customer choice and control Digital marketing turns traditional marketing models
on their heads. Instead of telling the customer what to think, you find out what they already think and go from there. Instead of frontloading resources, you continually adjust your approach based on real interactions with real customers every day. Digital
marketing operates within its own paradigm, and The Art of Digital Marketing opens the door for your next campaign.
Channel management has become one of the most important components of a firm's competitive strategy, with mistakes often
costing companies millions--and channel managers their careers. The Manager's Guide to Distribution Channels provides
managers and decision makers with proven tools and go-to-market strategies for refining channel strategies and managing
distribution relationships. Self-assessment tools combine with realworld cases and examples to give managers a nontheoretical,
balanced blend of thought-provoking insights and hands-on tactics.
"Creating channels with application programming interfaces"--Cover.
In the United States, some populations suffer from far greater disparities in health than others. Those disparities are caused not
only by fundamental differences in health status across segments of the population, but also because of inequities in factors that
impact health status, so-called determinants of health. Only part of an individual's health status depends on his or her behavior
and choice; community-wide problems like poverty, unemployment, poor education, inadequate housing, poor public
transportation, interpersonal violence, and decaying neighborhoods also contribute to health inequities, as well as the historic and
ongoing interplay of structures, policies, and norms that shape lives. When these factors are not optimal in a community, it does
not mean they are intractable: such inequities can be mitigated by social policies that can shape health in powerful ways.
Communities in Action: Pathways to Health Equity seeks to delineate the causes of and the solutions to health inequities in the
United States. This report focuses on what communities can do to promote health equity, what actions are needed by the many
and varied stakeholders that are part of communities or support them, as well as the root causes and structural barriers that need
to be overcome.
Social networks aren't just a trend anymore: they're a permanent reality - and they offer immense opportunities to businesspeople
who are innovative and committed enough to take advantage of them. In this book, leading social networking consultant Juliette
Powell reveals how dozens of innovators are driving real ROI through social networks. Powell's wide-ranging case studies include
technology, media and gaming companies, leaders in fashion, beauty, publishing, finance, retail, event planning, and beyond.
These powerful narratives illuminate the reality of doing business on today's social networks as never before. Through them,
Powell introduces newly-emerged best practices, demonstrates how to avoid crucial pitfalls, and helps you prepare For The very
latest trends in online social networking. Drawing on recent research in social psychology, Powell connects the dots, revealing the
human dynamics and patterns that consistently underlie successful social networking initiatives. Along the way, she offers practical
tools and advice for optimizing every stage of your own social networking initiative, from planning through measurement. The
techniques in 33 Million People in the Room can help you build your company, introduce new products and services, and
strengthen your brands whatever they are: business or personal!
The managed flow of goods and information from raw material to final sale also known as a "supply chain" affects everything--from the U.S.
gross domestic product to where you can buy your jeans. The nature of a company's supply chain has a significant effect on its success or
failure--as in the success of Dell Computer's make-to-order system and the failure of General Motor's vertical integration during the 1998
United Auto Workers strike. Supply Chain Integration looks at this crucial component of business at a time when product design,
manufacture, and delivery are changing radically and globally. This book explores the benefits of continuously improving the relationship
between the firm, its suppliers, and its customers to ensure the highest added value. This book identifies the state-of-the-art developments
that contribute to the success of vertical tiers of suppliers and relates these developments to the capabilities that small and medium-sized
manufacturers must have to be viable participants in this system. Strategies for attaining these capabilities through manufacturing extension
centers and other technical assistance providers at the national, state, and local level are suggested. This book identifies action steps for
small and medium-sized manufacturers--the "seed corn" of business start-up and development--to improve supply chain management. The
book examines supply chain models from consultant firms, universities, manufacturers, and associations. Topics include the roles of suppliers
and other supply chain participants, the rise of outsourcing, the importance of information management, the natural tension between buyer
and seller, sources of assistance to small and medium-sized firms, and a host of other issues. Supply Chain Integration will be of interest to
industry policymakers, economists, researchers, business leaders, and forward-thinking executives.
Big Data is the biggest game-changing opportunity for marketing and sales since the Internet went mainstream almost 20 years ago. The
data big bang has unleashed torrents of terabytes about everything from customer behaviors to weather patterns to demographic consumer
shifts in emerging markets. This collection of articles, videos, interviews, and slideshares highlights the most important lessons for companies
looking to turn data into above-market growth: Using analytics to identify valuable business opportunities from the data to drive decisions and
improve marketing return on investment (MROI) Turning those insights into well-designed products and offers that delight customers
Delivering those products and offers effectively to the marketplace.The goldmine of data represents a pivot-point moment for marketing and
sales leaders. Companies that inject big data and analytics into their operations show productivity rates and profitability that are 5 percent to 6
percent higher than those of their peers. That's an advantage no company can afford to ignore.
Most startups don’t fail because they can’t build a product. Most startups fail because they can’t get traction. Startup advice tends to be a
lot of platitudes repackaged with new buzzwords, but Traction is something else entirely. As Gabriel Weinberg and Justin Mares learned from
their own experiences, building a successful company is hard. For every startup that grows to the point where it can go public or be profitably
acquired, hundreds of others sputter and die. Smart entrepreneurs know that the key to success isn’t the originality of your offering, the
brilliance of your team, or how much money you raise. It’s how consistently you can grow and acquire new customers (or, for a free service,
users). That’s called traction, and it makes everything else easier—fund-raising, hiring, press, partnerships, acquisitions. Talk is cheap, but
traction is hard evidence that you’re on the right path. Traction will teach you the nineteen channels you can use to build a customer base,
and how to pick the right ones for your business. It draws on inter-views with more than forty successful founders, including Jimmy Wales
(Wikipedia), Alexis Ohanian (reddit), Paul English (Kayak), and Dharmesh Shah (HubSpot). You’ll learn, for example, how to: ·Find and use
offline ads and other channels your competitors probably aren’t using ·Get targeted media coverage that will help you reach more customers
·Boost the effectiveness of your email marketing campaigns by automating staggered sets of prompts and updates ·Improve your search
engine rankings and advertising through online tools and research Weinberg and Mares know that there’s no one-size-fits-all solution; every
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startup faces unique challenges and will benefit from a blend of these nineteen traction channels. They offer a three-step framework (called
Bullseye) to figure out which ones will work best for your business. But no matter how you apply them, the lessons and examples in Traction
will help you create and sustain the growth your business desperately needs.
An Introduction to e-Business provides the contemporary knowledge of the key issues affecting the modern e-business environment and links
theory and practice of management strategies relating to e-business. This book brings together the most cogent themes for an introduction to
e-business and constitutes a valuable contribution to formalising common themes for teaching the subject in higher education. It brings
together theoretical perspectives based on academic research and the application of e-business strategies. These concepts are further
explored in the six case studies that follow the set chapters. This new textbook integrates the main themes to provide a complete picture of
the key elements relevant to an introductory text in e-business. To fully appreciate the e-business environment it is necessary to understand
the links between the different disciplines that come together to form
The Oxford Handbook of Strategic Sales and Sales Management is an unrivalled overview by leading academics in the field of sales and
marketing management. Sales theory is experiencing a renaissance driven by a number of factors, including building profitable relationships,
creating/delivering brand value, strategic customer management, sales and marketing relationships, global selling, and the change from
transactional to customer relationship marketing. Escalating sales and selling costs require organisations to be more focused on results and
highlight the shifting of resources from marketing to sales. Further the growth in customer power now requires a strategic sales response, and
not just a tactical one. The positioning of sales within the organisation, the sales function and sales management are all discussed. The
Handbook is not a general sales management text about managing a sales force, but will fill a gap in the existing literature through
consolidating the current academic research in the sales area. The Handbook is structured around four key topics. The first section explores
the strategic positioning of the sales function within the modern organisation. The second considers sales management and recent
developments. The third section examines the sales relationship with the customer and highlights how sales is responding to the modern
environment. Finally, the fourth section reviews the internal composition of sales within the organisation. The Handbook will provide a
comprehensive introduction to the latest research in sales management, and is suitable for academics, professionals, and those taking
professional qualifications in sales and marketing.
Most startups end in failure. Almost every failed startup has a product. What failed startups don't have are enough customers. Traction Book
changes that. We provide startup founders and employees with the framework successful companies use to get traction. It helps you
determine which marketing channel will be your key to growth. "If you can get even a single distribution channel to work, you have a great
business." -- Peter Thiel, billionare PayPal founder The number one traction mistake founders and employees make is not dedicating as
much time to traction as they do to developing a product. This shortsighted approach has startups trying random tactics -- some ads, a blog
post or two -- in an unstructured way that will likely fail. We developed our traction framework called Bullseye with the help of the founders
behind several of the biggest companies and organizations in the world like Jimmy Wales (Wikipedia), Alexis Ohanian (Reddit), Paul English
(Kayak.com), Alex Pachikov (Evernote) and more. We interviewed over forty successful founders and researched countless more traction
stories -- pulling out the repeatable tactics and strategies they used to get traction. "Many entrepreneurs who build great products simply don't
have a good distribution strategy." -- Mark Andreessen, venture capitalist Traction will show you how some of the biggest internet companies
have grown, and give you the same tools and framework to get traction.
A USA Today bestseller! Companies like Netflix, Spotify, and Salesforce are just the tip of the iceberg for the subscription model. The real
transformation--and the real opportunity--is just beginning. Subscription companies are growing nine times faster than the S&P 500. Why?
Because unlike product companies, subscription companies know their customers. A happy subscriber base is the ultimate economic moat.
Today's consumers prefer the advantages of access over the hassles of maintenance, from transportation (Uber, Surf Air), to clothing (Stitch
Fix, Eleven James), to razor blades and makeup (Dollar Shave Club, Birchbox). Companies are similarly demanding easier, long-term
solutions, trading their server rooms for cloud storage solutions like Box. Simply put, the world is shifting from products to services. But how
do you turn customers into subscribers? As the CEO of the world's largest subscription management platform, Tien Tzuo has helped
hundreds of companies transition from relying on individual sales to building customer-centric, recurring-revenue businesses. His core
message in Subscribed is simple: Ready or not, excited or terrified, you need to adapt to the Subscription Economy -- or risk being left
behind. Tzuo shows how to use subscriptions to build lucrative, ongoing one-on-one relationships with your customers. This may require
reinventing substantial parts of your company, from your accounting practices to your entire IT architecture, but the payoff can be enormous.
Just look at the case studies: * Adobe transitions from selling enterprise software licenses to offering cloud-based solutions for a flat monthly
fee, and quadruples its valuation. * Fender evolves from selling guitars one at a time to creating lifelong musicians by teaching beginners to
play, and keeping them inspired for life. * Caterpillar uses subscriptions to help solve problems -- it's not about how many tractors you can
rent, but how much dirt you need to move. In Subscribed, you'll learn how these companies made the shift, and how you can transform your
own product into a valuable service with a practical, step-by-step framework. Find out how how you can prepare and prosper now, rather than
trying to catch up later.

First Published in 1968. Routledge is an imprint of Taylor & Francis, an informa company.
Peopled by larger-than-life heroes and villains, charged with towering questions of good and evil, Atlas Shrugged is Ayn Rand’s
magnum opus: a philosophical revolution told in the form of an action thriller—nominated as one of America’s best-loved novels by
PBS’s The Great American Read. Who is John Galt? When he says that he will stop the motor of the world, is he a destroyer or a
liberator? Why does he have to fight his battles not against his enemies but against those who need him most? Why does he fight
his hardest battle against the woman he loves? You will know the answer to these questions when you discover the reason behind
the baffling events that play havoc with the lives of the amazing men and women in this book. You will discover why a productive
genius becomes a worthless playboy...why a great steel industrialist is working for his own destruction...why a composer gives up
his career on the night of his triumph...why a beautiful woman who runs a transcontinental railroad falls in love with the man she
has sworn to kill. Atlas Shrugged, a modern classic and Rand’s most extensive statement of Objectivism—her groundbreaking
philosophy—offers the reader the spectacle of human greatness, depicted with all the poetry and power of one of the twentieth
century’s leading artists.
Doctor and social activist Paul Farmer shares a collection of charismatic short speeches that aims to inspire the next generation.
One of the most passionate and influential voices for global health equity and social justice, Farmer encourages young people to
tackle the greatest challenges of our times. Engaging, often humorous, and always inspiring, these speeches bring to light the
brilliance and force of Farmer’s vision in a single, accessible volume. A must-read for graduates, students, and everyone seeking
to help bend the arc of history toward justice, To Repair the World: challenges readers to counter failures of imagination that keep
billions of people without access to health care, safe drinking water, decent schools, and other basic human rights champions the
power of partnership against global poverty, climate change, and other pressing problems today overturns common assumptions
about health disparities around the globe by considering the large-scale social forces that determine who gets sick and who has
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access to health care discusses how hope, solidarity, faith, and hardbitten analysis have animated Farmer’s service to the poor in
Haiti, Peru, Rwanda, Russia, and elsewhere leaves the reader with an uplifting vision: that with creativity, passion, teamwork, and
determination, the next generations can make the world a safer and more humane place.
'The Channel Advantage' deals with one topic, and deals with it comprehensively and rigorously: how to construct a sales channel
system that will yield world-class sales performance and durable competitive advantage. This book helps readers move decisively
away from the notion of channel strategy as a sideline to the core business. Building a channel advantage is the core business
today, and this is an essential text and reference for all serious marketing and sales professionals and students. Channel
innovation is separating market winners from market losers, and not just in leading-edge technology industries. In a business world
where industry players are selling practically the same products at essentially the same prices at about the same cost, the only
real source of sustainable competitive advantage is the sales channel: how you sell, not what you sell. Selling becomes a question
of how to connect products with customers via the best mix of sales channels: the sales force, value-added partners, distributors,
retail stores, telemarketing, and the Internet. In short, how companies sell has become as important as what they sell. 'The
Channel Advantage' explains how leading companies develop strategies that integrate e-commerce, telemarketing, sales forces,
and distributors to achieve superior sales performance and sustainable competitive advantage. Timothy R. Furey is chairman,
CEO and co-founder of Oxford Associates, a privately held consulting firm specializing in sales and market strategy, e-commerce
channel integration and market research, based in Bethesda, Maryland. Oxford has achieved an annual growth of more than forty
percent since its creation in 1991 and was named one of America's 500 fastest growing private companies by Inc. Magazine in
1997. Furey, a pioneer in the use of hybrid sales and marketing strategies for blue chip companies, works extensively with senior
management leadership teams to develop and implement go-to-market growth strategies. His clients include IBM, American
Express, Marriott, Xerox, Fidelity Investments, Bristol-Myers Squibb, and Johnson & Johnson. Under his leadership, Oxford
Associates has developed leading-edge strategies, business processes and systems for deploying and integrating multi-channel
sales and marketing systems. They work to align products with the right customers via an appropriate mix of the Internet,
telesales, distributors, value-added partners, and traditional sales force channels. Mr. Furey is the co-author of THE CHANNEL
ADVANTAGE (Butterworth-Heinemann, August 31, 1999), which is endorsed by the CEOs of America Online, Lotus Development,
Ocean Spray, and Xerox. Mr. Furey also serves on the Board of Directors of Alpha Industries (Nasdaq:AHAA), a leading
semiconductor manufacturer for wireless telephone applications. Previously, Mr. Furey worked with Boston Consulting Group,
Strategic Planning Associates, Kaiser Associates and the Marketing Science Institute. He earned a BA in Economics, cum laude,
from Harvard University and an MBA from the Harvard Business School. Lawrence G. Friedman is an internationally recognized
channel strategy consultant whose clients have included companies such as Lotus, AT&T, Canon, Compaq Digital Equipment,
Microsoft and Bell Atlantic. He also held executive level positions at Andersen Consulting and Huthwaite, Inc., the sales research
firm that developed the SPIN Selling Model. In 1996, Friedman, with Neil Rackham and Richard Ruff, co-authored the best-seller,
GETTING PARTNERING RIGHT (McGraw-Hill). He is on the review board of the Journal of Selling and Major Account
Management, which published his article, Multiple Channel Sales Strategy, in the April, 1999 issue. His firm, The Sales Strategy
Institute, works with clients to identify and evaluate new go-to-market opportunities and conducts in-depth channel strategy
workshops and seminars. Mr. Friedman is a frequent guest speaker and lecturer on sales and channel strategy throughout the
United States, Europe and Asia. Mr. Friedman earned an MA from the University of Chicago.
Whether you?re working on homelessness or building a rural farm cooperative, the Collaboration Handbooktells you what to
expect and how to meet challenges in a way that strengthens your group and the results you?re after. Written by Michael Winer
and karen Ray, nationally recognized consultants in collaboration and organizational development, the Collaboration
Handbooktakes you step-by-step through the entire process, showing you how to know if collaboration is the best way to
accomplish your goals, how to get started and keep up the momentum, whether your collaboration has the necessary ingredients
to succeed, how to manage the four stages of collaboration, and when it makes sense to test the waters with a pilot project.
Features a case study from start to finish, worksheets, and sidebars with helpful tips.
Innovation principles to bring about meaningful and sustainablegrowth in your organization Using a list of more than 2,000
successful innovations,including Cirque du Soleil, early IBM mainframes, the Ford Model-T,and many more, the authors applied a
proprietary algorithm anddetermined ten meaningful groupings—the Ten Types ofInnovation—that provided insight into innovation.
The TenTypes of Innovation explores these insights to diagnosepatterns of innovation within industries, to identify
innovationopportunities, and to evaluate how firms are performing againstcompetitors. The framework has proven to be one of the
mostenduring and useful ways to start thinking abouttransformation. Details how you can use these innovation principles to
bringabout meaningful—and sustainable—growth within yourorganization Author Larry Keeley is a world renowned speaker,
innovationconsultant, and president and co-founder of Doblin, the innovationpractice of Monitor Group; BusinessWeek named
Keeley one of sevenInnovation Gurus who are changing the field The Ten Types of Innovation concept has influenced thousands
ofexecutives and companies around the world since its discovery in1998. The Ten Types of Innovation is the first bookexplaining
how to implement it.
Enterprise developers face several challenges when it comes to building serverless applications, such as integrating applications
and building container images from source. With more than 60 practical recipes, this cookbook helps you solve these issues with
Knative—the first serverless platform natively designed for Kubernetes. Each recipe contains detailed examples and exercises,
along with a discussion of how and why it works. If you have a good understanding of serverless computing and Kubernetes core
resources such as deployment, services, routes, and replicas, the recipes in this cookbook show you how to apply Knative in real
enterprise application development. Authors Kamesh Sampath and Burr Sutter include chapters on autoscaling, build and
eventing, observability, Knative on OpenShift, and more. With this cookbook, you’ll learn how to: Efficiently build, deploy, and
manage modern serverless workloads Apply Knative in real enterprise scenarios, including advanced eventing Monitor your
Knative serverless applications effectively Integrate Knative with CI/CD principles, such as using pipelines for faster, more
successful production deployments Deploy a rich ecosystem of enterprise integration patterns and connectors in Apache Camel K
as Kubernetes and Knative components
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