Jobs To Be Done A Roadmap For Customer
Centered Innovation

This book represents the work of some of the contemporary world leaders in marketing. The
contributors are authors of a set of path-breaking books on marketing. To ensure sufficient
depth of coverage, the contributors have taken the essence of their earlier books and
combined it with their latest understanding and cases. This has served to enhance the content
and put it in the readers’ current context. It is common knowledge that keeping pace with the
growing application of marketing requires a novel approach. With new ideas and nuances
being discovered every day, it has become a real challenge for marketers and students of
marketing to keep up to date on important contemporary marketing concepts. Given its unique
approach and thoughtful curation, this book presents readers with diversity of perspectives
along with a unique depth of thinking.

A "entertaining and enlightening" deep dive into the alcohol-soaked origins of civilization—and
the evolutionary roots of humanity’s appetite for intoxication. (Daniel E. Lieberman, author of
Exercised) While plenty of entertaining books have been written about the history of alcohol
and other intoxicants, none have offered a comprehensive, convincing answer to the basic
guestion of why humans want to get high in the first place. Drunk elegantly cuts through the
tangle of urban legends and anecdotal impressions that surround our notions of intoxication to
provide the first rigorous, scientifically-grounded explanation for our love of alcohol. Drawing on

evidence from archaeology, history, cognitive neuroscience, psychopharmacology, social
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psychology, literature, and genetics, Slingerland shows that our taste for chemical intoxicants
is not an evolutionary mistake, as we are so often told. In fact, intoxication helps solve a
number of distinctively human challenges: enhancing creativity, alleviating stress, building
trust, and pulling off the miracle of getting fiercely tribal primates to cooperate with strangers.
Our desire to get drunk, along with the individual and social benefits provided by drunkenness,
played a crucial role in sparking the rise of the first large-scale societies. We would not have
civilization without intoxication. From marauding Vikings and bacchanalian orgies to sex-
starved fruit flies, blind cave fish, and problem-solving crows, Drunk is packed with fascinating
case studies and engaging science, as well as practical takeaways for individuals and
communities. The result is a captivating and long overdue investigation into humanity's oldest
indulgence—one that explains not only why we want to get drunk, but also how it might actually
be good for us to tie one on now and then.

#1 NEW YORK TIMES BESTSELLER ¢ A memoir of leadership and success: The executive
chairman of Disney, Time’s 2019 businessperson of the year, shares the ideas and values he
embraced during his fifteen years as CEO while reinventing one of the world’s most beloved
companies and inspiring the people who bring the magic to life. NAMED ONE OF THE BEST
BOOKS OF THE YEAR BY NPR Robert Iger became CEO of The Walt Disney Company in
2005, during a difficult time. Competition was more intense than ever and technology was
changing faster than at any time in the company’s history. His vision came down to three clear
ideas: Recommit to the concept that quality matters, embrace technology instead of fighting it,
and think bigger—think global—and turn Disney into a stronger brand in international markets.

Today, Disney is the largest, most admired media company in the world, counting Pixar,
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Marvel, Lucasfilm, and 21st Century Fox among its properties. Its value is nearly five times
what it was when Iger took over, and he is recognized as one of the most innovative and
successful CEOs of our era. In The Ride of a Lifetime, Robert Iger shares the lessons he
learned while running Disney and leading its 220,000-plus employees, and he explores the
principles that are necessary for true leadership, including: « Optimism. Even in the face of
difficulty, an optimistic leader will find the path toward the best possible outcome and focus on
that, rather than give in to pessimism and blaming. « Courage. Leaders have to be willing to
take risks and place big bets. Fear of failure destroys creativity. « Decisiveness. All decisions,
no matter how difficult, can be made on a timely basis. Indecisiveness is both wasteful and
destructive to morale. ¢ Fairness. Treat people decently, with empathy, and be accessible to
them. This book is about the relentless curiosity that has driven Iger for forty-five years, since
the day he started as the lowliest studio grunt at ABC. It's also about thoughtfulness and
respect, and a decency-over-dollars approach that has become the bedrock of every project
and partnership Iger pursues, from a deep friendship with Steve Jobs in his final years to an
abiding love of the Star Wars mythology. “The ideas in this book strike me as universal” Iger
writes. “Not just to the aspiring CEOs of the world, but to anyone wanting to feel less fearful,
more confidently themselves, as they navigate their professional and even personal lives.”

A lively, immersive history by an award-winning urbanist of New York City’s transformation,
and the lessons it offers for the city’s future. Dangerous, filthy, and falling apart, garbage piled
on its streets and entire neighborhoods reduced to rubble; New York’s terrifying, if liberating,
state of nature in 1978 also made it the capital of American culture. Over the next thirty-plus

years, though, it became a different place—kinder and meaner, richer and poorer, more like
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America and less like what it had always been. New York, New York, New York, Thomas
Dyja’s sweeping account of this metamorphosis, shows it wasn’t the work of a single policy,
mastermind, or economic theory, nor was it a morality tale of gentrification or crime. Instead,
three New Yorks evolved in turn. After brutal retrenchment came the dazzling Koch
Renaissance and the Dinkins years that left the city’s liberal traditions battered but laid the
foundation for the safe streets and dotcom excess of Giuliani’'s Reformation in the ‘90s. Then
the planes hit on 9/11. The shaky city handed itself over to Bloomberg who merged City Hall
into his personal empire, launching its Reimagination. From Hip Hop crews to Wall Street
bankers, D.V. to Jay-Z, Dyja weaves New Yorkers famous, infamous, and unknown—Yuppies,
hipsters, tech nerds, and artists; community organizers and the immigrants who made this a
truly global place—into a narrative of a city creating ways of life that would ultimately change
cities everywhere. With great success, though, came grave mistakes. The urbanism that
reclaimed public space became a means of control, the police who made streets safe became
an occupying army, technology went from a means to the end. Now, as anxiety fills New
Yorker’'s hearts and empties its public spaces, it's clear that what brought the city
back—proximity, density, and human exchange—are what sent Covid-19 burning through its
streets, and the price of order has come due. A fourth evolution is happening and we must
understand that the greatest challenge ahead is the one New York failed in the first three: The
cures must not be worse than the disease. Exhaustively researched, passionately told, New
York, New York, New York is a colorful, inspiring guide to not just rebuilding but reimagining a
great city.

From the creator of the popular website Ask a Manager and New York’s work-advice
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columnist comes a witty, practical guide to 200 difficult professional conversations—featuring all-
new advice! There’s a reason Alison Green has been called “the Dear Abby of the work
world.” Ten years as a workplace-advice columnist have taught her that people avoid awkward
conversations in the office because they simply don’t know what to say. Thankfully, Green
does—and in this incredibly helpful book, she tackles the tough discussions you may need to
have during your career. You'll learn what to say when « coworkers push their work on
you—then take credit for it « you accidentally trash-talk someone in an email then hit “reply all”
* you're being micromanaged—or not being managed at all « you catch a colleague in a lie ¢
your boss seems unhappy with your work ¢ your cubemate’s loud speakerphone is making

you homicidal « you got drunk at the holiday party Praise for Ask a Manager “A must-read for
anyone who works . . . [Alison Green’s] advice boils down to the idea that you should be
professional (even when others are not) and that communicating in a straightforward manner
with candor and kindness will get you far, no matter where you work.”—Booklist (starred review)
“The author’s friendly, warm, no-nonsense writing is a pleasure to read, and her advice can

be widely applied to relationships in all areas of readers’ lives. Ideal for anyone new to the job
market or new to management, or anyone hoping to improve their work experience.”—Library
Journal (starred review) “I am a huge fan of Alison Green’s Ask a Manager column. This book
is even better. It teaches us how to deal with many of the most vexing big and little problems in
our workplaces—and to do so with grace, confidence, and a sense of humor.”—Robert Sutton,
Stanford professor and author of The No Asshole Rule and The Asshole Survival Guide “Ask a
Manager is the ultimate playbook for navigating the traditional workforce in a diplomatic but

firm way.”—Erin Lowry, author of Broke Millennial: Stop Scraping By and Get Your Financial
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Life Together

In the spring of 2010, Harvard Business School’s graduating class asked HBS professor Clay
Christensen 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.

An innovation classic. From Steve Jobs to Jeff Bezos, Clay Christensen’s work continues to
underpin today’s most innovative leaders and organizations. A seminal work on disruption—for
everyone confronting the growth paradox. For readers of the bestselling The Innovator’s
Dilemma—and beyond—this definitive work will help anyone trying to transform their business
right now. In The Innovator’s Solution, Clayton Christensen and Michael Raynor expand on
the idea of disruption, explaining how companies can and should become disruptors
themselves. This classic work shows just how timely and relevant these ideas continue to be in
today’s hyper-accelerated business environment. Christensen and Raynor give advice on the
business decisions crucial to achieving truly disruptive growth and propose guidelines for
developing your own disruptive growth engine. The authors identify the forces that cause

managers to make bad decisions as they package and shape new ideas—and offer new
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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.

This newly revised and updated companion for every innovator, innovation team leader,
operations manager and corporate change agent presents, in an easy-to-use format, more
than 50 tools and techniques for identifying innovation opportunities, generating new and
unusual ideas and implementing new solutions.

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
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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.
NEW YORK TIMES BESTSELLER USA TODAY BESTSELLER NATIONAL INDIE
BESTSELLER THE WASHINGTON POST BESTSELLER Recommended by
Entertainment Weekly, Real Simple, NPR, Slate, and Oprah Magazine #1 Library
Reads Pick—October 2020 #1 Indie Next Pick—October 2020 BOOK OF THE YEAR
(2020) FINALIST—Book of The Month Club A “Best Of” Book From: Oprah Mag * CNN
* Amazon * Amazon Editors * NPR * Goodreads * Bustle * PopSugar * BuzzFeed *
Barnes & Noble * Kirkus Reviews * Lambda Literary * Nerdette * The Nerd Daily *
Polygon * Library Reads * io9 * Smart Bitches Trashy Books * LiteraryHub * Medium *
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BookBub * The Mary Sue * Chicago Tribune * NY Daily News * SyFy Wire *
Powells.com * Bookish * Book Riot * Library Reads Voter Favorite * In the vein of The
Time Traveler's Wife and Life After Life, The Invisible Life of Addie LaRue is New York
Times bestselling author V. E. Schwab’s genre-defying tour de force. A Life No One
Will Remember. A Story You Will Never Forget. France, 1714: in a moment of
desperation, a young woman makes a Faustian bargain to live forever—and is cursed to
be forgotten by everyone she meets. Thus begins the extraordinary life of Addie LaRue,
and a dazzling adventure that will play out across centuries and continents, across
history and art, as a young woman learns how far she will go to leave her mark on the
world. But everything changes when, after nearly 300 years, Addie stumbles across a
young man in a hidden bookstore and he remembers her name. At the Publisher's
request, this title is being sold without Digital Rights Management Software (DRM)
applied.
The authors of the international bestseller Business Model Generation explain how to
create value propositions customers can't resist Value Proposition Design helps you
tackle the core challenge of every business — creating compelling products and services
customers want to buy. This highly practical book, paired with its online companion, will
teach you the processes and tools you need to create products that sell. Using the
same stunning visual format as the authors’ global bestseller, Business Model
Generation, this sequel explains how to use the “Value Proposition Canvas” to design,
Page 9/28



test, create, and manage products and services customers actually want. Value
Proposition Design is for anyone who has been frustrated by new product meetings
based on hunches and intuitions; it's for anyone who has watched an expensive new
product launch fail in the market. The book will help you understand the patterns of
great value propositions, get closer to customers, and avoid wasting time with ideas
that won’t work. You'll learn the simple process of designing and testing value
propositions, that perfectly match customers’ needs and desires. In addition the book
gives you exclusive access to an online companion on Strategyzer.com. You will be
able to assess your work, learn from peers, and download pdfs, checklists, and more.
Value Proposition Design is an essential companion to the "Business Model Canvas”
from Business Model Generation, a tool embraced globally by startups and large
corporations such as MasterCard, 3M, Coca Cola, GE, Fujitsu, LEGO, Colgate-
Palmolive, and many more. Value Proposition Design gives you a proven methodology
for success, with value propositions that sell, embedded in profitable business models."
* Our summary is short, simple and pragmatic. It allows you to have the essential ideas
of a big book in less than 30 minutes. By reading this summary, you will discover how
to conduct an exploratory interview with your consumers, within the framework of the
Jobs-To-Be-Done method. You will also discover : how to choose the people to
interview; what questions to ask them; how to help them talk and reconstruct their
memories of your product; how to take notes effectively. After creating a product or
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service, you may want to know why consumers bought it and how they actually use it.
The best solution is to ask them directly, through an interview. The Jobs-To-Be-Done
method is ideal for this, because the practice of interviewing is an integral part of it. This
consists of focusing on the consumer's needs and motivations in order to provide a
product that will fully satisfy them. Are you ready to find out why your consumers buy
your product? *Buy now the summary of this book for the modest price of a cup of
coffee!
How do today’s most successful tech companies—Amazon, Google, Facebook, Netflix,
Tesla—design, develop, and deploy the products that have earned the love of literally
billions of people around the world? Perhaps surprisingly, they do it very differently than
the vast majority of tech companies. In INSPIRED, technology product management
thought leader Marty Cagan provides readers with a master class in how to structure
and staff a vibrant and successful product organization, and how to discover and deliver
technology products that your customers will love—and that will work for your business.
With sections on assembling the right people and skillsets, discovering the right
product, embracing an effective yet lightweight process, and creating a strong product
culture, readers can take the information they learn and immediately leverage it within
their own organizations—dramatically improving their own product efforts. Whether
you're an early stage startup working to get to product/market fit, or a growth-stage
company working to scale your product organization, or a large, long-established
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company trying to regain your ability to consistently deliver new value for your
customers, INSPIRED will take you and your product organization to a new level of
customer engagement, consistent innovation, and business success. Filled with the
author’s own personal stories—and profiles of some of today’s most-successful product
managers and technology-powered product companies, including Adobe, Apple, BBC,
Google, Microsoft, and Netflix—INSPIRED will show you how to turn up the dial of your
own product efforts, creating technology products your customers love. The first edition
of INSPIRED, published ten years ago, established itself as the primary reference for
technology product managers, and can be found on the shelves of nearly every
successful technology product company worldwide. This thoroughly updated second
edition shares the same objective of being the most valuable resource for technology
product managers, yet it is completely new—sharing the latest practices and techniques
of today’s most-successful tech product companies, and the men and women behind
every great product.
Argues that the "lean and mean" corporate model of workaholism and downsizing is
proving counterproductive, explaining how companies can implement downtime,
promote flexibility, and foster creativity as part of realizing increased revenues. Reprint.
"This book traces the emergence of mass production and Fordism, its accompanying
ideology, first in the United States and then in Nazi Germany and the Soviet Union"--
Why do some innovation projects succeed where others fail? The book reveals the
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business implications of Jobs Theory and explains how to put Jobs Theory into practice
using Outcome-Driven Innovation.

Customers who have inconsistent experiences with products and services are understandably
frustrated. But it's worse for organizations that can't pinpoint the causes of these problems
because they're too focused on processes. This updated book shows your team how to use
alignment diagrams to turn valuable customer observations into actionable insight. With this
powerful technique, you can visually map existing customer experience and envision future
solutions. Designers, product and brand managers, marketing specialists, and business
owners will discover how experience diagramming helps you determine where business goals
and customer perspectives intersect. Armed with this insight, you can provide the people you
serve with real value. Mapping experiences isn't just about product and service design; it's
about understanding the human condition. Emphasize recent changes in business using the
latest mapping techniques Create diagrams that account for multichannel experiences as well
as ecosystem design Understand how facilitation is increasingly becoming part of mapping
efforts, shifting the focus from a deliverable to actionability Explore ways to apply mapping of
all kinds to noncommercial settings, such as helping victims of domestic violence

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 m%/szt8companies find that 50 to 90 percent of their
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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-driven" 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 communicate 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,
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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.

Chart topping-and headline-making-rap artist Eminem shares his private reflections, drawings,
handwritten lyrics, and photographs in his New York Times bestseller The Way | Am Fiercely
intelligent, relentlessly provocative, and prodigiously gifted, Eminem is known as much for his
enigmatic persona as for being the fastest-selling rap artist and the first rapper to ever win an
Oscar. Everyone wants to know what Eminem is really like-after the curtains go down. In The
Way | Am, Eminem writes candidly, about how he sees the world. About family and friends;
about hip-hop and rap battles and his searing rhymes; about the conflicts and challenges that
have made him who he is today. lllustrated with more than 200 full-color and black-and-white
photographs-including family snapshots and personal Polaroids, it is a visual self-portrait that
spans the rapper's entire life and career, from his early childhood in Missouri to the basement
home studio he records in today, from Detroit's famous Hip Hop Shop to sold-out arenas
around the globe. Readers who have wondered at Em's intricate, eye- opening rhyme patterns

can also see, first-hand, the way his mind works in dozens of reproductions of his original lyric
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sheets, written in pen, on hotel stationary, on whatever scrap of paper was at hand. These lyric
sheets, published for the first time here, show uncut genius at work. Taking readers deep
inside his creative process, Eminem reckons with the way that chaos and controversy have
fueled his music and helped to give birth to some of his most famous songs (including "Stan,"
"Without Me," and "Lose Yourself"). Providing a personal tour of Eminem's creative process,
The Way | Am has been hailed as "fascinating,” "compelling,” and "candid."”

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? Mogul William
Goldman's zinger about the movie business - "nobody knows nothing" - can easily be said
today about companies and their customers. Despite big data and a mind-boggling array of
analytical tools, companies still grasp at straws when trying to understand who their customers
are; why they buy their products and services - or don't; why they lose them; and how to regain
them. In an entertaining detective story, David Scott Duncan tells the tale of Tazza, a fictional
regional chain of Boston-based cafes trying to go big time. The only problem: sales are
declining at several key stores and they can't figure out why. The cast of characters include
Cate Forrest, Tazza's CEO, Alex Baker, a "market detective,” Jordan Sims, a young computer
whiz at Tazza, and Ed Amato, the "Mayor" of Tazza-their most loyal customer-who has
stopped visiting their stores. Eventually, Jordan discovers why the "Mayor" has fired Tazza, a
revelation that leads to the "a-ha moment" that enables the company to get its ship in order.
Through this parable, Duncan shows that until a company understands why customers "hire"
and "fire" them, they literally know nothing. Ending with practical tools to help anyone learn

craft of understanding customers, The Secret Life of Customers will help anyone get in tune
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with what customers want, today and in the future.

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.

Working Backwards is an insider's breakdown of Amazon's approach to culture, leadership,
and best practices from two long-time Amazon executives. Colin started at Amazon in 1998;
Bill joined in 1999. In Working Backwards, these two long-serving Amazon executives reveal
and codify the principles and practices that drive the success of one of the most extraordinary
companies the world has ever known. With twenty-seven years of Amazon experience
between them, much of it in the early aughts—a period of unmatched innovation that brought
products and services including Kindle, Amazon Prime, Amazon Studios, and Amazon Web
Services to life—Bryar and Carr offer unprecedented access to the Amazon way as it was
refined, articulated, and proven to be repeatable, scalable, and adaptable. With keen analysis
and practical steps for applying it at your own company—no matter the size—the authors
illuminate how Amazon’s fourteen leadership principles inform decision-making at all levels
and reveal how the company’s culture has been defined by four characteristics: customer
obsession, long-term thinking, eagerness to invent, and operational excellence. Bryar and Carr
explain the set of ground-level practices that ensure these are translated into action and flow
through all aspects of the business. Working Backwards is a practical guidebook and a

corporate narrative, filled with the authors’ in-the-room recollections of what “Being
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Amazonian” is like and how it has affected their personal and professional lives. They
demonstrate that success on Amazon'’s scale is not achieved by the genius of any single
leader, but rather through commitment to and execution of a set of well-defined, rigorously-
executed principles and practices—shared here for the very first time.

Cut through the noise and make better college and career choices This book is about
addressing the college-choosing problem. The rankings, metrics, analytics, college visits, and
advice that we use today to help us make these decisions are out of step with the progress
individual students are trying to make. They don't give students and families the information
and context they need to make such a high-stakes decision about whether and where to get an
education. Choosing College strips away the noise to help you understand why you’re going to
school. What's driving you? What are you trying to accomplish? Once you know why, the book
will help you make better choices. The research in this book illustrates that choosing a school
is complicated. By constructing more than 200 mini-documentaries of how students chose
different postsecondary educational experiences, the authors explore the motivations for how
and why people make the decisions that they do at a much deeper, causal level. By the end,
you’ll know why you’re going and what you’re really chasing. The book: Identifies the five
different Jobs for which students hire postsecondary education Allows you to see your true
options for what's next Offers guidance for how to successfully choose your pathway
llluminates how colleges and entrepreneurs can build better experiences for each Job The
authors help readers understand not what job students want out of college, but what "Job"
students are hiring college to do for them.

A radically new understanding of and practical approach to climate change by noted
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environmentalist Paul Hawken, creator of the New York Times bestseller Drawdown
Regeneration offers a visionary new approach to climate change, one that weaves justice,
climate, biodiversity, equity, and human dignity into a seamless tapestry of action, policy, and
transformation that can end the climate crisis in one generation. It is the first book to describe
and define the burgeoning regeneration movement spreading rapidly throughout the world.
Regeneration describes how an inclusive movement can engage the majority of humanity to
save the world from the threat of global warming, with climate solutions that directly serve our
children, the poor, and the excluded. This means we must address current human needs, not
future existential threats, real as they are, with initiatives that include but go well beyond solar,
electric vehicles, and tree planting to include such solutions as the fifteen-minute city,
bioregions, azolla fern, food localization, fire ecology, decommodification, forests as farms, and
the number one solution for the world: electrifying everything. Paul Hawken and the nonprofit
Regeneration Organization are launching a series of initiatives to accompany the book,
including a streaming video series, curriculum, podcasts, teaching videos, and climate action
software. Regeneration is the inspiring and necessary guide to inform the rapidly spreading
climate movement.

A tiny American town's plans for radical self-government overlooked one hairy detail: no one
told the bears. Once upon a time, a group of libertarians got together and hatched the Free
Town Project, a plan to take over an American town and completely eliminate its government.
In 2004, they set their sights on Grafton, NH, a barely populated settlement with one paved
road. When they descended on Grafton, public funding for pretty much everything shrank: the

fire department, the library, the schoolhouse. State and federal laws became meek
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suggestions, scarcely heard in the town's thick wilderness. The anything-goes atmosphere
soon caught the attention of Grafton's neighbors: the bears. Freedom-loving citizens ignored
hunting laws and regulations on food disposal. They built a tent city in an effort to get off the
grid. The bears smelled food and opportunity. A Libertarian Walks Into a Bear is the sometimes
funny, sometimes terrifying tale of what happens when a government disappears into the
woods. Complete with gunplay, adventure, and backstabbing politicians, this is the ultimate
story of a quintessential American experiment -- to live free or die, perhaps from a bear.

A thought-provoking, original appraisal of the meaning of religion by the host of public radio's
On Being Krista Tippett, widely becoming known as the Bill Moyers of radio, is one of the
country's most intelligent and insightful commentators on religion, ethics, and the human spirit.
With this book, she draws on her own life story and her intimate conversations with both
ordinary and famous figures, including Elie Wiesel, Karen Armstrong, and Thich Nhat Hanh, to
explore complex subjects like science, love, virtue, and violence within the context of
spirituality and everyday life. Her way of speaking about the mysteries of life-and of listening
with care to those who endeavor to understand those mysteries--is nothing short of
revolutionary.

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
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focus of sales from selling, to helping people buy and make progress in their lives-demand-
side sales. ? 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.

An Instant #1 New York Times Bestseller A Goop Book Club Pick "If you want your breath to
catch and your heart to stop, turn to Kate Baer."--Joanna Goddard, Cup of Jo A stunning and
honest debut poetry collection about the beauty and hardships of being a woman in the world
today, and the many roles we play - mother, partner, and friend. “When life throws you a bag
of sorrow, hold out your hands/Little by little, mountains are climbed.” So ends Kate Baer’'s
remarkable poem “Things My Girlfriends Teach Me.” In “Nothing Tastes as Good as Skinny
Feels” she challenges her reader to consider their grandmother’s cake, the taste of the sea,
the cool swill of freedom. In her poem “Deliverance” about her son’s birth she writes “What is
the word for when the light leaves the body?/What is the word for when it/at last, returns?”
Through poems that are as unforgettably beautiful as they are accessible, Kate Bear proves
herself to truly be an exemplary voice in modern poetry. Her words make women feel seen in
their own bodies, in their own marriages, and in their own lives. Her poems are those you
share with your mother, your daughter, your sister, and your friends.

In an age of unlimited data and research, why do more than 50 percent of new products fail to
meet expectations? It boils down to a lack of customer insight. The revolutionary theory behind
Jobs to Be Done argues that people purchase products and services to solve a specific
problem or fulfill a distinct need. For example, people down shovel down Rocky Road and

Buttered Pecan ice cream because they want nuts, marshmallows, and gobs of frozen
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goodness, but because they feel the need to celebrate, indulge, or bond with friends and
family. But how can this simple concept be best utilized for your company’s success?This
groundbreaking book, with its Jobs Roadmap, is intended to remake how companies approach
their market. Successful innovation doesn't begin with a brainstorming session--it starts with
the customer. Learn how to put that into practice by discovering how to:s Gather valuable
customer insightse Turn those insights into new product idease Test and iterate until you find
successDon’'t miss out on what Foreword Reviews described as “highly organized and
expertly crafted. . . . Company leaders looking for ways to institutionalize innovation are sure to
find it here.” To maximize your company’s success, begin with the customer!

Thoroughly rewritten for today's web environment, this bestselling book offers a fresh look at a
fundamental topic of web site development: navigation design. Amid all the changes to the
Web in the past decade, and all the hype about Web 2.0 and various "rich" interactive
technologies, the basic problems of creating a good web navigation system remain. Designing
Web Navigation demonstrates that good navigation is not about technology-it's about the ways
people find information, and how you guide them. Ideal for beginning to intermediate web
designers, managers, other non-designers, and web development pros looking for another
perspective, Designing Web Navigation offers basic design principles, development techniques
and practical advice, with real-world examples and essential concepts seamlessly folded in.
How does your web site serve your business objectives? How does it meet a user's needs?
You'll learn that navigation design touches most other aspects of web site development. This
book: Provides the foundations of web navigation and offers a framework for navigation design

Paints a broad picture of web navigation and basic human information behavior Demonstrates
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how navigation reflects brand and affects site credibility Helps you understand the problem
you're trying to solve before you set out to design Thoroughly reviews the mechanisms and
different types of navigation Explores "information scent" and "information shape" Explains
"persuasive" architecture and other design concepts Covers special contexts, such as
navigation design for web applications Includes an entire chapter on tagging While Designing
Web Navigation focuses on creating navigation systems for large, information-rich sites serving
a business purpose, the principles and techniques in the book also apply to small sites. Well
researched and cited, this book serves as an excellent reference on the topic, as well as a
superb teaching guide. Each chapter ends with suggested reading and a set of questions that
offer exercises for experiencing the concepts in action.

Jobs to Be DoneTheory to Practice

An updated edition of a standard in its field that remains relevant more than thirty years after its
original publication. Over thirty years ago, sociologist and University of California, Berkeley
professor Arlie Hochschild set off a tidal wave of conversation and controversy with her
bestselling book, The Second Shift. Hochschild's examination of life in dual-career housholds
finds that, factoring in paid work, child care, and housework, working mothers put in one month
of labor more than their spouses do every year. Updated for a workforce that is now half
female, this edition cites a range of updated studies and statistics, with an afterword from
Hochschild that addresses how far working mothers have come since the book's first
publication, and how much farther we all still must go.

THE STATUE IN THE STONE is a complete treatise on Jobs-to-be-Done
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philosophy. While many have contributed to the ideology, the founding fathers
are (in alphabetical order): Lance Bettencourt, Clayton Christensen, Theodore
Levitt, and Anthony Ulwick. Clayton Christensen taught that "A customer "hires" a
product to accomplish a job." The customer's job is a goal, objective, or problem
to be solved. Built upon this basic truth, jobs-to-be-done philosophy is the most
powerful framework ever created to understand customer motivation. It turns out
that customers do not care about brands, companies, products or technologies.
However, they will reliably gravitate to the product that helps them to get their job
done the best. This understanding will help marketers, innovators, business
leaders, product managers and practitioners of all sorts to boldly create customer
value.Though many are familiar with the phrase "jobs-to-be-done" (JTBD), few
have significant experience in applying it to real markets. Even fewer have
worked in enough diverse industries to understand the principles at play.This
book presents the theories along with practical frameworks to apply jobs-thinking
into any market. It's a complete resource, with all the "job-to-be-done" secrets
that only the most experienced practitioners could know.

"First published in hardcover in Great Britain by Viking, an imprint of Penguin
Books, a division of Penguin Random House Ltd., London"--Copyright page.

A Job to be Done is the process a consumer goes through whenever she aims to
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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.

Entrepreneur and bestselling author of The Lean Startup, Eric Ries reveals how
entrepreneurial principles can be used by businesses of all kinds, ranging from
established companies to early-stage startups, to grow revenues, drive
innovation, and transform themselves into truly modern organizations, poised to

take advantage of the enormous opporggzr;ities of the twenty-first century. In The
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Lean Startup, Eric Ries laid out the practices of successful startups — building a
minimal viable product, customer-focused and scientific testing based on a build-
measure-learn method of continuous innovation, and deciding whether to
persevere or pivot. In The Startup Way, he turns his attention to an entirely new
group of organizations: established enterprises like iconic multinationals GE and
Toyota, tech titans like Amazon and Facebook, and the next generation of Silicon
Valley upstarts like Airbnb and Twilio. Drawing on his experiences over the past
five years working with these organizations, as well as nonprofits, NGOs, and
governments, Ries lays out a system of entrepreneurial management that leads
organizations of all sizes and from every industry to sustainable growth and long-
term impact. Filled with in-the-field stories, insights, and tools, The Startup Way is
an essential road map for any organization navigating the uncertain waters of the
century ahead.

What if you could guarantee your customers an amazing experience-and then
deliver on that promise every time?The Guaranteed Customer Experience turns
the concept of a guarantee on its head. An experience guarantee goes beyond
merely warrantying a product against defects. It encompasses the entire
customer journey to promise an experience that never falls short of

expectations.* Discover what truly motivates customers to buy from you.* Earn
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your customers' trust with an experience guarantee.* Avoid service failures that
cause customer churn.Get an inside look at how leading organizations use
experience guarantees to fuel customer-driven growth. Learn the real reasons
people love these companies and remain loyal customers. Discover how brands,
products, and even individual employees use the Guaranteed Customer
Experience model to stand out from the competition.Creating a consistently great
customer experience doesn't have to be a complicated and daunting task. The
Guaranteed Customer Experience will help whether you're looking for a model
that's easy to implement and understand, or you're trying to find a critical piece
that's been missing from previous customer experience initiatives.

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 technigque 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-s EBed on JTBD so they can be your
Page 27



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.

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
guality 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 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.

Copyright: f2b87bbdcddd30741bl11e7274e1012bf
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