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Rick Kash, David Calhoun : How Companies Win: Profiting from Demand-Driven Business Models No Matter 
What Business Yoursquo;re In  before purchasing it in order to gage whether or not it would be worth my time, and 
all praised How Companies Win: Profiting from Demand-Driven Business Models No Matter What Business 
Yoursquo;re In: 

0 of 0 people found the following review helpful. Spoiler Alert - The Cliff Notes VersionBy Eric WilliamWhile the 

http://f3db.com/pub/links.php?id=B003V1WT0O


second half of the book kinda blows, the first half if frick'en amazing.Here is the key concept.In a world where it is 
really easy to learn how to create anything, companies (you) have a huge amount of competition. Given that, supply is 
essentially infinite. When supply outstrips demand, price goes to crap.But traditional marketing is about creating 
demand. Well, when supply outstrips demand, that is a loosing game.Instead of trying to create demand, what if 
marketing looked into your customer base (or target market) to identify a sub-set of demand. A smaller set of 
customers who loved your product just the way it was - including the higher price? In that market, you would be the 
king. That is, if you can find "Demand-Pools" (markets where your product was the superior in the minds of that group 
of buyers) you could command higher price and/or more sales. Why? Because your product is already configured the 
way that group wants to buy.EX:The book looks at All-BEEF Hotdogs. It turns out that two groups love all-beef 
hotdogs. Mothers with teenage sons (also known as eating machines) and Hotdog lovers.Mothers see beef as better 
than pork (healthier). So they will pay a premium.People who love hotdogs BOIL them never GRILL them because 
grilling takes flavor away where as boiling retains the hotdog's flavor. Again, people who love hotdogs will pay a 
premium for better tasting hotdogs. And the all-beef franks fit that bill.In both cases the marketer's job is NOT to 
stimulate demand, but to FIND these markets where people are willing to pay more for all-beef franks.The hotdog 
manufacture can still complete in the Summer-Grilling market. That is, they can still lower price to complete on store 
shelves in the summer. But they can also re-package their product for fast microwaving (teenage boy market) and blog 
on Mommy blogs to get mothers to learn about the availability of the microwave version. In that market, they know 
that mothers are looking to solve this problem - "Help me feed my hungry son(s) something that I perceive to be 
healthy - and let it be fast to prepare."The cost to wrap each beef-wiener for microwaving is minimal. And the 
Mommy-with-teenage-sons market is willing to pay a premium for an all-beef frank. AND ... pork hotdogs don't have 
the key attribute of perceived health. So the all-beef manufacture only needs to inform that market and take advantage 
of the existing (although latent) demand THEN be on the store shelve.Stimulating demand is unnecessary. The 
Demand-Pool is the moms I described above. There is no need to stimulate demand. And the beef dogs, enjoy a 
protection from the pork dog market. In other words, in a Demand-Pool, you have the advantage BECAUSE your 
existing product has (or could have) a key attribute. A Demand-Pool is NOT a niche market. Think how huge a market 
moms with sons are? With an average of two kids per family there is a 66% chance that a family has one son. (not 
50%. boys to girl break down 0:2, 1:1, 2:0 = 2/3 chance or 66%).So a Demand-Pool can be a huge market. And a well 
protected market.My only two complaints are that the book did not have MORE examples of Demand-Pools. And the 
second half is about implementing this strategy in a mega-corporation (think PG). It seems like a plug to hire the 
author for consulting work. Still worth buying!0 of 0 people found the following review helpful. Might be a better read 
for someone who is early on their own ...By GregPHow Companies win is certainly not in the top 20 business books 
that I've read this year. Might be a better read for someone who is early on their own personal journey but if you're 
looking for that something extra to give you insight into taking your company to the next level I would recommend 
The Three Rules: How Exceptional Companies Think as a much better investment.0 of 0 people found the following 
review helpful. Simple and entertainingBy Luiz Gabriel SantosBoth authors master the science of demand and show 
you with a simple language and nice examples how to manage your company to benefit from costumers satisfaction. 
The book introduces simple tools that can be very insightful when running a business.On the otherside, I wish some of 
the methods were better detailed. I'll start working at Nielsen in two weeks, and after reading this book I'm really 
excited about my job.

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

ldquo;With all of the options shoppers have today, itrsquo;s critically important to understand demand. Itrsquo;s how 
you satisfy your customers better than your competitors. Itrsquo;s the way companies will win.rdquo;From the Back 
CoverFor the past twenty years, the growth formula for business has been to increase revenues by expanding product 
offerings and streamlining supply. But with the recent global recession, the world economy has changed forever. Now 
the old toolsmdash;most notably supply-chain managementmdash;are no longer enough. In a new digital age 
characterized by over-supply and too many product types in almost every market, the new challenge is to locate and 
capture the elusive pools of high-profit demand.Rick Kash and David Calhoun have the answer: a revolutionary, 
demand-driven model that has already proved successful for some of the world's most admired companies, including 
Best Buy, Anheuser-Busch, Hershey's, and Allstate. At the heart of this powerful new business model is an achievable 
vision for a new kind of winning company, one that uses sophisticated new tools and techniques to discover, 



characterize, and then serve these pools of high-profit demandmdash;and in the process gain pricing power in that 
market. Kash and Calhoun show how to use everything from social networks to more revealing and effective 
consumer-research techniques and then introduce the demand chain, the logical new partner to your supply chain. The 
authors' principles, case histories, and insights will help your business run faster, cut costs, and become better able to 
deliver high-quality products and services, even in the tightest economic climate.How Companies Win is a compelling 
call to action to engage every level within a company, small or large, local or global.About the AuthorRick Kash is the 
founder and CEO of The Cambridge Group, the growth-strategy consulting firm. He is also the author of The New 
Law of Demand and Supply. Kash works with companies around the world to help them grow through demand-based 
business models.David Calhoun has been the chairman of the executive board and CEO of The Nielsen Company 
since 2006. Calhoun has previously served as the vice chairman of the General Electric Company, the president and 
chief executive officer of GE Infrastructure, and the chief executive of several other GE divisions and subsidiaries. 


