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Hermann Simon, Frank F. Bilstein, Frank Luby : Manage For Profit, Not For Market Share: A Guideto
Greater ProfitsIn Highly Contested Markets before purchasing it in order to gage whether or not it would be
worth my time, and al praised Manage For Profit, Not For Market Share: A Guide to Greater Profits In Highly
Contested Markets:


http://f3db.com/pub/links.php?id=B000SEPC5G

1 of 1 people found the following review helpful. Only marginally useful to the practizing pricing manager.By Hans P.
Zelll was disappointed in that the book was not more quantitatively oriented as | had expected based on Simon's
previous "Power Pricing" which | found excellent.0 of O people found the following review helpful. Must read on
pricingBy CustomerGood read and material extended on previous books.0 of O people found the following review
helpful. Five StarsBy tomas pascual highly recomeneded.

How do companies in mature marketsmdash;where savings from cost-cutting have been exhausted and breakthrough
innovations are hard to come bymdash;achieve sustainable increases in profits? For decades, managers have been told
the answer liesin pursuing high market share. But Hermann Simon, Frank F. Bilstein, and Frank Luby argue that this
misguided advice has destroyed, rather than created, an additional profit potential.In Manage for Profit, Not for Share,
the authors contend that companies can extract a profit potential of 1%-3 % of revenue by pursuing a profit, rather
than a market share, orientation. Based on their extensive consulting work, the authors lay out a practical, proven
program for making significantly more money by reconfiguring the marketing mix to sell existing products and
servicesin different ways. The book offers practical strategies managers can use to differentiate mature products, raise
prices effectively, time promotional activities properly, better understand consumer preferences, and more. A
convincing counterargument to the reigning market share dogma, this book outlines the new mind-set and tools
managers will need to bring their companies closer to peak profit performance.

"Simon is perhaps the world's leading guru on pricing strategy, andhellip;he's put together an indispensable little
management book" -- The Washington Post, June 25, 2006A bout the AuthorHermann Simon is founder and Chairman
of Simon-Kucher Partners Strategy and Marketing Consultants (SKP), in Germany. Frank F. Bilstein and Frank Luby
are Partnersin SKP's Boston office.



