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Foreword


What is the purpose of management systems such as ICS-COSO, CobIT or those based on the ISO series of standards if all the world is plunged into an unpredictable rush in the context of digital and agile storms?


Well, a business model’s success is always based on the customer’s human nature and love of familiarity. Management systems, in this respect, help in establishing precisely this trust.


Why is trust important to consumers? Because it saves energy and at the same time produces clear expectations in a world where it is otherwise difficult to predict scenarios.


What sounds simple here, almost mundane in fact, is a special challenge for service providers, especially for those who maintain their relationship with customers via digital communication channels, because they must permanently build a bridge between 3 worlds:
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This guide looks at how to position yourself in a stormy world, one that is full of changing needs, emerging technologies and behavioral patterns, but which enables customers to recognize you as a supplier who is able to:




	address their needs


	provide both expectable and pleasantly surprising services


	communicate trust and sustainability





In this volume, the main focus is on the following factors: adaptability, trust and sustainability.


In the volumes following this book (Swimming in the Digital Value Stream, Living and Growing in the Digital Ecosystem), we will focus on the service experience and the ongoing identification of needs and associated service innovations.


The mastery of each individual domain already provides enormous advantages, and by first playing through all conceivable options on the keyboard, it allows sustainable positioning within the marketplace to be developed.


But let us now focus on the sustainability factor. It's not maintained without reason:




First learn to stand well, then learn to fight well!








Unpredictability versus trust


If a metaphor exists which is related to the buzzword "digital" in today's world, it is the term "unpredictability".


What's changed? With the introduction of the Internet, the wind began to turn. Access to comprehensive information allowed today's consumers to inform themselves on a broader basis without hindrance or major obstacles. Search aids and search engines helped to master this flood of information.


Many manufacturers’ and service providers’ information monopolies were thus weakened, but not yet broken. There was one other factor you could count on:




The customer's desire to save energy when making decisions, the tendency to give the expectable, reliable and familiar a chance rather than what is unknown and novel.





With the advent of social media and all the rating, reference and exchange platforms (Trivago and Facebook set the example), it was precisely the combination of the “word of mouth” and the familiar reference, which could be found anywhere and anytime in the vastness of the web, which gained enormous potential. It was only disadvantageous for the suppliers as they were no longer the sole source of information.


It was now possible to exchange experiences, obtain references and inform yourself more independently, without involving the "manufacturer".


The effect was that consumers could henceforth deliberately avoid the inequalities and information disadvantages of the past when making consumer or investment decisions. The targeted former influences, even the compulsion to believe because you simply could not know, was over. Moreover, the customer became a new "power" in the game with manufacturers and service providers.


For suppliers of goods and services, markets and areas of need which had previously been stable suddenly became an uncontrollable minefield.


But it still didn't get any easier for consumers. Having access to too much information had a drawback. It demanded evaluation, but this and the decisions associated with it cost strength, which gives it a constant even in the world of digital storm.


Manufacturers and service providers who manage to build up sufficient capability, continuity and "trust capital" with their consumers within a stormy environment will save the future customer "power" when making decisions. As a result, these manufacturers and service providers survive longer and enjoy more sustainable margins than those who will eventually lose the race for survival with constantly changing "unique selling propositions".
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Note here that one key detail remains valid: Each storm, just like a hurricane, brings an "eye of silence". This is even true in the digital environment.


Therefore, it is important how close you are to the customer as a supplier or service provider, or for which customer or competitive environment is your focus, and that you can live with your own performance (and improve upon it) in order to stay in the game.


The closer you are to the end customers, who appear in masses but act erratic and inconstant when forming their opinions, and the smaller the end customer's commitment in the context of a business is, the more chaotic it becomes for a provider, therefore the more trust capital is needed upfront and more “backing” for stability is required.


In addition, the respective consumers will rely on a clear benefit factor and continuity in delivery performance as speed increases.
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This is because the benefits and the consistency of results increases confidence, but the same amidst the flood of information means shorter decision-making cycles, enhanced security and therefore less energy expenditure in the decision-making process.


Therefore, the rule for service providers is that the higher the amount of money involved in a customer's purchase, the more predictability is demanded; and the longer the phases become in which the end customer’s "opinion" extends to the end of a supply chain, the more important the following confidence-building factors become: traceability, stability and predictability.


This is exactly where the need for the visibility of a service recipient’s trust capital plays a role (i.e. show me that you are in control of your business).
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