
The CEO’s Toolbox  
A series of counter-intuitive tactics that help you increase market 
share, maximize profitability, and discover hidden opportunities. 

https://vladtseytkin.com 
 

TOOL 4 
VALUE 

 
We’re continuing the exploration of the CEO’s toolbox. The fourth tool is 
VALUE.  
 
Lowe’s opened its first store in 1921. Many years later, by 1978, the year 
Home Depot was founded, Lowe’s was a well-established, well-performing 
company. However, the strategy designed and executed by Home Depot 
was so powerful that Lowe’s quickly got on the line with many other 
companies which were destined to disappear in the near future.  
 
To maintain status quo wasn’t an option. To copy Home Depot wasn’t a 
promising strategy either. What was there to do?  
 
What Lowe’s did made history and became a classic. On the surface, 
Lowe’s accepted a new form that Home Depot innovated. But it was far 
from being a mere copycat. Lowe’s structured the value differently. Once 
you understand the difference in value between Home Depot and Lowe’s, it 
becomes as simple as day. However, despite its simplicity, to come up with 
a deep understanding that led to the value innovation was quite a 
challenge, and took a massive effort.  
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Home Depot focused on men who were now empowered to execute 
Do-It-Yourself projects, as well as on smaller contractors.  
 
In contrast, Lowe’s focused on women who stood behind those men. 
Women are indeed a driving force behind many home improvement 
projects, aren’t they?  
 
The stores may look similar, but they are very different. Concentrating on 
women’s needs explains many subtle differences a trained eye would 
immediately notice in Lowe’s.  
 
Becoming clear on the value they were to provide, as well as innovating 
and designing the unique value structure, gave Lowe’s the second life. On 
the surface, two great companies compete, but essentially, they don’t (or, 
more precisely, they don’t have to). Moreover, if one of them tries to copy 
the other, they will fail. Because they represent different values, and the 
difference is tangible, even though their respective customers are 
consciously unaware of the difference, the two types of value don’t mix. A 
mixture would dilute and eliminate a competitive advantage.  
 
Shopping for groceries is another example of complex value structure. 
What could be simpler than groceries, you may ask.  
 
Consider the following parameters that could comprise the value structure:  
 

1. Distance to the store: near vs. far vs. zero-distance (online). 
2. Assortment of products: limited vs. variety vs specialty.  
3. Price, savings: cheap vs. moderate vs. expensive.  
4. One-stop shopping: having to visit many stores for related products 

vs. one-stop-for-all-you-need.  
5. Shopping time (from parking to walking to browsing to checkout to 

delivery, if any).  
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6. Cooking time and effort: cooking from scratch vs. buying prepack vs 
buying prepared meal.  

7. Quantity: bulk vs. smaller units purchase.  
8. Quality: poor vs. average vs. superior; regular vs. fresh. 
9. Customer service (for example, the extent of help offered; the types 

of help offered; the parts of the process covered by customer 
service). 

10. Shopping advice (on buying options).  
11. Utilization advice (on how to do or accomplish something using the 

products).  
12. Personalized experience: faceless approach - same experience for 

all vs. knowing your customers and personalizing their experience in 
various degrees and aspects.  

13. Environment: fancy vs. relaxing vs. simple vs. upscale vs. 
warehouse vs. private vs. crowdy, etc. 

14. Background information about the products (for example, where 
exactly everything is coming from; the history; any other relevant data 
which would be unknowable otherwise).  

15. Educational experience which is correlating with the products. 
16. Various degrees and aspects of risk reversal.  
17. Various degrees of certainty about the products or the overall 

shopping experience (for example, guaranteeing certain products 
always being in stock, guaranteeing price levels, guaranteeing 
delivery, guaranteeing certain timing of delivery, guaranteeing various 
levels and aspects of satisfaction, etc.) 

 
By no means is this a complete list. However, when it comes to your 
business, to your customers, your list should be as complete as possible. 
This is not to say that you would ever provide the complete value in all its 
dimensions. This is never the case. What is important though, is to make 
conscious choices about the value structure you provide. You must be 
aware of all dimensions and the whole spectrum of the value, and then 
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design the structure of the value you will be providing. Such a choice is not 
random. It’s based on the insight into your customers, your strength and 
weaknesses, your competitors, and, of course the feedback from the 
market.  
 
Another example is Starbucks. Starbucks used to provide great value: 
great coffee beans. Simple, one-dimensional value. Luckily, Howard 
Schultz translated his personal experiences into business, and introduced 
more complex value structure in the company: 
 

● The great coffee beans. 
● The enticing aroma of the beans. 
● The rich taste of the coffee. 
● The product displays and attractive artwork adorning the walls. 
● The contemporary music playing in the background. 
● The cozy, clean feel of the tables and chairs.  
● The heart and soul of what coffee has meant throughout centuries. 

 
The transformation was epic - for the company, and for the rest of us. 
 
This is not meant to be a precise and exhaustive coverage of the value 
Starbucks provided. This is rather meant as an example.  
 
The difference between “the great coffee beans” and the new value is not 
the difference between one and many. The difference is rather profound: 
with the new value structure made explicit, the company can focus on each 
dimension of the value at a time, and make sure that it is achieved with 
consistency and perfection throughout all the business activities. This 
shapes up the company itself, the management, the decision-making 
process, the marketing, etc.  
 
We’re facing the VALUE REVOLUTION. 
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Customers want value! 
 
You may ask, what’s the revolution? Haven’t customers always wanted 
value?  
 
Yes, they have. But if before they were satisfied with “simple values”, now 
they’ve become “connoisseurs”. A variety of distinctions in the customer’s 
value recognition capability is staggering. The value your customers want, 
consciously or unconsciously, is multi-dimensional, and has spectrums and 
degrees. This is equally true for B2C and B2B markets. The business world 
has never seen anything like this until recently. To be successful, you really 
need to brainstorm, to rethink, to redesign, to reengineer the value you 
provide to your customers throughout the entire process.  
 
Discover the structure of VALUE your customers expect and… deserve.  
 
For in-depth coverage and examples, see “Superior Economic 
Performance & Profitability” by Vlad Tseytkin.  
 
I’m inviting you to a conversation: https://vladtseytkin.com/contact 
 
Yours truly, 
 

Vlad Tseytkin, 
Founder. 

 
Web: https://vladtseytkin.com 
Email: hello@vladtseytkin.com 
Phone: 518.547.1331 
Telegram: @VTseytkin 
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