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= Author, Innovate fo Dominafe

— 12'h edition of the Facing the
Forces of Change® series

= Fellow, NAW Institute for
Distribution Excellence

— Awareness, advocacy, research
and "moving the ball” forward

= B2B channel strategist

— Designing the exchange of value
between businesses
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By becoming world-
class innovators,
distributors can go
beyond defending
their business to
dominate all comers.



What is B2B innovation?

= Changing your business model
= Getting ahead, not catching up

= Leadership (by insiders) vs.
disruption (by outsiders)
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What is does it mean to dominate?

= Share of mind (vs. market share)

r

= Unbreakable loyalty

= Disproportionate profits




“Disruption is a threat, not a constraint.”

Unknown Leader
Q&A Session
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T h e cas e fo r s ke Pfi c i s m Exhibit 1-1. Distributor Planning is Held Back by a Crisis of Vision

Percentage of Responses of Online Survey of Distributor Leaders
Visi cliff

= Confidence gap

Distributors respond “en masse” as perceived best
practices are accepted, but a lack of vision precludes
planning for more complicated technologies that lack
immediately obvious use cases and implementations.

= Precedents

= Perspective
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Innovate to Dominate: The 12th Edition of the Facing the Forces of Change® Series
www.naw.org/ffc19
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http://www.naw.org/ffc19

[ ] ([ ]
I h e ca s e o l s e l ' c ' s m Exhibit 1-2. Distributor Progress is Held Back by a Crisis of Confidence DRAFT
Percentage of Responses of Online Survey of Distributor Leaders
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= Confidence gap 1B

The Confidence
X —_
Barrier
. p ' e ‘ e d e n | s Distributors make progress only
after they are confident, a trait
that reflects a historical .
emphasis on serving demand vs.

creating new services.

_-FII
-FI

= Perspective

m We are creating m We are committed to m We arecautiously ™ We've made no investment or

[ J [ J
= L ea d e rs h ' m ' n d s ef competitive advantage building our capabilities. implementing or taken any action.
experimenting.

Innovate to Dominate: The 12th Edition of the Facing the Forces of Change® Series
www.naw.org/ffc19
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The case for skepticism

= Vision cliff

= Confidence gap
= Precedents

= Perspective

= Leadership mindset

Distributor




The case for skepticism
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= Precedents
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The case for skepticism
CEO Checklist*
= Vision cliff B
O The business T haure i not the business I need.
o I can't wails for customens on, supplions.
- CO"F'dence gap SE-WW{SMAMM,MMI:«AW.
O New nasullls, neguine new behairions.
= Precedents OWe can't do- olons,
OIcandwdzmgwmpar%'&W(@ww).
= Perspective Py e S
= Leadership mindset

CEO Insights on Innovating the Distributor for the Digital Age
www.naw.org/ceoinsights
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“We have not explained our purpose in
the digital age.”

Unknown Leader
Q&A Session
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The case for confidence

= Relationship gold

= Productivity gaps

= The end of products

= Diaspora of creative minds

= Challenge and response
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The case for confidence

" Relationship gold OWHERSH |P

= Productivity gaps

= The end of products
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= Challenge and response
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The case for confidence

= Relationship gold

= Productivity gaps

= The end of products

= Diaspora of creative minds

= Challenge and response

Entrepreneurs
and

Innovators

Ideas
and
Experiences
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The case for confidence

= Relationship gold

= Productivity gaps

* The end of products

= Diaspora of creative minds

= Challenge and response
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Tru .com

N Hello, Signin -
— ACCOUNT &LISTS

n 1-800-775-9856
CONTACTUS | @ LIVECHAT

shopBy CATEGORY - Shop By MANUFACTURER CONFIRM SHIPTO POSTALCODE ‘ ; ) QUICK ORDER FORM SHOPPINGLIST ~
L d L3
7.8 Million Parts
for 600+ brands
COMPANY PROFILE OURLOCATIONS CORPORATE SOLUTIONS HELP CENTER
Discover TruPar.com- the one stop e-shop for Foryour convenience, TruPar.com is available Get the best from TruPar.com, plus account Ifyou need assistance with TruPar.com, you've \
all of your materials handling needs. From... online 24/7.Our customer support team and... benefits tailored to the needs or larger... come to the right place. We've madeit easv t.. (@
B S 5¢

Welcome! &) What can | help
you with today?
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SHOP FASTENERS HOW IT WORKS COMING SOON w z I R Ks PRODUCT POLLS MY ACCOUNT LOGIN @2

The Smarter Way To Import

¥ V\“
The World has beensimporting for thousands of years: Remérkably, in

""that time, n ﬂwhole lot hasMe to fix thats"
View Fasteners

The Power of Container Pricing

@ You're in Charge
Instant access to fasteners once they are on the water.

@ Import Pricing
By choosing quantity and timing, you also choose your price.
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Innovate to Dominate” is your roadmap for innovation

) B )

Chapter Three

Chapter Six

Chapter Two Chapter Four Chapter Five

Chapter One

Enable Embrace Revitalize Reboot Connect. Innovate
the Future of Virtual The The Collaborate. i [o]
Business Markets Value Chain Real World Create. Dominate
Win by helping Explore alternative future market scenarios Build an Define the
customers to identify business innovations and ecosystem for “distributor
transform for associated strategies, capabilities and leadership supporting way” of
the digital age. for competitive advantage. innovations. business
innovation.
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How will you “connect the dots” between the forces of change and
innovating your business?

= Resources

— Mark Dancer: Fellow, NAW Institute for Distribution Excellence + CEO, Network for Business

Innovation
mark.dancer@n4bi.com or Twitter @B2B_Innovation

— Innovate to Dominate: The 12th Edition of the Facing the Forces of Change® Series
www.naw.org/ffc19

— Creating Innovations and Shaping the Future of Business
www.naw.org/creating-innovations

— CEO Insights on Innovating the Distributor for the Digital Age

WWWw.naw.org/ceoinsights

— NAW Distributing Ideas Blog
https://www.naw.org/blog/

© 2019 Network for Business Innovation
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