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The Future of Business Survey, created by Facebook OECD and The World Bank ran a 
study on small to mediums size businesses in South Africa and they discovered 71% of 
small to medium sized businesses struggled to attract customers, 53% struggled to 
maintain profitability and 53% struggled to increase revenue.  

There are many businesses with outstanding services that are to the benefit of the client 
but clients don’t realise this and because of this they aren’t willing to open their wallets for 
the services. The aforementioned stats aren’t a reflection of how bad the service/products 
business owners create because on the survey only 25% had a challenge of creating new 
products/innovations, but the stats are a reflection of how the services/products are being 
marketed.

We asked random entrepreneurs what their no.1 challenge is and these 
are the responses we got… 

Source: Future Of Business Survey

What? 
Identifying the problem

71%Attract customers

Maintain profitability 53%

53%Increase revenue

25%New innovations

Entrepreneur 1:
“My challenge is losing customers to the competition simply because they’ve been 
around longer than I have. Our service is far better but we never get the chance to 
show them”

Entrepreneur 2:
“My #1 challenge is really the simplest one there is: getting people to give me money. 
I can drive traffic, I can get tons of emailed questions, and I get praised for my 
knowledge and helpfulness... But nobody wants to actually pay (for virtual nutrition 
consulting).” 
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https://eu.futureofbusinesssurvey.org/manager/Storyboard/RHViewStoryBoard.aspx?RId=%C2%B3&RLId=%C2%B3&PId=%C2%B1%C2%B7%C2%B3%C2%BA%C2%BD&UId=%C2%B5%C2%B5%C2%BB%C2%B3%C2%B7&RpId=3
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Most businesses may struggle to get customers to give them their money because customers may 
not see the value of paying for the service. To consumers, services or products reward them 
because they help them achieve their goals. Prices imply giving away something they already own, 
and which is of significant value to them: money, therefore if a customer believes there isn’t any 
value in what the business offers they won’t be willing to part with their money.

Context
Zune was a music player to compete with the 
iPod+iTunes duo, which was conquering the market 
since 2001. The product was very similar to iPod but 
it had couple nice features and it was more 
affordable.

Songs on iTunes store were sold for 0.99 dollars per 
songs. Microsoft was offering a Zune pass, of $15 per 
year and that would get you ALL the music from the 
Zune store. The iPod Shuffle in 1GB was ($49) and 
2GB ($69) and a Zune 4GB ($99) and 80GB ($229). 

The Zune had FM radio. iPod didn't and still does not. 
You could develop games for it. You could shop for 
music wirelessly via Wi-Fi. 

Why did it fail? 
“Zune never got the marketing support needed to 
establish the brand as viable alternative to iPod/iTunes. 
Microsoft did some ads but not consistently or persistently 
enough to establish the brand. Meanwhile, Apple's 
silhouette people became as infamous as the iPod.” Joe 
Wilcox at Beta News

Source: 4 Likely Causes of Microsoft Zune Death

The Zune failed to make customers see a reason to 
buy it over an iPod. It failed to give customers 
reasons to buy it even though it had more features 
and it was cheaper than the iPod.

Context
Windows Surface RT is an amazing piece of 
hardware. The reviews it had gotten were 
positive if not awesome. But very few people 
bought it. 

The concept the Surface was introducing was 

very new and very different from the established 
products on market (i.e iPad). So it was crucial to 
explain the product well. It offered many notable 
advantages in versatility, performance and in 
other areas. There surely would’ve been a huge 
audience of buyers who would vote for Surface 
with their wallets… But all this wasn't explained 
well to them so that didn't happen. 

Why did it fail?
“The Surface RT — and Windows RT in general — 
continue to be tremendously confusing products to 
consumers. Back in April 2012, Mashable Tech 
Editor Pete Pachal lamented the terribleness of the 
Windows RT name.”

Source: Why Microsoft's Surface RT Failed

Here are products that failed to convince consumers to open their wallets… 

Microsoft 
Zune

Windows 
Surface

Entrepreneur 3:
“Mine is a very very niche market (I teach mandolin). Most people interested in 
mandolin, think they can learn how to play the instrument by watching YouTube 
videos. My challenge is showing people the value of hiring a mandolin teacher.”

http://www.hypebot.com/hypebot/2011/03/4-likely-causes-of-the-death-of-the-zune.html
http://mashable.com/2013/07/19/surface-rt-failure/#D01uqehp2SqT
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By helping businesses show clients the value of hiring their 
services or buying their products instead of the competitors.

We help small to medium size businesses avoid the 
same fate as aforementioned Microsoft products.

Neuroscientist Brian Knutson, Professor at Stanford University, and his colleagues (2007) 
uncovered the underlying principle that determines whether a service/product will be 
bought or not is that: if the relation between reward and pain exceeds a certain value, the 
customer is willing to purchase this item for that price. The neuro-logic of a purchase 
decision is based on the equation: reward – pain = net value

Knutson’s results show that purchase decisions are based on a reward–pain relationship. 
In order to make consumers buy, the business owners need to increase the reward and 
while decreasing the pain and that’s what we are here to help businesses owners do.

Your service or product 
is not differentiated 
from the competition’s 
therefore the customer 
assumes your offer is 
similar to the 
competition’s which 
creates the assumption 
that the net value is 
similar

The customer doesn’t 
understand your service 
therefore they don’t 
know the net value they 
will get out of it.

The customer doesn’t 
know the net value 
they will get from your 
service because of lack 
of awareness.

Your service net 
value is perceived to 
be low 

What do we mean by value?

4 Reasons why customers may not see value in your service/product:

How? 
Resolving the problem identified

Source: www.nmsba.com/neuromarketing-blog/3037045

Reward Pain Purchase Reward Pain No Purchase
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Differentiate your service from the competition: The goal is to make your service or 
product stands out, to attract the customers you want and be able to compete in the 
market. A non-differentiated service gets lost in the competition and never gets noticed. 

Even though it’s similar 
products they are 
differentiated by how 
they are positioned.

Two basic ways to 
increase perceived 
value: Non-loss frame 
and Gain frame

The problems identified can be solved by offering clarity and 
prioritizing:

Source: foodpsychology.cornell.edu.pdf

1

Make it easy to understand your service and the value it offers: In a study by Brian 
Wansink of Cornell University, menus were presented either with descriptive labels such 
as ‘Traditional Cajun Red Beans with Rice’, ‘Succulent Italian Seafood Filet’ and ‘Tender Grilled 
Chicken’, or with labels with generic names on it like ‘red beans with rice’. The question was 
whether such flowery modifiers would have any impact on the perceived taste (i.e. value) 
of the food. The result was that the descriptive labels not only resulted in more orders but 
also led participants to rate those foods as tasting better than the identical foods given 
only a generic name.

2

Product Value

Non-loss frame Gain frame

Shorter
braking distance

Superiority

Shorter
braking distance

Driving
pleasure

Shorter
braking distance

Security

Automatic
braking system

Automatic
braking system

Automatic
braking system

Positioning

No risk/Free

Do not pay too much

No more than

Only

Money back if unsatisfied

Avoid

Without

Reduced...

Plus

Get

Discover

Win

Extra

More

Play

Help...
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http://foodpsychology.cornell.edu/sites/default/files/unmanaged_files/descriptivemenulabels-2001.pdf


The packaging of ‘Dynamic Pulse’ 
shower gel from Adidas increases net 
value by influencing the expected 
reward for consumers who want their 
shower to have an energizing effect. 
For customers who want a relaxing 
shower the perceived value will be low 
hence the Dove shower gel is suited for 
this type of reward.

Products and services deliver fundamental elemets of value that address four kinds of needs: functional, 
emotional, life changing and social impact. In general, the more elements provided, the greater customers’ 
loyalty and the higher the company’s sustained revenue growth.

Source: 2015 Bain & Company Inc.

Communicate the value your service offers:  The customer needs to know how your 
service will change their lives or eliminate the problem they currently have because when 
people have a goal they want to achieve, they hire a service/product to do that job for them 
therefore if the customer doesn’t know the value they will get from your service they won’t 
consider your service as an option.

3

Increase your service perceived net value: You can achieve this by making your 
service convenient, reduce hassles, inform the consumer, etc. these tactics can easily make 
your service seem better than the competition’s in the consumer’s eyes.

4
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Owners who are selling a 
service or product to 
businesses (B2B) and are 
struggling to get clients. 

Who have launched new 
products/services into 
the market.

Want to attract new 
customers with an 
existing service/product

Want to retain their clients They want to break 
into a new market

The businesses that most need the services include those with:

At this stage the business has recognized that:

Who? 
Establishing the businesses that require the services.

When? 
Establishing the point when the business requires the service.

It needs to maximize its 
profits by gaining new 
customers or clients. 

It is challenged with 
product or service 
differentiation.

The value of the product or 
service is undervalued or 
underestimated.

The goal of the product 
or service is unclear and 
misunderstood.

The service doesn’t 
attract any customers
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You’ll learn about your 
customers which is crucial to 
know you can serve them 
better, what you need to do  
and say to influence their 
buying decisions. You’ll also 
learn about your competition 
and the opportunities you 
have to have an advantage 
over them.

Detailed Insights Report:

Your customers will know 
and understand what you 
offer and know what they 
are getting out of the service 
without any objections as all 
would’ve been addressed 
through marketing, 
ultimately increase the 
chances of working with you 
as a service provider.

… and much more.

A Clear enticing offer: 

Your company’s marketing 
material will look 
professional, credible and 
attractive which increases the 
chances of your customer to 
engage with your marketing 
material. The client decides if 
they will pay attention or not 
by how your proposal or 
website looks.

A professional & credible 
looking marketing material: 

A brand and marketing guide 
so that you can continue to 
maintain the marketing of 
your company even after we 
are done with the project. 
This will help keep your 
marketing consistent and 
relevant.

Brand and marketing guide: 

You’ll have a thought-through 
brand plan that will help 
differentiate your service 
from the competitor and 
attract the customers you 
want. 

A thought-through Brand Plan: 

The perceived net value of 
your service would be 
increase so that your 
customers associate your 
service with an offering that 
has more rewards, which will 
change how customers see 
your service. 

An increased service net value: 

Why?  
The importance of the service
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