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differentiation for your different customer segments.

Have you ever bought multiple generations of a
product, only to find that over time so many
features have been added that youesactually less
satisfied with the later models than the earlier ones?
If so, you have lived though the oppottunity for
what we call a “radical sigery.” Radical sugery is
made possible, bnically, by the ver efforts of
companies to beesponsive and to make
investments in impoving their offerings. Often,
fir ms offer more and moe options, functionality
and featues to the point that the complexity of the
offering becomes a dissatisfier

A potential MarketBuster can consist of
rediscovering exactly what customers want and
will pay for and then uthlessly eliminating
everything that doesnt meet those two criteria. A
story that recently came to our attention that
shows how the poliferation of functions and
features can ceate a fiasco .\Whess:

One Christmas Eve, just as a hostess for a dinner
party was peheating her oven to oast a turkey for
15 guests, her daughter accidentally ished against
one of the new overs many digital contols. “We
heard this ‘beep beep beep;'recalled the 56-year
old freelance ceative director who lives Northern
California, “and no more oven. After that, we
couldn't get it to work.” Her husband, an engineer
was unable to fix the ppblem. Nor were any of the
assembled guests, half of whom vweealso engineers.
Desperate, the family esotted to the small, simple
1970s-vintage Bppan electric oven in the
guesthouse, which worked like a char.

Ir onically, the digital intelligence that is

supposed to make life simpler often has the opposite B2B sewices. One rapidly gowing categoy in the

effect. Video-recording devices have ma buttons
than one can count, tuning a car radio is andeal,
televisions now equire complex manipulation of
remote contols, and even changing the clocks to
accommaodate daylight savings twice a year can be
challenging. Attributes intended to be useful, such
as timer settings or enviopnmentally sensitive
automatic adjustments, can be enaously
frustrating if their use is not intuitive.

Teac, the Japanese consumelectronics
company has found a way to capitalize on radical
surgery. Its Nostalgia line of steeo systems uses no
digital-inter face mechanisms at all. Instead, the
retro radios featue looks from the past, and have
simple knobs for analog tuning. (¥u can even hear
the static in between radio stations.) In
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automobiles, cars such as the PT @iser elicit
feelings of a less-complex era. Similarfyendy
consumer etailer Hammacher Schlemmer is
capitalizing on a longing for simplicity in ofering

recod players—yes, the 33 1/3 kind—that can be P'g'tfil
caried around and folded into their own cases. intelligence
The quest for simplicity can also be useful in thatis supposed
tomak elif e
hotel industry, for instance, consists of hotels that simpler often
provide accommodations for long-tem corporate has the opposite

visitors, such as contract employees, people whose
homes ae being renovated, corporate employees,
and consultants on extended assignments. An recor dershav e
exemplay company ofering sewices to this mor e buttons
segment is Extended Stay America, which operates than one can
three hotel brands. The typical menu of hotel
sewices is stripped down; thex is no bayno

lounge, no central gathering aga. Housekeeping

is done weeklyand guests typically handle their
own laundry rather than send it to a sefice. In
exchange, guestgceive such “homelike”
amenities as kitchenettes with miawave ovens
and refrigerators, cofee makers and a dining table,
as well as lower prices than the full-seice

eff ect. Video

count; ev en
tuningacarr
isanor deal.
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