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Providing Customer Experience in the Modern Business World

Masaki IWATANI

Abstract

In conventional corporate strategy theory, it is said that the aim should be to obtain a
sustainable competitive advantage rather than a temporary competitive advantage.
However, in the current environment of high uncertainty called New Normal or VUCA,
which is changing rapidly, companies are required to have speed and “building” power
rather than “keeping” competitive advantage.

It is the ability to continue to build a temporary competitive advantage by seizing the
opportunity to disappear instantly. Some researchers describe this as “LFP (light footprint:
quick and light management that leaves no footprint)”.

In other words, the ability to constantly anticipate changes in the environment and
define new market rules or redefine existing rules is required. Such companies are
referred to as “proactive companies.”

The bottom line is that instead of listening to the market, following the market, and
taking a passive attitude, it is rich in enterprising weather that speaks to and guides the
market.

In modern business, which will do these things, “radical remaking” is required rather
than “incremental improvement”.

In this paper, we show the points that are indispensable for modern companies to

provide their experiences to their customers.
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