
MANAGING YOUR 
CUSTOMER CENTRIC 
INITIATIVES 



SOME OF YOUR TYPICAL BUSINESS CHALLENGES 

Customer 
Mindshare & 
Profitability 

Operational 
Efficiency, 
Employee 

Engagement & 
Sustaining Growth 

Technology, 
Globalization, 
Regulation& 
Innovation 
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1.CULTURE 

 A strong culture happens when everyone in a 
company understands and does what it takes to 

deliver the productivity, relations and quality 
consistent with its brand promise 



ESSENCE OF CUSTOMER -CENTRIC 
CULTURE 

Collaboration Aligning Strategy with 
Culture 

Maintaining Composite 
culture with massive 

growth 
Impact of Local/ 
national culture 

CULTURE 



 COLLOBORATION FOCUSSED 



 ALIGN STRATEGY WITH CULTURE 

“The needs Of 
patient comes First”-

Mayo 

Improved 
Customer service 

by driving 
bottom-up 

cultural change 

Reinforcing Traits through formal & Informal mechanism 



UNDERSTAND &BE MINDFUL OF THE LOCAL 
CULTURE 

Emotional Needs 
• What’s important, meaningful 

Goal Needs 
• Current goal, “job to get done” 

Interaction Needs  
• Task at hand, step in the process 

 Connect at an multiple 
level 



GROWTH THROUGH COMPOSITE CULTURE   

James L. heskett,Thomas O. Jones,Leonard A. Schlesinger-HBR-March April 1994 
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2.CREATE LINE OF SIGHT 

 Define Vision & 
Mechanism 

 Create Insights for 
Customer Facing 
Positions 

 OUTSIDE IN- 
OUTLOOK 
 

 



INSIDE OUT VS OUTSIDE IN 
APPROACH 
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3.DEFINE HOLISTICALLY WHAT THE SUCCESS LOOKS LIKE 
EVOLVING ORGANIZATIONAL ASPIRATIONS 

 Long Term Relationship 
 Multiple factors Shaping Customer Loyalty 

 

Psychological Dimension 
Reassurance / Status / Trust/Affection 

Functional Dimension 
Features Offered 

(Relevant /irrelevant) 

Economic Dimension 
Price Perception 

(Cheap, Expensive and Fair) 



BEHAVIORS ARE RAPIDLY EVOLVING 

The Rate Of Adoption Is Unprecedented  

Always Sharing Always Connected Always Aware 



EXPECTATIONS AND DEMANDS ARE RISING 

Increasing At Home, Where You Buy & Where You Work 

More Access More Options More Influence 



LEVERAGE DIGITAL TECHNOLOGY 

Driven by a combination of  Accelerated Trends 

Cloud Mobile Social Data 



4.MANAGE YOUR PIPELINE OF SOLUTIONS 

IMPROVEMENTS 

ITERATE 

TEST 

SCALE 
UP 



CUSTOMER CENTRIC IMPROVEMENTS 

Enable “pipeline” 
of small and well-
focused initiatives 
delivering ongoing 
improvements to 
customer touch 

points and delivery 
channels.  



THE CUSTOMER LIFECYCLE 
PURCHASE RECOMMEND 

MAINTAIN 

RESEARCH NEED RECEIVE USE 

1 

2 

3 

4 

5 

6 

7 

8 

SELECT BUY OWN 
Support & Serve Market & Sell 



• Understanding 
needs of the end 
users 

Needs 

• economics of 
serving the needs. 

Cost To 
serve • Tailoring solutions 

and testing out the 
prototypes from 
the users 
viewpoint.  

Design 
Thinking 

DRIVERS 



INNOVATION FUNNEL TO SOLUTIONS MINDSET 



5. MAP THE CONNECTIONS 
& LINKAGES BETWEEN YOUR 
GOALS  AND PROGRAM 
 INITIATIVES 



STRATEGIC  
BUSINESS 

OBJECTIVES 
 

Acquisition 
Retention 
Efficiency 

IMPACT INNOVATIONS CUSTOMER 
NEEDS 

 
Emotions 

Goals 
Interactions ISSUES INSIGHTS 

TRENDS & ACCELERATORS 
 

Technology, Behavioral, Business Trends 

 APPROACH 



CUSTOMER JOURNEY MAPPING 



UNIVERSITY NEW ENGLAND STUDENT LIFECYCLE 
20 Cross-Functional Participants Applying the Approach 
 



http://dschool.stanford.edu/student/doug-dietz/ 
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Select a specific 
customer to map 
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EVALUATE & PRIORITIZE 
Identify the moments that matter 
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UNDERSTAND & EMPATHIZE 
Ask why, create empathy maps 

WHY? 

W
H

Y? 
W

H
Y? 
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REFRAME THE PROBLEM 
Use a deep understanding of needs 

How might we 
manage FEAR? 
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REDESIGN EXPERIENCES 
Influence attitudes to change behaviors 

IDEA: 
CAMP 
BACK

PK 

IDEA: 
CAMP 
GUIDE 

IDEA: 
FUN 
AS 

CAMP 

How might we 
manage FEAR? 





MAP THE CONNECTIONS 

Interlinkages of KPI 

 Organizations need 
simpler KPIs that cut 
across organizational 
boundaries. Targets, 
objectives and role 
mandates of people will 
have to change; 
cooperation 
mechanisms will have 
to be fostered  



MAP THE CONNECTIONS 

  Develop a wide angled 
view of each customer’s 
evolving life-cycle 
needs 

 View the entire value 
chain ; 

 Analysis  and decisions 
concerning other 
factors like offers, sales 
incentives, pricing and 
service delivery 
 

Design, Deliver & DNA Viewpoints 



MEASUREMENTS & PERIODIC 
REVIEW 



PERIODIC REVIEW MECHANISM 

  

 
Measurements 



SO HOW SHOULD I BE MEASURING ? 

Review mechanism 
Simplicity of 

Metrics 
Special Function 

dedicated to 
Customer centricity 

  Reward & 
Recognition 



DRIVERS OF INTERNAL METRICS' 

• Organisation structure 
• Mindset /Professional acumen of people 
• Technological capabilities 
• Effective Communication 

 
In conventional process language -  
Measurement / Material 

/Machine/Management/Method/Manpower 
     OR 
Strategy/Structure/Systems/Shared values/Skills/style/staff 
 



DRIVERS OF EXTERNAL METRICS' 

 Expectations 
 
 

Key process Evaluation dimensions - RATER  

Efficiency = TAT 

Customer Intimacy = 
Customization 
Amount of effort(Physical + Psychological) 



Let’s begin 
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