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IT’S ALWAYS ABOUT THE CUSTOMER

Customer centricity is currently the most important challenge for
companies. An organization’s market position and its economic
performance is determined not so much by what it does, but rather
how the customer perceives it. In customer centricity, the customer
becomes the most important factor in a company. Nevertheless, the
customer is often missing in most organizational charts and
organizational models.

How can customer centricity be put into practice?

Customer centricity is achieved by continuously identifying and
resolving customer problems and by aligning products, processes
and technologies to the needs of the customer.



FIRST THE CUSTOMER, 
THEN INTERNAL PROCESSES

To remain viable, companies need to focus on customer-centric,
organizational development and improved customer relationship
management. Digitalization facilitates customer-centric corporate
structures and a seamless customer journey across all channels.

The customer-centric approach is not limited to shaping customer
relationships and focusing on customer values.

A strategic corporate plan that focuses completely on the customer
and how it is used in operative marketing are key to the success of
this method.



WHAT TODAY’S CUSTOMERS WANT

Then

Formal communication 
with integrated content

Brands that spoke about products, 
services and quality features

A focus on campaigns 
and promotions

Now

Integrated communication 
that focuses on the customer

Collective visions and relationships that are 
developed by both brands and customers

Customer centricity and customer interaction 
that lead to sustainable success and improved 

customer relations



PRODUCT CENTRIC VS. CUSTOMER CENTRIC
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PRODUCT CENTRIC VS. CUSTOMER CENTRIC

PRODUCT-CENTRIC APPROACH

The focus is on selling as many products/services 
as possible to as many people as possible.

Sales, revenue and market shares are considered the most 
important indicators and market growth is achieved through 

improving products and expanding product lines.

The product is the focus of the entire organization. Product 
expertise defines a  company’s competitive advantage.

CUSTOMER-CENTRIC APPROACH

The focus is on providing a positive 
customer experience to drive profit.

Customer acquisition, loyalty and strong customer 
service are considered to improve business growth and value.

The focus is on the customer. The ability to build and 
nuture customer relationships defines a company‘s 

competitive advantage.



CUSTOMER NEEDS

HOW CUSTOMERS 
WANT TO FEEL

WHAT CUSTOMERS 
NEED

WHAT THE SERVICE 
MUST PROVIDE

HOW THE COMPANY SHOULD 
TREAT ITS CUSTOMERS

TRUST

Support me

Value me

Understand me

Educate me

Make it easier for me

Be reliableKeep me up 
to date

Treat me fairly



CUSTOMER CENTRICITY: THE KEY

Classic customer focus places the
customer at the end of the value chain.
With customer centricity, the customer’s
needs are placed at the beginning of
the value chain.

THE “EXPERIENCE ECONOMY” 
AND ITS INFLUENCE ON RETURN
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Source: Pine/Gilmore, 1998.



CUSTOMER LIFETIME VALUE (CLV)
Metrics and Key Figures

RECENCY
When did the customer 
last make a purchase?

FREQUENCY
How often does the 
customer purchase?

MONETARY
How much money has 
the customer spent 
within this time frame?



“If you’re not listening to your customers,  your 
competitors are”

Leela Srinivasan

18 success factors for 
customer centricity



LEADERSHIP

Management principles create the 
necessary framework conditions to enable 
integrated customer centricity to become 
the norm throughout the company.



IMPLEMENTATION

Implementing customer-centric processes 
and systems generates relevant offers and 

holistic customer experiences.



COLLABORATION

A tolerant, open and reflective working 
environment across all departments enables 

customer-centric collaboration.



INCENTIVES

Achieving customer-related goals is 
of greater importance to the company than 

achieving sales targets or technical goals 
(development times, time to market, releases).



TOUCHPOINT INTERACTION

Areas of business interact regularly 

with the customer contact points 
(touchpoints) and continuously 
evaluate important experiences 
and feedback.



RESPONSIVENESS

Employees respond to inquiries, customer 
complaints and feedback promptly and, ideally, 

in real time with personalized solutions.

moments of truth
magic moments



COMMITMENT

Management is fully committed
to customer centricity and exemplifies 
this to employees in its behavior, 
decisions and actions.



CROSS-FUNCTIONAL APPROACH

Agile working and collaboration
occurs between all teams and departments and 

across all organizational divides. Silo mentality 
and data silos no longer exist in the organization.



CUSTOMER INTEGRATION

Customers are proactively
involved in product development.



ENABLING

Management gives employees the 

necessary personal responsibility, 
authority and resources in order to act in a 

customer-centric manner.



CONSISTENCY

Consistency
in the decision-making process. 
All decisions are rigorously 
supported by management 
and  employees.



EXPERIENCE DESIGN

The desired customer experience 
(customer journey, experience design) is carefully 

defined and designed from start to finish. It is clearly 
communicated and known to everyone in the company. 
Every employee knows what contribution he or she can 

make to the customer experience..



OPENNESS

Management cultivates a culture in 
which new and innovative solutions 
can be autonomously implemented. 

Different perspectives are 
considered to enrich the joint 
development process.



LEARNING CULTURE

The company’s development 
by examining its own products and processes. 

Feedback from colleagues and customers is 
integrated into the continuous 

improvement process.



CUSTOMER INSIGHT

Employees know what customers 
really want. Information and knowledge about 
customers and their needs is shared throughout 
the company.



PRIORITIZATION

Employees share the belief that customer 
focus is critical to the company and its success. 

Customer centricity is seen as a top 

priority in the organization.



TOLERANCE

Employees are free to express their opinions 
and make mistakes without being punished. 
Following the principle of “trial and error”, 
mistakes are tolerated within the 
corporate culture. 



SYSTEM SUPPORT

All processes, systems 
and channels are designed to 

support customer
interaction.



Outperform your competitors


