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Traditional value drivers no longer provide competitive advantage 
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Everybody talks about customer experience & customer centricity 

“Improving the customer experience is #1 priority  

for CEOs in 2016.”   
 

Source:  Among 11 possible priorities, Forrester Business 

Technographics Global Priorities and Journey Study 2016 

“Global overperformers  

have 91% score on: Customer Centricity as a top 

priority for leaders” 
 

Source:  Kantar Vermeer Insights 2020 

Driving Customer-Centric Growth 

“The new CMO is about owning the customer 

experience...”   
 

Lynn Vojvodich, CMO 

Salesforce 

 

 

 

“Marketing might get you new customers, but if you  

are not looking after the customer experience,  

what‟s the point?” 
 

SVP EMEA at Genesys 
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And with compelling stories 

Source: Forrester „‟CX Drives Revenue Growth, 2016‟  
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And core characteristics 

Source:Kantar Vermeer: Insights 2020 

Delivering on Total Experience: 
 Outperformers:  85% 

 Underperformers:  29% 

Delivering on Customer Obsession: 

 Outperformers:  87% 

 Underperformers:  22% 

Delivering on Insights Engine: 

 Outperformers:  51% 

 Underperformers:  12% 

3x 
4x 

4x 

CUSTOMER 
CENTRIC 
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10 principles of customer strategy 

Source: strategy&, PWC 
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In other words 

BRAND 
PURPOSE 

 
How are values &  

Characteristics 
embodied? 

Value 
Proposition 

 
What sets you 

apart, how do you 
benefit customers’ 

lives? 
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Experience 

 
How does your 
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Manifest to the 

Customer? 
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Are you able to determine the Customer ROI for your organisation? 

Source: “Strategy from the Outside-in – Profiting from Customer Value”, George S. Day & Christine Moorman, 2010 

Research has shown that 

a 1% increase in retention rate has a 

4.9% increase 

in customer lifetime value, 

while a 1% increase in margin has only a 

1.1% increase in customer lifetime 

value! 

+ 
 
 

- 

11 
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Case Study: US mobile operators 

Understanding how relationship strength links to churn 

Global R&D Programme 

Actual churn from mobile network operators 

in the US 

 

2013 first round of interviews with customers 

from all relevant operators 

 

2014 follow-up interviews with the same 

customers about their actual behaviour 

 

SOURCE : TRI*M validation survey 2014 

Strong & Differentiated Relationships 

Weak & Undifferentiated Relationships 

Actual churn 2014  4% 

Actual churn 2014  36% 

*9 
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Integrated Customer Experience Insights 

Customer 
Relationship 

Impact 

Customer 
Mission 

Journeys 

Daily 
Voice-of-Customer 

 Holistic relationship 
assessments 

 Customer value segments 

 Customer Lifecycle Stages 

 Predictive Behaviour 
Impact Potentials 

 Extend CLTV 

 

 End-to-End mission based 
journeys 

 Identify critical customer 
journey interactions 

 Address abandonment 
behaviour 

 Design for emotion impact 

 

 Continuous routine 
transaction feedback 

 In the moment 
assessments 
(performance & emotion) 

 Dynamic customer care & 
rescue 

 Active front-line customer 
alignment 

 

Identify 
Customer 
Priorities 

Co-creating the 
Moments that Matter 

Most 

Channel based KPI 
Assessment & 

Learning 

STRATEGIC OPERATIONAL 



Creating memorable experiences in the 

moments that matter most 
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“I've learned that people will forget what you said,  

people will forget what you did,  

but people will never forget how you made them feel.” 
 

 

 

 

 
Maya Angelou 

African-American poet, memoirist, actress, director, and civil rights activist 
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Memories are the missing link in many programmes - this needn't be the case 

Create positive 

emotions in moments 

that matter 

Those experiences 

become  

memories 

Memories drive 

relationships 

Relationships drive 

business 

outcomes 

14 
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Emotions drive relationships 
(Retail Banking) 

52% Excellent 28% Enchanted 

24% Unaffected 

Performance Preference 

Performance Preference 

Relationship strength 

119 92 

142 123 

NPS 

53 

NPS 

38 

4% Fair / poor   4% Disenchanted 

Performance Preference 

12 1 

NPS 

-86 
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Case Study: Amazon’s relentless focus on customers pays off  

SOURCE : TNS Customer Strategies survey 2016 
Base: 348 

 Processes aligned to customer needs 

 Excellent customer service 

 Every interaction informed by 

customer data 

“We‟re not competitor obsessed, we‟re customer obsessed.  

We start with what the customer needs and we work backwards.” 
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15 

19 

25 

34 

48 

61 

75 

89 

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014

Net sales revenues in billion US$
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150 

25 

100 

82 

117 

n=733 

Total 

106 

93 

119 

n=348 

amazon.co.uk 

98 

82 

115 

n=30 

asos.com 

98 

78 

117 

n=208 

ebay.co.uk 

90 

70 

110 

n=60 

tesco.com 

88 

63 

113 

n=64 

argos.co.uk 

Amazon out-performs the Top 5 e-commerce companies in the UK 

TRI*M 

100 BASE: 733 

TRI*M Index Performance Preference 
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Landscapes are continuously shifting 

Differentiated CX Value Proposition 

Hi Lo 

Easy 

To Move 

Barriers to 

Customer 

Switching 

Harder 

To Move 

NEW 

REALITY 

GOAL 



3.16cm 

4.75cm 

6.34cm 

7.93cm 

9.52cm 

11.11cm 

12.70cm 

14.29cm 

15.87cm 

17.00cm 

1.00cm 3.70cm 6.40cm 9.10cm 11.80cm 14.50cm 17.20cm 9.90cm 22.60cm 25.30cm 27.99cm 30.69cm 32.85cm 30.16cm 27.46cm 24.76cm 22.07cm 19.37cm 16.67cm 13.98cm 11.28cm 8.59cm 5.89cm 3.19cm 

Content Bottom 

Content Top 

Heading Baseline 

Left Margin Right Margin 

Amazon.co.uk creates happy customers – but sufficiently so? 

Operational excellence Emotion Impact on relationship 

27% Enchanted 

1% Disenchanted 

x = 56% 

50% x = 

72% Unaffected 

48% 

50% 

2% 

Excellent 

Fair / poor 

(Very) good 
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The Amazon Customer’s Journey & Touchpoints 

Range of products Ordering process 

Security of personal data 

Payment process 

Desire to buy 

something 

Product 

Delivery service 

Customer Service 
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What particularly enchants Amazon customers? 

Range of products Ordering process Payment process 

Desire to buy 

something 

Product 

Delivery service 
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What could Amazon consider enhancing? 

Range of products Ordering process Payment process 

Desire to buy 

something 

Product 

Delivery service 
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So, what do we really mean by Customer Centricity 

Keeping the customer at the centre of focus 

to ensure you are always delivering a positive experience 

regardless of the circumstances 

“ 

“ 
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Define and refine value propositions 

Wanted outcomes 

Wanted experiences 

Other benefits 

Gains 

Unwanted outcomes,  

Unwanted experiences 

Obstacles and risks 

Pains 

Tasks to complete 

Problems to solve 

Needs to satisfy 

Customer 

jobs 

Source: NUS-ISS, from Strategyzer ‘The value proposition canvass’ 

Features that create or amplify gains 

Gain creators 

Features that alleviate pain 

Pain relievers 

Features  

that align 

to the 

customer  

job 

Product 

service 

features 
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Continuously evolve your customer focus through ‘experiential listening’ 

Customer and  

contextual 

understanding 

Design/ 

optimisation 

Feedback  

strategic and 

operational 

Measurement 

and analytics 

Value 

proposition 
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Moving towards Customer-Centricity 
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Value Propositions 
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