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BUILD
BASED ON YOUR 
CUSTOMER-
CENTRIC 
STRATEGY
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customer centricity could turn your organisation into a true growth engine …

CLICK HERE
For a short video on how we 
create magical learning moments

It is widely known that a strong customer focus is key to unlock any growth potential.

But how do we really make a difference?

What is our aspiration, our target market and do we in depth and always know what matters to our 
customers? Can we distinguish in the way we interact?

And is our organisation fit and set-up for this?

Let’s have close look at how to approach this in a pragmatic and real way, without following only 
buzzwords_

https://vimeo.com/711608289/1af15a61e2


3

DARE TO DREAM 
BIG, ASPIRE AND 
MAKE CLEAR 
CHOICES OF WHERE 
YOU WANT TO GO…
AND HOW TO 
GET GOING!

A customer-centric strategy has the potential to help your company grow organically and 
delight both customers and employees

Understand customer needs, segments, their 
journey and define current gaps we need to close

Have a clear purpose and aspiration and make 
it part of your culture / commercial mindset

Align your organisation and establish CX 
governance and leadership to show “the way”

Think creatively on how to obtain necessary 
capabilities and leverage tools

Design future customer journey(s) with 
moments that matter, based on customer insights, 
to really distinguish
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01.
OUR CUSTOMER-
CENTRIC 
STRATEGY

AND POV
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Does your business use customer 
centricity as a driver for growth?

an organisation where …

5

…everyone speaks the 
customer’s language, 
making dialogues more 
productive.

…employees are empowered 
and engaged by customer-
centric capabilities to deliver 
exceptional customer experience.

…rich insights and big data 
are turned into actionable 
customer impact across the 
moments that matter.

…CX brings all commercial 
functions together as one, 
making organisational 
silos a thing of the past.
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EVERYBODY 
TALKS ABOUT    
CUSTOMER-
CENTRICITY
Customer-centricity is a 
strategy. It’s not an activity, 
it is a strategic choice…

99%
of our clients have an ambition 
towards becoming customer-
centric, which is imbedded in 
their growth strategy

However, only 

33% succeed.

Therefore, our 
commercial potential 
is huge!
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CUSTOMER-CENTRICITY has proven to be a solid way to 
generate growth and profit

60%
Customer-centric 
companies are on 
average …

… more 
profitable 
compared to 
product-centric 
companies
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02
THE 
IN ESTABLISHING 
CUSTOMER-
CENTRICITY 
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CUSTOMER-
CENTRICITY Do you know what 

characterises 
successful 
Customer 
Experience projects?

And do you understand 
the benefits that 
increasing customer 
centricity can have for 
your organisation?
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Lack of leadership, culture and efficiently driving capabilities are the main reasons 
why only 33% of all Customer Experience projects succeed

14% of all front-
line staff consider 
themselves fully 
engaged in the 
CX project

When employees 
are fully engaged 

70%
success rate for 
implementation

81% of 
organisations claim 
that lack of customer-
centric capabilities is 
their biggest 
challenge to 
delivering great 
customer experience

73% of 
companies indicate 
that overcoming 
organisational silos is 
a top barrier to 
improving CX

10



1111

03
THE 
APPROACH TO 
CUSTOMER-
CENTRICITY
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At Implement, we unlock your customer-centric ambitions with 6 key requirements 
to truly succeed

Activate your customer 
understanding

Establish people 
and CX-leadership

With a point of departure 
in identified gaps, we can 
design segment journeys 
and new moments that 
matter during the journey

Acting in a customer-
centric way requires new 
capabilities and a new way 
of working – Creating a 
customer-centric blueprint

Establishing governance 
and CX-leadership is 
essential to show “the 
way”

Developing tools will 
enable the organisation to 
live our customer-centricity

Build customer-
centric capabilities

Get the most out of 
tools and technology

Set a clear
aspiration

Defining an aspiration is 
about creating a 
successful foundation for 
unleashing customer-
centric growth 

Understand your 
customers

We need to have a deep 
understanding of customer 
needs, segments, their 
journey and define current 
gap we need to close to 
increase relevancy

Customer 
centric strategy The key to unlocking customer-centric strategy…Customer experience

SETTING 
THE FOUNDATION

MAKING IT HAPPEN
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SELECTED DELIVERABLES
Highlighted deliverables

PURPOSE
Setting the foundation is about defining what you consider to be 
a first-class customer experience through deep comprehension 
of your customers and your customer-centric points of 
differentiation. It is about understanding.

KEY ACTIVITIES
In order to set the foundation for becoming a more 
customer-centric organisation, a deep understanding of 
three perspectives must be developed:

1. Company perspective: Understand how you define 
customer centricity and how you differentiate from 
competitors.

2. Customer perspective: Understand which customer 
segments you are targeting and what their pains and 
gains are.

3. Journey perspective: Understand which are the critical 
parts and how these reflect the company perspective 
(1.) and meet the customer perspective (2.).

Setting the foundation is all about getting clarity on what market and customer segments 
you are targeting and how you need to prioritise

Set a customer-
centric aspiration

Understand your 
customer segments

Determine the point 
of differentiation
Think about how your 
customer experience 
differentiates from 
competitors.

Conduct segmentation 
of customers
Divide customers into 
smaller groups which are 
different among and 
similar within.

Identify individual 
pains and gains
Start by comprehending 
the fundamental jobs-to-
be-done.

Define the phases 
and touchpoints
Break the customer 
journeys down into their 
most relevant parts.

Decide on customer-
centric values
Define relevant values 
driving customer centricity, 
such as fast delivery, 
being trustworthy etc.

Prioritise according to 
importance
Rank the customer 
segments according to 
relevant criteria (e.g. size, 
accessibility).

Map with company 
strengths and 
weaknesses
Compare customer and 
company perspectives and 
detect potential deviations.

Benchmark against 
aspiration
Assess whether the 
journey design reflects the 
customer-centric 
aspiration.
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SELECTED DELIVERABLES
Highlighted deliverables

PURPOSE
Making it happen is about shortening the time to impact by 
making learning modules resemble real life and ensuring a high 
degree of doing rather than good intentions and strategies on 
paper. It is about action and thereby using customer centricity as 
a key driver for commercial growth.

KEY ACTIVITIES
We help organisations succeed with their most critical 
change initiatives by unleashing human engagement to 
unlock business potential.

We are committed to leaving organisations and their people 
in a truly better place – more changeable, more engaged 
and better equipped for creating a better future. 

To use customer centricity as a key driver for commercial 
growth, we focus on:

• Activating insights
• Targeting efforts 
• Building customer-centric capabilities
• Establishing supportive leadership 
• Building cx-leadership 
• Continuously innovating to deliver better and evolving CX 
• Getting the most out of tools and technology 

Making it happen is all about using customer centricity as a key driver for 
commercial growth

Activate your customer 
understanding

Establish people 
and CX-leadership

Design future journeys
To really make a 
difference, design the 
future customer journey(s) 
based on gained insights.

Build capabilities to 
deliver great CX
Training programme to 
equip leaders with 
capabilities to deliver a 
best-in-class customer 
experience.

Adjust incentive's 
structure to set direction
Adjust processes, 
resources, performance 
mgt. etc. accordingly.

Assess and adapt 
current system
Ensure current systems 
have the right capabilities 
to deliver on CX 
in moments 
that matters.

Deliver new experiences 
in moments that matter 
Use future journeys to 
guide future initiatives to 
improve CX (New VP, 
Improved 
touchpoints 
etc.).

Create new ways of 
working by affecting 
culture
We design future 
principles, employee 
manifestos and concrete 
activities to 
affect the 
culture.

Training programme to 
build CX-leadership
Concrete CX-leadership 
training for better CX-
leadership: Lead your self, 
lead your team 
and lead the 
business.

More to come…
[…]

Build customer-
centric capabilities

Get the most out of 
tools and technology
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B2B Reference Cases | Some of the other clients we have worked with in this regard 
have managed to achieve the following impact

END-2-END CX 
OPTIMISATION

KEY CUSTOMER 
SEGMENT INSIGHTS

CUSTOMER-CENTRIC 
EMPLOYEE MINDSET

FIGHTING 
COMMODITISATION

COMPETITIVENESS 
THROUGH CX

Helped a payment company 
optimise processes and 
improve customer experience 
by conducting design and 
customer journey workshops 
while evaluating internal 
processes and customer 
experiences. 
Catalogue of +30 initiatives to 
reduce lead time by 25% and 
a new setup for business 
process ownership
Scope: Scandinavian

Supported a global renewable 
materials company in its 
ambition of using outside-in 
customer insights to understand 
key customer segments and 
increase their segment-specific 
revenue growth.
Understood and 
communicated target 
customers needs and barriers 
when purchasing solutions
Scope: European

Facilitated a process for the 
board of directors of a large 
energy company to develop 
joint service priorities to achieve 
more satisfied customers and 
decrease churn by overcoming 
the lack of joint service priorities 
in relation to Sales & 
Distribution.
Conducted large-scale 
training events. Within 6 
months, 70% of behavioural 
objectives had been achieved 
compared to an average of 
52%.
Scope: Global 

Redesign the sales organisation 
of an express courier. The goal 
was to achieve 10% organic 
growth within a year by 
designing a Commercial 
Acceleration engine. The key 
deliverables included designing 
winning value propositions and 
training of frontline sales 
employees. 
Achieved differentiation in the 
market and increased loyalty
Scope: Scandinavian

Helped a leading European Job 
portal secure its position and 
differentiate from the 
competition by delivering 
outstanding customer service. 
The focus was on 
understanding customer 
segments, customer journeys 
and key touchpoints.
Delivered a clear customer 
journey and a design of 
unique experiences resulting 
in an 8% increase in customer 
satisfaction
Scope: European

SELECTED REFERENCE 
CASES AND DOCUMENTED 
IMPACT

B2B



17

B2C Reference Cases | Some of the other clients we have worked with in this regard 
have managed to achieve the following impact

Helping a company gain 
customer attention thanks 
to well-designed 
customer journeys

Designing the future CX 
service delivery model 
across business units 

Discovering customer 
needs and unlocking their 
potential

Reducing cost and raising 
service levels with lean 
programme

Re-establishing the 
market position through a 
more customer-driven 
approach

We helped a company offering 
aftersales services to be more 
attractive to new car buyers. By 
mapping customer journeys, the 
largest potential for gaining and 
retaining aftersales customers 
was identified. 
Implementation of two 
important touchpoints and 
reduced costs due to 
digitalisation
Very high customer attention 
(78% opening rate and 54% 
click rate)

We helped a bank deliver 
consistent customer experience 
across three business units. 
The project aimed at designing 
a new service delivery model 
with fewer points of contact with 
the customers.
Identification of interrelated 
touchpoints and service 
performance gaps
Design of a new 
organisational structure and 
customer processes

We enhanced the company’s 
understanding of what 
customers want where and 
when. Customer segments and 
customer journeys were 
prioritised and selected 
journeys were redefined.
Establishment of a common 
language regarding customer 
needs and interactions
Increase of customer 
satisfaction by 8% after 
implementing half of the 
measures

We supported a company in 
starting a Lean program for the 
business area of claims 
handling. The programme 
included strategic goals 
cascading through the 
organisation with a cockpit of 
live KPI tracking. 
Improvement of quality in 
claim handling by 100% and 
employee satisfaction by 16%
Improvement of productivity 
by 36% and reduction of 
costs by 14M DKK per year

The company showed declining 
customer loyalty and 
differentiation from competitors. 
By conducting a customer 
analysis based on 7,000 
interviews, we identified new 
competitive parameters.
Regain of market share within 
a geographical region as well 
as increase of cabin factor 
and yield
Rank among the top three 
most punctual airlines in 
Europe

SELECTED REFERENCE 
CASES AND DOCUMENTED 
IMPACT

B2C
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THANK YOU!
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