
TODAY IS NOT ABOUT 
ANSWERS, BUT 
PERSPECTIVES..
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WHAT IS 
CUSTOMER 
CENTRICITY?
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SO, WHAT IS 
CUSTOMER 
CENTRICITY

?
woensdag 6 maart 13



Customer centricity refers to the 

orientation of a company to the 

needs 
and behaviours of its customers, 

rather than internal drivers...
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W H A T A R E C U S T O M E R 

NEEDS..
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LET’S TALK VALUE..
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uit: 7 maal de waarheid over waarde (Management Team Februari 2013)

Jaap Peters: “Wat is kwaliteit 
(waardecreatie) in een atoomwapenfabriek?”

René ten Bos: “Bonitas = goedheid, integriteit, morele voortreffelijkheid, 
aardigheid, vriendelijkheid, tederheid en welwillendheid” en draait om 

“evenwicht en compensatie”

Bas Meijerink: “Economische waarde 
vergroot verschillen. Universele 

waarden brengen die juist bij 

elkaar.”

Paul Kloosterboer: ”Waarde is de 
mate waarin je in 

behoeften 

voorziet.”

Frank van den Driest: “purposeful 
positioning”

Jeroen Busscher: “ervaren dat zijn waarde 

uniek; voor hem alleen gecreëerd is”
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Jan de Vuijst: “Waarde 
zit in de ogen 
van de klant.”

Steve Vargo & Bob Lush: 

“Value can 
only be 
defined by its 
beneficiary”
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WAARDE? VOOR WIE?
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WAARDE? VOOR WIE?
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GOODS DOMINANT LOGIC:
value is created at the moment of exchange, 

after that, the Customer is on his own

image courtesy: http://www.flickr.com/photos/mithril/2764675971/

value exchange: when 
money and ownership or 

rights change hands
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The new dominant logic: 

SERVICE LOGIC
IS NOT ABOUT SERVICES

image courtesy: http://www.flickr.com/photos/ptrktn/3801479228/
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WHO IS “RESPONSIBLE”?
WHO CREATES VALUE?

image courtesy: http://www.flickr.com/photos/yalcin_arsan/4055973255/in/pool-crowded_multitude
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WHEN IS VALUE CREATED?

image courtesy: http://www.flickr.com/photos/viriyincy/3594764008/ 
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VALUE’S BEST 
PROXY IS THE 
CUSTOMER’S 

JOB
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Consider needs as metrics 
that customers use to 
measure how well they’re 
executing the job-to-be-
done. 

Customers typically use 
between 50 and 150 
metrics, called 
‘outcomes’, to describe 
the successful execution 
of any job.
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MAPPING THE CUSTOMER JOURNEY 
MAKES SENSE NOW
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WHAT CHANNEL FOR WHAT 
CUSTOMER JOB?
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VALUE IS ALWAYS CO-CREATED?!
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WHY IS THIS RELEVANT? 

image courtesy: http://www.flickr.com/photos/cleopatra69/4033747792/in/pool-crowded_multitude
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I f value for the Customer is 
dominantly created after value 
exchange, i.e. IN USE, both scope 
and content of MARKET ING 
STRATEGIES SHOULD SHIFT from 
dominantly focused on creating 
momentum for value exchange to 
a continuum of interactions aimed 
to support customers’ value 
creation 
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A SHIFT FROM CAMPAIGN AND 
COMMUNICATION DESIGN TO SERVICE/

EXPERIENCE/ENGAGEMENT DESIGN, END 
TO END..

image courtesy: http://www.flickr.com/photos/seasonalplume/2607760460/
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DESIGN FOR INTERACTION
image courtesy: http://www.flickr.com/photos/caribb/185905926/
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THE SAME 
“PRODUCTION” 

PROCESS FOR 
ALL CUSTOMERS?
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CUSTOMER 
SEGMENTATION

image courtesy: http://www.flickr.com/photos/nycviarachel/507963159/
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BY THEIR JOBS TO BE DONE
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SOURCE:

INFLUENCER 
MARKETING?
TIE STRENGTH
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WE NEED TO LOOK AT 
CUSTOMER VALUE (TO US) 
DIFFERENTLY
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LIFETIME + REFERRAL + NETWORK 
+ KNOWLEDGE VALUE = TOTAL 
CUSTOMER ENGAGEMENT VALUE
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BTW.. > 80 % OF THE 
EXPERIENCE HAPPENS 

OUTSIDE OF THE FIRM’S 
CONTROL
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CUSTOMER’S DESIRED 
OUTCOMES

CUSTOMER’S 
JOURNEY

CUSTOMER’S 
RESOURCES

CUSTOMER
EXPERIENCE

Sequence of events 
(over a lifetime of using 
the product and/or 
service) driven by the 
C u s t o m e r a n d / o r 
externally as part of the 
Customer’s attempt to 
meet her desired 
outcome 

O f f e r e d o r o w n 
resources leveraged by 
the Customer on her 
journey (e .g. touch-
p o i n t s , c h a n n e l s , 
knowlegde & ski l ls , 
social networks, etc).

COMPANY 
CAPABILITIES

VALUE 
PROPOSITION

CUSTOMER VALUE
(IN-USE) 

COMPANY 
RESOURCES 

COMPANY “TOTAL 
CUSTOMER

ENGAGEMENT” VALUE

The best proxy for 
Customer needs is the 
functional, social 
and/or emotional 
outcomes she desires. 
These goa l s h i gh l y 
depend on the context 
in which they exist or 
surface.

 The Customer’s perception of the 
realized outcome in comparison to 
t h e d e s i re d a n d e x p e c t e d 
outcome. Based on an emotional 
evaluation of her journey, her 
context and the effort required to 
get to the perceived state.

T h e C u s t o m e r 
Exper ience is NOT 
controlled by either 
party to the table.  The 
Exper i ence i s co-
created between the 
Customer and the Firm, 
b y i n t e g r a t i n g 
resources..

Both “Total Customer 
engagement value” and 
“Customer value-in-use” 
are co-crea ted (by 
C o m p a n i e s w i t h 
Customers) during the 
C u s t o m e r 
Experience

All (partner) resources    
l e v e r a g e d b y t h e 
company to support 
Customers in meeting 
their desired outcomes 
(e.g. products, channels, 
C u s t o m e r s ! & 
employees)

H ow t h e c o m p a ny 
creates and leverages 
u n d e r s t a n d i n g o f 
Customer ’s des i red 
outcomes, resources 
and Journey to develop 
and use  company 
r e s o u r c e s i n a n 
orchestrated fashion 
to improve Value co-
created.

Because value is co-
c r e a t e d i n t h e 
experience, value is not 
something a company 
c an o f f e r. I t ’s j u s t 
something they can 
propose . And, s ince 
value is always defined 
by it’s beneficiary, a value 
proposition is basically..

T h e C u s t o m e r ’ s 
p e rc ep t i on o f the 
company’s promise 
of Customer value (in-
use) to be created..

The sum of Customer’s Lifetime 
Value, Network Value, Referral 
Value and other intangible forms of 
value, such as Customer Feedback, 
Knowledge and Expertise..(as 
defined by V.Kumar et all)

Version 0.9 - Distribute, use and alter freely, but please respect the Creative Commons license (http://creativecommons.org/licenses/by-sa/3.0/) and acknowlegde credits in all 
such cases to Wim Rampen (http://wimrampen.com) and “Based upon the Business Model Canvas by A. Osterwalder et all.http://www.businessmodelgeneration.com”

VALUE CO-CREATION CANVAS

“Value is always defined by it’s beneficiary”
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BUSINESS
MODEL

THE
BRAND

CUSTOMER
JOBS

BRAND
DRIVEN

emotional functional

social

VALUE

actors resources

context

INNOVATION LENSES

BY WIM RAMPEN
HTTP://WIMRAMPEN.COM
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THANK YOU 

LET’S START THE DEBATE

Leave a comment or contact me on 
Twitter:

twitter.com/wimrampen
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