Customer Orientation

THE BEDROCK OF SUCCESSFUL
CUSTOMER-SUPPLIER RELATIONS

If you con Increase your costomars”

loyalty, you can heve o 31% greater
share of the money they spend for

Iifa services, products, aic.”

A mors loyal company Is 14%
more likely to retain or repurchasa
from o suppller.*

Ralsing customar retention rotes
by 5% ¢on Increass the value of
om overage wstomer by 25- 100%!**

* Sours: (nponsee Execive Boord, The Chopmos Group
** Source: Horue Business Beview
o e Soks Research Grou LLC
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It is @ qluesiion of survival. Customer Orientation is the only way
to ensure mutually successtul, profitable and sustainable customer-supplier relations.

competitive pricas and onime deliver-
ies were enough to safisfy customers.
But today, faced with an increasingly

It used to be that quality products,

competitive global landscape, more
demanding customers and tendencies
to commeditize, supplier differentiation
is critical. Differentiafion is no longer
achieved through the product/price/
delivery equation, but by being willing
to transition from a product manufacturer
to an organizaiion that is fully committed
io and all about the customar.

HF UWF
of Monogement, HEC School
of Manogement in Paris

ESEINGTHE VOICE OF THE CUSTOMER

AND PLACING THE CUSTOMERAT THE CENTER
OF THE COMPANY'S UNIVERSE ISEXPRESSING
THE BELIEF THAT TOGETHER, IN PARTNERSHIFP

YOUWILL BOTHSUCCEELDY

CUSTOMER-CENTRICITY

Dennis ). Chapman 5r., President and
CEO of The Chapman Group, a consult-
ing firm, explains the philosophy behind
this approach: “Being the voice of the
customer and placing the customer at
tho center of the company's universe
is expressing the beliof that together,
in parinership, you will both svcceed. ”
Leadership and employee behavior is
a key indicator of a true client-centric
culture. “It has to start in the CEO's
office,” Mr. Chapman adds. “If it does,
employees will be a pure reflaction of

that office.” Customer Crientation is a
set of practices that must be integral to
a company’s culture and a core pillar of
its value systom.

THE CUSTOMER'S BUSIMESS MODEL
Wolfgang Uloga, Associate Profassor
and ECF Chair of Marketing at the HEC
School of Management in Paris, says
that a customer-centric company takes
a deap dive into its customer’s businass
model to gain an infimate understand-
ing of how its offer impacts the custom-
er's processes, operations and

FOUARTER20H NETWOR

H
T

15

1



Cust

outcome. “Customer Orientation
implies acquiring and making sense of
strategic insights about how a customer’s
business model really works,” he says,
“and how [, as a supplier, can help my
customers impact their boftom line.”

MULTIPLE INDUSTRIES

Today, pharmaceuvtical and chemical
companies, haavy equipment manufoc-
turers like Caterpillar, ond big names
in thair respactive markats like Hilton,
DHL, IBM and Cisco all own a cus-
tomer-orientad approach. Siemans has
made great sirides and is cited by Mr.
Chapman as an exemplary customer-
centric company. Mr. Ulaga explains
that some companies have pushed their
customer focus very far becavse, duve to
the inherent nature of their product, a
commodities situation already exists that
does not allow for differentiation. He
is referring in particular fo Air Liquide,
the world leader in goses for industry,
health and the environment. By necassity,
Air Lliquide has for many years built its

omer Orientation

entire sales approach on deep customer
insight and a superior understanding of
customer applications and processes.
“More offen than not,” Mr. Ulaga says,
“Air liguide knows what its customers

may think or do before they dol”

TRANSMOMNING

Bocoming customer oriented, or “walk-
ing the walk,” as Mr. Chopman puts
it, involves more than having a topled
customercentric organization: “Compa-
nies must also install metrics that vss the
voice of the customer to maasurs whethsr
or not the supplier is creating extracrdi-
nary, memorable experiences for them.”
These measurements, which provide a
loyalty index |see Af a Glance), focus
on evaluafing the supplier's people, busi-
ness and organization. Mr. Chapman
calls this crifical process Customer Expe-
rience Management. “Optimizing the
customer experience fo drive ongoing
customer growih may be the single most
effective business stratagy for improving
customer refention and profitability,* he

‘CREATING AHIGHER DEGREE
OF INTIMACY CAN TRANSLATE INTO
REINFORCED LOYALTY?
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says. “A complete and extraordinary cus-
fomer experience is the key fo securing
cusiomer loyally and gensmling supsrior
kong+erm financial performance.”

TRAINING BUILDS AWAREMNESS

Of course, transitioning from tactical
supplier to customer-ceniric solutions
provider is not without its challenges.
Mindset is one. Building awareness ond
diffusing the meaning of Customar Orian-
tation is ancthar. *Cusiomer Oriantation
cannot ba the concern of a few func-
tions who think about it in isolafed work
silos, " says Mr. Ulaga. "The silos need
to be broken, and anyone who comes
inte confact with the cusiomer should be
involved. " This can be achieved through
training. All front-end and back-end
people with customer contact at some
point along the valve chain must under
stand how a customer's business works,
what their big concerns are and how this
impacts the role they play with and for
that customer.

THE BEMEFITS

Craating a highar dagres of intimacy can
translate into reinforcad loyalty, and loyal

customers have more impact on a com-

pany than just satisfied customers. “Ii'’s
the difference between fesling wowed by
or just okay about a supplier,” says Mr.
Chapman. Being customer-centric also
allows suppliers to escope the commodi-
ties trap ond differentiate themselves by
allowing them, through deep insight, 1o
identify what customers really value in
their offer. Researchers have found that
insight gained from this approach is an
essontial asset for building specific core
compatancias, like baing able to batter
evaluote and manage risks, to batter
design product and service combina-
tions, and to better sell and deploy offers.
*Cusiomer Crienfafion is a fundamental
assat for growing into these valve-added
areas and exfracting more valve, and
therefore more money, from what suppli-
ers do for cusiomers,” Mr. Ulaga adds.
Mr. Chapman highlights ancther key
- and perhaps less obvious - benefit:
“Being o cusiomer-ceniric company helps
ensure the refeniion of one’s employes
base. If gives employees a real purpose
and a reason io rally behind enabling
their customers fo have exiroordinary
experiences. Customer Orientafion
goes far beyond the buy-sell ralation-
ship - it has a fremendous impacton tha
employee relationship too.”
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