Customer Informed, Business-Led Transformation Model

The best organisations commit to deeply understanding their customers and translate that understanding into sustained growth. We have observed a five phase framework that organisations
typically follow when successfully delivering customer-informed, business-led transformation. It starts with Customer Intelligence and requires undertaking a set of consistent steps to design and
deliver improved customer experience and business outcomes.

1. BUILD THE FOUNDATION 2. GET THE BASICS RIGHT 3. DELIVER ON THE PROMISE 4. DIFFERENTIATE 5. BEST IN CLASS

Set-up builds the foundation for growth and improvement Getting the Basics right acknowledges that the majority of Delivering on the Promise is when the Vision turns into Differentiating your offer is when the Service Experience Being Best in Class means you always aims to deliver a

by gaining alignment, buy-in and creating a vision and time, being sexy can wait. In most cases, customers and staff Value. It's when large sectors of the organisation understand for your customers is but truly different and valuable to frictionless experience. You both want and work to help

strategy for what a Future State could look and feel like. just want simple (and important to them) things fixed so they the importance of customers, and action this understanding your customers and you are becoming the company your customers navigate the ins and outs of every interaction with

are free to get on with their life and jobs. on a day-to-day basis. customers want you to be. ease, understanding, and appreciation.
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