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Customer Centricity is not a bolt-on for the business.   

Taking industrial –age management thinking and adding 

a touch of ‘customer’ will not produce the long-term 

results we seek.   

 

To realise benefits from the customer centric approach, 

leaders need  to realign the organisation. 

 

Aligned with the Five Tenets of the Customer Centric 

approach to Business are Nine Imperatives for Leaders. 

This self-assessment describes the key criteria for each of 

the Nine Imperatives for Leaders. 

 

Your task is to rate how you feel your organisation sits with 

each of  the criteria.  A rating  of 0 means it does not 

describe your organisation at all.   A rating 10 means you 

have got it nailed.    

 

Once completed ask yourself , “what are the areas we 

need to work on first..?”.  Would your colleagues share the 

same assessment as you..?    

 

Try the assessment as a group discussion.  



The Customer Centric Business 
Self- Assessment 

© 2017 

The Five Tenets of 
the Customer Centric 
approach to Business 

The Nine Imperatives for Leaders Assessment Criteria Self Assessment 
Score  

Does this describe you..?  
No, give it a 0,.  

 Absolutely, give it a 10.                                      

B u s i n e s s e s  
E x i s t  f o r  

C u s t o m e r s  

1 . P e r s p e c t i v e  
Our leadership team consistently put the focus on 
the customer and the value we need to deliver for 
them. 

2 . F o c u s  o n  R e s u l t s  
At the strategy level - we have a small number of 
very clear goals to achieve. 

I t ’ s  a l l  a b o u t  
p e o p l e  

 

3 . C o n n e c t  w i t h  y o u r  
C u s t o m e r  o n  V a l u e  

Our connection with our customers is based on 
value – not products or features. 

4 . C o n n e c t  y o u r  P e o p l e  
w i t h  a  P u r p o s e  &  
V i s i o n  t h a t  i s  a b o u t  
P e o p l e    

Our vision is locked in on our customers and our 
purpose is about the value we deliver for 
customers. 

N o t  a l l  
C u s t o m e r s  
a r e  E q u a l  

 

5 . K n o w  y o u  C u s t o m e r  
G r o u p s  a n d  y o u r  
I n t e n t  w i t h  e a c h  
G r o u p  

We know our various customer groups and what 
we are trying to achieve with each group. 

6 . A r t i c u l a t e  y o u r  V a l u e  
P r o p o s i t i o n  f o r  e a c h  
C u s t o m e r  G r o u p  

We have value propositions that are meaningful for 
each customer group. 

B u s i n e s s e s  
a r e  S y s t e m s  
t h a t  D e l i v e r  

V a l u e  

7 . D e s i g n  t h e  O p t i m a l  
A c t i v i t y  t o  D e l i v e r  
V a l u e  

Our organisation is aligned across functions to 
deliver value for our customers (we are not siloed). 

T h e  N e e d  f o r  
P r o g r e s s i v e  

I m p r o v e m e n t  
 

8 . I m p r o v e  y o u r  
D e l i v e r y  o f  V a l u e  

Our improvement efforts are aligned with the 
delivery of customer value  
(not solely cost cutting). 

9 . M o n i t o r ,  
C o m m u n i c a t e  y o u r  
P r o g r e s s  

Our focus is on making progress towards our goals,  
Vision and Purpose and our leaders regularly 
communicate the progress we have made. 


