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Aimed at IT professionals and a wider business audi-
ence, the accompanying Executive Report examines the
implementation and operation of a customer-centric
approach for aligning business and IT, which includes
the following:

Understanding the meaning of a customer-centric
approach to business to enable alignment of
business to customer expectation

Developing a customer-centric business and IT strat-
egy with corresponding organizational structure(s)
to ensure sustainability of a business

Managing outsourced and offshored operations
within a customer-centric business to add value
by enabling business agility

Implementing changes to business processes, leader-
ship, and social systems in a customer-centric busi-
ness, and how to achieve change with minimal risk

Understanding the role of IT in shaping a customer-
centric business to meet future business needs

Predominantly, multiple suppliers compete for the
provision of products and services, making customer
service the market differentiator for many businesses.
In addition, advances in technology and ubiquitous
access to information make it easier for competitors
to copy and improve products, resulting in increased
competition, faster times to market, and shorter peri-
ods of competitiveness in a market. Therefore, business

needs a flexible structure to support customers while
allowing an effective response to ongoing change. 

A customer-centric business encompasses all areas of
a business, including leadership and culture, perform-
ance, solution selling, business collaboration, process,
governance, IT, and outsourcing. Such a business uses
processes that operate end to end as customers inter-
act, spanning silos. End-to-end processes provide an
effective way for gathering comprehensive and author-
itative system requirements. They also define the nec-
essary business rules, database requirements, and
integration while providing a unified approach to
enterprise architecture. 

The need for continuity in end-to-end customer-driven
processes can be used to ensure the alignment of sup-
porting and related processes and systems. Rather
than just reengineering operations with an internal
focus, process improvement within a customer-centric
business focuses on the needs of the customer and
the quality of service to ensure loyalty. This same
approach can be applied toward the provision of IT
services to areas of the business and those services.

A customer-centric business approach changes the way
a business interacts with its customers and modifies
the sales process. Customer interaction changes from
selling products to solution selling to solve problems
for the customer. The transition from product selling
to solution selling sees a change of remuneration from
a one-off payment for product to vested interest pay-
ments against solutions sold and/or implemented.
Such a change can be used when sourcing IT services
from suppliers and helps assure delivery; internal
business areas can use the same approach to ensure
service delivery from IT.

Successful customer-centric businesses extend this
approach to the internal business operations, with
areas of a business functioning in customer-supplier
relationships, focusing on the quality of handoffs
between functions to ensure customer needs are met.
The provision of services from other business areas on
a cost-recovery, fee-for-service basis also forms part of
a customer-centric approach because of the resulting
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responsibility and service ethos. Fee-for-service cost
recovery allows IT services to have a pipeline for fund-
ing while implementing unit costing for better resource
management and lowering hidden costs. Measures
such as this, combined with customer-centric SLAs,
allow IT to improve service and effectively manage
stakeholder expectation and scope creep. 

Other changes seen within successful customer-centric
business operations include a culture of accountability,
ownership, and empowerment to solve customer prob-
lems. The appropriate governance and effective use of
outsourcing within processes also contribute to suc-
cess. Any implementation would be through a staged
approach as a change program, focusing on key areas
of business and processes. As with any other imple-
mentation, a customer-centric business is only as
successful as its leadership, execution, and ongoing
development and management. 

CUSTOMER-CENTRIC BUSINESS APPLIED TO IT

Beyond an overall objective and approach for the pro-
vision of IT services to a business, a customer-centric
business approach provides IT with solutions to many
aspects of IT services, including:

Strategy — a strategy for service provision and
operations of IT

Revenue — a solution for the provision of revenue
for IT services, while driving out hidden costs

Service — a model for providing IT services and
a framework for improving services

Stakeholder management — a method for man-
aging stakeholders and their expectations, while
increasing the reputation of IT

Process management — an approach for defining
processes within both business and IT, while ensur-
ing the integrity of business logic and information
management

Requirements gathering — a robust technique
for defining requirements and a basis for testing

Enterprise architecture — a way to provide
underlying principles for architecture

Meeting the increasing expectations of customers and
revising business operations to accommodate global-
ization and trends in technology is driving business to
be increasingly customer-centric. The report looks at
the implementation and management of a customer-
centric approach for sustainable profitability and as a
strategy for business-driven IT. The report is relevant
to the following audiences:

Business managers — use the approach outlined as
a tool for achieving change in business operations

IT managers — harness the customer-centric busi-
ness approach for provision of business-driven IT

Sales managers — apply the customer-centric
approach to drive sales and customer retention

Operational managers — use the practical approach
presented to help improve and align operations

Executive leadership — use the report as a basis for
the formulation of change
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