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Creating a customer-oriented culture

HE EXPLOSION of information

I all around us and the availability

of low-cost, high-reliability tools

to store process and transmit large vol-
umes of data within and beyond the en-
terprise are having their impact not just
on the role of information technology
but also on the ability to address specific
customerneeds, putting the customer at
thevery centre of allenterprisestrategy.
In the political context, the substantial
victorythat PresidentObama won in the
US elections demonstrated the value of
having sliced and diced intelligence
about every geographic demographic
andpsychographicsegmentof thepopu-
lation and getting targeted populations
to come and participate in a choice for a
product or services, in this case for the

President of the country. Inthe business
environment too, we are seeing the shift
from product or service centric ideas to
processesandstrategiesfocusedat gran-
ular customer segmentation and target-
ing, for business benefit.

The true game changers for the cre-
ation of the customer centric enterprise
havebeentherapid maturity of cloud, so-
cial media and mobility, a trio of new ca-
pabilities that are clubbed today as CLO-
SOMO. And while cloud computing has
provided a viable option for IT managers
to decide where work should be per-
formed and social media has provided
choices of whocompanies can work with
to developnew capabilities for thefuture,
it is the transformational use of the mo-
bile phoneforapplicationsthatgo well be-
yond traditional voice and text services
that is leading the transformation of the
business enterprise all overthe world!

Mobility is today providing touch
points to all stakeholders of the enter-
prise, within and beyond the traditional
value chain. Suppliers are provided re-
minders to play their role in a just-in-
time manufacturing operation, ware-
housemanagers and staff areassisted in
the receiving function as well as ensur-
ing seamless transfer to the shop floor,
and plant operations managersarefacil-
itated in the management of work or-
ders, inventory and all manufacturing

assets. The new approaches to small lot
manufacturing and manufacturing exe-
cution systems have benefited greatly
frommobility solutions at thefactorylev-
eland to an even greater extent, thetime
and cost performance of services deliv-
ery operations have been transformed
with equipment repairs and spare parts
provisioning and management of cus-
tomer relationships benefitingthe most.

Apart from the supply chains being
optimised, demand cycle management
hasalsobeen transformed with distribu-
tors stockists and retailers able to scan
inventory place orders and request spe-

cificservices. Directaccesstocustomers
hasled tomulti-channel retailing taking
precedence over traditional multi-lay-
ered supplies with the recent trends in
the US Thanksgiving holiday providing
a trend for the future. ‘Black Friday’
shopping on the internet rose sharply
while business at physical store loca-
tions actually declined. Through direct
Web channels, consumers are able to re-
ceive promotional offers and shopping
cartoptionsandenabled throughmaobile
commerce tocomplete impulse purchas-
ing transactions without access to a
physical store or even a computer. The

extraordinary rise of Flipkart and a
range of new Web services demonstrate
the growing adoption by Indian cus-
tomersevery month.

Technology majors like SAP have
beenquick tofocustheirenergies on mo-
bility and have seen a smart uptick in
their business in these areas. With new
genericapplicationsforimprovingtime-
to-market and total cost of ownership,
and custom applicationsfor specific sec-
tors, the growth of online mobile solu-
tions is expected to grow even faster as
adoption increases. A major bank in
Africahasbeen able to create a new low
cost banking services channel for mil-
lions of un-banked and under-banked
consumers, simplify and accelerate ac-
countactivationand credit card manage-
ment processes and deploy over five
thousand ‘bank shops’ or franchise out-
letstoservicecustomers. A clientof ours
in Australia, one of the most successful
low cost airlines, has implemented mo-
bile flight rostering and is now experi-
menting with the iPad to have aircraft
weight and other parameters, asalso up-
dated flight information available to
pilotsandcrew.

Tn day-to-day company management
too, knowledge workers as well asa cross
section of executives areenabledto com-
municate and collaboration across func-
tions and locations, managers have

instant access for approval of travel
plans and claims and business leaders
have instant access to schedule changes
and business metrics through dash-
boards on their mobile devices. Compa-
niesallovertheworldareembracingmo-
bility to improve productivity across the
board and specifically reduce staff costs
and improve employee responsiveness,
enable partners through inventory ac-
cessand reduction in day sales outstand-
ing and delight customers through easi-
er access and faster information and
transaction flows.

The adoption of mobility across the
enterprise will call for an alteration to
traditional business models and ensur-
ing readiness is the prime challenge for
strategy planners and CIOs as they at-
tempt to balance enterprise priorities
with the demands of the stakeholders.
Decisions on which business process to
target first, what devices to enable with
the wide array of accessdevices now in
useand how tomanage enterprise archi-
tectureand security will have tobetaken
by management teams and even boards
to extend the frontiers of business and
gettruly customerfocused in the organi-
sationplan forthe future.
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