






The Power of Me – I. Decide – has been accepted and turned into a 
symbiotic operating model that actively learns about customers 
and has the capability to design, produce and deliver products 
that meet the expectations of digital age demands

From ‘the Power of Me’ to 
‘Knowledge is Power’

Our theme in this document is the maturity of customer 
information as the basis of intimate customer relationships. 
And as all healthy relationships are based on mutual power, 
the more knowledge you have about your customers 
the better foundation for giving them what they want and 
thereby continuously strengthening the bond.  

Our model for doing so is a five-stage information 
maturity model. As a company moves up through the 
stages they gain an incrementally closer relationship 
with their customers until, finally the organisation 
itself, and all its suppliers and partners are working in 
harmony towards that end.  

“The �rms I really like are the ones who remember 
what my favourites are and ‘post’ me some of their 
new products or at least contact me about interesting 
new stuff. I constantly update my preferences and it’s 
amazing how the best manufacturers seem to read my 
mind. I really like interactive hubs that let me browse 
according to my mood. Sure, price is important, but 
not as important as the total cost of all the food I eat.”

“That’s what I keep an eye on, some of the hubs let me 
see what I spend each month, like a running account –

Helpful because I haven’t 
got the time.”



Maturity – Level 1
Your company has multiple systems to record and 
manage customer related information. Whether you 
can call it ‘customer intelligence’ depends on how 
the systems are recording and managing information 
and how it is used as the basis for customer-related 
decision making. At this level there is little consistency 
when it comes to really understanding customers. Staff 
have different levels of access to customer information 
and there are different approaches to training, both of 
which contribute towards service inconsistency. 

This maturity level services existing customers 
(predominantly resellers in a market) and does little or 
no analysis of market and customer trends. Multiple 
systems have to be navigated for the manufacturing 
and despatch of products. There is no attempt to track 
shifts in buying patterns from selling to trade to selling 
direct to consumers.

Maturity – Level 2
Your company has a common ERP platform and takes 
orders both from resellers and directly from customers. 
This normally takes place via your website, but it may also 
be through third-party web intermediaries.  There is only 
limited data analysis. Typically, a call-centre agent takes 
an order, responds to it and logs it, after which the order 
is processed along your supply chain and despatched 
to the customer. Limited data analysis means there is 
no opportunity to include cross-selling offers with the 
despatched product. Customers find your products on 
the web through traditional search methods.

Maturity – Level 3
Your company understands and can identify patterns 
in customer behaviour. It has defined what it wants 
to track, has bought the software, but has not yet 
successfully implemented the KPIs and dashboards. 
You are aware of the ordering process and track order 
patterns across territories and product lines. But you 
have yet to achieve a single view of the customer across 
call centres, internet and retail outlets, etc. Nevertheless, 
this level of maturity does allow you to proactively offer 
products based on past ordering patterns.

Maturity – Level 4
Your company has achieved ‘one version of the 
truth’. All customer-related information and activities 
are linked to understanding your customers. Any 
interactions with customers, across all sales channels, 
will be recorded and satisfaction levels monitored. 
You can analyse profitable customers and understand 
retention costs and this information is used to create 
targeted marketing campaigns.

But at this stage, even most of the profitable customers 
may not feel they are treated differently. Once you 
start using analysed information more proactively, then 
customers start feeling their needs are looked after. 
In order to reach this level, your organisation needs to 
proactively fulfil customers’ promises. For example, even 
when an ordered product is out of stock, you should 
be able to re-allocate the product or at least inform the 
customer of when their order will be delivered.

Maturity – Level 5
At this stage you are working with customers in full 
partnership. In practice this means customers (and 
employees) may well be contributing towards new 
product concepts and designs. And customers receive 
personalised products and services, because you have 
the analysed information to do so. 

Every instance of customer interaction is captured 
by your organisation, your suppliers, sub-contractors 
and business partners. It is all aggregated for analysis 
and it all contributes towards an intimate customer 
relationship.

Every instance of customer 
interaction is captured by 
your organisation, your 
suppliers, sub-contractors 
and business partners. It is 
all aggregated for analysis 
and it all contributes 
towards an intimate 
customer relationship.
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The key factor in changing operating models to create 
and maintain greater customer intimacy is to have the 
last interaction with your customer remembered as 
an experience they want to repeat



How to Start Getting Intimate
Here is a list of eight check points and questions you can use to quickly gauge the 
readiness of your organisation for becoming customer intimate. If your reaction to 
more than three is ‘no’ or ‘not sure we can do that’, then it’s time to start taking 
steps towards greater customer intimacy:

1.	 Your direct-to-consumer operating model (B2C) is already as important to you as 
the direct to trade operating model (B2B) 

2.	 Do you know the top ten most profitable and non-profitable customers? 

3.	 Can you differentiate products and services depending on customer profile? 

4.	 Are you engaging customers regularly in various forms of interactions? 

5.	 Do you reward customers purchasing behaviour with something other than 
discounts? 

6.	 Can you capitalise on one-to-one marketing opportunities? 

7.	 Customer master data can give you a single view of each and every customer, 
across all sales channels, and can be accessed by any part of your organisation 

8.	 Customer data held in your ERP, along with web data, are used together to 
establish a proper profile of customers.

Thanks for the Memory
The key factor in changing operating models to create and maintain greater 
customer intimacy is to have the last interaction with your customer remembered 
as an experience they want to repeat. When you have the customer information to 
prompt and deliver repeatedly delightful experiences, you have the capability to turn 
the Power of Me into a mutually profitable relationship.

Next Steps
If you wish to discuss this paper or to obtain further information on any of the topics 
discussed, please call 020 7830 4444 or visit www.atosorigin.co.uk



www.atosorigin.co.uk

© 2009 Atos Origin IT Services UK Limited
Atos, Atos and fish symbol, Atos Origin and fish symbol, Atos Consulting, and the fish symbol itself are 

registered trademarks of Atos Origin SA. 2912-1009 October 2009

About Atos Origin
Atos Origin is an international information technology services company. Its business 
is turning client vision into results through the application of Consulting, Systems 
Integration and Managed Operations. The Company’s annual revenue is EUR 5.5 billion 
and it employs 50,000 professionals in 40 countries. Atos Origin is the Worldwide 
Information Technology Partner for the Olympic Games and has a client base of 
international blue-chip companies across all sectors. Atos Origin is quoted on the 
Paris Eurolist Market and trades as Atos Origin, Atos Worldline and Atos Consulting.

Contact us 
4 Triton Square
Regent’s Place
London
NW1 3HG
United Kingdom
Tel: 020 7830 4444
www.atosorigin.co.uk


