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TODAY'S AGENDA

Intros (3 min)

The Essentials of Customer Centricity (12 min)
Peter Fader, Professor of Marketing, The Wharton School of the Univ. of 

Pennsylvania

Single View of the Customer (15 min)

Tim Barnes, Single View of Customer, Solutions Manager, Pitney Bowes

PANEL DISCUSSION (15 min)

• Peter Fader, Wharton
• Tim Barnes, Pitney Bowes
• Al McClain, RetailWire - Moderating

Q&A (10 min)
• Panelists, Audience



Peter Fader
Professor of Marketing, The Wharton School of the Univ. of 

Pennsylvania

Peter Fader’s expertise centers around the analysis of behavioral 

data to understand and forecast customer shopping activities. He 
works with firms from a wide range of industries, focusing on 
topics such as customer relationship management, lifetime value 

of the customer, and sales forecasting for new products. His 
insights are reflected in his book, “Customer Centricity: Focus on 
the Right Customers for Strategic Advantage.”

His work has been published in (and he serves on the editorial 
boards of) a number of leading journals in marketing, statistics, 

and the management sciences. He has won many awards for his 
teaching and research accomplishments.

FEATURED PRESENTER



THE ESSENTIALS OF 

CUSTOMER CENTRICITY

Professor Peter Fader

Professor of Marketing

The Wharton School, University of Pennsylvania

faderp@wharton.upenn.edu

www.petefader.com

Twitter: @faderp



“Customer Centricity: Focus on the Right Customers for 

Strategic Advantage”

• The traditional product-centric business model is showing some cracks

• Commoditization, well-informed customers, globalization, etc.

• Customer centricity is a promising alternative but is not clearly understood

• Many firms that are touted to be customer centric really aren’t…



Adapted from Treacy and Wiersma, “The Discipline of Market Leaders,” 1995



What is customer centricity?

Customer centricity is a strategy that aligns a company’s 

development/delivery of its products/services around the current and 

future needs of a select set of customers in order to maximize their 

long-term financial value to the firm.



“Customer Centricity: Focus on the Right Customers for 

Strategic Advantage”

• The traditional product-centric business model is showing some cracks

• Commoditization, well-informed customers, globalization, etc.

• Customer centricity is a promising alternative but is not clearly understood

• Many firms that are touted to be customer centric really aren’t…

• Celebrate customer heterogeneity: distinguish the profitable customers (high CLV) from the less 

profitable ones

• But the low-value ones are important too…



The “Paradox of Customer Centricity”

Customer centricity does NOT suggest that “non-focal” customers should be ignored or 

“fired;” to the contrary, it is important to have a healthy proportion of such customers to 

add a high degree of stability and robustness to the overall customer base.  (Think of 

them like cash in an investment portfolio.) 

Taking this idea further, there is a paradox of customer centricity: the more that a firm 

tightens its central focus on a select group of customers, the more it needs its “non-

focal” customers to stabilize the overall mix.



“Customer Centricity: Focus on the Right Customers for 

Strategic Advantage”

• The traditional product-centric business model is showing some cracks

• Commoditization, well-informed customers, globalization, etc.

• Customer centricity is a promising alternative but is not clearly understood

• Many firms that are touted to be customer centric really aren’t…

• Celebrate customer heterogeneity: distinguish the profitable customers from the less profitable 

ones

• But the low-value ones are important too…

• It’s a complex transformation



Galbraith (2005), Designing the Customer-Centric Organization



“Customer Centricity: Focus on the Right Customers for Strategic 

Advantage”

• The traditional product-centric business model is showing some cracks

• Commoditization, well-informed customers, globalization, etc.

• Customer centricity is a promising alternative but is not clearly understood

• Many firms that are touted to be customer centric really aren’t…

• Celebrate customer heterogeneity: distinguish the profitable customers from the less profitable ones

• It’s all about customer lifetime value (CLV)

• It’s a complex transformation

• But when you get it right, great things can happen for your entire organization

• The “Heroes of Customer Centricity”



Aimee Johnson, Starbucks
Senior VP Loyalty, CRM Analytics 

and Strategy

Neil Hoyne, Google
Head of Customer Analytics

Zach Anderson, Electronic Arts
VP Marketing Science and Analytics

Steve Lerner, Merial (formerly)
Head of Marketing, US Large 

Animal Business Operations

Jessica Stehr, Merck
Executive Director, Customer 

Centricity

?



Key takeaways

• Recognize the “cracks in product centricity”

• The list continues to grow…

• Be clear about what customer centricity is (and isn’t)

• It’s not about “super duper customer service”

• Celebrate heterogeneity!

• Choose performance metrics, incentive schemes, and organizational structures that properly reflect it

• Walk before you run

• Try limited experiments and be patient with them

• Customer centricity isn’t for everyone

• An industry with a mix of strategies is often the best practice



Professor Peter Fader

faderp@wharton.upenn.edu

www.petefader.com

Twitter: @faderp

Zodiac

http://www.zodiacmetrics.com/

Customer Centricity: Focus on the 

Right Customers for Strategic Advantage”

http://bit.ly/FaderCC

mailto:faderp@wharton.upenn.edu
http://www.petefader.com/
http://www.zodiacmetrics.com/
http://bit.ly/FaderCC


Tim Barnes
Single View of Customer, Solutions Manager, Pitney 

Tim Barnes has over 30 years of experience in consulting, 
corporate IT and corporate Finance. He has spent the last 20 years 

in Enterprise Information Management in the areas of Master 
Data Management, Business Intelligence and Knowledge 
Management for ADP, Tata Consultancy Services and Earley

Information Science before joining Pitney Bowes in 2016. 

As a consultant, Tim has led multiple large scale, complex Master 

Data Management and Knowledge Management implementations 
and strategy engagements across multiple vertical industries, 
including Retail.
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Single View of the Customer

June 14, 2017

Laying the Foundation for Retail Advantage



The Master Data Management promise - 360⁰ view of the customer
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Pitney Bowes | June 2017

Customer Support

Billing

Households

Locations

Sales Opportunities

Products



What went wrong?
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Too long, too expensive – “MDM is a journey”

Limited to “slowly changing customer data elements”

Performance Issues

Fundamental data quality problems

Inflexible, static

I don’t have time for a “journey”

But that won’t get me 

a 360 degree view

I need information real-time

Bad data, poor insight

But my business 

changes everyday

Pitney Bowes | June 2017
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Retailers trying to reach the 
elusive 360⁰ View of Customer

Omnichannel customer care

Personalized online shopping experience

Personalized brick and mortar content while 
shopping 

Unified omnichannel customer experience

Customize the physical journey

Predict future purchases



Retail tech investments focused on Customer 
Experience

Pitney Bowes | June 2017 23

Source: Forrester’s eCommerce Tech Investments For 2017 Center On The Customer 

Experience, March 2017

The Top Retail Technologies To Watch in 2017



Multiple brands, multiple channels – Too much data

Pitney Bowes |  June 2017 24
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Applying analytical capability

to create insight

Customer-centric 
Insights

Explore Data

Predict

Optimize Interactions

Fulfilling the promise of a contextual customer view
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Pitney Bowes | June 2017

Sales, Billing, Customer 
center, Support, etc

Single View of Individual 

+ relationships

+ all interactions

Transactional Information 
with Business Applications

Interactions Information 
from Social Media

Sales, Bill ing, 

Customer Center, support, etc

Anonymous Web & 
Mobile Interactions

Complete View of 
Individual Interactions

Single View of 
Individual Relationships

Products and 

serv ices purchased

Household relationships

Social network

Location 

relationships

Organizational relationships

Single View 
of Individual

Data integration

Data cleansing 

(data quality )

Data supplementation 

(Ref erence data)

Data enrichment 

(geocoding)



It starts with the data…
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Data Quality

Cleansing 
of Data

Match/Merge

Matching of 
Organizations and 

Contacts

Data 

Stewardship

Exception 
Handling

Enrichment

Enhancement of 
location, organization 

and contact data

Data 
Integration

Integration

Data Profiling

Analyze Data 
for 

Anomalies

Insights
AnalyticsOperations



27
Pitney Bowes | June 2017

Why do I need the knowledge 
graph?

“I have too many data sources to consolidate 
and new data sources take too long to 
integrate”

“Our business is dynamic, so we need to move 
faster and be more agile and have access to 
real time, reliable data”

“We need to provide personalized relevant 
insights to sales”

“We need to connect transaction and 
interaction data for a Single View of the 
Customer”

Firm

Individual

Account

Location

owns

lives at

o
w

n
s h

a
s



From information to knowledge
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Information – Customer Data



From information to knowledge
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Information – Customer Data



From information to knowledge
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Knowledge – Disparate data sources are related

Information – Customer Data



From knowledge to insights
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From knowledge to insights
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From knowledge to insights
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Started 6/2014



From knowledge to insights
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Started 6/2014



From knowledge to insights
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Started 6/2014

Graduates 2018July 2017



From knowledge to insights
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Started 6/2014

Graduates 2018July 2017

Insights - Connections created in context



Wisdom – derived from connections
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Build Customer 

Journey

Market 

Segmentation

Personalized 

Offers

Determine 

Share of Wallet

Determine Buying 

Propensity

Home Improvement

Vacation Supplies

School Supplies

From insights to wisdom

Business Attire
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Single view of customer benefits

Define a customer journey

Identify high quality leads

Provide good customer experiences

Utilize analytics for sales

Optimize customer engagements and improve 

relationships
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Pitney Bowes is helping 

organizations deliver unique 

customer experiences while 
accelerating their digital 

transformation.

Find out what we can do 

for your business.

Identify high-value 
prospects

Locate customers and 
enrich customer insight

Communicate value 
at every touchpoint Tim Barnes

tim.barnes@pb.com

862-288-0360

mailto:tim.barnes@pb.com


Thank you
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Peter Fader
Wharton

PANEL DISCUSSION – Single View of the Customer

Tim Barnes
Pitney Bowes

Al McClain
RetailWire



How big a problem is having “too many data 
sources” for your company or the retailers you 
work with?

AUDIENCE POLL QUESTION #1



PANEL DISCUSSION – Single View of the Customer

QUESTION 1

Peter recommended “celebrating customer 
heterogeneity” by targeting profitable 
customers while also including a healthy 
proportion of “non-focal” ones. 

Can you give examples of how single view 
profiles can help companies build a plan that 
strikes the right balance between the two?



In your opinion, which “single view of customer” 
benefit has the greatest potential to improve 
company performance?

AUDIENCE POLL QUESTION #2



PANEL DISCUSSION – Single View of the Customer

QUESTION 2

When building a contextual customer view, 
can you explain how systems decide which 
data should get greater weight and which 
should be downplayed or ignored? 

How do you know what browser or social 
data, for example, builds a true story of the 
customer and what data is irrelevant?



In which retail vertical will a comprehensive view 
of the customer be most important?

AUDIENCE POLL QUESTION #3



PANEL DISCUSSION – Single View of the Customer

QUESTION 3

We fielded a discussion this week on how Under 
Armour is embedding tech in its products that 
gathers performance metrics that they then 
combine with more traditional data sources for a 
better understanding of the customer. 

What contribution do you see “embeddables” 
making to a full view of customer behavior?



Peter Fader
Wharton

AUDIENCE Q&A

Tim Barnes
Pitney Bowes

Al McClain
RetailWire

YOUR QUESTIONS FOR THE PANEL...



MORE INFORMATION

For Pitney Bowes:

Tim Barnes
tim.barnes@pb.com
862-288-0360

For RetailWire:

Al McClain
almcclain@retailwire.com
(561) 627-4974



STICK AROUND JUST A MINUTE LONGER...

Please take our VERY brief survey. 
Tell us how you liked the webinar.

INSTANT DOWNLOAD:
"Employing a Single Customer View" 
whitepaper from Pitney Bowes.


