
 

A TRUE 
UNDERSTANDING
OF HUMAN 
DECISION-MAKING 
AND PURCHASING 
BEHAVIORS PROVIDES 
THE BASIS FOR A 
CUSTOMER-CENTRIC 
APPROACH TO 
ANALYTICS.

THE CUSTOMER-CENTRIC APPROACH 
TO CUSTOMER ANALYTICS

To say that cultivating better relationships with customers is key to a 
competitive advantage is merely stating the obvious. As expectations 
for a better experience rise, it is no longer enough to simply fulfill 
customers’ direct requests. Bringing the right offer to the right customer 
at the right time, providing a seamless experience, all while controlling 
for associated risks, is vital to success. 

LEVERAGING CUSTOMER ANALYTICS
It is important to understand that customer analytics alone cannot 
achieve the intended benefits. Specifically, data cannot take action; 
rather, insights from it empower leadership teams to make better 
business decisions. Additionally, the data that is available and accessible 
for analysis depends on the industry, type of business model, and varied 
customer interactions.   

An appropriate customer analytics strategy should support business 
leaders in developing well-informed plans with minimal risk that drive 
profitability through customer spend. From the capability perspective, a 
deep expertise in algorithms will not be sufficient; a true understanding 
of human decision-making processes and their associated behaviors will 
provide the ability to capture complex phenomena that is critical to start 
a meaningful conversation with the data. 



A FOCUS ON THE CUSTOMER 

For years, companies have gone about analytics from a business-process standpoint. Using the example of a 

consumer mobile phone service, providers have traditionally viewed the customer lifecycle as follows: 

2	 North Highland             The Customer-Centric Approach to Customer Analytics 

CUSTOMER
PROSPECTING

•  How do I identify 
prospects that are:

    º  My best targets?
    º  Most likely to 

respond to my 
offer?

    º  In the market 
for my products/
services?

    º  Most likely to 
actively use 
my products 
services?

    º  The best risk?
•  How do I prioritize 

and manage the 
leads to focus on the 
best ones?

•  How do I optimize 
my offers based on 
the needs of the 
prospect?

CUSTOMER
ACQUISITION

•  How do I optimize 
the offer and 
product mix based 
on the profile 
and needs of the 
customer while 
I have his/her 
attention?

•  How do I assess 
payment risk of the 
customer?

•  How do I improve 
my fraud detection 
and investigation 
processes?

•  How do I price 
the service 
appropriately?

•  How do I improve 
the customer 
experience at the 
POS?

CUSTOMER
MANAGEMENT

•  How do I continue 
to optimize the offer 
product mix for the 
evolving behavior 
and needs of the 
customer?

•  How do I identify 
and mitigate risk 
(payment, fraud) 
more effectively?

•  How do I retain my 
customers?

•  How do I cross-
self other products 
within  my 
organization?

•  How do I manage 
customer care 
effectively?

•  How do I improve 
the customer 
experience?

POST-CRM

•  How do I collect 
recover more 
efficiently and 
effectively?

•  How do I win back 
ex-customers more 
effectively?



VIEWING THE CUSTOMER LIFECYCLE FROM THE CUSTOMER'S PERSPECTVE
However, the customer’s view of his or her own lifecycle is a very different one—much more complex, non-
linear, and multi-dimensional:

If the goal of customer analytics is to better understand human behavior, leaders must make decisions based on 
how customers think, and not within the context of how business processes and functions are built.

                                                The Customer-Centric Approach to Customer Analytics 	 North Highland                 3       

AS A CUSTOMER MOVES THROUGH THE PROCESS FROM 
AWARENESS TO PURCHASE, SHE IS CONSIDERING WHETHER 
A SPECIFIC    PRODUCT - OR ANY PRODUCT - WILL MEET 
HER NEEDS. AT ANY TIME, SHE CAN SPIN OFF TO EXPLORE 



TEARING DOWN SILOS AND MOVING THE BUSINESS 
FORWARD
To get the most out of the available analytics, businesses must 
measure many different behavior dimensions. The views of a single 
customer can show loyalty, consumption propensity, risk, influence, 
and more, and business teams must shift from focusing on a single 
distinct part to looking at the customer as a whole. Silos within the 
organization can be the worst enemy of effective customer analytics. 

The impact of customer analytics can reach beyond simply responding 
to customer needs as they arise. Ultimately, businesses must be in 
tune with what customers are thinking and experiencing today to 
proactively predict their behaviors of tomorrow.

SILOS WITHIN THE 
ORGANIZATION CAN BE 
THE WORST ENEMY OF 
EFFECTIVE CUSTOMER 
ANALYTICS.
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ABOUT NORTH HIGHLAND  
North Highland is a global management consulting firm that delivers unique 
value, relevant big ideas and strategic business capabilities to clients around 
the world. The firm solves complex business problems for clients in multiple 
industries through an integrated approach and offers specialty services via its 
Data and Analytics, Managed Services, and Sparks Grove divisions. North Highland 
is an employee-owned firm that has been named as a “Best Firm to Work For” 
every year since 2007 by Consulting Magazine. The firm is a member of Cordence 
Worldwide (www.cordenceworldwide.com), a global management consulting 
alliance. For more information, visit northhighland.com and connect with us on 
LinkedIn, Twitter and Facebook.
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