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Chapter 5 Exercise: Who’s at the Center of Your Innovation Process?
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1. In Chapter 5 of Winning Digital Customers, we talk about the common misconception of innovation in which innovators assume that the user will love whatever their creative minds dream up. In this scenario, developer of products and services fall in love with their idea instead of their users; they want their product to fulfill its potential instead of thinking about how to help our customers fulfill theirs. 
With this in mind, ask yourself whether you engage in the common misconception of innovation at your company. 

If you do, how much does it happen? What processes do you use to mitigate it?

If not, how do you avoid falling into this trap? What processes do you use? What kind of results do you get?

2. On page 56 of Winning Digital Customers, we discuss the various centricities that can characterize a business, which are most apparent in times of change. To recap, there are 3 major types:

· For a product centric company, when change is needed, other dimensions shift, but the product itself stays the same. 

· In times of change, a distribution-centric company would pivot in some way to regain the interest of customers while continuing to center around a specific distribution method.
· A customer-focused centers on what the customer needs and how they can deliver their core value proposition to their target customer. 
Now, think about the current centricity of your business. What is it? Bear in mind that different parts of your business may have different centers, so if that applies to you, make sure to fully map out the various components and their respective centricities.
Once you’ve defined the centricity of your business, ask, how is your current centricity working? How has it benefitted you? How has it held your company back?

If you’re not already, what would be the benefits of becoming a customer-centric company? What the obstacles in your way?
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3. Now, take a look at the Strategic Customer Experience Model. For your company, try to define what exists at each level:

a. Business Results: What are your ultimate goals as a company? 
b. Customer Behaviors: What customer behaviors drive those goals? 
c. Customer Mindsets: What (if anything) do you know about the thoughts and feelings that lead to the desired customer behaviors? Identify what you know about them as well as any information gaps.
d. Customer Experiences/Touchpoints: What experiences today drive those thoughts and feelings? What experiences do you think would further drive them? 

