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customers. What approaches can companies take to help make 
crowdsourcing work for them?
LH. Anytime customers provide inputs, make sure you have a process 
in place to act on those inputs and to inform customers of your actions. 
A best practice for crowdsourcing is to inform customers in advance of 
your process and any limitations and disclaimers. Use the general rules 
for eff ective brainstorming.

My recommendation for innovation research is to focus primarily 
on the customer’s world, and secondarily on the company’s product, 
service or process. Th oroughly understand the bigger picture of how 
the customer is using your off ering, and their related challenges, work-
arounds, and any excesses or defi ciencies, and you’ll fi nd a great deal of 
inspiration for innovation. By taking the responsibility to focus fi rst on 
their world and connect it to yours, you may fi nd it unnecessary to ask 
customers to enter your world so intimately and literally. 

Many researchers have the mistaken idea that customers don’t know 
or can’t articulate what they want. Th ey found that customers may not 
be qualifi ed to make meaningful technical suggestions, or their actual 
behavior doesn’t match their reported intentions. In reality, customers 
do know their own world – it’s a mistake to expect them to know the 
company’s world. Customers may not be able to articulate a new solution, 
but they can show companies how and why they are getting something 
done, their related challenges, work-arounds, and any excesses or defi -

What defi nes a customer-centric organization, and why is taking a 
customer-centric approach increasingly seen as important? 
Lynn Hunsaker. When the customer’s well-being comes fi rst in your 
decision-making, you’re customer-centric. A customer-centric manager 
feels certain that all other interests will be well served as a by-product of 
putting the customer fi rst. Round-the-clock two-way communications 
in a wide variety of forums have put customers in the driver’s seat as in-
formed, sophisticated and powerful parties in purchase decisions. Fast-
paced lives, reducing wait times, and services as share-of-wallet have also 
increased for consumers as well as business customers, heightening the 
impact of interactions with companies.

Matthew Lees. Th rough the advent of the internet, faster computers and 
fast connectivity, people have the ability to communicate with each other 
in a way that’s never happened before. Th e traditional walls of commu-
nication with customers are crumbling due to the speed and availability 
of information and information fl ow and so instead of the center of your 
universe being your products and expertise it’s about your services and 
your brand. Customer-centricity is about what your customers and pro-
spective customers are looking to do.

Crowdsourcing offers a customer-centric approach for tapping into 
the collective experience, knowledge, creativity and skills of your 

HEAD TO
HEAD

The impact of interaction
Clear Action’s Lynn Hunsaker and Patricia Seybold Group’s Matthew Lees argue the 

business case for a customer-centric organization. 
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