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Creating Customer Value in Tough Economy

Most every business is focused on running a tighter ship these days, with good reason.  The economy appears to be stuck in low gear with the prospect of further declines being a real possibility.  Consumer debt is the highest it has ever been for years; corporate debt, likewise.  The rate of consumer savings is appalling.  Bankruptcies are increasing.  The lowest interest rates in modern times seem to have no effect on business spending.  The global economy as a whole is in the doldrums.  Corporate America is low on the list of trustworthiness in the eyes of the consumer.  Can consumers continue to spend through the creation of even more debt?   More re-balancing seems to be in order before we begin a solid economic recovery.  Then, most experts see our economic recovery as a possibly being a very slow process over several years.

Creating customer value seems to have been forsaken for cutting costs.  Companies are shooting from the hip to cut costs and rebuild balance sheets.  The old strategies are likely no longer applicable, yet few are taking the time to re-think and reposition themselves with sound strategies for the future.  Re-act instead of strategically reposition seems to be the rule of the game for many.  These are the very economic circumstances that call for taking time-out to do some solid strategic planning to pull all activities together in well thought-out, organized and carefully orchestrated plan to fit the new business environment. 

These times can create great opportunity for those companies that take time out to truly re-think their value equation. New innovative ways to perform every task, process and project are needed.  A system of innovation to be used throughout the organization will be an important competitive advantage. 

 New ways to look at customer service, marketing, advertising, pricing, operations, and other aspects of the customer value equation need to be considered for this new environment.  Dictates to cut cost rather than solid strategic moves to increase the productivity of resources with the creation of customer value as the ultimate objective may yield short term results, but are sure to seriously impede the ability of an organization to continue to create value for its customers, shareholders, and employees.   Creating value for shareholders and employees can only be accomplished by first creating value for customers.

 A new carefully crafted strategic plan to fit this new business environment is an absolute necessity to assure long-term survival.  Considering strategic planning to be an item to be cut or something there is no time to do because of more pressing cost cutting and fire fighting is a critical error that will jeopardize the true value of the company.  Doing the cost cutting, or a I prefer to think about it, "finding innovative ways to increase the productivity of resources" must be done as a result of well thought out strategic plan.  Whether in good times or bad, the best practices of the most successful organization over time include taking the time out to carefully think through the strategic plan in consideration of the changing business environment.  It is not an activity to be "cut", but one that takes on even more significance in a tough business environment.  It is how to get everyone pulling on the same rope and understanding that there is a solid, well thought out strategic intent behind the business decisions and actions required in this new business environment. 

Many employees see their organizations as ships that have lost their rudders these days.  Organizations must take the time out from firefighting to carefully re-think their strategic direction and create a good strategic plan to guide the organization in the creation of customer, shareholder and employee value.  Then they must make sure the plan is well understood by all in the organization, and well implemented, and that it truly drives day-to-day business.

©Alan R Caron,  February 2003

10149 Heather Sound Drive, Tampa Florida  33647

Direct: 813.786.4620 • Fax: 813.907.5146 • Email: alan@arcaronassoc.com

Website:  www.AlanCaron.com
Offices in U.S.A  • Canada  • International
© A. R. Caron & Assoc., Inc. Aug. 2003

