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Special thanks to: Brian Solis, Lester Wunderman †, Steve Blank,

and Robert Greenleaf †. And to: Seth Godin, Irfan Ahmad, Jonathan

MacDonald, Jeremiah Owyang, Zig Ziglar †, Simon Sinek, Jeanne Bliss,

David Meerman Scott, Prof. Peter Fader, Douglas Rushkoff, Patrick

Petersen, Henk Koopmans, Vincent van Beek, Gerard van Vliet, Jan 

Willem den Oudsten, Judith Bilsen, Maurik Dippel, René C.W. Boender, 

Tony de Bree, Koos Groenewoud, Yuri van Geest, and Russell Kern.
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�  Cost to acquire a customer versus the cost of retaining a customer is five-to-one or even higher. 

�  68% of customers leave a brand because they perceive that it is indifferent to their needs. 

�  Returning, loyal customers spend on average 67% more than acquired new customers.                                                                              

�  86% of buyers will pay up to 20% more for a better customer experience (CX).

�  88% of global citizens will be more loyal to companies that support social issues (Cone, 2015).                                                                                           

�  21% of employees are estimated to be an employee advocate (Weber Shandwick & KRC Research).

�  Companies with engaged employees and customers are 3.4 times more financially effective (Human Sigma).

RoundMap® Customer Dynamics Lifecycle is a comprehensive approach to 

customer engagement and business strategy. It presents a detailed frame-

work designed to extend the customer lifecycle by focusing on various 

aspects of customer interaction and business operations. 

The framework integrates elements such as customer experience, value 

creation, and innovative business models to drive sustainable growth and 

customer loyalty. This holistic view encourages businesses to adopt a strate-

gic, customer-centric approach, fostering continuous learning, adaptability, 

and collaborative empowerment for transformative business success.

It's imperative for brands to weave their narrative throughout the custom-

er journey, ensuring authentic representation of their core mission at every 

touchpoint. Such strategic narrative mapping offers a cohesive brand 

experience, finely attuned to the varied anticipations, predilections, and 

considerations of their audience across all platforms.

The significance of this narrative cohesion is further amplified when 

acknowledging research that points to a rising consumer trend towards 

purpose-led brands. By embedding their narratives with meaningful expe-

riences, these brands cultivate profound emotional bonds, thereby 

cementing their standing in the consumer's perception.

(1) Treacy & Wiersema: “The Disciplines of Market Leaders” (1996)
(2) Porter & Kramer: “Strategy and Society” (HBR, 2006)

 and “Creating Shared Value” (HBR, 2011)
(2) Mintzberg: “The Case for Corporate Social Responsibility” 

 (Journal of Business Strategy, 1983)
(3) Edwin Korver: “Driving Customer Excellence” (RoundMap, 2019)
(4) Steve Blank’s Lean Customer Development Method (2009)
(5) Kate Raworth: “Doughnut Economics” (2017)
(6) W. Chan Kim & Renée Mauborgne: “Blue Ocean Strategy” (2005)
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“All advocacy is, at its core, an exercise in empathy.”
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~ Samantha Power, author and diplomat
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Not all customers are created equal.  
As customers face new challenges, their perception of value will change.

EM
PATHY

C
H

A
N

N E L S

DRIVES

RELE
V

A
N

C
E

VA
LID

A
T

E

I N T E N T

JU
S

T
I F

Y

AFF IR M

G
R

A
T

IF
Y

CO N F IR
M

D IS S O N A N C E

(R
E

)A
LI

G
N

C
O

M
P

A
S

S
IO

N

CONVIC T ION

L
O

Y
A

LT
Y

REPEAT

R
E

S
O

N
A

N
C

E

A
TTRACTIO

N

It is  n
ot about the  p

ro
d

u
c

t
y

o
u

 sell, but about the story
 y

o
u

 t
e

ll

8  M
O

M

EN
T

S
 O

F
 E

N
G

A
G

E
M

E
N

T

S
IG

NIFICAN

C
E

o
r p

erception of future
 v

alu
e

S
A

TISFACTIO
N

Appreciation

fo
r m

eeting expectatio
n

s

E
XPERIENCE

Exposure  to  the

A
ssigned  meanin

g
 

EXCHANGE

The  com m itment t
o

b
u

y perceived  value at a
 c

o
st

p
ro

m

ises, values and b

elie
fs

A C T I V E  E V A L U AT I O

N

C
O

NFIDENCE

O
v

ercom ing  b ias, fr
ic

ti
o

n
,

fe
a

r, u
n

certainty, doubt and re
ac

ta
n

c
e

C
O

N

SIDERATIO
N

Cho ice based  o

n

in
d

ividual screening crit
eri

a

A

W
ARENESS

A
h

a  m
oment, relatin

g
 t

o

o
n

e
’s p

reperception or precom
m

it
m

e
n

t

a
n

d
 experiences worth endors

in
g

A

DVOCACY

D
riven by shared b

elie
fs

fo
r the attention paid to

 d
et

ai
l

H

APPINESS

D
riven by excitem

en
t

to secure the investm

ent

HONOR

D
riven by the urg

e

o
b

taining the perceived v
al

u
e

A
N

TICIPATIO
N

D
riven by the w

ill
 o

f

lik
a

b
ility, consistency and/or i

nce
n

ti
v

e
s

ACTION

D
riven by trust, urg

en
cy

,

o
r w

ill to purchase fro
m

 y
o

u

D
E

S
IR

E  |  DECISIO
N

D
riven by the w

ant

an
d ideals that drive pass

io
n

IN
TEREST

D
riven by concepts

re
m

arkable & shareable conte
n

t

ATTENTION

8
 M

O

M
ENTS  O F  R E F L E C T I O N

D
riven by purposefu

l,

M
om

ent of Truth

Z
E
R
O

M
om

ent o
f T

ru
th

U
LT
IM
A
T
E

M
om

ent o
f T

ru
th

F
IR
S
T

M
om

ent of Truth

S
E
C
O
N
D

PREFER

What makes clients

return or refer?

PLEASE

What surpasses

expectations?

PROVIDE

What makes service

remarkable?

PROCURE

What makes buying

convenient?

P

ERSUADE

What creates trust

and urgency?

PROPOSE

What is our value

proposition?

PROMISE

What’s our pledge

and why us?

PURPOSE

8
 P

E
R

F
O

R
M

A
N

C
E

 D
R

IV
ERS

What ‘job’ do we

get hired for?

S
U

C

CE S S
M A R K E T

IN
G

S A

L E
S

S
E

R

V
I C E

P R O D U C T  C E N T R I C I T Y  �
 E C O

N
O

M
Y  O

F  S C
A

L E
 �

 S
H

A
R

E
 O

F
 M

A
R

K
E

T
 �

 D
E

M
A

N
D

 G
E

N
E

R
A

T
I O

N

R
E

S
O

U
R

C
E

 C
E

N
T

R
I C

I T
Y

3
 �

 E
C

O
N

O
M

Y
 O

F
 U

S
E

5
 �

 S H
A

R E  O
F  U

T I L I Z A T I O N  �
 S U P P L Y  S Y N D I C A T I O N C U S T O M E R  C E N T R I C I T Y  �

 E C O
N

O
M

Y  O
F  S

A
L

E
™  �

 S
H

A
R

E
 O

F
 W

A
L

L
E

T
 �

 D
E

M
A

N
D

 F
U

L
F

I
L

L
M

E
N

T

N
E

T
W

O
R

K
 C

E
N

T
R

I C
I T

Y
3  �

 E
C

O
N

O
M

Y
 O

F
 R

E
A

C
H

5  �
 S

H

A
R E  O

F  T
R A N S A C T I O N  �

 S U P P LY  A G G R E G AT I O N

F
U

T
U

R
E

 V
A L U E P R O D U

C

T
 V

A
L

U
E

C U S T O
M

E
R

 V
A

L
U

E
E

X
P

E
R

I E
N

C
E  V A L U E

TRANSA
C

T
IO

N
-D

R
I V

E N  |  P R O D UC
T

 D
E

V
E

L
O

P
M

ENT |

INTERA
C

T
IO

N
-D

R
IV

EN  |  C U S TO M

ER
 D

E
V

E
L

O
P

M

ENT |SERVIT
IZ

A
T

IO
N

 |

 R E S O U R C E  D
E

V
E

L
O

P
M

ENT |

CO-O

P
E

T
IT

IO
N

 |

 N E T W O R K  D
E

V
E

L
O

P
M

ENT |

C U S T O M E R  E X P A N S I O N  ( U P S E L L )

C
U

S
T

O
M

E
R

 H
E

A
L

T
H

 (
N

U
R

T
U

R
E

)

C
U

S
T

O
M

E
R

 S
E

R
V

I
C

E
 (

S
U

P
P

O
R

T
)

L E A D  G E N E R A T I O N  ( I N I T I AT I O N )

L
E

A
D

 C
A

P
T

U
R

I N
G

 (A
T

T
R

I B
U

T
I O

N
)

O
R D

E R  F U L F I L L M E N T  ( P R O C E S S I N G ) L E A D  C O N V E R S I O N  ( C A L L - T O - A C T I O N )

L
E

A
D

 Q
U

A
L

I F
I C

A
T

IO
N

 (
S

C
O

R
I N

G
)

N
E

T
W

O
R

K
 O

R
C

H
E

S
T

R
A

T
IO

N
2  (

C
R

O
S

S
 R

E
LA

T IO
N

SH
IP

S)  
�

 P
LATFO

RM
 D

IF
FERENT IA

T IO
N �

 W
OM -BASED  MARKE T ING P R O D U C T  L E A D E R S H I P 1

 �
 C O

M
P E T I T I V

E  D

I F F
E

R
E

N
T

I A
T

I O
N

 �
 C

A
M

P
A

I G
N

- B
A

S
E

D
 M

A
R

K
E

T
I N

G

V A L U E  P O S I T I O N

 S A L E S  C Y C L E 

 B U S I N E S S  M O D E L 

D
O

 IT  F IRST ,  BO
LD

LY

�
 

S
U

P
P

L
Y

 
C

H
A

I
N

 
�

A
S

-
A

-
P

R
O

D
U

C
T

 
B

U
S

I
N

E
S

S
 

M
O

D
E

L
S

D
O

 IT
 D

IF
F

E
R

E
N

T
, S

E
N

S
IB

LY

D
O

 IT
 B

ETTER ,  S
ELEC

TIV
ELY

�
 

V
A

L
U

E
 

C
H

A
I

N
 
�

D
O

 IT  R IG
H

T ,  D
ISTIN

CT IVELY

�
 

S
E

R
V

I
C

E

 
C

H
A

I
N

 
�

B U S I N E S S  M O D E L S  T H A T  E X C E L  A T  S C O P E

DO  IT  W ISE ,  CONV INC INGLY

D
O

 I
T

 G
R

E
A

T
, 

G
E

N
E

R
O

U
S

LY
 

D
O

 I
T  T

O
G

ETH
ER ,  P

ASS IO
NATELY

�
 

V
A

L
U

E
 

N

E
T

W
O

R
K

 
�

A
S

-
A

-
S

E
R

V
I

C
E

 
B

U
S

I
N

E
S

S
 

M
O

D
E

L
S

B U S I N E S S  M O D E L S  T H A T  E X C E L  A T  S C A L E

O
P

E
R

A
T

IO
N

A
L

 E
X

C
E

L
L

E
N

C
E

1 (C
O

S
T

 LEA
D

ER
SH

IP)  �
 SERVICE  D

IFFERENTIAT ION �
 EXPER IENCE-BASED MARKE TING CUSTOMER  INTIMAC Y

1  (CUSTOMER  RELAT IO
NSHIP

S )  �
 C

U

STO
M

ER D
IF

FER
EN

TIA
T

IO
N

 �
 A

C
C

O
U

N
T

-B
A

S
E

D
 M

A
R

K
E

T
IN

G

www.B
O IP. in

t  •  i -
DEPOT  094029  (v3 ) ,  095482 (v3 .1 )  •  103610  (v3 .2 )  •  105496  (v3 .3 )  •  106619  (v3 .4 )  •  110465  (v3 .5 )  •  115384  (v3 .6 )  •  138248  (v4 .0 )  •  Tradema rk  1354681

C
U

S
T

O
M

E
R

 E
X

P
E

R
I

E
N

C
E

U
S

E
R

 
E

X

P
E

R
I E

N
C

E

S
H

A
R

E
D

 
E

X
P

E
R

I E
N

C
E B

R
A

N
D

 E
X

P
E

R
I

E
N

C
E

E X T E N S I O N

A
C

Q
U

I
S

I
T

IO
NR

E
T

E
N

T
I O

N

C R E A T I O N

O
P

P
O

R
T

U
N

I T
I E

S
S

T
R

E
N

G
T

H
S

W
E

A
K

N

E
S

S
E

S
T

H
R

E
A

T
S

S U S T A I N I N G  I N N O V A T I O N

S
U

P
P

L
Y

-
S

I
D

E
 

|
 

B
U

S
I

N
E

S
S

 
D

Y
N

A
M

I
C

S

D I S R U P T I V E  I N N O V A T I O N

D
E

M
A

N
D

-
S

I
D

E
 

|
 

M
A

R
K

E
T

 
D

Y
N

A
M

I
C

S


