Current Capability Assessment

Objectively assessing and quantifying your current performance
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Customer Framework Company,
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The Customer Framework™ is a portfolio of Tools, Replicable Methodologies and Unique Intellectual
Property deployed by a network of Expert Practitioners who support large organisations in delivering their
Customer Management activity effectively and efficiently.

It is based on an ethos of robust but lean solutions to client challenges backed up by thought leadership,
constant innovation and validated best practice from across the globe. Every tool and methodology has
been used multiple times in blue-chip clients. They integrate around a widely accepted model of customer

management and a flexible deployment process. ﬂllS'gl‘lOI‘
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