
62% of businesses claim being customer-led 
is critical to success – but only 24% are truly 
customer-led, according to new research 
revealed in the book

Explains why the success of Amazon, easyJet 
and Sky is so hard to emulate, and will be so 
hard for them to maintain – it looks obvious, it’s 
clearly attractive and now for the first time the 
book reveals why it’s so rare 

Sets out a pioneering new approach to 
achieving customer-led success – good for 
customers, good for colleagues, good for 
business

Dawson and Meehan are leading global voices 
on customer-led business – the book is based 
on more than 20 years’ research and practice 
with organisations tackling customer-led 
challenges and achieving customer-led success

Reveals untold stories from Tesco, 
Handelsbanken, O2, Virgin, Deliveroo… 
– on how to switch from an ‘inside-out’ to 
‘outside-in’ mentality and why this matters

Charlie Dawson is founder of thought-leading 
customer-led consultancy The Foundation – 
leading and learning on this agenda since 1999 
with clients including HSBC, Jaguar Land Rover, 
AO and Morrisons

Seán Meehan is Professor of Marketing and 
Change Management at IMD Business School 
– published in HBR and winner of some of the 
world’s top marketing awards 

The book is receiving extensive acclaim 
amongst business leaders – including Paul 
Polman, former CEO, Unilever, Peter Duffy, CEO, 
Moneysupermarket and Piyush Gupta, CEO, DBS
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GIRLS DO GOOD: REAL-LIFE SUPERHEROES REDEFINING WHAT IT MEANS TO BE A ‘GOOD GIRL’
NEW CHILDREN’S BOOK uses beautiful illustrations, tech and powerful 
stories of remarkable real-life girls to inspire young readers to bust 
stereotypes and transform the world

Why this book matters:
 
• Features 11 inspiring young girls 
who are changing the world – from 
Afghanistan and the USA to Columbia and 
Indonesia – and shares their remarkable 
stories in a fun, light-hearted and 
accessible way, with beautiful illustrations

 

• The book celebrates girls’ 
achievements and motivates readers 
to follow in their footsteps – these 
include masterminding a life-changing 
invention at 8 years old, a pair of girls 
campaigning to reduce plastic waste in 
Indonesia, and a young girl escaping a 
forced marriage to continue her education.

 

• Uses Educational Technology (EdTech) 

• Uses Educational Technology 
(EdTech) – Augmented Reality and 

bridge between technology and print.

• Brilliant resource to help parents talk 
to their children about issues such 
as transgender rights, global warming, 
autism and child marriage.

• Foreword by Nobel Peace Prize 
Winner Leyma Gbowee and CEO of 
Huda Beauty Huda Kattan  

• Uses both Augmented Reality (AR) 
and traditional colouring pages – 
meaning the book stands strong on its 
own but also works as an online activity. 

Girls Do Good tells eleven stories of young women and girls changing the world. This powerful new book motivates 

ways of treating people – no matter what faith, skin-colour, nationality or gender they are. It helps foster key values of 

colouring in sheets are included to aid young readers in learning about the lives of inspirational girls like them.

Built for a digital age but also able to stand strong on its own – the book uses the EdTech movement and Augmented 
Reality to encourage sensory learning and bridge the gap between technology and print. Through downloading the “Girls 
Do Good” app readers can explore the book with their devices, “collecting tools” and playing games along the way. The 

THE POWER OF FEMALE STORIES
 Girls Do Good opens up a safe space for young readers 
to learn and talk about modern issues across world. 
Through learning about some of the amazing things global 
changemakers are doing, young readers are encourages to 
think about their own lives and their version of good. 

• Malati and Isabel the Environmentalists (17 and 15) – 
Malati and Isabel were sad that animals on their island 
in Indonesia were harmed by plastic bags. They started 
picking up hundreds of bags every week.

 Laura the Sailor (23) – Laura sailed solo around the world 
on a two-year trip. She journaled about the penguins, seals, 
birds, whales and dolphins she saw along the way.

• Ashleigh the Singer (19) – Ashleigh has autism which can 
make it hard to make new friends – but through her music she 
has found a way to connect with others. 

• April the Activist (19) – April was born a boy and now 

understand – but April works to remind others that it’s ok to 
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‘All around the world, girls are identifying things that they 
want to change. The stories in Girls Do Good are just a 
snapshot of the creativity and problem-solving abilities of 
girls.’ - Leymah Gbowee, Noble Peace Prize Winner and 
Founder of Gbowee Peace Foundation Africa 

‘Owning and accepting that you are special before 
anyone else does can not only empower you, but others, 
too! You can change the world, like all of the other 
little girls in this book.’ - Huda Kattan, Beauty blogger, 
entrepreneur & CEO of Huda Beauty

Leading IMD professor Seán Meehan and founder of pioneering 
customer-led consultancy Charlie Dawson set out 

ground-breaking approach on how to be customer-led

NEW 
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WHY THIS BOOK MATTERS:

CUSTOMERS, NOT CEOS, DECIDE WHETHER COMPANIES SUCCEED 
– so why is being truly customer-led still so elusive? 

For further information, an interview with Charlie Dawson and Seán Meehan, a guest article 
or a review copy of The Customer Copernicus: How to be Customer-Led, please contact:

EMMA PREECE      Emma.preece@thebookpublicist.co.uk

What can Tesco’s transformation from market trader to the third 
largest retailer in the world, followed by a very public collapse, 
teach us about customer-led beliefs? How did AO go from 
nothing to leadership of a hugely competitive sector, propelling 
them to a £1 billion valuation in 15 years, by being customer-led? 
How did Sky win a series of make-or-break customer-led bets 
based on a belief that customers would pay for better TV?

Packed with compelling case studies and based on decades of 
research and practice, The Customer Copernicus reveals how to 
transform an ordinary business into a customer-led success. 

It explores how some companies are great for customers – 
think of Amazon, EasyJet and Sky. They make things easier and 
improve what really matters – obvious, surely?  They have also 
enjoyed huge business success. 

But, if it’s obvious and attractive, why is it so rare? And why, 
having mastered it, would you ever stop? Tesco, O2 and Wells 
Fargo were like this once. Because all three stopped, and two 
ended up in court. 

The tough but worthwhile journey 
from an ‘inside-out’ to an ‘outside-in’ 
belief system

The book explores why the shared beliefs of people in an 
organisation are central to this conundrum and how changing 

from an ‘inside-out’ to ‘outside-in’ belief system is crucial but 
also extremely hard. Most companies are self-interested. They 
start with what matters to their business and push it out into the 
world.  An ‘outside-in’ mentality is unnatural – starting with the 
customer, understanding what they value, the problems they’re 
really trying to solve, and finding new and better ways of solving 
them, not just selling more. The book shows how to navigate 
this journey, escaping the dominant shareholder-first principle 
and growing belief in a customer-first approach. It shows why 
ultimately this is also better for business including shareholders, 
not just for customers. 

‘Burningness’ then creating 
‘Moments of Belief’

Dawson and Meehan argue the only way to create an ‘outside-in’ 
mentality is through bold, risky, costly, customer-led initiatives, 
hard to justify because they all look the same – the benefit to 
the customer is clear but in advance, the benefit to the business 
isn’t. The book reveals what conditions are needed to start taking 
these kinds of steps – a sense of being on fire – and then how 
beliefs in the business change when people see customer-led 
initiatives benefitting the business. These are called Moments 
of Belief and one leads to more, belief growing across the 
company that every time they business does something good 
for customers, it works for the business too. Eventually being 
customer-led becomes ‘the way we do things around here’.
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For further information, an interview with Charlie Dawson and Seán Meehan, a guest article 
or a review copy of The Customer Copernicus: How to be Customer-Led, please contact:

EMMA PREECE      Emma.preece@thebookpublicist.co.uk

ABOUT THE AUTHORS

+44 (0)1497 288018

Charlie Dawson is the founder of The 
Foundation, a pioneering consultancy 

set up in 1999 to help organisations be 
customer-led. He has steered them and 
their clients through 21 years of learning 
and practicing, becoming a respected 

thought leader in their field. Their clients 
include HSBC, Jaguar Land Rover, eBay, 

Harvey Nichols, AO, Morrisons, Metro Bank, 
Visa and John Lewis.

Seán Meehan is the Martin Hilti 
Professor of Marketing and Change 

Management at IMD Business School 
in Lausanne, Switzerland. He has 
helped some of the world’s leading 
companies become customer-

led. His work has been published 
in Harvard Business Review and MIT 

Sloan Management Review and is a 
co-author is award winning “Simply Better”. 

The Customer Copernicus: How to be Customer-Led 
by Charlie Dawson and Seán Meehan is published by 

Routledge on 17 May, priced £26.99, available from Amazon 
and leading international booksellers 

EXCLUSIVE ARTICLES 
AND INTERVIEWS AVAILABLE:
Charlie Dawson and Seán Meehan are available for expert 
comment, interview and to write by-lined articles, including:

Why shared beliefs are the up-to-now unrecognised missing 
link explaining the customer-led reality gap

Sky’s the limit – how did Sky make us believe in better? How 
Sky won a series of make-or-break customer-led bets based on 
a belief that customers would pay for better TV

Never Knowingly Undersold: Can John Lewis’s belief system 
save them from the retail graveyard post-Covid?

CASE STUDY: How easyJet went from failing and following 
Ryanair to forcing Ryanair to follow them in becoming more 
customer-friendly while quadrupling in shareholder value

CASE STUDY: How ‘Moments of Belief’ created customer-led 
ethos at AO (and propelled them to a £1 billion valuation from 
nothing in 15 years)

CASE STUDY: How Tesco proved every little customer-led 

action helps, going from market trader to market leader… and 
then to court as the wheels fell off again

Inside-out or outside-in? The mindset that’s pivotal to thriving 
post-Covid

Why a customer-led approach is unnatural – bold, costly, 
risky moves are the order of the day but won’t happen without 
something being on fire

What Amazon’s ‘obsessive customer focus’ can teach us about 
business in 2031

How to become a pioneering 
customer-led business

Using real-world examples, the book ‘guides readers 
through what it takes to become, AND to remain, a 
customer-led organisation, revealing:

How being customer-led leads to market 
leadership and growth well beyond a sector

Why establishing customer-led shared beliefs 
about what success is and how it’s achieved is 
critical, and how to go about it 

What the journey from conventional self-interest 
to extraordinary customer-led success looks like, 
stage by stage, with multiple examples

The inevitability of, eventually, losing customer-
led beliefs and how to protect them so they last 
for as long as possible

Acclaim for the book:

‘For those who want to…ensure long-term success.’ 
Paul Polman, former CEO, Unilever

‘If you have time for only one business book 
this year, this would be the one,’ Gavin Esler, TV 
broadcaster & journalist

‘Shows why and what it takes to succeed,’ David 
Potts, CEO, Morrisons 


