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Dedication 
 
 

 

 

This book is dedicated to the businesses that love their customers; the employees who do 
their best, each day, to leave people better than they found them; and the customers who 
value great customer connections and reward the businesses they love by spreading the 

word to families and friends. 
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Preface 
 

 

All my life I have worked with customers. At the age of 17, I was faced with a decision: go to 
university and study performing arts or work my way through a Management Diploma at my 
local McDonalds restaurant—I chose the route of frying fries, flipping beef patties and best of 
all, talking to customers day in and day out, doing my utmost to create the best possible 
customer experience. 

 
Back then I didn’t realise that this was my calling. It just seemed like a minor decision to make 
as a teenager. However, what I’ve come to realise through my 20s and 30s is that the desire 
to create the best possible customer experience has been my strongest trait. I have always 
felt very strongly about the customer’s view and have dedicated most of my energy to this 
valuable element of a service role throughout all my corporate management positions. 

 
Surely there is an argument in support of customer service being one of the most important 
jobs in the world? 

 
You don’t know anything of your customer’s day or what’s going on for them outside of your 
interaction; hence, for some, your smile, your conversation and your interest during a simple 
transaction of goods or services can be one of the most special or uplifting moments of their 
day—for your customer, your friend. 

 
I feel my message is simple, compassionate and at times swami…. But if it’s so simple: why 
are we seeing so many people deliver an average, meaningless service? 

 
A job is only a job if you see it as one. 

 
We cannot afford a life of meaningless transactions. Life is precious and we are only given 
so many days on this earth, with which to do great things. 

 
I challenge anyone who is not enjoying their role of serving customers to consider the lens 
through which they view the world. Look closely at your attitude toward serving another 
human being on an ordinary day: do you like what you see? 
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In writing this book, I will influence your view with a simple and concise message. I will present 
different ways of going about your business while changing your perception of customer 
relationships, and I will inspire you with invaluable insights from extraordinary leaders and 
how their customer relationships have been a main driver in their success. 

 
Finally, as one of Australia’s leading authorities in this space, I state proudly that this book 
has been written for my customers—my friends. The people who truly want to learn more 
about the world of business. The people who want to create a long-term sustainable 
business. The people who want to learn from and be challenged by their customer 
relationships, and to those who wish to grow their business further than they ever imagined 
by simply working alongside the person with the most valuable feedback of all. 

 
I wish you all the success in your business and a lifetime of rich friendships and relationships. 

Namaste 

Jaqs 

x 
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Introduction 
 
 

 

 

Gossip 
We all know about it. We have all done it at some stage: So what’s the great mystery? Why 
does the power of gossip affect so many of our ideas, perceptions and beliefs? 

 
Have you ever heard the story about Catherine the Great? It is traditionally said, that she 
died under questionable circumstances involving a horse. This urban myth began in the usual 
way, as gossip, more than 200 years ago. However, a lover of urban myths will tell you that 
Catherine the Great died of a stroke and it had nothing at all to do with horses. 

 
Who told the story first? And why? Many historians believe the story was an attempt to 
destroy Catherine’s good name. And like most gossip, people still believe it to be true. 

 
Even the most outrageous of stories can build reputation and gather speed—people love to 
gossip. 

 
Although some of the details may have changed, the core of the story remains. There’s a 
good chance that any kind of gossip will maintain the core of what really happened; however, 
whether it be good or bad gossip, the good bits and the bad bits will be amplified. 

 
Mongers 
Your customers are gossiping about you. It defines who they are. In today’s society, what a 
customer buys and from whom they choose to buy it, and in whom they follow and in what 
they believe, says a lot about a person. 

 
Whether you’re selling skincare, food, cars, toys, books or services, getting inside your 
customer’s head and knowing what they think and say about you is one of the most insightful 
tools from which you can grow and improve. 

 
‘Your most unhappy customers are your greatest source of learning.’ — Bill Gates 
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So join me, on this important journey as we divulge the real needs of today’s new-century 
customer and discover how we can learn from them, connect with them and inspire them. 
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The new-century customer 

‘It’s not the strongest of the species that survives, nor the most intelligent, but 
the one most responsive to change.’ — Charles Darwin 

 

We are all part of a new species. We are becoming louder. We are more demanding. We are 
moving in all sorts of unpredictable and speedy directions. 

 
We belong to a movement of new-century customers with greater needs, more educated 
opinions and a desire to be heard throughout the entire kingdom of products and services. 

 
With one strike of a match, our views and experiences can spread like wildfire generating 
collateral damage within a matter of seconds. 

 
We love to gossip about our experiences—good or bad—and we love it now, more than ever. 
If we have something worth sharing, we will share it with as many people as we can. Today, 
thanks to Facebook, Twitter, SMS, blogs, and rating and review websites, we can gossip and 
share at ease. Let’s not underestimate the power of good old-fashioned word-of-mouth: in 
the park, at the gym, dinner parties and family gatherings, church, school, at work around the 
water fountain—heck, if we can be heard, we will share. 

 
The latter part of the 20th century and the beginning of the 21st century have indeed been 
interesting in terms of pace and perspective. Now is the time of me, mine and more. 

 
The me era made its debut over 70 years ago in one of the first books ever written about 
customer service. In How to Win Friends & Influence People, Carnegie reminds us that 
people are not interested in you, they are interested in themselves—morning, noon and night 
(Carnegie, 1936). A simple way of validating this point is to think about the last time you saw 
a group photo that included you: whose face did you look for first? 

 
The mine era is about claiming your name in the game. Whether it be among peers, friends, 
family, communities or business circles. We want our things made for us, produced for us, 
unique and individual to each of us. If it’s too mainstream, too run of the mill then it’s not just 
mine, it’s everyone else’s too. 
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The more era is simply a symptom of our First World society. We are led to believe the more 
we have the happier we will be. The more we have the more successful we will be. The more 
we have the more popular we will be. 

 
So the only way to influence people (or the customer, for the purpose of this book) is to talk 
about what they want—to accommodate the me, mine and more. 

 
We all demand respect. We all feel we deserve it. In a world that provides more options than 
ever before, it’s important ‘I’ feel good about spending ‘my’ money with businesses that notice 
‘me,’ reward ‘me’ and are grateful for ‘my’ custom. As customers, some of us are well 
behaved and some of us are despicable. 

 
Regardless of how the new-century customer behaves, one thing is certain: their voice will 
be heard and it will carry much weight in the success of any business. 

 
Before the rise in customer reviews, businesses hailed from mountain tops and would blast 
their marketing message to the masses through a megaphone. Now, however, the masses 
are conversing with each other. If your service or product isn’t any good, they’ll out you. 

 
Throughout the decades, we have moved through an industrial economy to a service based 
economy to, now what we refer to as, an experience economy. 

 
Experiences are becoming the predominant economic offering—a coffee bean is a 
commodity; a café latte is an experience. 
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The table below considers the journey of the ‘customer sensibility’ over the last 10 years. 
 

Commodities were raw materials used in manufacturing. Businesses were only interested in 
getting to market and having the availability to sell. 

 
Goods were products of businesses not bothered about who made them or where they came 
from. They cared more for the price point and controlling costs. 

 
Of course, when we look at a service based economy the imperative not only surrounded the 
quality of goods but also the quality of service. In fact, the service was being judged equally 
to that of the product. 

 
An experienced based economy (where we are today) is a little trickier in terms of rolling out 
procedures and translating them into an operations manual and creating consistency across 
multi-site,      national      and      international      businesses.       Why       is        this? 
Well it’s simple: experiences happen inside of us; it’s our reaction to what’s been staged in 
front of us. 

 

 
 

Table 1: Experience economy 
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Picture Las Vegas, the experience capital of the world. We desire a journey with a strong 
authentic experience. We want a beginning, a middle and an end. The new-century 
customer’s buying criteria—when deciding what they will buy and from whom they will buy 
it—is weighed up by the experience and level of authenticity. 

 
It is imperative of businesses today to strike impact with a customer. Businesses must 
provide an authentic product and create a conversation, with the customer, which echoes 
long after the experience. Of course, we all wish for a positive echo that excites the customer 
and ultimately stimulates their senses or emotions insisting they walk away feeling inspired 
by your product and service. 

 
Before we dive right in and look at how we inspire our customers, I need to make sure we 
are all on the same page: the enablers of creating inspiring experiences are your people. 

 
If you do not believe your staff or employees are the most critical factor to any customer 
experience based business, I suggest you calmly place this book down as continuing to read 
it will be a waste of your time. 

 
Your people are the ones that are the most influential when it comes to creating experiences. 

The new-century customer is fussy. 

Customers will commit to you; however, these days loyalty exists on a whole new level. Once 
again, this is because we have more choice than ever before. One-hit wonder customers 
(those who never come back) cost you money. 

 
• Our loyal customers will buy 10x as much as their first purchase. 

 
• It is 6–8 times more expensive to acquire new customers than it is to keep your current 

customers. 
 

• We  also  know  that  satisfied  customers—yes  that’s  right,  satisfied—will  still  go 
somewhere else if they are likely to find a better service. 

 
The new-century customer will commit to you (even though they are fussy) once they have 
experienced a feeling that inspires them. 
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Think about committing to a life partner in the form of marriage. Most people journey first 
through friendship, then dating, to then becoming engaged and finally committing to marriage. 
If that commitment is broken, it’s usually a big deal and the decision is not taken lightly. 
Although I am not about to start providing marital advice: a) I’m not qualified and b) It’s much 
easier to talk about customers, I do, however, see a parallel belief. 

 
When new-century customers ask themselves, if you are the one, when considering a 
commitment to your business, they are consciously and subconsciously weighing up four 
needs. 

 
These are the steps in identifying the needs of the new-century customer that will lead to 
inspiration. 

 
1. Show value. 

 
2. Make it personal. 

 
3. Be relevant. 

 
4. Create surprise. 
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The 4 needs of the new-century customer 

Customers need businesses to show value. There is a market for every price point if you can 
show value. Customers need you to make it personal by giving individual attention that is 
unique and authentic. They want your product or service to be relevant to their interests and 
above all they want you to create surprise by giving them something unexpected, something 
to talk about. 

 

 
 

Model 1: The 4 needs of the new-century customer 
 
Show value 
To define value for the new-century customer is to know, full well, that perception creates 
reality. Begin with a story and find a way to portray your value message, beyond a product 
or service, for a price. Your story needs to tap into the emotion of the customer—what’s in it 
for them (remember me, mine and more). They need to know how they will benefit from your 
product or service or what your product or service will fix. The value message has to connect 
with them on some level. 

 
In a competitive world, knowing how you relate to your competitors is something your 
customer will seek with or without your help. If you’re providing them this comparative 
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information from the get-go, it’s one less area in which they need to do their homework when 
choosing to purchase from you. 

 
Of course, value is always increased when there is high demand. Generating a limited offer 
or time on your product or service may potentially create hype and forge interest that will kick 
familiarity to the kerb. 

 
When a customer is deciding to purchase from you, it is most effective if you communicate 
to the reptilian brain. This is the instinctive, primal part of the brain that makes quick decisions 
before the thinking part of the brain has time to start sorting and selecting through the detail 
using words and numbers. If you can highlight your value and create a solution for your 
customers, within these valuable seconds, you will more than likely make a sale. 

 
 
 

Make it personal 
The main business of business is to connect with, and add value to, people. Business really 
is all about people. 

 
Robin Sharma, one of the world’s leading gurus in business and leadership, refers to an 
enterprise as nothing more than a human venture that brings people together around a 
marvelous dream that inspires them to express the fullest of their talents and contribute rich 
value to those they serve. He goes on to suggest that with all the technology, disruption, 
competition and transition in the business world today, a lot of us have forgotten that the 
whole game is about relationships and human connections. 

 
The stronger the bond between you and your customers, the stronger the results. Customers 
are looking for a bond and they want you to make it personal. Imagine you are at a concert 
watching your favourite pop artist and they pick you out of the audience to come up on 
stage—they have noticed you in the crowd and that makes you feel unique. 

 
Noticing something unique about a customer and creating that one-on-one experience, 
generates, what I refer to as, a ‘spirit of friendship’ with your customer. It’s like, if you knew 
that the customer you served today would, in five years’ time, be your best man, how would 
you serve them in that moment? 
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Affecting an individual and creating a sense of belonging is the outcome of making it personal. 
Two simple, yet often forgotten, techniques that will assist in creating a personal experience 
when interacting and conversing with multiple customers are to listen and be present. 
Listening and, in fact even asking a customer, ‘What do you want?’ is a great way to get 
started on a personal level, while being present is to be switched on. Presence in the 
workplace requires a disciplined practice of mindfulness and will be the difference between 
one-on-one attention and going through the motions. 

 
 
 
Be relevant 
Relevance in the customer service industry is the intersection between saying what you want 
to say and saying what you are interested in. To know what your customer is interested in 
starts with listening: what is your customer saying? Without hearing their needs; 
understanding their world; and being up-to-date with the issues that need fixing—from your 
product or service—your interaction will be like trying to sell ice to the Eskimos! 

 
When your products or brands are irrelevant to your customer, it’s often because you are not 
seeing your products and services through their eyes. Understanding your customer ie where 
they hang out, what they read and what music they listen to, are simple yet very effective 
ways of saying, ‘We get you, we understand you and we will listen to you’. 

 
The new-century customer is informed. They are taking the path-to-purchase journey with 
predetermined decisions that will influence what they are most likely to buy. If you could put 
a tracking device on your customers for a day, imagine what you would discover. Are your 
perceptions of what they already know about your products relevant? How engaging are you 
while on the journey to inform those who are oblivious? 

 
 
 
Create surprise 
Naturally none of us like bad surprises, so I’m talking about creating nice surprises, like 
knowing your customers’ birthday and acknowledging it on that day. 

 
Have you ever walked into a retail store and been offered an iced tea or coffee while you 
browse? Have you ever been given a bite-size piece of chocolate or a cookie with your 
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takeaway coffee? Have you ever been offered an additional service or been given additional 
advice that has actually helped you or saved you money unexpectedly? 

 
I’m talking about creating a reality that is different to what your customer is expecting—good 
different: developing that warm, fuzzy feeling that occurs when someone goes out of their 
way to offer something above and beyond what your customer was willing to pay for. This 
good different leaves a lasting impression and, furthermore, gives your customer something 
positive and unique to share with others when talking about that experience. 

 
Creating surprise, for some businesses, may seem like a lot of effort and, yes, it is. It’s like 
gardening: you need to constantly water your plants to allow them to flourish and grow. 
People, like plants, need constant watering and tending to, which will enrich and strengthen 
your connection with them—relate this to your customer. 

 
When you are surprised, as a customer, you feel good, and you are happy to return. A 
surprise can be giving more than promised: praising the customer unexpectedly or not 
promising them just anything, yet giving them something pleasant. 

 
Warning: It’s important to not go too far on this final customer need. If you stretch it too far 
the customer will, over time, come to expect it. Find a balance and don’t always over 
complicate it. 
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Implementing the 4 needs of the new-century customer 

The new-century customers’ sensibility relies on a series of these four needs to line up before 
they believe fully in the business and/or product to which they are committing. 

 
How might you start to implement this? Let’s consider the model below: 

 

 
 

Model 2: The 4 needs of the new-century customer: the ‘exchange’ effect 
 
Portray 
Discovering just how much a customer needs a product is one of the most effective ways of 
helping you decide upon a course of action when trying to show value or incite influence. The 
journey that follows may be one that somehow renders the price point secondary when 
making a purchase decision. 

 
I shopped at a Melbourne market delicatessen recently to buy some goodies for a dinner 
party I was hosting. As you know, small goods and deli items can add up, so I urged myself 
not to get carried away and simply buy the bare essentials for my menu. That, of course, did 
not eventuate because I got sucked in. I am a huge lover of Mediterranean food, culture and 
people. This meant that the minute the gentleman (owner) started telling me about the 
tzatziki—that his mother made—and the pesto—her signature dip—I was off in la la land, 
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buying far too much dip than required. And not for one moment did I ask or even question 
the price. He discovered my need; he made the connection between homemade produce 
and my love for quality, traditional-tasting dips. Later that night, when I presented the dips on 
the dinner table, I shared my story. This provided my guests with a sense of joy, that I would 
feed them fresh produce from the deli and not the supermarket. 

 
 
 

Present 
It is the role of your staff to be present with your customers. I often refer to staff who are 
‘switched on’ and ‘present fully’ as people that bring an amazing attitude and gift to your 
business, which at times is very hard to train or instill in an individual. These employees 
remember the basics, the small idiosyncrasies that a customer may share during an 
interaction. When present and switched on, the staff member can turn a conversation into a 
transaction. 

 
Have you ever been in a conversation with someone and you can see their eyes glaze over? 
They are nodding, looking at you and seemingly listening, but their thoughts and mind are 
someplace else. They are not present fully and are not engaged in your conversation. It’s like 
a form of sleep walking. When you are present fully, it creates a spirit of friendship between 
you and the customer and opportunities are not often missed; they are captured; they enrich 
the conversation and, therefore, the relationship. 

 
 
 

Listen 
Easier said than done, right? We learnt at a very early age that hearing and listening are 
distinctly different. Consider this definition of listening: 

 
To hear is to perceive with the ear the sound made by (someone or something), whereas, to 
listen is to give one's attention to a sound. 

 
When I think about listening, in the context of customer conversations, I think about the 
questions we ask—as a business or employee—and the answers we are given. Asking 
questions is a great place to start listening. Ask your customers what they want and when 
they respond, listen. 
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Quite often when I travel I ask for a herbal tea rather than the standard brewed tea or coffee. 
This, in my opinion, is not an unfair request given the world of health education and 
awareness and knowing that herbal teas are becoming more mainstream—I always carry a 
stash of peppermint and green tea in my handbag for emergencies. On a well-known 
commercial domestic flight from Melbourne to Sydney, during the tea and coffee service, I 
asked the friendly attendant for a herbal tea. He smiled and said, ‘No, we always get asked 
this, in fact, almost every day’. At that point I smiled back and thought to myself, if your 
customers are asking for it, almost every day, that’s a good indicator that they want it and it 
would be worth serving it. 

 
I’m dumbfounded as to why this airline is not listening to such a simple request. Needless to 
say, my emergency stash of tea remains in my handbag, as I suspect I will come across this 
again in the future. 

 
 
 
Exchange 
Recently, I sent out some gifts with thank you cards attached to some clients who had referred 
my business on to new clients. This act of gratification and creation of surprise prompted 
many of them to, in return, send me a thank you card for the thank you gift I had sent. 

 
The law of reciprocity is the most powerful of all laws that will empower human relationships. 
When you genuinely help others, they will do anything to genuinely help you. It’s human 
nature at play and, therefore, the principle of creating surprise is additional attention given 
that creates the ‘exchange’ effect. 

 
An exchange is more than a transaction of goods and services for a currency. It’s a 
conversation – one that builds loyalty and trust over time. Sometimes recognising and 
rewarding your customers for their loyalty is enough of an exchange to encourage the 
business relationship to flourish. 

 
Remember that people are people, and we all love to receive from others. 
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CHAPTER SUMMARY 
 
 

 

 

Businesses are vulnerable in an era of new-century customers. One strategy, one focus, one 
tactic is not enough. If you want a customer to commit to your business you will need to 
address several of their needs simultaneously. The customer must be the epicentre of your 
business. 

 
Customers in an experience economy want to be inspired. They want to commit and your 
people are the enablers in influencing this outcome. 
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Customer contagion 

‘The customer determines at the end of the day who is successful and for what 
reason.’ — Jerry Harvey 

 

Customer contagion sounds like a growth that spreads if given the right environment, but in 
truth its meaning within the context of this book is a little different. It is a term I created when 
inspired by the phrase emotional contagion by Schoenewolf, where he said, ‘When a 
person (business) influences emotion or behavior (purchasing behavior) of another person 
(the customer) through the conscious or unconscious induction of emotional states and 
behavioral attitude’. 

 
In a world where we have become desensitised, it can be easy for businesses and their 
employees to ignore the reality of how important the role of emotion plays for human beings 
determining a sense of loyalty and commitment to a product or service. How you tap into the 
customers’ emotions is how you impact the connection you have with them at the time of 
purchase. 

 
Over 70% of buying experiences are based on how the customer feels they are being 
treated—and so, the term ‘customer contagion’ was born. 

 
Customer contagion: you can’t see it, you can’t touch it but you can feel it and you know it’s 
there. It is created in a similar way to that of a reflection in a mirror. 

 
Customers feel the way the employee feels. During an exchange or experience between an 
employee and customer, if the employee doesn’t love or believe in what he or she is serving 
or selling, the customer will ultimately feel this disbelief. 

 
In fact, when researching for this book I discovered scientific evidence that explains emotional 
contagion further. The electromagnetic field created by the human heart is actually 5,000 
times more powerful than the electromagnetic field created by the mind. This evidence 
actually proves that people can feel that electromagnetic field five to ten feet away. 

 
Your energy speaks louder than your words, so understanding that employees’ beliefs and 
thoughts in their work place affects the customer contagion is a valid concept to consider. 
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Many people take this energy exchange for granted – they think that if they say and do all 
the right things, people will like them. BUT we all pick up on each other’s energy, even if it 
happens only on a subconscious level. Of course, we can tell if someone’s words or actions 
don’t reflect their energy. 

 
This is pretty powerful when we start to look at how our employees interact with the customer, 
even before they start speaking. You can’t fake caring and if you do, the customer will feel 
this. 

 
Have you ever been on the receiving end of, ‘It’s not you, it’s me’? Oh dear oh dear, what a 
cop out! If you have heard this, you’ll probably recall the cynic in you that quietly repeats in 
your mind, yeah right, what’s the real reason? This is a great example of hearing one thing 
yet not believing it—true emotional contagion at work. 

 
 
 
Extreme trust 

How do you create extreme trust between you and your customer and why is it important in 
the first place? 

 
Start by thinking differently about the customers. The fact is that we are talking about creating 
a relationship, and relationships require trust to grow and develop. I’m sure we can all relate 
to the human aspect of customer service. We are all customers, and on which side of the 
counter you’re standing will determine the role you will adopt. Put yourself in your customers’ 
shoes: you may find that the business in which you hold extreme trust is the business where 
your loyalty runs deepest. 

 
To achieve trust you need a level of transparency—you need to be genuine and authentic. 

 
There are extreme examples of how businesses have recently become more transparent and 
authentic to the customer in order to gain loyalty and continue a strong following. For years, 
McDonalds has been fighting rumours about their chicken McNuggets and more recently it 
was suggested that they are made from so-called ‘pink slime’. There were photos on the 
Internet of the alleged process. The fast food giant in Canada decided to bring customers 
behind the scenes and video their experience of witnessing the supply chain and 
manufacturing process. This resulted in over three million views. 
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McDonalds has since been praised for its approach to transparency. Bringing customers 
behind the scenes and revealing operations and processes is the ultimate show and tell and 
will create the good type of gossip circles you want from your customers. 

 
Through various research and in particular the book The Naked Corporation (Tapscott & 
Ticoll, 2012) it would seem there is a strong belief in today’s business world that companies 
that are open and honest get rewarded by their customers. 

 
It’s the companies that teach their customers how they get the job done and how they 
measure their performance, which are shaping the Age of Transparency. In fact, companies 
are increasingly in favour of showing its processes. This results in customers feeling safe to 
buy from them and form a trust that wins them over as friends, even allies. 

 
The open kitchen, in a restaurant, is a great example of inviting customers into a company’s 
world. By having the kitchen positioned in the middle of the dining space, all planning, 
preparation and delivery of the operations within the kitchen can be seen and heard. 

 
Gaining trust, however, is difficult to do if your business is not authentic. The topic of 
transparency and authenticity are closely related and the intersection between these two 
points is TRUST. 

 
 

Building the trust account 
The relationship between a business and its customer can be viewed as a bank account. 
Every greeting, thank you and meaningful interaction you have with your customer is like a 
small deposit, which over time adds up to be of great worth and adds value to your trust 
account. 

 
Of course, we are only human and things sometimes go wrong. A product may be recalled 
or an issue may need to be rectified quickly, but the relationship you have built will prevent a 
withdrawal from the trust account. It will be what sets you apart from the competition and 
cement the loyalty of your customers. 
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Customer satisfaction or customer inspiration? 

As we start to understand that customers want transparency, honesty and trust, is it any 
wonder that I make a bold statement by saying that customer satisfaction is having a 
negative impact on your business. 

 
Think of it like this: Do you prefer lust or love? Do you prefer a mobile phone or a smart phone 
that gives you everything you need from emails to apps and storing your most precious 
photos? 

 
Prefer denotes the positive where satisfactory has almost a negative tone. 

 
I’m only satisfied with lust for a short while knowing it’s not sustainable, yet I am passionate 
about love and all of what love brings. As for the mobile phone, well these days a device that 
simply makes a call is no longer enough – I need so much more from my phone. It needs to 
keep me connected constantly and provide me with most of the important day-to-day 
requirements. All this at my fingertips and in one device please. 

 

 
Figure 1: Customer inspiration pyramid (a) 
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So why, oh why, would any of us want to provide customer satisfaction OR customer service? 
In my eyes, this is boring, beige and vanilla; it is no longer enough; it is no longer sustainable; 
and it does not keep me connected to a brand or a business. 

 
There’s a power shift here. The customer is driving the future and they are not asking for a 
navigator; they are taking off and leading the way with a sat nav programmed to reach 
destination customer inspiration. 

 
As displayed in the customer inspiration pyramid: 

 
Customer satisfaction is experiencing nothing more and nothing less than the expected. 
Other than providing the bare minimum solution to a problem, there is a lack of emotion in 
this transaction and no real experience. This customer could be an antagonist toward your 
business if they are having a bad day. Who would have thought that a satisfied customer 
could be an antagonist? 

 
Customer service is expected and anything less than an experience will have little or no 
impact on how the customer feels while buying your products and services. Customer service 
can at times be impersonal and fake. It is sometimes referred to as a ‘faceless service’ with 
interaction being automatic—lacking meaning or feeling. Customers who are provided with a 
service will feel like a stranger to your business and brand, and will most probably never 
return. 

 
Customer loyalty is about creating good mates 
and has long been the obvious key to 
sustainable long-term success is business. 
The two obvious drivers are: 1. There are 
lower costs associated with retaining existing 
customers, rather than constantly  recruiting 
new ones. 2. Long–term customers are more 
likely to expand their relationship to enjoy a 
range within a range, providing cumulative 
rewards. 

 
Customer intimacy is a relationship that has 
been nurtured and is beyond familiarity and 
long-term  loyalty.  Customer  intimacy  grows 
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…a deeply held commitment to 
rebuy or repatronize a preferred 
product or service consistently in 
the future, causing repetitive same 
brand or same brand – set 
purchasing, despite situational 
influences and marketing efforts. 

 
In plain English: loyal customers 
promote a business, and help to 
grow and maintain revenue. 
(Oliver, 1999) 



Gossip Mongers: How to get your customers to say great things about you 
 

 
 
allies for your brand and spreads the good word of your business. These customer 
relationships flourish over time and such happy customers want to be good to your business 
and reward you as a service provider—as humans have a tendency to do, when they trust 
and like people. 

 
Customer inspiration is what forms between blood brothers. It’s the result of inspired activity 
that leaves a residue, a vibration, something that lasts for hours, days, or weeks to come. It’s 
that feel-good notion that brings contentment that we are good people. Ultimately, we feel 
happier and more engaged when buying from your business. 

 
Getting to know the coordinate points that lead you toward customer inspiration is finding the 
map toward your long-term profitability. 

 
 
 

Q: If you were to try and peg what type of relationships you have with your customers, 
where on the pyramid might your business be today? 

 
 
There’s a saying: show me your friends and I’ll show you your future. I often think about this 
as a great way to consider the sustainability of businesses. If I were predicting a future 
customer inspiration strategy for a business, I would begin with: show me your customers 
and I’ll show you your future. 

 
The new-century customer, wants us to get intimate with them, inspire them and create 
memories and experiences that naturally lead them to feel great about themselves and how 
they spend their money—with your business. 
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CHAPTER SUMMARY 
 
 

 

 

Over the last century, our world has opened its heart and mind. We are more compassionate, 
more in contact with our emotions and more encouraging of a happy life both at work and 
play. Why should an environment of business be any different? If we are talking about 
businesses being built on relationships then of course words such as emotion, personal and 
feeling will to come into play. 

 
The key message in this chapter is knowing how to build a business with these soft skills in 
mind and trusting that emotional contagion is real, and the employees that serve customers 
will either break it or make it when it comes to creating trust. 

 
Treating your customers with a spirit of friendship and an eagerness to inspire, and pushing 
beyond the barrier of satisfactory will assist in growth and maintaining healthy profit results. 
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INVALUABLE INSIGHT 1: 
GUY RUSSO, MANAGING 

DIRECTOR, KMART AUSTRALIA 
 

Guy Russo is the Managing Director of 
Kmart, Australia and former Head of 
McDonalds, Australia. Guy joined Kmart in 
2008 as CEO. At this time the business 
had not grown within 10 years and had 
gained zero profitability. Fast forward to 
2012 and already Guy’s leadership and 
focus has turned the brand around with a 
100% profit increase, placing Kmart firmly 
back on the retail map. 

 
I recently spoke with Guy Russo regarding 
the reforming and ultimate turnaround of 
the Kmart brand. I began by asking about 
trust and transparency. Here is what Guy 
had to say: 

 
There are three little words to describe 
how I feel about customers: I love them. 

 
It’s important to get who you are and what 
you do, and only then will your customers 
get it. 

 
This is where it began. A true sense of 
authenticity was paramount to make sure 
we could bring returns to the stakeholders 
and quantify what those returns would be. 

 
Once we established who we were: a low- 
cost retail brand, we created the business 
goals to meet the returns we had planned 

for, and then began to intertwine the 
customer. Of course, the customer was 
one of those key shareholders of the 
brand. 

 
In a commercial environment of business, 
before you begin with the customer, you 
need to be certain you have a business 
model that is relevant to a customer type 
and then be true to your word and the 
authenticity of what you stand for. This 
transparency is extremely important with 
long term followers and loyal customer 
groups. 

 
When I joined Kmart, I spent the first 12 
months understanding what products 
people were buying and asking: Were 
they, at the very least, satisfied? Were 
these sales contributing to the main goals 
of the business? We had millions of 
customers simply shopping with us for 
discounts and for no other reason—not for 
love, they were not overly impressed with 
the brand and they certainly were not loyal. 

 
The most difficult part of the journey was 
defining who we were, so we could be 
clear to our customers, and deliver our 
promise. 

 
We got really curious and analytical about 
our customers. We analysed what they 
were buying, how often they used that 
product and how often they bought that 
product. By understanding our customers, 

 
37 



Gossip Mongers: How to get your customers to say great things about you 
 

 
 
it meant we could determine what volume 
of sales to expect. 

 
This is when we decided our model would 
be to sell stuff, everyday stuff, at the lowest 
possible price. 

 
Once we were clear on who we were and 
had made a commitment to be transparent 
to our customers about this, then we knew 
we needed to focus on convincing staff to 
love our brand. 

 
We knew communicating to the customer 
about our new positioning of the lowest 
prices in the bottom of the retail food chain, 
didn’t need to be a complicated message. 
In fact, during a time of major brand 
change and reengineering at Kmart, we 
turned communication with our customers 
off. 

 
We knew that the ultimate word-of-mouth 
would spread quickly and our buyers 
would very quickly identify who we were— 
as long as we knew ourselves and stayed 
true to that. 

 
85% of customers that shop at our 
competitors’ stores noticed how we 
dramatically dropped our prices. Nearly 
that same day, we saw an immediate 
customer-volume increase. 

 
The challenge was convincing the 
employees of the organisation to love 
being at the bottom of the retail food chain. 

We were no longer selling Sheridan sheets 
and Villeroy & Boch dinner sets; we were 
no longer selling Victoria Secret, we were 
selling $3.00 unbranded underpants. 

 
We consistently maintained 
communication in huddles—any store 
communications were critical—explaining 
what products were no longer on our 
shelves; what products are now being 
sold; that these products still worked; they 
were still quality products; they were 
significantly cheaper; and they did not 
have a brand on them. 

 
We then went one step further and 
communicated to our staff where the other 
brands were being stocked eg Target, 
David Jones and Myer, and made sure 
staff were informed to direct the customer 
to these stores if they were after brands we 
no longer sold. This most certainly created 
trust and surprise for customers when our 
Kmart employees were calmly and 
positively directing them to the competitor 
to find the product they sought. Of course, 
we always had the alternative on the shelf 
at the lowest possible price. Informing the 
customers what was best for them (even if 
it meant not at our store) assisted in 
building extreme trust with our customers 
and reinforced our positioning about who 
we were and less about who we were not. 

 
We made sure we told our staff what we 
were changing and why we are changing 
it. By asking them to inform customers— 
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politely—of the stores selling the branded 
item that they were looking for a higher 
cost, we made it personal, and we got our 
staff involved. The employees that were 
our product buyers, the employees who 
sold on the shop floor were constantly 
reminding customers of who we were, and 
who we were not. 

 
Our main goal with the in-store experience, 
was to make it more relevant and more 
customer friendly. So instead of two million 
customers buying three items a week, we 
were selling four items a week. We were 
happy with the number of transactions; 
however, we wanted to see the items in the 
basket increase, per transaction. 

 
Educating the team members on the in- 
store experience was less challenging. We 
communicated with a simple message: 
when a customer walks in the door, 
pretend they are your brother, mother and 
friend—love them. 

 
Within a year, our customer focus and 
dedication to the in-store customer 
experience had resulted in our customers 
doubling transactions from 300 million 
items sold to 600 million items sold. 

 
GUY RUSSO 
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The 5 devotions of customer inspiration 

‘If you lose the conversation with the customer you lose the conversation.’ 
— Robin Sharma 

 

I am often challenged about the term inspiration, and I stand firm when I say that I believe 
customer inspiration is the next big thing. In fact, it’s here—we just haven’t given it a label 
yet. 

 
In the previous chapter, we looked at why anything below customer service is no longer 
enough and is actually having an adverse effect on your business. We also looked at the very 
human side of this thing called business, the relationships we develop and the quality 
conversations we have with our customers. 

 
Customer inspiration is a result of inspired activity: when a customer feels inspired, it is 
because three things have happened. This can take place over a short or long period of time 
depending on the type of transaction and/or product or service sold. 

 
Inspired activity: 

 
1. gives confidence 

 
2. produces a feeling 

 
3. quickens the influence on something. 

 
Inspired activity that gives confidence to the customer might be: 

 
The level of knowledge an employee has on the product or business, their social and 
emotional intelligence, their ability to ooze confidence even when unsure. An employee that 
can make decisions and feel empowered to interact with the customer, with a level of 
autonomy, will assist in cultivating a sense of confidence. 
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Inspired activity that produces a feeling is all about the emotion felt: 

 
Businesses today, have developed many clever ways of stimulating their customers’ senses. 
Aromas and tastes before buying, music that assists a mood, light to create ambience, stories 
to connect back to childhood or old familiar traditions. If there is an arousal of senses when 
seeking products and/or services, the customer has been inspired to buy. 

 

 

Model 3: Customer inspiration activity 
 
Inspired activity quickens the influence of something and for customers this normally means 
their buying decision: 

 
Empowerment in the workplace is potent. When an employee takes a customer on a journey, 
shows genuine interest in their needs and guides their pathway to purchase, this influences 
the customer and inspires their final decision. 

 
How do you ensure that you are engaging in two-way dialogue with your customer that is 
meaningful to the relationship? How do you continue to allow business processes and 
procedures to revolve around the customer—inspiring the customer? 
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Introducing the 5 devotions of customer inspiration 

Devoting yourself to anything or anyone implies a strong commitment. This notion does not 
need to be dramatic. Think of devoting your time and energy to someone or something by 
doing lots of little things every day. Over time it’s the little things that add up to one big effect. 
People may forget what you have said or what you have done, but no one forgets how you 
made them feel. 

 
An individual who chooses to give daily devotions to their customers is implementing the 
perfect blueprint on how to influence the feelings of a customer. 

 
The 5 devotions of customer inspiration are like cogs on a wheel. Cogs need to be attached 
to the hub, the central piece, in order to work. In this case, the cogs are the devotions and 
the hub is the customer. When each of the cogs (devotions) move together in harmony 
surrounding the central hub (the customer) they create a movement. 

 

 
 
 

Model 4: The 5 devotions of customer inspiration 
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Devotion 1 

 
Master your craft: do what you do and do it exceptionally well 

 
A job is only a job if you see it as a job. In business we hire employees that hold a unique set 
of skills, and a commitment and dedication to performing their role to the best of their ability. 

 
‘If a man is called to be a street sweeper, he should sweep the streets even as Michelangelo 
painted, or Beethoven composed music, or Shakespeare wrote poetry.’ — Martin Luther King 
Jr. 

 
Why settle for mediocrity when you can be masterful, skillful and a guru in what you do for 
your customers. 

 
When you do what you do exceptionally well, your devotion to the customer is reflected in 
the quality, care and attention to detail. This is viewed as a natural trait and is felt through a 
genuine interaction between two people. 

 
A fabulous book, Wink (Hamilton, 2002) portrays a modern day parable of a boy’s journey to 
discovering wealth. Along the way he meets many characters: the optometrist, the plumber, 
the gardener, the fisherman, the rower, the musician, the innkeeper and the carpenter. All of 
these characters hold a trade or skill that they have mastered over time. The parable has a 
very clever way of conveying a message to the young boy on his travels in regard to his 
relationship to wealth. It explains that whether it’s money, health, property or friendships, all 
is contributed by doing what you do exceptionally well. 

 
As a business, you decide what constitutes stunning results. It is through your people and 
through attracting those who can be masters of their craft that will bring about those stunning 
results. 

 
When you raise your standards, when you strive to be the Mozart of serving customers, 
through your role in the work place, you are no longer willing to settle for a mediocre 
approach. Often, those who love serving customers through mastering their craft don’t see it 
as work, but as passion. 

 
Leave the cult of mediocrity and join the club of mastery. 
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Devotion 2 
 

Be present and create a state of flow 
 

To be in a ‘state of flow’ is also known as being in the zone. When you are in the zone or a 
state of flow you are immersed fully in performing an activity—focused fully. You are bringing 
complete involvement and enjoyment to the process of the activity. This second devotion 
requires the most mental discipline. 

 
I will often challenge people in the service industry whose daily jobs are to serve customers 
by saying: if you are not prepared fully to lose yourself in service and show up immersed fully 
in the activity of serving, then you are possibly in the wrong job. 

 
Now realistically speaking, life throws many distractions our way and can at times knock us 
off course, remove us from our state of flow and throw us into an interrupted flow. 

 
There is a productivity verses busyness argument here and quite often we will see the 
correlation of an employee or individual who is productive, present and manages distractions 
easily. However, you can be present and busy with your work but not productive and will 
sense a ‘spinning wheels’ effect where there seems to be no flow or progress. 

 
From a customer’s point of view, when they are interacting with an employee that is switched 
on and in a state of flow their experience is seamless. 

 
 
 

Devotion 3 
 

Drop the ego and lose yourself in service 
 

It’s all about them, it always has been about them and it always will be about them. There is 
no room for egos in the service game. We need our egos to be team mates rather than 
destructors on the playing field of our minds. 

 
I had an experience recently where an employee got my order wrong and chose to argue 
with me and prove they were right and I (the customer) was wrong. I won’t bore you with the 
details; however, I will say that during the interaction I could almost hear her ego shouting, 
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I’m right, the customer is wrong. The ego was getting in the way of the employee actually 
listening to me and understanding the real problem. There was a block, a filter—heck, actually 
it was a brick wall. and there was no way her ego was going to let me in. 

 
I’m not sure who first uttered the worldwide recognised statement: the customer is always 
right, but that person couldn’t have said it better if they tried. Although, some organisations 
have taken this statement too far resulting in unauthentic responses to customer feedback or 
complaints. I like to think that this statement comes with a footnote that reads: the customer 
is always right … unless of course they are wrong. 

 
The only way we can determine if a customer is wrong—or needs an explanation rather than 
a fix—is to listen. Listening with no ego is the trick. 

 
Over the years, part of my self-development involved labeling and identifying situations where 
my ego took over. Sometimes it was me playing the victim or judging, sometimes I was a 
drama queen or an approval seeker. But none of these identities helped me when I was 
serving people. They clouded my views and, therefore, my responses. 

 
I found that the ego often showed up when I was stressed, busy, agitated and simply not 
present – all of which can happen to any of us at any time. It can be tricky when Mr Ego 
wants to appear just as we are serving customers. We can’t wish the ego away completely 
as he is part of who we are. We need to let the ego take a back seat during times of service— 
ignore the voice of the ego and listen to the voice of the customer. 

 
Listening more to the customer and less to the ego is a good start. 

 
 
 
Devotion 4 

 
Practise while your competition sleeps 

 
There are people that work and there are people that perform at work. I’m not suggesting 
they are fake and unauthentic, quite the opposite in fact. 

 
My hairdresser recently inspired me when he shared his morning ritual of coming in an hour 
earlier than everyone else to practise style cuts on mannequins. He did this so he could be a 
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better trainer, to the junior staff, by showing them quick tips for sectioning hair. My hairdresser 
is a typical master of his craft. He is dedicated to mastering his skill, has an effect on others 
and in many people’s eyes has already succeeded by owning his own salon and having a 
strong reputation. Yet every day, he continues to practise and apply himself as if he were an 
apprentice. 

 
When you are at work you don’t want to be practising, you want to be on show, performing 
at your best. 

 
Opening your doors to a customer when unpolished and lacking in confidence says, I’m 
unprepared and I’m still practising. 

 
Let me ask you this: if you went to a doctor for a diagnosis, would you appreciate the doctor 
saying, ‘Oh I’m not quite sure what’s wrong with you. I’m not prepared and I’m still practising 
to be a doctor’. 

 
You see, the expectations of the new-century customer are cruel and brutal—you only get 
one chance. The tolerance levels for training wheels and lack of knowledge, skill or 
confidence in your business will bring your customer relationships to a screaming halt. 

 
 
 

Devotion 5 
 

Leave people better than you found them 
 

‘Kind words can be short and easy to speak, but their echoes are truly endless.’ — Mother 
Teresa 

 
We can never underestimate what kind words or kind acts can do to people and how they 
can impact upon feelings. 

 
The use of please and thank you, wanting to share, wanting to care, being grateful for the 
custom your clients bring and being a masterful listener with all your interactions are simple 
methods to ensure you leave a lasting impression with your customers. These impressions 
can linger for hours, days and sometimes weeks. 
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If we all aimed to have someone walk out of our store or shop feeling better than when they 
came in, wouldn’t we say our little daily acts of kindness were working? 

 
People do business with people they like, people they trust, people who make them feel 
special. 
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CHAPTER SUMMARY 
 
 

 

 

It takes many small daily devotions to inspire our customers and make a difference. The 
difference we are referring to is the effect we have on how our customers feel after having 
an experience with us. The 5 devotions of customer inspiration is a set of blueprints that any 
human being can start today. It requires  very  little skill or  work-life history  and more 
importantly it asks us to be kind, present, prepared and a great listener. Every human being 
is capable of this—we just need to start. 
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INVALUABLE INSIGHT 2: 
PAUL CONSTANTINOU, 

CHAIRMAN, QUEST APARTMENTS 
 

Paul is the chairman of Quest Apartments 
and has built the business from the ground 
up since 1988. Quest Apartments 
comprises over 140 properties. As a major 
influencer of the hotel and hospitality 
industry Paul has successfully developed 
a franchise brand that respects all 
franchisees, employees and customers 
equally. 

 
I spoke with Paul to gain his insights into 
the world of customer-focused 
businesses. Here is what he had to say on 
the topic: 

 
Profit, people and purpose. What drives 
you (as a business) is important. In 
business you need to make money, but if 
this is your ONLY focus you will not survive 
the tough times. 

 
For me growing up, the dining table was 
not always full. You had good days and 
bad days. Seeing the real risks that come 
with running a family business were 
evident to me at a young age. 

 
My purpose has always been growth. To 
become a better human being than I was 
the day before. So long as I’m doing better 
than I was yesterday, then I am happy. I 

have purpose to get up out of bed and get 
stuck into the day. 

 
I’ve learned over the years that people love 
doing business with people they like. What 
keeps people in business, for long periods 
of time, stems from creating businesses 
that serve all stakeholders, including 
customers whom eventually become part 
of your life. You’re not just building a 
product and a chain of hotels, you’re 
building an ongoing business and a 
legacy. 

 
The growth and success of Quest today 
has been a direct result of keeping our 
customer at the center of all we do. 
Everything we do in terms of the types of 
people we employ, and the locations and 
developments of our properties are a direct 
result of our customer. We didn’t build it 
then expect our customers to follow. We 
listened to what our customers needed 
and built the Quest brand that they wanted. 
How you serve your customer, is to start 
with how you serve your employees. Your 
customers will follow you because they will 
believe in you. 

 
Get the chit chat right. Consider a 
hairdresser-client relationship: it is part of 
the hairdresser’s role to talk to their client, 
to build a relationship, and to maintain that 
relationship. For the female readers out 
there, I’m sure you can relate to the fact 
that it’s almost like breaking up with your 
partner when you are considering sacking 
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your hairdresser and going someplace 
else, right? 

 
If you’re not up for a chit chat and building 
trust you will not sustain the relationship. 
It’s a hard concept to teach. Genuinely 
wanting and believing in building 
relationships needs to come from within. 

 
In truth, it’s all about relationships. The 
world is driven by people. If you don’t have 
a relationship with people, including your 
customers, you will fail in business. 

 
A business is beyond a product. In any 
business industry: hospitality, retail, travel 
services or banking institutions, the 
approach to treating your customer as a 
customer is paramount. Forget your 
product. Knowing the level of engagement 
the customer needs—not too much that it 
becomes intrusive, but enough that it 
builds a trusting relationship—is key. 

 
If you can’t sell it to your mother, father, 
brother or kids then don’t sell it. You have 
to believe in it. Don’t sell it because you 
have to. You have to believe in it. If you 
don’t believe in it, ask yourself why? 

 
So how do we believe in it? 

 
We are all ladies and gentleman serving 
ladies and gentleman. This motto, from the 
Ritz Carlton, is a simple analogy that 
defines an adopted attitude toward the 
multiple customers and key stakeholders 

within your business – namely, the 
customer, the employees and suppliers. 
Business is based upon these 
relationships, all of which are customers to 
your business. 

 
If you don’t have a relationship with all 
customers, suppliers and employees there 
is a good chance you don’t know what they 
want. If you can’t understand what they 
want, you have no chance of aligning your 
goals with their goals. 

 
There is good in all people. Running a 
successful, sustainable franchise model 
comes down to a few fundamentals. 
Firstly, people need to know why they are 
there in the first place. What value they 
add, as an individual, to the success of the 
entire organisation. 

 
For franchisees in particular, they are not 
buying into a business to be a hotel 
manager, they are buying into a brand that 
they believe will bring them a sense of 
wealth personally, financially and 
emotionally. 

 
As a business, you aim to inspire the 
people that you work with, including the 
franchisees that have bought into your 
brand, the employees that are employed to 
sell your product and the customers that 
buy your product. As a business you want 
to be part of good BBQ chatter where 
everyone wants to talk about you no matter 
what their relationship is to the business. 
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If your employees are not growing, you 
have a problem—they will not deliver the 
service that you want. There is an expiry 
date for most employees. It is the 
responsibility of business owners to 
support and encourage employees when it 
naturally comes time for them to move on. 

 
Know your personal best (PB). Giving your 
PB and knowing you are inspired to do so, 
each day, is often a trait displayed by real 
leaders. People that show up each day 
and offer their PB, will attract followers. 
Others will see you as a nice person and 
will believe in your skill set. 

 
Eventually, when you fail to bring your 
PB—that which others used to aspire to— 
you will just be a nice person. Followers 
need to experience both. 

 
Throughout my time in business I have 
found that customers have never been 
cost driven. Never has there been a 
research paper that proves cost to be their 
No.1 priority. Most people, if they are true 
to heart will say that if they didn’t have to 
deal with customers they would have a 
great life. Value means different things to 
different people. 

 
When reviewing the value we are offering, 
by way of an experience, we ask: how do 
we get our customers to talk about us and 
say great things? 

The experience then becomes the value. 
We have a commodity to sell at Quest 
apartments. 

 
It’s a product that our customers spend big 
bucks on but can’t take home. So I ask 
myself: how do I create that experience so 
my brand/business becomes good BBQ 
chatter? 

 
In business it is important to not lose sight 
of the basic fundamentals, those that got 
you to where you are. A tennis champion 
like Roger Federer enters a tennis court 
and wins a Grand Slam. Yet the very next 
day he is back on the court again, 
practising. How many times, in business, 
do you stop training the basics? It is then 
that you lose the game on court. Those 
who keep reinvesting in themselves are 
the ones who grow. 

 
We have to accept that in business, 
disruptions will continue to arise. Just as 
one disruption dissipates, another will 
appear. You are delusional if you think that 
business will return to normal. Nothing 
goes back to what it was – markets, the 
economy and customers’ expectations are 
always changing. 

 
There are environmental factors that you 
can control and there are external factors 
that you cannot control. 

 
The old fish and chip shop was, and still is, 
a great place to see how customer loyalty 
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quickly forms. People love doing business 
with people they like. People  is the 
business. So whether you’re selling fish 
and chips or hotel accommodation the 
same principles apply: care less about the 
product you are selling and more about the 
people. During the tough times it will be the 
genuine love of working with and serving 
people, not the brand, and the fact that we 
love hotels, which will keep the business 
going and thriving. 

 
Know your touch points. In our business 
we get three opportunities in which to 
relate and communicate with the 
customer. These opportunities are where 
we can build our customer relationships. 

 
First is when a customer checks in, then 
when they check out, and thirdly, they may 
occasionally see a housekeeper. These 
limited interactions are due to the fact that 
we attract a corporate traveller, we don’t 
have food and beverage facilities at every 
property to encourage after work drinks 
and dining. By knowing these touch points, 
we are very aware that if we are not sharp 
and switched on at these three touch 
points, we will not get the opportunity to 
build a relationship with the customer. 

 
How and when a customer returns is a 
good way to measure the customer 
relationship. In the hotel industry, if a 
corporate traveller booked via an agent 
like wotif.com or booking.com for their 
initial visit and return via the same booking 

agent, then build a relationship with them. 
The goal is to eliminate the third party and 
build loyalty directly between you and the 
customer. It’s like making your lunch and 
letting someone else eat it: would you like 
that? 

 
Never rest on your laurels. Offering the 
basic products and services is never 
enough. You need to know what your 
customers need above and beyond the 
basics. 

 
Never lose focus. When you lose focus 
your view will always be that things will turn 
around. Your attitude will remain static: 
she’ll be right, the market will pick up. 

 
Never take your eye off the game. The 
game is taking care of your customers. 
Protect your customers. Your customers 
need to be your property. When the focus 
is not there you may lose the customer 
relationship/conversation. 

 
Let’s provide what we say we will provide 
and do that extremely well. 

 
PAUL CONSTANTINOU 
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Creating a culture of chief inspiration officers (CIO) 

‘Do what you do so well that they will want to see it again and bring their 
friends.’ — Walt Disney 

 

We have all heard of businesses that claim they have achieved or are aspiring to create a 
customer-centric culture: but how many businesses can actually say they are devoted to the 
customer? 

 
To create an environment of devoted employees we need them to believe, think mindfully 
and act congruently when wanting to inspire their customers. If these three points are not 
aligned, the service will feel fake and have less impact. 

 
A job is only a job if you see it as a job. Recruiting and retaining the employees that see their 
job as so much more, see it as a purpose, a way of life or more simplistically, see it as a 
vehicle to meet new people and create new relationships are the employees that will be your 
star performers. 

 
Committed and self-disciplined employees will create a high-performing culture that impacts 
directly on the customer’s experience. 

 
The act of service requires considerable personal effort. All the training and company 
standards in the world, will not address this, unless you have employees that understand 
their own level of self-discipline and awareness. Knowing where they can improve in regards 
to commitment to the job, the organisation, and ultimately the customer, is key. 

 
I have seen many an employees’ commitment to customer service fade owing to their lack of 
confidence (which we spoke about in the previous chapter). Often, a lack of confidence 
comes from fear of making mistakes due to a gap in their knowledge or skill to do their job. 

 
A customer will pick up on this negative energy and the interaction will feel underwhelming 
and flat. 

 
Some of this may initially be unavoidable, especially if you train staff on the job. 
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To avoid a culture of fear and blame, a business needs to discover how to encourage 
employees to see that making mistakes can be a gift to the existing and potential customers. 
It’s an opportunity to introduce improvements and better the business. 

 
If an employee has a great attitude towards customer service but you think their skills are not 
up to scratch, encourage them – ensure they view their mistakes as gifts or a learning 
experience without compromising their commitment toward the customer. 

 
 
 
What an employee needs to believe 
Your employees need to believe in the product/services they are selling, in themselves and 
in their attitude toward the brands/products, and in the customer. The needs of the customer 
must be the most important factor in their daily working life. 

 
An inspirational employee will believe in the constant persistence and relentless hunger for 
blasting the customers’ expectations out of the water. They will believe in truly adopting the 
title of ‘chief inspiration officer’ no matter how ordinary the task or how small the currency 
exchanged for their product or service. 

 
Once you find the employees that display this attitude, it’s your No.1 job to do everything you 
can to keep them. Today’s new-century customer is such that they expect to see a new talent 
of employees. 

 
 
 
The mindset an employee chooses 
Mindset is the mental attitude that will determine how one will interpret and/or respond to any 
given situation. The employee’s mindset, at any stage of the day when interacting with a 
customer on their pathway to purchase, is the prep work required before doing any task. 

 
If you want your employees to choose the mindset of putting the customer first you will need 
to create a habit or ritual within a workplace culture. To be successful in this, I suggest you 
start by clarifying one rule: customer-contact activities trump any other activity. 
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Here’s another way of framing this rule: if a best friend called you during the middle of the 
day and said, ‘I need to see you today, it’s important,’ you would drop everything, rearrange 
your schedule and make it fit because they are important and you care. 

 
You see, I don’t believe that human beings do not care about one another. It’s more about 
what motivates them as individuals and relates back to my point about individual mindset and 
how they interpret their role; their sense of belonging in the business; and how much value 
they believe they bring to the business, their fellow colleagues and, of course, the customer. 

 
Although this book will not give you a magic potion to ensure your staff treat each customer 
like they would their best friend, it will certainly give you some key starting blocks. 

 
Some businesses believe it’s not their responsibility to motivate their staff. The 7 habits of 
Highly Effective People (Covey, 1989) dictates organisational PC and the important balance 
of P/PC. P stands for production of desired results and PC stands for production capability: 
the ability or asset that produces the product. Covey suggests that people are the most 
important asset in any organisation – the customer and the employee. Yet many 
organisations, while talking about the customer, have neglected the people that deal with the 
customer—the employee. His PC principle is to, ‘Always treat your employees exactly as you 
want them to treat your best customers’. 

 
I reflect on this quote from Covey and it makes me think back to the early 90s when I began 
discovering how businesses obsessed about their customer (during my casual shifts after 
school at the local McDonalds). As a young teenager, I learned very quickly that keeping the 
crew room just as clean and tidy as the main customer dining room, was important to the 
business of McDonalds. The space  where the employees  hung out needed  to be as 
immaculate as the space where the customers hung out. 

 
Although I am sure many teenagers are happy to wallow in their own cheeseburger wrappers, 
and sweet and sour sauce containers while watching the Simpsons on their 30-minute lunch 
break, the culture of McDonalds, back in the early 90s, enforced a message that the crew 
room, where fellow employees ate and sought respite, needed to be treated as well as the 
customer-exposed areas of the restaurant. Hmm ... and I wonder why, when I get a glimpse 
of a back-of-house area of a café or restaurant that displays no sign of order, but majors in 
filth and lack of care, I very calmly choose not to eat there!! 
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The actions an employee takes 
Lose one great employee and it might cost you a lot more than you can imagine. The truth is 
most businesses don’t believe that happy staff equal happy customers. When you think about 
a culture that is set out to inspire their customers you really need to make sure everyone is 
fixated with the customers’ outcomes and needs. 

 
Each employee’s action or actions count within an organisation. Each employee’s action or 
actions cascade throughout a culture and it is highly likely that the culture of your employees 
will have a direct impact on your financial results. 

 

 
Figure 2: Customer inspiration pyramid (b) 

 
Why? Because customer connection is how customer inspiration takes place. Customer 
inspiration doesn’t happen solely from magazines, TV advertisements and social media. 
People need human interaction and it’s your employees that have been given this most 
important job to do on a daily basis. 
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Everyone in an organisation needs to be engaged (above the line) to maintain a connection 
with the customer. 

 
Disengaged employees are switched off, and are having an adverse effect on your 
business. They have a care factor of zero and want out! Their listening capability is less than 
50%, they are more interested in what they will do when they leave work, and the customer 
is most certainly secondary in everything they do. 

 
Transactional employees are sleep walking. They are there in body but not in mind or 
awareness. They may be saying all the right things (sometimes at the least appropriate 
times). They are suggestive selling, for the sake of it, saying please and thank you with no 
eye contact, no smile and no meaning, and they are watching the clock. 

 
Engaged employees are with your customers. They want to be there, they believe they add 
value and can take care of the customer. They are on time and willing to find out more, learn 
more and grow more. They are certainly employees you want to retain and develop in your 
business. 

 
Connected employees have the magic touch. They are the staff that seem to read a room, 
anticipate a customer’s needs and naturally display a sense of friendly assertiveness with 
each and every task. They remember customers’ names, what they like and more importantly 
they create friendships with customers that keep the customer coming back for more. 

 
Devoted employees were born to serve. They do not care what the task is or how tedious it 
may seem: if it’s going to make a customer, a human being happy and change their day into 
a much more positive one, then they will do it. These are the employees that are thinking 
about the business and the happiness of the customer late at night and long after their shift 
has finished. They go out of their way to find out what can be improved and how to make the 
experience better. They seem to build trust very easily and you believe, quite genuinely, that 
they want to be there and they love what they do. These employees should be offered shares 
in the business. 
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How to nurture a culture of customer inspiration officers 

 
Look at the people in your organisation/business and consider what level of customer 
contagion is present. Remember: it’s the team members of your business that are having and 
will continue to have the greatest impact on your customer. 

 
If your employee views their role as just a job, every customer with whom they come into 
contact will feel the lack of motivation. Begin by discussing the daily ‘routines and rituals’ 
required for customer inspiration. A great place to start is to ask the engaged, connected and 
devoted employees what their daily rituals and routines are to make their customers 
experience better than expected. 

 
It’s fair to mention at this point, however, that if you have a culture of festering mediocrity, 
there is a good chance that your employees have become desensitised to seeing your 
customers walk through the front door. They have begun taking your customers for granted. 
They have forgotten that they are also customers and that the human being that walks in the 
door, to be served by them, is essentially keeping them in a job! 

 
Encourage your employees to foster emotional synchrony. Synchronise expressions, 
vocalisations, postures and movements with your customer. Not just in spoken 
communication but also in digital and written collateral. Speak their language, mirror their 
walk and get inside their head. When your employees and your customers emotionally 
converge they create customer contagion, which breeds customer inspiration. 
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CHAPTER SUMMARY 
 
 

 

 

If you need further convincing that the customer is driving your business, consider the 
following arguments for why your employees’ view of your customer is paramount: 

 
1. The customer has more choice than ever before. 

 
2. The customer feels they not only deserve respect they demand it. 

 
3. The customer is far more educated than ever before. 

 
4. The customer is seeking a connection with you and your brand. 

 
The rules are changing and they are changing fast. Business has always been and will 
continue to be about relationships. The organisations that will come to dominate their industry 
and grow their brand, will inevitably be those that prioritise customer relationships. If 
procedures and processes are taking priority over relationships, you are going down the 
wrong road. 

 
Having a culture of chief inspiration officers will always keep your business ahead of the herd 
even when the environment, economic landscape and society’s expectations change. Take 
a good look at your employees: how do you rate their customer loyalty? This will tell you how 
long your business will last and by how much your profitability will grow. 
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INVALUABLE INSIGHT 3: 
JOHN AND HELEN ROSS, FORMER 

OWNERS OF FIVE MCDONALDS 
RESTAURANTS, NSW AUSTRALIA 

 
John and Helen Ross have been inducted 
into the McDonalds Hall of Fame. They 
have been huge contributors to the local 
community and have employed over 500 
staff across NSW. 

 
I was delighted at the opportunity to 
interview them about their views on a 
customer-focused business and the role 
the employee plays. 

 
Here is what they had to say: 

 
Back to basics. People are the cement that 
hold the bricks together. If you have really 
strong cement, it will stay up forever. 
People are the most important asset in 
business. It’s written in books and people 
say it, but not many people believe it. 

 
Fundamental basics are never to be 
underestimated ie having a BBQ with staff 
to show them thanks and to remind them 
of the value they instill in your business. 

 
The employee engagement is what affects 
the customer. Effortless communication, 
with the staff, is what has given us results 
over the years. Consider sitting in the 
center of the office surrounded by staff day 

in day out—in the epicentre of the 
business—instead of in an office, behind a 
closed door. 

 
Communicate to all the staff (logistics, 
warehouse managers, and your 2IC) 
about numbers, where you are falling 
behind, and where you need to improve. 
Holding such information as this, close to 
your chest, is management by fear 
(MBF)—treat all people respectfully and 
maturely. 

 
‘One of their small rituals, as owner operators, 
is to walk the shop floor every morning, to say 
hello to all the employees and greet 
customers.’ — Jaquie Scammell 

 
We have a firm belief that good people in 
your business underpin everything. Before 
we even get to talking about the customer 
there needs to be a strong focus around 
your culture, your employee engagement 
and how you treat your employees. 

 
For every 100 people you employ, 10% 
may not be good enough for your business 
and your customers. Of that 10% you can 
probably save 5% by leading the way but 
you have to make the tough decision to let 
go of the other 5%. You make those tough 
decisions knowing that the damage they 
will do to your business, through your 
customers, will equate to more than 5% of 
your bottom line. 
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The energy you spend on people, and the 
way in which you manage your people are 
the most critical factors in business. 

 
We reflect on Maccas today compared 
with the Maccas of 20 years ago. Back 
then, Maccas was all about the free cup of 
second coffee, every register was manned 
during peak periods and customers were 
called by name. 

 
We see the desire to offer a product made 
fresh to order, and we understand why this 
is a demand from the new-century 
customer; however, it becomes less 
impersonal when your number is called 
instead of your name. 

 
The six steps of service in Maccas was 
drilled into the crew and is a significant 
contributor to the consistent customer 
service in every McDonalds’ store. The 
customer service lesson here is that 
having a structure in your selling process 
or some specific tools is a necessity. The 
staff will sell the easy stuff or what’s not 
necessarily right for the customer, if you 
leave it up to them. Therefore, we believe 
in the real need to give service staff certain 
steps as a way of setting up a service 
structure. 

 
Doing the ordinary tasks. As owner 
operators, we have been around from day 
one. It would start the day a crew member 
was inducted. We would tell them we were 
a  family-run  business,  give  them  our 

private mobile number, and tell them that 
we are always available for them. 

 
As an owner operator you need to 
demonstrate that you are the business and 
that you are serious about it. You do this 
by engaging in the more ordinary tasks. 
There was never a day that went by, where 
when we were in store we would not mop 
the floors, fry the fries or wrap the burgers. 
Being leaders in a retail food chain meant 
we had to lead by example, to engage the 
staff and show them our standards with our 
products and our customers. 

 
Promote within wherever possible. 
Reviewing people as much as you review 
the sales and profits is a recipe for 
success. Move them around, help them 
develop and train them. It is through these 
efforts that they come to understand what 
you expect of them and this will breed a 
culture of honesty and openness. 

 
People know the sales and managers 
know the profitability, yet we are all 
working toward the same goals. 

 
It’s a vibe, it’s a mindset. If you have a 
business reputation that is good, people 
will want to come and work for you. If you 
have created an environment where your 
business is respected, great. If you 
haven’t: how do you create it? Build such 
an environment and people will note that 
it’s not just a job in a place but a job in a 
place of growth, learning, incentives and 
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rewards. Ultimately, you want to build a 
place where they want to be – and as an 
owner operator you’ve then got to deliver. 

 
The leader of the business needs to be 
passionate and engaged, every day. They 
need to present energy from the 
beginning—when writing an 
advertisement, for example. 

A positive vibe transcends a business. The 
new-century customer sees and feels this 
through wise eyes. Yes, it’s a different kind 
of customer today, but people are people 
and they have the same wants and desires 
as 20 years ago. 

 
JOHN AND HELEN ROSS 
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Continue as you are or try something new? 

 
 

 

 

So how can you inspire your peers, your employees and even your bosses to focus on 
inspiring customers as if they were your best friend? 

 
What will it take for you to implement just one suggestion from this book? 

 
Knowing that you have what it takes to inspire your customers: put it to the test. 

 
Start with yourself, then when you are armed with your own inspired activity you will find it 
easier to show your employees how to inspire. 

 
 
 

Take these seven steps and move up the pyramid of inspiring your customers and toward 
your ultimate goal of getting your customers to say great things about you! 

 
I N S P I R E 

Interested 

Get really good at asking questions. If you don’t know what your customer is feeling about 
your business you have no way of making it better or inspiring them. Ask them casually, ask 
them formally: just make sure you ask them. Be curious of their views and opinions: after all 
they are determining your future, so it doesn’t hurt to ask. 

 

Now 

You snooze you lose. Customer-based activities at work TRUMP any other task or duty. Start 
today by looking at your ‘to-do list’ and prioritising tasks that impact the customer the most— 
a sense of urgency tells someone they matter to you. 
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Serve 

Snap out of it. You are in a position of service. If you’re having an off day, do your best to not 
interact with a customer or don’t go to work at all. Remember why your business exists, 
remember what your higher purpose is as a fellow human being and get out of the way of 
yourself (or at least calmly push Mr Ego to the side). You cannot afford to make one bad 
impression on a new or existing customer—they have too many choices and too much power. 

 

Prompt 

Approach all that you do with friendly assertiveness. In this busy, fast-paced world of ours, 
customers appreciate businesses that value their time. If there is a more efficient way, a 
quicker way, find it! Look at all the processes: are there any you could eliminate? Make their 
decision process easy and influence and guide them on their pathway to purchase with a 
friendly smile. 

 

Informed 

Know your stuff. You and your staff need to know more than what’s listed in your position 
description. Be familiar with the products or services you sell, your environment, location of 
products, who in your team handles what queries, basic facts and FAQs about your business. 
There is nothing more refreshing than asking an employee a question and they have the 
answer even if it’s not in their job description. 

 

Real 

Authentic you is what people are drawn to. Get real with your customers, relate to them 
human-to-human and remember that you are nurturing relationships and creating friendships. 
None of us want fake friendships. If you hear yourself trying to be someone you’re not or find 
yourself reading a script because you need help getting to the point, stop and ask yourself 
how you would say it. People like doing business with people they like. If you are authentic 
in your approach people will like you. 
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Energy 

Get your head right. Customers remember how you made them feel, not necessarily what 
you said. Your energy is more powerful than your words. If your energy is low or you are 
feeling negative, take small breaks to either walk around the block for fresh air or take some 
long deep breaths in a quiet place for 2 minutes – both activities will give you a chance to 
have a good talk to yourself and to remind you where you are. Get some perspective on how 
you are felling (your energy), reset and remind yourself that you have an opportunity to inspire 
people today. What a great job that is. 

 
 
 

Have you been inspired by this book? Do you want to dive deeper and spread these customer 
inspiration practices throughout your business? Then start today. Take the first steps in 
making a positive difference. 

 
Contact me if: 

 
◊ you are a business owner or manager (or not) and would like to invest in some copies 

of this book for your employees or peers 
 

◊ you would like to engage me as a speaker at your next company conference, host a 
webinar or facilitate the customer inspiration practices in your workplace 

 
◊ you want to share your thoughts on this book or ask me a direct question. 

 
 
 

Visit www.jaquie@jaquiescammell.com or email me at hello@jaquiescammell.com 
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About the author 

Jaquie was born in the coastal town of Port Macquarie but 
now calls Melbourne home. Jaquie has enjoyed a full and 
fast-paced career. 

 
For most of Jaquie’s professional life she has been a 
Hospitality and Retail Management Professional. She is 
well known in the Australian and United Kingdom (UK) 
catering, food and beverage industries. 

 
Jaquie’s passion for the food and beverage industry 
started 20 years ago when her career skyrocketed within 
the McDonalds franchise. It was the McDonalds 
management foundation that influenced her structured 
and systematic approach to business management today. 
At the age of 21, soon after achieving a Diploma in 
Intermediate Operations within the iconic retail chain, her 
love for food and beverage operations led her to the 
catering industry. She has worked in many large international stadiums and 
sporting/entertainment venues including Wembley National Stadium (UK) which boasts an 
annual patronage of 2.5 million. 

 
Over time Jaquie has acquired a status as a high achiever. She has gained a power status 
within operational teams. Her processes are instrumental in mobilising major global catering 
contracts. 

 
Jaquie’s hands-on experience has filtered throughout venues such as the Sydney 
Convention & Exhibition Centre (Sydney 2000 Olympics), Melbourne and Olympic Parks 
(home of the Australian Open Grand Slam), Sydney Cricket Ground and Sydney Football 
Stadium (Sydney, Australia), Vector Arena (Auckland, NZ), Emirates Stadium (Arsenal, UK), 
and Wembley National Stadium (London, UK). 

 
Jaquie was appointed her first General Manager role at 30. Her expertise was engaging 
management teams and inspiring people to give their best. 
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Jaquie crafted a network of businesses. She moved throughout multiple sectors and worked 
her way up the corporate ladder as a member of the executive team of a well-known service 
provider. Her love for multiple sectors and industries beyond food and beverage gave her the 
courage to step out on her own in 2013 as an entrepreneur. 

 
Today, Jaquie is a natural leader. She delivers processes that spark energy into businesses, 
which result in people feeling more connected to their customers and the higher purpose of 
their work. Jaquie will not tolerate BAD customer service. She is obsessed with systems and 
people, and believes in a strong discipline of processes, procedures and operations that offer 
people in business, clarity and confidence and empower them to let their light shine. 

 
Jaquie has a huge love for life. Her hard working and energetic focus inspire everyone she 
meets and her extraordinary giving nature is one to admire. On Christmas Day 2014, Jaquie 
organised a charity breakfast in the heart of Melbourne’s CBD. The free event catered for 
1000 people and aimed to demonstrate how community can come together and be of service 
to those that need it most. 

 
Her message is simple: inspire people through the actions of service and love. 

 
She is the chic that gets stuff done! 

 
She practises and teaches yoga as a way to connect to her own higher purpose. She enjoys 
the freedom of an entrepreneur’s spirit and travels extensively to further her personal 
development and spirituality. 

 
This is Jaquie’s first published book. It is the whisper of what will become the voice we hear 
in the customer inspiration arena for decades to come. 

 
If you would like to contact Jaquie or send her a message she would love to hear from you. 

www.jaquiescammell.com 

hello@jaquiescammell.com 

http://www.jaquiescammell.com/
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Notes 

Guy Russo is a legend! I am humbled to have had the opportunity to speak with such a smart business 
man and listen to him share his strategy and approach to growing the bottom line of a business and 
encouraging employees and customers to fall in love with a brand all over again. 

 
 
 

Paul Constantinou shares many wise messages here. I encourage you to read his insights many times. 
He has learned the most important currency in business—the health of your relationships with 
employees, franchisees and the customers. 

 
 
 

John and Helen Ross have been lifetime mentors of mine. Their response in this book contains 
messages that have continued to prove profitable in a successful long-lasting business, during tough 
times and change. As owner operators, they have a certain spark in their eye and arguably a very 
hands-on approach in business—I feel I have learnt from the best. 

 
I am forever grateful to John and Helen. They helped shape my basic business fundamentals around 
people and instilled in me a leadership style that places people and customers, equally, at the top of 
any to-do list. I feel blessed to have joined their family business in the early 90s, and I offer much 
gratification to them, not only in this book but by living their legacy. 



 

 



 

 


