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      In an ever-changing business landscape that is driven by the potential of artificial intelligence (AI), I thought it best to introduce this book by asking Chat GPT to write the foreword. I gave it simple instructions and below is what it came back with.

      While reading this, think about the impact of AI on your business, on our world and on how creating the right experience for your people and your customers can be enhanced by using technology such as this.
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      In a world where businesses compete fiercely for customers’ attention and loyalty, the concept of customer experience has emerged as a critical differentiator. As consumers, we have come to expect not just products or services, but also memorable and meaningful interactions with the brands we choose to engage with.

      In this book, the author delves deep into the realm of customer experience, exploring the art and science behind creating exceptional interactions that leave a lasting impact. Drawing on real world examples, research insights and practical strategies, the author provides a roadmap for businesses to elevate their customer experience game and build long-lasting relationships with their audience.

      From understanding the customer journey to designing personalised experiences, from harnessing the power of technology to fostering a customer-centric culture, this book covers a wide array of topics essential for businesses looking to thrive in today's experience-driven economy.

      Whether you are a seasoned business leader, a budding entrepreneur or simply someone passionate about delivering exceptional customer experiences, this book offers a wealth of knowledge and inspiration to help you navigate the ever-evolving landscape of customer experience.

      Prepare to embark on a journey that will challenge your perceptions, spark your creativity and ultimately empower you to transform the way you engage with your customers. Let this book be your guide as you embark on the quest to deliver experiences that delight, inspire and endure.
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      Introduction to the Book

      So here we are, our first engagement. Me writing this book and you reading it. Seems like a pretty good place to start, but first we need to get something out of the way. You must have heard people talk about any transaction needing a willing buyer and a willing seller. Well, we are slightly past that bit: you bought, I sold. However, for this relationship to flourish, where I didn’t waste my time and you didn’t waste your money, we need to enter another transaction … willing writer, willing reader.

      Without doubt, you picked up this book because you either want to learn more or you recognise a problem in the culture of your business – in being able to create intentional and satisfying experiences for your customers. Either way, we need to start off on the right foot. So, if you are going to read this book as a way to pass the time, then I would say put it down right now. Give it back if you got it as a gift or gift it to someone who will use it to improve the lives of their customers and employees. The one thing you never get back is time and, if you are not serious about the culture in your business and how it impacts your customers, then please put the book down.

      If you are serious, then let’s start.

      First and foremost, let’s get one thing straight about who your customer is. We can look at it in the simplest form as being someone who buys a product or a service from you. We would be right in saying that, and we would do some good for those people if we stopped right there. But I want to challenge you on this first thing before we get into any more detail. Your ‘customer’ is everyone. Every single person who may, is or has engaged with you. That means anyone who comes into contact with your brand, your product, your service, your people or you is a ‘customer’. And you need to treat them the way they deserve to be treated. So what do I mean?

      There are hundreds of stories of people who don’t look the part receiving poor service because of the arrogance of a salesperson. I have a simple one. A guy I know walked into a luxury car dealer to test drive a luxury 4x4. He was willing to pay the premium price for it as well. He had always driven the sister brand but was now wanting to step up to this premium vehicle. Money – he had more money than he knew what to do with – so this was going to be the easiest sale the sales guy had ever had. Problem was, the guy walks in wearing a pair of gym shorts, flip flops and a very casual shirt … that’s how he dresses. Nothing flashy, he doesn’t even wear a watch.

      He starts looking at the car, opens it up, sits inside and then this schmuck of a salesperson walks over, with a highbrow attitude, and looks him up and down. So the guys asks about the car, the options it comes with and then gets to the serious question: ‘Can I take it for a drive?’ The response floored him. The sales guy said something along the lines of, I don’t think you can afford the car, so unless you’re willing to put down your credit card so we can hold a deposit, you and this car are going nowhere. Nice. So the guy sits back, looks at the car, gets out, walks past the schmuck and gets back into his sports car, parked around the corner, drives to the place where he has always purchased his 4x4s and buys the top-end model, like he has always done. Did the schmuck know what had happened? No, he didn’t. Did he tell his mates about how much of a bad-ass he is because of the way he bossed some guy around that day? Probably. Will the guy ever buy a car from that brand? Never.

      The way we treat people on a daily basis is the underlying experience that all our ‘customers’ have, no matter whether they are past, present or future customers. But we forget about this. We forget that treating people well and with empathy and kindness is how ‘humanity’ should be. It’s how humans should treat humans but, for some reason, this is not the case. For some reason, we think we can treat people like shit and they must swallow it and enjoy it. Let me tell you something: that is fast becoming a guaranteed, fast track to business failure. Now I know what you’re thinking and yes, it has been like this for a long time. But something has changed. Something has shifted in our world – spurred on by a digital revolution – a customer’s search for value and this thing that people are calling the ‘age of the customer’. Drum roll please ... It’s about fucking time.

      For so long, customers have been looked at by business as a dollar sign, a way to cover the costs. And in a world where even the bloody planes we fly on are built by people who won the tender based on being the lowest price, we still throw phrases around like customer centricity, focus on the customer, customer service and blah blah blah blah blah, without understanding what it means to our customers. And then we go and embark on a survey, run by companies who are looking to spit out templated answers about aggregated data so that we think we know how our customer feels, based on a set of scripted questions asked by people who have no interest in our business whatsoever. That is not customer centricity, that is not customer obsession, that is the same lip service bullshit that politicians force down our throats at election times and then never deliver.

      So what am I talking about? It’s pretty simple. Serve how you want to be served. If you are happy to get the service you give, that’s one thing. If you are happy that your dear old grandmother gets the same service, then we are using the right benchmark. I see it every day, people give service that they themselves would have an absolute shit fit about receiving but somehow find a way to justify that it is ok. If you go home every day and can say to yourself, I served people today in a way I would have been happy with, then that is all we can ask for. Does it make the service the level the business requires, maybe not, that’s about benchmarking. We will cover that later. Now, I am not sure if you noticed, but instead of saying customers, I said people. Yes I mean people. Customers, employees, stakeholders, suppliers, partners … people. Everyone we deal with on a daily basis is a person who deserves to be treated like a person. Except those Karen’s out there. The minute you start treating employees of a business as servants, you don’t deserve shit in return. Quick side bar: why is it that we cannot just be kind to one another? Why is it that we have to be dicks when we don’t get our own way? I know this a bigger philosophical topic for another time but, for goodness sake people, just be kind to one another and a lot of this will take care of itself.

      I hope this adds value to your business and to your teams.

      Introduction to Those Behind the Book

      Before we dive into the details of the book, I have a few people who I need to introduce to you. I would never begin to imagine I have all the answers, so I brought in a few friends to help me tell the story and add their weight as experts across the world.

      The first person I would like to introduce is Dennis.

      Dennis Wakabayashi, celebrated as the global voice of customer experience (CX), orchestrates international media properties that bridge continents and cultures, uniting a vast audience of over 180 000 customer experience professionals. His diverse offerings, including The CX Tea Show, The CX Hall of Fame, Experience Update Show and CX In The Wild, present a global perspective of the customer experience industry and feature renowned guests and leading brands from across the globe.

      With an expansive platform, Dennis is committed to revealing comprehensive insights and nurturing a worldwide conversation. He positions his network as the premier destination for those eager to influence and comprehend the dynamic realm of customer experience internationally.

      My second guest in this book is Aki Kalliatakis.

      Aki calls himself your CX guide on the side, and has spent the last four decades helping companies to improve the extent to which they are driven by their customers. He brings a unique blend of marketing psychology and behavioural science to the blueprint for creating a culture and infrastructure that leads unbeatable levels of customer loyalty.

      Third is my very good friend and generally amazing visionary Sharron L McPherson.

      Sharron is an accomplished former banking and financial services executive, and attorney with the firm Cleary, Gottlieb, Steen & Hamilton. She has over 30 years of experience starting, building and navigating businesses through competitive and complex regulatory environments. She is co-founder and former Executive Director of the Centre for Disruptive Technologies, and an affiliate of the University of Cape Town’s Graduate School of Business where she serves as a Senior Adjunct in Project Finance. She is a member of the faculty of Singularity University based in Mountain View, California where her focus is on advancing technologies for a climate resilient future. She has served as a strategic advisor on high-impact resilience investing for a number of global corporations, including the Shell Foundation, Chevron and Alexander Forbes. Her development finance and government advisory work includes the World Bank & IFC, the African Development Bank, the Development Finance Corporation and the governments of Nigeria, Ghana, Tanzania and South Africa. More recently, she advised the United States Federal Government on the sustainable job creation aspects of the Inflation Reductions Act of 2022 and, in 2023, she was awarded a Senior Non-Resident fellowship with the Loomis Council of the Stimson Center, a bi-partisan think tank based in Washington, D.C.

      A previous colleague of mine Eloise Boezak is my fourth guest.

      Eloise is a seasoned marketing communication and customer experience expert. She has spent her 24-year career understanding and fine tuning the art and science of the heart and mind of audiences, stakeholders and brands.

      She brings a diverse and distinctive skill set of strategy, innovation and focused execution to the table and has worked across a number of industries, including banks, institutions of higher learning, oil and gas organisations and she has been consulted by a number of blue chip organisations.

      Eloise’s work in employee engagement, and her ability to create compelling people-focused strategies and innovations has won her national and international awards, including Best Intranet in SA and Best Magazine in the World at the Pearl Awards in New York.

      She joined African Bank as Head: Customer Experience and focused on evolving a sales organisation into a customer-centric business that allowed for the comprehensive application of customer experience best practice. In just over a year, she guided African Bank from 4th to 1st in the highly respected SA-csi (South African Customer Satisfaction Index). This rating also awarded her work with the Service Contact Centre that was ranked best in the industry and that was held for three consecutive years.

      Eloise is currently Head: Marketing Personal Banking and focuses on integrating CX best practice into the development and execution of revenue-focused integrated marketing campaigns.

      And finally, the CX rockstar James Dodkins needs an introduction.

      As part of getting James’s views on CX, I asked that he answer a few questions for me. His answers are the perfect way to get our minds into the book; be open to the thoughts because this man is brilliant.

      Question 1

      The world over, CX is an evolving skill set as more and more businesses plough greater sums of money into the customer experience. In your mind, what are the top 3 mistakes that companies and CX professionals make in the way they look at customers and build strategies to deliver amazing experiences, and why?

      For me, the biggest 3 mistakes that companies make in the way they look at CX are:

      
        
          	
        We’ve created an environment where most employees think that the customer isn’t their job – that’s the job of the CX folks or the customer service folks. The companies that we all hail as CX architypes have cultures where everything they do is aligned towards the customer and every employee understands how the work they do on a daily basis affects the customer, even if it’s not immediately obvious.
      

      	
        Not understanding transactional vs emotional experiences. Transactional experiences are quick and usually annoying tasks that customers have to complete, such as changing an address. Emotional experiences have more impact and the cost of messing up is a lot higher, such as claiming on a life insurance policy. Transactional experiences should be as quick, easy and convenient as possible for customers. AI and automation should be used to help this. Emotional experiences need human care, help and attention and usually shouldn’t be automated. AI can still be used but it should be used to help agents deliver the most empathetic and attentive service they can. The great thing is, if you do this right, the time you free up by automating the transactional experiences can be used to better facilitate the emotional experiences.
      

      	
        Putting too much weight into what customers say they want over what they actually need. We’ve all heard the quote attributed to Henry Ford, ‘If I had asked them what they wanted they would have said faster horses.’ But many times it’s true. Steve jobs at Apple realised that customers can’t ‘want’ something that they didn’t know existed or didn’t know was possible. A recent example is Vanguard, the investment company. Customers have been crying out for an app for years but Vanguard hasn’t broken away from what it believes is a core need for its customers. Vanguard was founded on the principle of passive investing and they facilitate a ‘set it and forget it’ investment model. They believe that if a customer has an app, they will constantly be looking at their growing portfolio, be tempted to tweak and change or even withdraw the money and thus damage their long-term results.
      

      

      

      Question 2

      As a customer, easy-to-do business with, ease of use and effort ratings all talk about those friction points in working with a business. How do you believe businesses can bring policy makers who protect the business closer to strategies that make life easier for the customers?

      There are likely many great answers to this question but, for me, hiring customer-centric policy makers would be the best option. Failing that, involve them in customer experience improvement efforts early on and allow them to have input into solutions. Also, getting them to experience the experiences themselves will give them a new perspective that they may not have understood before.

      Culture is one of the underlying foundations for creating great experiences. Why do companies get this so wrong and what should they be doing?

      One way to combat this is with a set of real core values that every decision in the company is made by. Hiring, firing, promoting, bonusing … everything. When I say real core values, I don’t mean the tick box exercise that most companies do, print them on some walls and then never think about them again. I mean the real values that have made the company what it is, the values that are consistently shown in good times and bad times, the values that were shown during the company’s biggest wins, the values missing during the company’s biggest losses. This is a great way to start getting the culture in order.

      Question 3

      In your opinion, do companies understand the real life impact on customers of what they do, in terms of turnaround time, decision making, policy, etc. and how would you address this?

      I actually think that many companies (especially large companies) do understand
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