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 Customer Genius Workbook 

 

Customer Genius Live with Peter Fisk 

Agenda 

1300 – 1430 Customers in an Economic Crisis  

1430 – 1500  Break 

1500 – 1630 Customer Strategy ... doing more to attract and retain your best customers  

1630 – 1700  Break 

1730 – 1900 Customer Insights ... seeing things differently, thinking different things 

2000 – 2200  Dinner  

0930 – 1100 Customers as Competitive Advantage  

1100 – 1130 Break 

1130 – 1300 Customer Service ... delivering more personal and compelling experiences  

1300 – 1400 Lunch 

1400 – 1530 Customer Performance ... from satisfaction and loyalty to profits and value creation  

1530 – 1600  Action 
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Customers in an Economic Crisis 

 What did you learn? How could you apply it? 

World changing: the crisis 
represents a more lasting 
change in markets 

  

Customer changing: high 
expectations, low trust, new 
priorities 

  

Power shifting: learning to 
do business on customers 
terms, outside in 

  

Customer centric: aligning 
the whole business to 
customers 

  

 

Amazon: relentless growth 
based on speed and 
convenience 

  

Zopa: rethinking why 
customers need business in 
a networked world 

  

Quintessentially: serving 
customers as individuals like 
a personal assistant 

  

Umpqua: doing more for 
customers by learning from 
other places 

  

 

My customer 
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Customer Strategy: attracting, serving and retaining the best customers 

 What did you learn? How could you apply it? 

Purpose: a mission beyond 
profit, that makes people’s 
lives better 

  

Best customers: using 
profit analysis to define good 
and bad customers 

  

Segmentation: targeting 
different customers in 
different ways 

  

Strategy: managing your 
approaches to different 
customers profitably 

  

 

Cemex: Mexican cement 
company that seeks to do 
more for people 

  

Best Buy: customer-centric 
retailer structured by 
segment-based stores 

  

Club Med: relaunching the 
brand based on customer 
targeting 

  

Coca Cola: aligning its 
portfolio to different 
customer motivations 

  

 

Purpose definition 
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Customer Insights: seeing things differently, thinking different things 

 What did you learn? How could you apply it? 

Insights: integrating 
customer knowledge for 
“penetrating discoveries” 

  

Perspective: customers see 
a much bigger picture than 
blinkered business 

  

Context: customers are 
more interested in what they 
do with your products 

  

Energisers: understanding 
what matters to customers 
emotionally 

  

 

H&M: constantly seeking to 
capture the latest customer 
trends 

  

Dove: seeing the customer 
world, not the product world 
in “campaign for real beauty” 

  

Marks & Spencer: 
redesigning business based 
on customer insight 

  

Nike Women: realising that 
segments want very different 
things 

  

 

Energiser pyramid 
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Customers as competitive advantage 

 What did you learn? How could you apply it? 

Alignment: organising the 
business to attract, serve 
and retain best customers 

  

Value propositions: selling 
benefits not features, based 
on perceived value 

  

Co-creation: working with 
customers to innovate 
products and services 

  

Connections: selling, 
communicating and 
distributing from outside in 

  

 

P&G: leadership based on 
the simple idea that “the 
customer is the boss” 

  

Heinz: turning a product 
upside down based on 
customer insight 

  

Vodafone: targeting 
customers with specifically 
designed solutions 

  

Net a Porter: fashion etailer 
that markets and service 
customers on their terms 

  

 

Customer proposition 
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Customer Service: delivering more personal and compelling experiences 

 What did you learn? How could you apply it? 

Experience design: 
mapping all of the customers 
“moments of truth” 

  

Customer theatre: doing 
more for customers, as a 
guide, coach etc 

  

Individual service: learning 
to serve customers more 
personally and spontaneous 

  

Service recovery: seizing 
the moments when things go 
wrong, to delight customers 

  

 

Build a Bear: the ultimate 
retail experience for create a 
living teddy bear 

  

Pret a Manger: a passion 
for food that creates a great 
service experience 

  

Ritz Carlton: “ladies and 
gentlemen serving ladies 
and gentlemen” 

  

Singapore Airlines: 
building a culture where 
service is everything 

  

 

Individualised service 
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Customer Performance: satisfaction and loyalty, to profits and value creation 
 What did you learn? How could you apply it? 

Relationships: committing, 
contributing and 
championing customers 

  

Advocacy: building loyalty 
and recommendation with 
customer communities 

  

Measurement: balancing 
financial and customer 
metrics, including NPS 

  

Value creation: quantifying 
the impact on revenue, profit 
and shareholder value 

  

 

Harley Davidson: building 
loyalty between customers 
rather than to a business 

  

Lego: engaging,  supporting 
and learning from customer 
communities 

  

Enterprise: direct customer 
satisfaction scores deliver 
local and business rewards 

  

First Direct: measuring 
performance based on 
customer advocacy 

  

 

Customer priorities 

 

 

 

 


