DELIGHT YOUR CUSTOMERS

I n 2005, author David Wallace gave a speech to the
graduation class at Kenyon College in Ohio. He began
with a story that you probably have heard before ...

Aki Kalliatakis

L There are these two young fish aki@leadershiplaun“chpad.co.za

swimming along and they happen to meet
an older fish swimming the other way,
who nods at them and says,
“Morning, boys. How's the water?”
And the two young fish swim on
for a bit, and then eventually
one of them looks over at
the other and goes,
“What the hell is water?” Rl

This is the next article
in a short series on
how behavioural

economics and ‘being
human’ affects your
business.

Wallace went on to state that the
most important and obvious realities
are often the ones that are hardest to
see and talk about. In business, customers
are the water.

Businesspeople always ask me, “What do customers want anyway? ~a
So often, they don't even know themselves!”

Of course, there are many other parts
that make up your business: people
on your team, products and services

(and a place to showcase those products)

and the processes and methods by which you
operate. But if you have no customers you have

But if we take one step back, we need to look at what your business is all no business. I'd argue that customers are the most important.
about. In what is often misquoted, management guru Peter Drucker defined Customers are everything. They are (hopefully) around us all the time.
a business as ... They are the water of business. They are the purpose behind all actions and
communication, and we'd better have a strategy to take care of them —
6 A social group that differs from other social groups even when they don't know what they want!
in only one way: businesses must have customers ... On the one hand, the water analogy is great because without water we
The purpose is to create and keep its customers. 1) die. But, just as the two fish in the story are so submerged in water that
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DELIGHT YOUR CUSTOMERS

they struggle to see it, businesses are so immersed in This idea perfectly captures that even though we I'm willing to put money on it when | say
customers that they can’'t make sense of it. Naturally, =~ people can intellectually comprehend something that you probably see the effects of this
many leaders don't consider customer care the best new, it's often difficult for us to believe and accept hundreds of times a day. You can understand
use of time. But leaders must choose the success new ideas and make normal and coherent changes.  why it happens. You deal with this dozens of
factors of the business where they want to focus. In psychological terms, we call these ‘cognitive times a day. You see how your store is planned,
Some justify their hesitation — they say that trying biases’, and there are hundreds of them. where items are placed, and why, and you work
to affect the water all around doesn’t make sense. Take an example: How many times have you with the processes like payment by credit card,
But if you think about the impact of an oblivious heard someone saying, “But isn't this just so for example, or ordering a customised braai
and unintentional approach to customer experience, obvious?” Indeed, how many times have you said pack for a customer'’s order.
designing it with little purpose and unable to this? We say it when we grasp that some request or But for your customers, this may be the first
understand how it affects your business'’s success, of recommendation you thought you delivered wasn't  time. Not only that, but their lives outside of
course you will end up in trouble. One only has to acted on. This is called the ‘Signal Amplification your business are probably overwhelmingly
look at retailers that no longer exist to see the path Bias' and, not to put too fine a point on it, people filled with too much complexity. “I just
of destruction wreaked by unconscious customer believe they said a lot more than they did in reality. =~ don't have the time to figure this all out!”
strategy. It explains how most miscommunication occurs. they say to themselves, and then suddenly
What about the fact that customers don’t know We habitually fail to realise how little we actually it all explodes in frustration when one small
what they want? communicate with others. innocuous spark is lit.

In the movie Men in Black, my favourite scene is
when Jay (played by Will Smith) as a cocky newbie,
has his first encounter with aliens. He turns to his
senior Kay (Tommy Lee Jones) and asks why they
don't just tell the world that aliens exist. After all, “...
people are smart, they can handle it." Kay responds ...

https://wallpapercat.com/

A customer manage-
ment strategy'’s entire
purpose is to improve
the quality of the
water — the customers’
experiences. You cannot
do it in a self-centred
way. You need to be
aware of the greater
context of their lives and
listen to and observe
the obvious and not so
obvious clues they give
you about what they
need, want and desire.
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1 1 person is smart, but people are dumb,
panicky, dangerous animals, and you know it.”
And then he added: “Fifteen hundred years ago,
everybody knew the Earth was the centre
of the universe. Five hundred years ago,
everybody knew the Earth was flat,
and 15 minutes ago, you knew that people
were alone on this planet. Imagine what

you'll ‘know’ tomorrow. Bl
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with dark, milk and white chocolate coatings
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To end his graduation speech, Wallace came back

to the fish-in-water story. He spoke about how we need
to value things like our education — not the academic knowledge
that we accumulate and regurgitate — but everything to do with
simple awareness of what is real and essential, hidden in plain

sight all around us, all the time, and we have to keep reminding

ourselves over and over: “This is water.”
I'd translate that thought for customer experiences
this way: The real value of customer experiences and

customer care have almost nothing to do with the physical
layout, processes, people and products of your store, and
everything to do with the awareness of how customers are

essential, how their experiences connect everything
around us that makes up the business.
We need to move away from our worship
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of ourselves and our businesses and live
in the real world of our customers. Unless
you know for sure what they experience
i\ outside your store, at work, at home, on the roads, and
' in other businesses, you cannot be free. Unless you are
K certain that the tired woman who snapped at your staff
= wasn't up all night for three nights in a row holding
her dying husband’s hand, you cannot be free. Unless

you are truly able to care about others, reach out to them, and
sacrifice for them in a myriad of petty, and unsexy ways, every
day, you cannot be free.

Aki Kalliatakis is the managing partner of The Leadership LaunchPad, a company
dedicated to helping clients become more customer driven. He can be contacted
www.canstockphoto.com  at +27 (0) 83 379 3466, or via the website at www.leadershiplaunchpad.co.za
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Supermarket & Retailer has cemented its position
as a trusted partner in the retail industry, providing
businesses with valuable tools to effectively connect
with their audience. Our platform is designed to
meet the evolving needs of the retail sector, whether
you're a supplier of equipment, a service provider, or
a brand looking to highlight your consumer goods. By
leveraging our carefully curated advertising options,
you can position your business right where industry
decision-makers and buyers are actively seeking
solutions. Supermarket & Retailer offers a variety of
advertising opportunities to suit different goals.

A full suite of Why advertise with

Press releases: A press release Targeted exposure: Our platform gives you access to

= @ o ‘ 0 on Supermarket & Retailer ensures an audience that is actively looking for products and

that your brand’s voice is heard by services like yours.

key figures across the industry. Industry credibility: Our readers trust us for reliable
Dedicated emailers: Cut through the noise and insights and solutions, and this trust extends to the
deliver your message straight to the inboxes of retail brands we feature.
professionals and decision-makers. Tailored campaign: We offer flexible and customisable
Social media marketing: We offer tailored social advertising solutions that fit your specific objectives.
media campaigns that are d.esigned to create buzz Proven results: Our platform has helped countless
around your brand, influencing your retail space. businesses boost their visibility and achieve measur-
Buyers Guide listing: A trusted resource for retailers able results through effective, targeted marketing.
seeking suppliers and solutions, ensuring you are easily i 3
discoverable to those making purchasing decisions. Partner with suﬂﬂf!ﬂﬂl”(?l _& Retailer
FMCG product highlights via the Product Hub: The to target retail decision makers

011728 7006 | info@supermarket.co.za

platform for brands to showcase their consumer goods.
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Which Wet Wipe, Wipes Best?

The fluid and the cloth combination makes all the difference.
We expertly engineer fit-for-purpose wet wipes.

There are four main factors to consider
when purchasing fit-for-purpose wet wipes.

If cost wasn’t an issue, you could probably
have every other attribute - or could you?

Sustainability depends on two things:
biodegradability or recyclability. Then there’s
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function which is all important at the end of
the day and lastly efficacy, which if you’re in
the medical or catering industry is the pillar
on which you base your entire choice.

Then there’s substrate and fluid
compatability. Not as simple as it all sounds!
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Sani-touch is the expert in engineering wet
wipes that have the right balance to suit the
exact product and market need.

Contact us to find the wet wipes that work
for you!
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Infection Protection Products (Pty) Ltd. 31 Susan Street, Strijdom Park, Randburg, 2194.

+27 11 791 4860 - sanitouch@sanitouch.co.za www.sanitouch.co.za




