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ABOUT THIS BOOK

This book is for anyone who wants to deepen customer loyalty, elevate the 
experience they deliver, and build a brand that people rave about.

But before I jump in, I need to let you know that this book may be unlike any 
other business book you’ve read. 

It’s not a textbook. Nor is it a dense theory-fest, a jargon-laced white paper, or a 
long-winded manifesto on customer experience. It’s certainly not a 500-page sleep 
aid disguised as a business book.

This is the espresso shot of customer experience books. A short, sharp, straight-
talking guide designed to get you thinking, moving, and (most importantly) doing.

It’s an unapologetically fast-paced, practical guide designed to help you take 
action. 

If you’ve seen me speak at a conference or event, you’ll know that my style is 
pretty straight up - no filler and no fluff. And I’ve tried to follow that rule with 
this book, while making the case for why I believe that the customer experience is 
your greatest opportunity for business growth right now. 

Whether you’re a financial adviser looking to deepen relationships, a franchise 
owner wanting to stand out in a crowded market, or the customer experience lead 
of a big brand driving cultural transformation, this book was written for you. If 
you want to understand your customers better and deliver experiences that turn 
them into loyal fans and fierce advocates, you’re in the right place.

Think of this book as one of my keynotes presentations, in written form. Minus 
the clicker. Packed with punchy insights, real-world examples, cheeky side 
notes, and powerful questions designed to challenge how you think about your 
customer. It’s a conversation with a friend who won’t let you settle for “good 
enough.”
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I’ve structured this book into four parts that move from insight to implementation:

PART ONE: The Case for Radical Customer Obsession (RCO)

We begin by making the business case. Why now? What’s changed? And why is 
customer experience your biggest untapped growth lever? We explore how the 
most successful brands aren’t just satisfying customers—they’re obsessing over 
them. And we’ll unpack what that obsession really looks like.

PART TWO: The Consumer of Tomorrow

Today’s customers are changing—and fast. From demographic and economic 
shifts to the social trends impacting brand choices, we break down what modern 
consumers want, expect, fear, value, and crave. This section is your crash course in 
consumer psychology, cultural shifts, and behaviour trends shaping the future of 
customer experience.

PART THREE: Building a Radical Customer Obsession Culture

Before you get tactical, you need the right headspace—and the right environment. 
This part of the book helps you build the internal infrastructure for Radical 
Customer Obsession—starting from the top down. We explore how culture, 
leadership, mindset, and team behaviours lay the foundation for a customer-first 
organisation.

PART FOUR: Ten Strategies for Unleashing Radical Customer Obsession

Now we get practical. This is the heart of the book—a playbook of ten strategic 
principles to help you embed customer obsession into your business operations, 
rituals, systems, and processes. From curiosity and collaboration to celebration 
and radical generosity, each principle is designed to be repeatable, teachable, 
and customisable. I also give you some powerful perspectives on how you might 
measure what matters in the new era of customer engagement. 

I’ve tried to pack the book with as many examples and case studies as possible 
and from a variety of businesses and perspectives - from small retailers to large 
hospitality and tech giants, as well as some business-to-business scenarios.

So grab a pen or a highlighter, dog-ear the pages, and get ready to rethink the way 
you show up for your customers. Because when you build your business around 
them—not just once, but every day—you won’t just grow, you’ll create something 
extraordinary.
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I truly hope you enjoy this book as much as I enjoyed writing it.

Amanda Stevens

PS: a quick word about terminology …

When I refer to CX - I mean Customer Experience.
RCO means Radical Customer Obsession
UX means User Experience
EX means Employee Experience
B2B means Business-to-Business and 
B2C means Business-to Consumer.
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In 2018, I had one of those once-in-a-lifetime, pinch-me experiences.

I was invited to attend a leadership retreat at Necker Island, Richard Branson’s 
private slice of paradise in the British Virgin Islands. Imagine a place where the 
boundaries between work and play completely dissolve—a stunning backdrop 
of turquoise waters, white sand beaches, and lush greenery, where conversations 
happen over sunset drinks on one of the many private beach bars or during 
an impromptu game of tennis. Necker Island isn’t just a six-star retreat; it’s an 
environment designed for big thinking, bold ideas, and unforgettable discussions.

But the decision to go was an agonising one.

At the time, I had an 18-month-old baby, and the thought of being away from 
him for eight days felt overwhelming. It wasn’t just the longest time I’d ever 
spent apart from him, it was possibly the farthest distance I could be from 
home. The logistical challenges were one thing, but the emotional weight of 
missing milestones, bedtime cuddles, and those irreplaceable little moments was 
something else entirely.

But I knew deep down that taking myself out of my comfort zone and being in an 
inspiring business environment was just what I needed after 18-months of being 
in deep, first-time parenting mode.

So, with my heart in my throat and my mum-guilt (mostly) in check, I boarded 
the first of five flights to get to Necker. What I didn’t know then was that the 
experience ahead wasn’t just going to be an inspiring retreat, it was about to 
fundamentally shift how I saw business, life, and the power of radical customer 
obsession.

That week, I was surrounded by some of the most brilliant minds in business, 
entertainment, and innovation. Some of the other guests included best-selling 
author Mark Manson, award-winning actress Alyssa Milano, and NASA astronaut 

Introduction: 
Insane Curiosity and Invisible Frustration
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Cady Coleman. The environment was indescribable, with deep conversations 
bouncing from consumer psychology to space travel to personal reinvention to the 
future of wellness.

But of all the incredible insights and discussions that unfolded that week, one 
conversation stood out—one that changed the way I think about business forever.

That conversation was with Sir Richard Branson himself.

We were talking about customer experience and innovation, two things we were 
equally obsessed with. Richard, of course, built his empire on a relentless focus on 
challenging the status quo and disrupting industries through a customer-first lens. 
He leaned in and said something that has never left me:

“Curiosity and frustration make the best businesses.”

At first, I thought about how simple—but incredibly profound—that statement 
was. The world’s most innovative businesses don’t start with spreadsheets and 
market analysis; they start with someone being deeply frustrated by a bad 
experience and curious enough to fix it.

But the more I thought about it, the more I realised that Richard’s success isn’t 
just about curiosity or frustration, it’s something far bigger. His greatest strength 
isn’t just identifying pain points, it’s his relentless, unwavering commitment to 
solving them in a way that transforms entire industries. 

He then shared the incredible backstory of Virgin Voyages, his boldest venture 
yet in the travel industry that was due to launch in just 18-months time. The idea 
didn’t stem from a boardroom meeting, it came from his own deep frustration 
with the cruise industry.

For years, Branson had been invited on cruises, but every time, he turned them 
down. Cruises—as he saw them—were uninspired, outdated, and designed for 
a generation that wasn’t him. The entertainment was predictable. The food was 
mass-produced. The customer experience was transactional, not transformational. 
The cruise industry—in his eyes—had become a floating cliché catering to an 
aging audience.

Rather than dismissing cruises as something that wasn’t for him, his curiosity 
kicked in. What if there was a way to design a cruise for a new generation—one 
that was cool, modern, and experience-driven? One that didn’t just attract retirees 
but a younger audience looking for adventure, luxury, and high-end hospitality?
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And so, Virgin Voyages was born.

Branson and his team reimagined everything about the cruise experience. They 
brought in world-renowned yacht designers to craft sleek, luxurious interiors that 
felt more like a private club than a traditional cruise ship. They scrapped the tired 
buffets and introduced over 20 Michelin-inspired, à la carte restaurants, each 
one offering a distinct and elevated dining experience—no giant dining halls, no 
forced meal times, just unparalleled culinary variety.

Entertainment wasn’t an afterthought; it was a centerpiece of the experience. 
Virgin Voyages partnered with Broadway producers, immersive theater pioneers, 
and cutting-edge performance artists to create shows that felt more like an 
exclusive event at a high-end club than a predictable cruise revue.

They revolutionised wellness and fitness at sea, introducing luxury spas, state-of-
the-art gyms, and even tattoo parlours. Yes, you read that right—Virgin Voyages 
ships have onboard tattoo studios, because Branson knew that the next generation 
of travelers wants experiences that feel personal and memorable.

And, in true Virgin fashion, they eliminated all the nickel-and-diming that cruise 
passengers had come to expect—no tipping, no hidden fees, no "surprise" charges 
at the end of the trip.

The result? After a false start launching a few weeks before the pandemic hit 
globally, they relaunched in August 2021 and Virgin Voyages quickly became 
one of the fastest-growing new cruise lines in history, winning awards for its 
luxury, innovation, and customer-first approach. And it happened not just because 
Branson was curious or frustrated, but because he was obsessed with fixing what 
was broken and creating something entirely new.

As I listened to a sneak peek, pre-launch account of all of this from Richard 
Branson himself, it became clear: the most successful businesses aren’t just built 
on good products or marketing strategies. They are built on an obsession with 
customers—not just serving them, but deeply understanding them, anticipating 
their needs, and eliminating every point of friction in their journey.

From Branson’s perspective, major innovation in customer experience starts at the 
intersection of insane curiosity and invisible frustration. 

In other words, digging deep into what consumers really want, and listening more 
than any of your competitors to what they don’t.
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I came away from that conversation with one of the greatest business minds on 
the planet with three words bouncing around in my head.

RADICAL CUSTOMER OBSESSION.

It’s more than just a commitment to great customer service—it’s a relentless, all-
consuming dedication to eliminating every friction point, anticipating customer 
needs before they arise, and transforming ordinary experiences into extraordinary 
ones. It’s about going beyond what customers say they want, and obsessing over 
what they didn’t even realise they needed.

No one exemplifies Radical Customer Obsession better than Virgin Voyages. 
Richard Branson and his team didn’t just start a cruise line, they completely 
reimagined an industry that had been stagnant for decades. Traditional cruises 
were formulaic: predictable buffets, outdated entertainment, rigid schedules, and 
an aging customer base that saw cruising as a passive experience rather than an 
adventure.

Virgin Voyages didn’t just tweak the traditional cruise model—it set fire to the 
rulebook and rebuilt the experience entirely around the customer. Every detail, 
from the elimination of hidden fees to the inclusion of unexpected delights like 
tattoo parlors at sea, was designed to surprise, delight, and create loyalty beyond 
reason.

That’s Radical Customer Obsession. It’s not just about incremental 
improvements—it’s often about blowing up outdated models, questioning 
industry norms, and rebuilding experiences that customers never want to leave.

And in a world where consumer expectations are rising and loyalty is vanishing, 
brands that aren’t obsessing over their customers aren’t just losing business—they 
risk becoming irrelevant.

Most companies ignore customer frustrations and complaints or, worse, see them 
as an inconvenience rather than an opportunity. But the brands that dominate 
today’s world are the ones that actively listen to their customers’ frustrations, get 
curious about how to fix them, and then execute with obsession.

So, as you turn the page and dive into this book, I challenge you to look at 
your business through the lens of radical customer obsession. Find the points of 
frustration your customers are experiencing, and instead of accepting them as 
“just the way things are,” start asking:
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What if we reimagined these moments to surprise and delight instead of just satisfy?

What would it take to make this feel effortless instead of frustrating?

How could we turn this into something truly memorable—something worth talking 
about?

Because the businesses that thrive in the next decade won’t be the ones that simply 
meet expectations. They’ll be the ones that obsess over exceeding them, even to 
the point of re-imagining an entire industry.
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Customer experience (CX) is facing a defining moment—one that will determine 
which brands thrive and which ones quietly disappear. On one side, global 
service levels are plummeting, costing businesses a staggering $3.7 trillion 
annually through customer churn, lost loyalty, and diminished lifetime value. 
On the other, technology—particularly AI, predictive analytics, and social media 
algorithms—has advanced to the point where it can anticipate customer needs 
before they’re even consciously realised. In this new reality, exceptional CX isn’t 
just a competitive advantage—it’s a survival strategy.

CX is no longer a department or a tick-the-box strategy. It’s the heartbeat of every 
successful business. And it’s under pressure. Customer expectations are rising 
faster than ever. Traditional loyalty levers are crumbling. And brands that fail to 
adapt are being left behind, and fast.

Today’s customers don’t just want good service—they expect exceptional, 
effortless, hyper-personalised experiences. And they’re voting with their wallets. 
In 2024, 85% of customers said they’d go out of their way to do business with a 
company that delivers better service. More striking? 64% said they’d abandon a 
brand they love if the experience doesn’t meet expectations. CX isn’t a nice-to-
have—it’s everything.

When I wrote Turning Customers into Advocates nearly a decade ago, AI was a 
whisper and predictive social algorithms were still in their infancy. And yet, the 
core principles I outlined then haven’t changed. What has changed is the urgency. 
The stakes are higher. The margin for mediocrity? Gone.

CHAPTER ONE

Why Customer Obsession,

Why Now and Why it Needs 

a Radical Approach 
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As you’ll see throughout this book, today’s consumer doesn’t just interact with 
brands—they expect brands to know them, anticipate them, and show up for 
them. From search history to social scrolls, every digital interaction feeds AI-
powered platforms that deliver eerily accurate recommendations and real-time 
solutions. This anticipatory intelligence has raised the bar—and reset consumer 
expectations permanently.

But here’s the paradox: while technology makes personalisation easier, the human 
element is fading. Cost-cutting and automation are replacing the very thing that 
builds trust—genuine, frictionless, human service. And customers are noticing. 
The result? Silent attrition, shrinking loyalty, and massive lost opportunity.

The solution isn’t to fight technology—it’s to partner with it. The future belongs 
to brands that can blend high-tech with high-touch—anticipating needs while 
creating real emotional connection. Radical Customer Obsession is the mindset, 
strategy, and operating system that makes that possible.

And this book? It’s your blueprint.
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Every year, dictionaries around the world release their Word of the Year—a 
single word or phrase that captures the cultural, social, or economic temperature 
of the moment. Often, these choices reflect innovation, optimism, or evolving 
technology. You might expect something like “resilience,” “AI,” or even “hybrid” 
to take the crown in a world still navigating complexity and change.

But in 2024, Macquarie Dictionary dropped a word so blunt, so brutal, and so on-
the-nose—it stopped people in their tracks.

It wasn’t polished.
It wasn’t inspiring.
It wasn’t even particularly elegant.

But it was true.

Because this word captured what millions of customers have been quietly feeling 
for years.

It gave a name to the slow decay we’ve all witnessed in customer service. And it 
served as a wake-up call to every business bold enough to listen.

So what was it?

Enshittification.

Yes, it’s provocative. And it’s meant to be.

Enshittification is defined as “the gradual deterioration of a service or product 
brought about by a reduction in the quality of service provided, especially of an online 

CHAPTER TWO

The 2024 Word of the Year and the

Ultimate Brand Warning
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platform, as a consequence of profit-seeking.” In other words, it’s what happens when 
businesses prioritise short-term profits over long-term trust.

It’s not just a clever term, it’s a warning. A red flag waving furiously at any brand 
that has lost sight of what matters most: the customer.

Enshittification, Everywhere
Unfortunately, this brand deterioration isn’t happening in isolated pockets—it’s 
becoming standard practice.
•	 Airlines are charging more for flights, baggage, food, and seat selection, all 

while cutting back on staff, delivering less reliability and longer delays.

•	 Retailers are replacing checkout operators with glitchy self-serve machines, 
leaving customers to fend for themselves—and feel like unpaid employees.

•	 Banks are rife with branch closures, excessive reliance on self-service, and 
complicated fee structures.

•	 Insurance companies are making it harder to speak to a human, dragging 
out claims processes, and burying customers in fine print—leaving people 
feeling more like policy numbers than people, especially when they’re at their 
most vulnerable.

•	 Telecommunications providers are locking customers into confusing 
contracts with hidden fees, long wait times for support, and chatbots that 
loop endlessly without ever solving the problem.

Even once-beloved brands are alienating loyal fans. In pursuit of operational 
efficiency, they’re delivering transactional experiences instead of transformational 
ones. They’re removing the very elements that made them different, personal, and 
memorable.

The result? Customers feel overlooked, unimportant, and increasingly cynical.

The Real Cost of Cutting CX
The most dangerous assumption a brand can make is that customers will remain 
loyal just because they’ve been loyal in the past. 

In an age of abundance and infinite choice, customers no longer have to tolerate 
bad service. They’re empowered by reviews, social media, and communities that 
elevate (or destroy) brands with a single viral post. When you fail to deliver, you're 
not just losing a sale—you’re creating a negative advocate.
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And here’s the catch: bad experiences travel faster than good ones. A frustrated 
customer is far more likely to tell 10 people than a satisfied one. Multiply that 
by the reach of digital platforms, and the ripple effect of a single poor experience 
becomes a wave of reputational damage.

Meanwhile, companies who treat customer experience as a cost to be trimmed, 
rather than an investment to be nurtured, are silently bleeding revenue—and 
often don’t realise until it’s too late.

From Transactional to Relational
So how do we fight the enshittification of business?

By getting radically obsessed with our customers again.

That doesn’t mean handing out freebies or obsessing over Net Promoter Scores 
(NPS). It means returning to the fundamentals of what makes a brand human. 
It means listening more deeply, responding more personally, and designing 
experiences that make people feel like more than just a number.

The best brands today don’t just meet expectations—they exceed them in ways 
that feel effortless and meaningful. They empower their teams to solve problems, 
anticipate needs, and inject delight into the everyday.

They understand that experience is the product.

Obsession Over Efficiency
Yes, businesses need to be profitable. Yes, automation and AI can create scale and 
speed. But when those efficiencies come at the 
expense of empathy, personalisation, and value—
they’re not worth it.

Radical customer obsession means making 
decisions with the customer lens always front 
and centre. It’s about asking, “Will this make 
the experience better, or just cheaper?” It’s about 
designing policies and processes that prioritise 
people over spreadsheets.

When you obsess over your customers—not just serve them—you unlock 
something magical. Loyalty. Advocacy. Brand love. And yes—growth.

The best brands 
today don’t just meet 
expectations—they 
exceed them in ways 
that feel effortless and 
meaningful.
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The Business Case for Caring
Obsessed brands outperform because they understand this simple truth: when you 
invest in your customers, they invest back in you.

They stay longer. They buy more. They tell their friends. They defend you when 
you make mistakes. They become not just customers, but champions.

In a market where trust is hard to earn and easy to lose, that’s the most valuable 
asset you can have.

So, let enshittification be your cautionary tale—not your business model.

Profit will always be a critical goal in business—but when it's pursued at the 
expense of customer trust, the cost is often far greater than the gain. Radical 
Customer Obsession doesn’t replace the goal of profit—it fuels it. Brands that 
consistently deliver care, value, and connection don’t just survive—they thrive. 
Because loyalty, advocacy, and repeat business aren’t just by-products of a great 
experience—they’re the most powerful, sustainable profit drivers there are.
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In other words: customer obsession isn’t a distraction from the bottom line. It’s 
how you protect it.

Let’s talk numbers—because at the end of the day, customer experience isn’t about 
fluff, it’s about performance.

We’re living in the most commoditised business landscape in history. Whether 
you're in telecommunications, retail, banking, travel, or healthcare, one thing is 
clear: your customers have more options, more access to information, and fewer 
barriers to switching than ever before.

Technology has flattened the playing field. Product innovations are copied in 
weeks. Price comparisons are available with a single click. And every customer 
now expects a frictionless, fast, digital experience—because that’s what they get 
from the brands they love most.

And here’s the kicker: while most businesses are locked in a race to the bottom on 
pricing, what they should be doing is a race to the top in experience.

Because while brands pour millions into attracting new customers through slick 
ads, sexy promotions, and aggressive sales funnels, 
they often ignore their most valuable, profitable 
asset—the people already buying from them.

Retention is the New Growth Strategy
It costs five to seven times more to acquire a new 
customer than it does to keep an existing one. 

CHAPTER THREE

The Hard Economics of

Radical Customer Obsession

While most businesses 
are locked in a race to 
the bottom on pricing, 
what they should be 
doing is a race to the 
top in experience.
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Yet most businesses still spend the bulk of their marketing budgets chasing new 
eyeballs.

It’s like pouring water into a leaky bucket.

According to Harvard Business Review, boosting customer retention by just 5% 
can increase profits by anywhere from 25% to 95%. And it’s not hard to see why:
•	 Loyal customers spend more. Repeat customers spend up to 67% more 

than new ones (Bain & Company).

•	 Acquisition is getting more expensive. Digital ad costs are soaring, making 
it harder (and more costly) to get ROI from new customer campaigns.

•	 Happy customers talk. Word-of-mouth referrals convert at double the rate of 
paid ads—and cost you nothing.

•	 Existing customers are easier to serve. You’ve already done the hard work to 
win them over. Now, they just want to be looked after.

In a price-sensitive, highly competitive market, your edge isn’t being the cheapest. 
It’s being the most obsessed—with your customers, their needs, and how you 
show up for them.

Why Customers Leave (and How to Stop the Bleed)
Most businesses assume customers leave because they found a better deal. But the 
data tells a different story.

68% of customers leave simply because they feel the company doesn’t care 
about them. (HubSpot)

Let that sink in.

Here are the top reasons customers walk—and how Radical Customer Obsession 
can prevent it:
•	 Poor service. A shocking 86% of customers will leave after just two bad 

experiences (PwC). 

•	 Lack of personalisation. Today’s customer expects to be known. Brands that 
don’t tailor the experience risk feeling generic—and forgettable.

•	 Only showing up to sell. If every email, message or touchpoint is a sales 
pitch, you’re not building trust—you’re burning it.

•	 No incentive to stay. If you’re not rewarding loyalty, you’re making it easy for 
competitors to poach your best customers.
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Radical Customer Obsession flips the script. It’s not just about keeping 
customers—it’s about making them feel indispensable to your brand.

In a world where it's easy to become hooked on lead generation metrics and 
acquisition funnels, many businesses lose sight of where the real magic happens: 
retention. The constant pursuit of new customers 
might feel like momentum—but it’s often 
just motion without depth. Radical Customer 
Obsession gives you a powerful, sustainable 
alternative. It asks: what if the fastest way to grow 
wasn’t through more leads, but through deeper 
relationships?

Retention doesn’t just support growth—it accelerates it. It transforms satisfied 
customers into loyal advocates who spend more, stay longer, and become your 
most powerful marketing engine. 

When you're truly obsessed with your existing customers—anticipating their 
needs, exceeding their expectations, and delivering consistent value—you don’t 
just earn their business. You earn their trust, their voice, and their advocacy.

In a market where everyone’s scrambling for attention, retention is your edge. It 
may not be loud or flashy—but it’s focused, powerful, and quietly exponential. 
And sometimes, its impact is only revealed when you take a step back and connect 
the dots.

If you’ve seen me speak, you may have heard me tell the story of a mortgage 
broker named Sam, who attended one of my presentations at a business breakfast 
nearly a decade ago.

At the time, Sam had been running his business for close to ten years and had 
grown it almost entirely through word of mouth. He wasn’t running flashy 
Facebook ads or dropping thousands on SEO. In fact, he hadn’t really thought of 
what he was doing as "marketing" at all. But when he heard me speak about the 
power of word-of-mouth and, in particular, the importance of rewarding referrals, 
it struck a chord. He realised he was doing it well, but inconsistently.

Before launching into a more intentional and strategic client experience program, 
Sam decided to get a clearer picture of what was actually driving his business. 
Like many service-based professionals, he had a handful of "super advocates"—
loyal clients who went out of their way to refer friends, family, colleagues, and 
neighbours. Among those advocates, one client stood out: Jenna.

In a market where 
everyone’s scrambling 
for attention, retention 
is your edge.
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Over five years, Sam had written three mortgages for Jenna. But more 
significantly, he knew she had referred a number of clients to him—who had, in 
turn, referred others. Curious about the true value of her advocacy, Sam sat down 
with a blank sheet of paper and started plotting it all out.

What he discovered stopped him in his tracks: over a five-year period, he’d 
written a staggering $56 million in loans—all traced back to Jenna. One client. 
One unforgettable experience. Dozens of referrals. Millions in business.

That’s the quiet power of Radical Customer Obsession in action.
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Social media has evolved from a communication platform into a predictive 
powerhouse. Today’s dominant platforms—Meta, TikTok, Google, and even 
newer players like Reddit and Pinterest—aren’t just responding to user behaviour; 
they’re shaping it. By leveraging AI-driven algorithms, natural language 
processing and machine learning, these platforms don’t wait for consumers to 
articulate their needs, they anticipate them.

And that anticipation is changing everything.

We’ve entered the era of predictive consumerism, where the line between 
suggestion and intent has been blurred. Consumers now move through digital 
environments that adapt to them in real time. Every click, comment, share, and 
scroll becomes a data point, feeding an ecosystem that’s learning and evolving 
with uncanny accuracy.

The New Era of Customer Expectations
In this landscape, customers no longer expect brands to react to their needs—
they expect brands to be one step ahead. This isn’t wishful thinking. It’s what 
consumers are being trained to expect thanks to the predictive capabilities of the 
platforms they use every day.

Here’s how the new rules are playing out:
•	 Behavioural Recognition: Every action—from a video pause on Instagram 

reels to a like on a niche interest post—is recorded, analysed, and used 
to predict future intent. Platforms know what kind of content keeps you 
engaged, what time of day you’re most active, and what you’re likely to want 
next.

CHAPTER FOUR

The Predictive Power of

Social Media
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•	 Sentiment & Linguistic Analysis: AI now understands tone, urgency, and 
emotion in digital conversations. This allows brands to not only respond in 
real time but also refine their messaging based on subtle shifts in sentiment 
across platforms.

•	 Preemptive CX: The future of customer service is problem prevention, not 
just problem solving. Smart brands are using predictive data to identify 
friction points before they surface and remove them proactively.

•	 Real-time Personalisation: Algorithms are now tailoring entire 
experiences—from homepage layout to product suggestions to checkout 
prompts—in milliseconds. Customers expect this kind of intelligent, seamless 
experience, and when it’s absent, they notice.

This evolution didn’t happen overnight. It crept in gradually. What began with 
“people who bought this also bought…” has become a world where the ad you see 
after a casual conversation feels less like coincidence and more like clairvoyance.

The Normalisation of Anticipation
Every time an ad appears moments after discussing a product with a friend, every 
time your TikTok For You page reads your mood perfectly, every time Spotify 
drops a playlist that somehow knows your current vibe—expectations are reset.

Consumers no longer question whether their data is being used—they assume 
it is. What they care about is whether it results in value. The inconvenience of 
irrelevant messaging is more offensive now than data tracking itself. In fact, 

customers are often more annoyed by a generic ad 
than a hyper-personalised one.

The bar has been raised: fast, frictionless, and 
personalised is no longer the exception. It’s the 
expectation.

Anticipatory Marketing in Action
Anticipatory marketing isn’t about guesswork. It’s a strategic, data-led approach 
that elevates every customer interaction. Here are some examples of brands doing 
it well:
•	 Amazon: Its recommendation engine doesn’t just suggest related items, it 

predicts what you’re most likely to buy next based on your behaviour, search 
history, and similar customer profiles. It removes decision fatigue by serving 
up what you were about to look for.

Consumers no longer 
question whether their 

data is being used—
they assume it is.
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•	 Spotify: The Discover Weekly playlist is a masterclass in predictive 
engagement. It doesn’t just entertain, it builds a relationship by understanding 
taste, mood, and listening patterns.

•	 Netflix: By analysing viewing habits and engagement rates down to the 
second, Netflix curates a library that feels tailor-made for each user. Its ability 
to surface just the right content at the right time keeps users engaged—and 
paying.

•	 Sephora: With its app and loyalty data, Sephora anticipates reorders, 
personalises offers, and recommends products based on browsing behaviour 
and skin type preferences.

The result? Higher retention, increased spend, and deeper customer loyalty—all 
because the experience feels intuitive, relevant, and eerily spot-on.

The Emotional Side of Prediction
Predictive marketing isn’t just about convenience—it’s about connection. When 
a brand seems to “get” you, it creates a moment of emotional resonance. It feels 
personal. It builds trust. And in a crowded, noisy marketplace, that feeling is gold.

In many ways, predictive marketing delivers what traditional marketing always 
tried to: the right message, to the right person, at the right time. The difference 
now is that we have the tools—and the data—to actually pull it off.

But with great power comes great responsibility. Brands must use this capability 
ethically. Consumers may expect you to know them, but they won’t tolerate being 
manipulated. Transparency, consent, and value creation must remain at the core 
of any predictive strategy.

The Future: Invisible, Frictionless, Personal
As predictive capabilities grow, the most successful customer experiences will 
feel invisible. There will be fewer steps, fewer decisions, fewer points of friction. 
Brands that succeed will be the ones that make life feel simpler, easier, and more 
tailored.

In this world, Radical Customer Obsession isn’t about reacting quickly—it’s about 
thinking ahead.

When you use data to anticipate needs, reduce effort, and deliver the 
unexpected—again and again—you earn not just attention, but affinity. And 
that’s the future of customer loyalty.
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Anticipation is no longer a competitive edge, it’s the baseline.

And the brands that understand this—who embrace prediction with empathy and 
deliver value with obsession—will be the ones that lead.
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Today’s consumer is sharper, savvier, and more sceptical than ever before. The 
power dynamic has officially flipped. Customers are no longer relying on brands 
or salespeople to lead the conversation—they’re turning up with more data, 
insight, and confidence than some professionals in the industries they’re buying 
from. And they're not just better informed—they're hyper-informed.

This shift is happening across every industry, but it’s especially obvious in 
two spaces that used to thrive on insider knowledge: real estate and consumer 
electronics.

Real Estate: The Rise of the DIY Market Expert
Once upon a time, real estate agents were the gatekeepers of property knowledge. 
Buyers and sellers relied on them for pricing guidance, suburb insight, and 
negotiation tactics. That time is over.

Today’s vendors aren’t calling agents with a blank slate—they’re turning up with 
spreadsheets, market reports, and weeks (sometimes months) of research already 
under their belt. They know the median house price in their suburb. They’re 
tracking clearance rates. They’re fluent in industry terms like price per square 
metre and days on market. And yes—some are even showing up with their own 
comparative market analysis and prepared to negotiate commissions.

The same goes for buyers. They’re using CoreLogic, REA Insights, and AI-
powered valuation tools to monitor every move in the market. They’re checking 
sold listings, calculating renovation costs, joining Facebook groups, and reading 
Reddit threads dedicated to off-market strategies. In many cases, the buyer 
or seller may know more about a specific pocket of the market than the agent 
themselves.

The Rise of the Hyper-Informed 

Consumer

CHAPTER FIVE



RADICAL CUSTOMER OBSESSION

25

This isn’t just a trend—it’s a transformation. It’s the arrival of a customer who 
expects the agent to add value beyond the data.

Electronics Retail: The Death of the 'Expert Behind the Counter'
Ten years ago, if you wanted to buy a TV or a high-end blender, you’d pop 
into JB Hi-Fi or Harvey Norman and rely on the salesperson to guide you. Not 
anymore.

Today’s customer walks in knowing the exact model they want, which 
competitors have stock, what the best price is, and whether it’s cheaper to buy 
it online. They’ve watched YouTube comparisons. They’ve read forum threads. 
They’ve asked AI to compare specs. And if a salesperson tries to up-sell them on a 
feature they’ve already ruled out? They’re not buying it—figuratively or literally.

The traditional retail assistant, armed only with surface-level knowledge or a sales 
script, simply can’t compete with that.

What customers want now is insight—nuanced, next-level detail. They want to 
know how a product compares to its closest competitor in real-world use. They 
want honest opinions, lived experience, and reassurance that they’re making the 
best choice.

What This Means for Brands
The era of blind trust is over. The days of the “expert” in the room holding all the 
cards are gone.

Today’s customers:
•	 Do their homework. They arrive prepared. If you don’t bring something new 

to the conversation, you’re redundant.

•	 Trust data over promises. Reviews, peer insights, and real-world 
comparisons matter more than polished marketing.

•	 Don’t want to be sold to. They want to collaborate. They want partners, not 
persuaders.

This means your people—especially those in customer-facing roles—need to level 
up. They need more than just product knowledge. They need context, storytelling, 
and the ability to add value to a hyper-informed customer’s already-extensive 
knowledge base.
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And for brands, this requires a strategic shift:
•	 Invest in continuous learning for your sales and service teams.

•	 Ditch the hard sell and embrace transparent, insight-led conversations.

•	 Make sure your online presence is just as knowledgeable as your team—
because for many customers, that’s their first impression of your brand.

The Brands That Will Win
The businesses that will win in this new landscape are the ones that respect 
the intelligence of their customers. The ones that offer real expertise, real 
transparency, and real collaboration.

Because when customers feel respected and empowered, they trust you. And when 
they trust you, they buy from you—not just once, but again and again.

So, the next time a customer calls or walks in quoting specs, market data, or an 
online review, don’t be intimidated. Be ready. Be helpful. Be collaborative. 
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Let’s take a quick journey into the history of brand trust and how it’s become so 
tightly entangled with customer experience and consumer loyalty.

Brand trust has long been a topic of discussion and measurement. But in the past 
30 years, its importance has gone from optional to absolutely existential.

The Early Years: Trust as a Business Pillar
In the 1970s and ‘80s, trust was built the old-fashioned way—through 
consistency, word of mouth, and face-to-face relationships. Brand loyalty was a 
given. You picked a product, you stuck with it for life. You knew the butcher, the 
banker, and the guy who sold you your first car. It was a simpler time and trust 
was built one human interaction at a time.

The 1990s and Early 2000s: From Gut Feel to Measurable Metric
As corporations expanded and globalised, trust had to scale. It evolved from 
something intangible to something measurable. Brands began obsessing over 
customer satisfaction scores, reputation indexes, and the almighty Net Promoter 
Score (NPS). Market research firms like Edelman and Nielsen introduced trust 
barometers and brand perception trackers, making it easier for businesses to know 
exactly how they were perceived in the eyes of the consumer.

The Digital Age: Trust Becomes Fragile, Fast, and Public
Enter the 2000s and the explosion of digital platforms. Suddenly, trust wasn’t just 
a static metric on a dashboard—it became fragile, real-time, and incredibly public.

The Brand Trust Crisis – And Why

Radical Customer Obsession

is the Antidote

CHAPTER SIX
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Online reviews. Comparison shopping. Influencer recommendations. Viral 
complaints. Brands were now under constant consumer surveillance.

Trust could be earned, or torched, in a matter of hours.

During this era, brands like Amazon, Apple, and Google dominated trust 
rankings by doing one thing consistently well: delivering on their promises. 
Meanwhile, companies riddled with data breaches, tone-deaf campaigns, or 
questionable ethics saw their reputations unravel at lightning speed.

Today: Trust as a Business Imperative
Fast forward to now, and trust isn’t just a brand differentiator, it’s a business 
imperative.

Institutions like Roy Morgan, Edelman, and Forrester release annual trust 
rankings that reveal which brands are delivering transparency, ethics, and 
consistent customer experience, and which are not.

The biggest shift? Trust is no longer assumed. It must be earned, again and again.

Today’s customers are smart, skeptical, and less forgiving than ever. They’ve been 
burned. They’ve seen behind the curtain. And they have zero patience for brands 
that overpromise and underdeliver, manipulate, or act in their own self-interest.

But trust isn’t just a metric, it’s an emotional contract. It’s the invisible thread that 
turns a casual buyer into a loyal advocate. And here’s the brutal truth: it’s fragile.

It takes years to build. Seconds to break. And in today’s world, there’s no coming 
back from a credibility crisis unscathed.

When trust is lost, customers don’t just walk away, they run. And they don’t do 
it quietly. They take their story to social media, Google reviews and group chats. 
Suddenly, one bad experience snowballs into a public spectacle.

The Australian Landscape: A Snapshot in Trust Turbulence
The Roy Morgan Brand Trust Rankings for 2024 paint a clear picture: trust in 
Australia is in flux.
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Brands like Bunnings, Aldi, and Kmart have solidified their status as the most 
trusted in the country. Why? Consistency. Simplicity. Reliability. They show up, 
they deliver, and they don’t take their customers for granted.

At the opposite end? Coles and Woolworths—once the darlings of Australian 
retail—have plunged over 200 spots, now ranking among the most distrusted 
brands.

What happened?

A perfect storm: negative press, government inquiries, accusations of price 
gouging, alleged collusion, and perceptions of corporate greed. Customers didn’t 
just feel disappointed, they felt exploited. And that’s a trust violation few brands 
recover from.

And let’s not forget our national airline, once considered one of the most trusted 
in the world. Its fall from grace has been as public as it’s been painful.

CASE STUDY
The Qantas Trust Crisis: A Cautionary Tale of Rapid Brand Erosion

For decades, Qantas was more than just an airline—it was an Australian icon. Known for 
its impeccable safety record, world-class service, and unwavering reliability, Qantas was 
the brand that Australians trusted above all others. But in just a few short years, that 
trust has crumbled, leaving even the airline’s most loyal customers questioning whether 
the Flying Kangaroo is still worthy of their business.

Joe Aston’s book, The Chairman’s Lounge: The Inside Story of How Qantas Sold Us Out, 
provides a devastating inside look at how one of the world’s most trusted airline brands 
fell from grace. Through a combination of corporate greed, leadership failures, and a 
blatant disregard for customer loyalty, Qantas transformed from a national treasure into 
a case study on how to systematically erode brand trust.

From Trusted to Distrusted: The Alan Joyce Era

In his compelling exposé, Aston argues that at the heart of Qantas’s decline is former 
CEO Alan Joyce, whose leadership—once lauded for financial acumen—ultimately 
became synonymous with cost-cutting at the expense of customers and employees. 
Joyce’s early tenure saw Qantas recover from financial struggles, but over time, his 
strategy prioritised shareholder profits over service quality, leading to reduced customer 
experience, poor operational efficiency, and deepening distrust among passengers and 
employees alike.
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One of the most controversial moments of his leadership was the outsourcing of 1,700 
ground staff in 2020, a move later ruled illegal by the Federal Court. This decision not 
only disrupted airport operations, leading to lost baggage, flight delays, and chaotic 
travel experiences, but also sent a clear message: profit mattered more than people—a 
fatal mistake in an industry where trust and service are everything.

How Qantas Lost its Customers During the Pandemic

If there was ever a moment to show up for customers, it was during the COVID-19 
pandemic. Instead, Qantas delivered a masterclass in how to alienate loyal, long-term 
customers.

When travel restrictions hit, many airlines quickly refunded canceled flights, recognising 
that retaining customer trust during a crisis would pay off long-term. Qantas took the 
opposite approach, offering flight credits with restrictive terms and expiration dates 
instead of straightforward refunds. Customers were forced to navigate confusing 
policies, wait in endless customer service queues, and, in many cases, lost money they 
had spent on flights they never took.

The backlash was swift. Consumer advocacy groups filed complaints, and a class-
action lawsuit was launched, accusing Qantas of deliberately denying refunds and 
misleading customers. What was once a brand synonymous with reliability had now 
become the subject of consumer outrage and regulatory scrutiny.

The Chairman’s Lounge and Corporate Arrogance

Perhaps nothing encapsulates Qantas’s fall from public favour more than the exclusivity 
and political entanglements of its Chairman’s Lounge, hence the title of Aston’s book. 
This invitation-only, ultra-elite club catered to politicians, corporate leaders, and media 
executives, reinforcing a perception that Qantas’s leadership was more focused on 
catering to the powerful than serving the everyday traveller.

While passengers faced delayed flights, lost baggage, and appalling customer service, 
politicians and executives were ushered into luxury lounges with personalised service 
and priority treatment. The contrast couldn’t have been starker—Qantas was no longer a 
brand for all Australians; it had become a club for the privileged few.

The Data That Confirms Qantas’s Collapse in Trust

Of course trust isn’t just a feeling—it’s a measurable asset. And the numbers tell the 
story of Qantas’s fall:
•	 Once ranked Australia’s most trusted brand, Qantas has now plummeted to 41st 

place in national brand rankings.

•	 Internal documents revealed that only 39% of Australians now view Qantas as 
transparent, an all-time low for the airline.
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Qantas went from being the gold standard of airline trust to a brand in crisis. And 
if Australia’s most iconic airline can fall this hard, any brand can, as one of the 
most trusted brands in telecommunications also learned the hard way.

•	 Customer complaints skyrocketed, with record numbers of refund disputes, service 
failures, and flight cancellations eroding what was left of Qantas’s once-unshakable 
reputation.

The Fallout and the Challenge for New Leadership

By the time Alan Joyce finally stepped down in September 2023, the damage had been 
done. His successor, Vanessa Hudson, inherited a trust crisis of epic proportions. 
Customers weren’t just frustrated—they were done. Years of corporate arrogance, poor 
customer service, and deceptive practices had fundamentally broken the bond between 
Qantas and its loyal passengers.

Now, the question remains: Can Qantas rebuild trust?

Restoring faith in the brand will take more than just PR spin. It will require real, 
systemic changes—reinvesting in customer experience, re-establishing ethical business 
practices, and proving that the airline values passengers more than profit margins.

Lessons from the Qantas Trust Crisis

The Qantas downfall offers a stark warning to every brand: Trust is not a given. It must 
be earned—and re-earned—every single day.

Qantas didn’t lose customers because of one bad policy or a single corporate misstep. 
It lost them through a sustained pattern of decisions that put profit before people. And 
in today’s world, where consumers have infinite choices and a global stage to voice their 
dissatisfaction, brands that fail to put their customers first don’t just lose business—
they lose their right to exist.

CASE STUDY
The Optus Effect: A Case Study in Trust Lost

In September 2022, Optus, one of Australia's largest telecommunications companies, 
became a case study in exactly how not to handle a crisis. A massive data breach 
exposed the personal information of up to 9.8 million current and former customers—
one of the most significant privacy breaches in Australian history. Names, birthdates, 
phone numbers, email addresses, home addresses, and even driver’s license, passport, 
and Medicare numbers were compromised. The sheer scale of the breach was alarming, 
but Optus’s response made it even worse.
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The first—and most critical—error? The delay in communicating with the public. Despite 
discovering the breach on September 21, 2022, Optus waited until the next day to 
disclose it, and even then, the company failed to provide clarity on exactly what had 
been exposed and how many customers were affected. The lack of precise information 
left millions of people in limbo, unsure whether their most sensitive personal data had 
been stolen or how they should respond.

When a crisis like this happens, customers expect strong, decisive leadership—someone 
to step up, take responsibility, and deliver a clear action plan. Instead, CEO Kelly Bayer 
Rosmarin’s response was widely criticised for lacking urgency, authority, and empathy. 
Her public statements were vague, offering little reassurance to customers who were 
scrambling to understand the severity of the breach. Rather than owning the situation, 
providing clear next steps, and demonstrating radical responsibility, she appeared 
defensive and uncertain—a fatal misstep in the court of public perception.

As the backlash grew, Optus attempted damage control by offering 12 months of free 
credit monitoring for affected customers, reserving $140 million for costs related to 
the breach, and launching an external review. But it was too late—the damage to brand 
trust had already been done. Customers weren’t just upset about the breach itself; they 
were furious about how poorly it had been handled. The lack of immediate transparency, 
the confusing communication, and the CEO’s inability to project confidence and control 
deepened the crisis rather than resolving it.

Then came the ripple effect. Government scrutiny intensified. Optus was slammed by 
politicians, cybersecurity experts, and regulatory bodies for what appeared to be an 
avoidable breach caused by weak security protocols. Minister for Home Affairs Clare 
O'Neil publicly condemned the company, making it clear that a “basic security failure” 
of this magnitude was unacceptable. Emergency regulations were introduced to allow 
compromised data to be shared with banks in an effort to prevent fraud—a move that 
further highlighted how severe the situation had become.

Meanwhile, customers were left fuming. Optus’s customer service channels were 
overwhelmed, with people unable to get clear answers about their exposure risk. 
Many were forced to replace identity documents at their own expense, adding to 
the frustration. Social media exploded with criticism, and within weeks, Optus had 
plummeted to the top of the list of Australia’s most distrusted brands.

When crisis strikes, customers don’t just expect brands to react—they expect them to 
lead. They expect radical transparency, clear and direct communication, and above all, 
to feel like they are the priority, not an afterthought.

Optus failed on all counts.

The long-term consequences have been devastating. Millions of customers lost 
confidence in the brand. Many switched providers, unwilling to stay loyal to a company 
that had failed them so profoundly. Legal action followed, including a class-action 
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Radical Customer Obsession not only means finding the opportunities to amplify 
epic customer experiences and touchpoints, it means taking courageous, swift, 
bold action in times of unexpected and unprecedented crisis, even when it’s the 
hardest path to take. It might mean pain and discomfort in the short-term, but 
will ultimately be an investment in long-term customer loyalty.

lawsuit claiming Optus had negligently exposed private customer data. The company 
will likely spend years rebuilding its reputation, but trust, once broken, is nearly 
impossible to fully restore.

The lesson? Trust is the most valuable asset a brand has, and it is incredibly easy to 
destroy. Customers don’t just want to know you’ll do right by them when things are 
good—they need to believe you’ll protect them when things go wrong. They need to see 
leadership that is bold, proactive, and customer-obsessed.

Optus wasn’t just hacked—it was exposed. Not just for its security vulnerabilities, but for 
its failure to have a disaster management plan that put customers first.
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There was a time when big brands held all the cards. Trust was built on scale, 
familiarity, and mass marketing muscle. But that trust has eroded. Today, 
consumers are more sceptical, more discerning, and more empowered than ever 
before. And increasingly, they are turning their loyalty not just to companies, but 
to people.

We are well and truly in the personal brand era. From social media influencers 
and founders to business leaders and frontline employees, individuals now have 
the ability to shape perception, build trust, and create loyalty—often more 
effectively than the organisations they represent.

This shift has rewritten the rules of customer behaviour. And for brands willing 
to embrace Radical Customer Obsession (RCO), it presents an extraordinary 
opportunity to compete, connect, and grow—regardless of size.

The Trust Shift: From Institution to Individual
For decades, customers trusted institutions. The bigger the brand, the more 
reliable it appeared. But high-profile scandals, customer service failures, and 
increasingly generic marketing have weakened that trust. At the same time, 
social media has allowed individuals to rise as relatable, authentic voices in the 
marketplace.

Today’s consumer is asking: "Do I trust the person behind the brand? Do I feel 
seen and heard? Do I believe this business really gets me?"

The Rise of the Personal Brand

and the Power Shift in

Customer Loyalty

CHAPTER SEVEN
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When customers feel a human connection—whether it’s with the founder, a 
passionate team member, or a brand personality—they're more likely to engage, 
advocate, and stick around.

Why Small Brands Have the Advantage
In this age of human connection, smaller brands often have the upper hand. 
Why? Because they can be:
•	 More agile in listening and responding

•	 More authentic in their messaging and values

•	 More human in how they show up

When RCO is embedded in a small business, it’s easier to express, and easier for 
customers to spot. Every touchpoint can feel intentional. Every conversation can 
feel personal. Every team member becomes a living, breathing ambassador of the 
brand.

Compare this with legacy brands where bureaucracy and layers of approval often 
dilute personality. The irony? Smaller businesses now have a unique opportunity 
to out-care and out-connect the giants.

Personal Brands Inside Big Business
But this isn’t just about challenger brands. The personal brand phenomenon 
doesn’t need to be the exclusive domain of start-ups.

For large organisations, humanising the brand isn’t about being scrappy or 
abandoning structure. It’s about putting a face and a heartbeat behind the 
business. That starts at the top. Leaders who show up—online and offline—as 
accessible, authentic, and values-driven, set the tone for the organisation.

A CEO who uses LinkedIn to share behind-the-scenes decisions, a Head of 
Ops who celebrates store-level wins, a marketing leader who highlights team 
innovation—these micro-moments matter. They signal transparency, care, and 
connection.

Internal brand ambassadors can be just as powerful. When you spotlight the 
stories of team members—from store managers and sales reps to developers and 
delivery drivers—you reinforce purpose, encourage pride, and invite customers 
into the human side of your brand.
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Building Personal Brands Internally
Forward-thinking companies are now treating 
personal brand development as a core leadership 
skill. They’re helping their people show up with 
intention, consistency, and clarity—both internally 
and in the public sphere.

Because when your people build their personal brands, they don’t just represent 
your organisation, they amplify it. They bring the business to life in a way 
corporate marketing never could.

From the customer’s perspective, this makes your brand feel more human, more 
accessible, and more trustworthy. And that trust is sticky.

We’re not just witnessing a shift in consumer behaviour, we’re in the midst 
of a revolution. Shaped by technology, economic forces, generational change, 
and shifting social values, consumer expectations aren’t just evolving, they’re 
accelerating.

CASE STUDY
MECCA—People Powering the Brand

MECCA is a masterclass in humanising a brand at scale.

From the very beginning, founder Jo Horgan understood that loyalty in beauty isn’t built 
just on product, but on connection. MECCA’s success stems from an obsessive focus 
on people—its team, its customers, and its community.

Store teams are trained not just in product knowledge, but in personalisation and 
emotional intelligence. Each interaction is designed to feel like a beauty consult with a 
trusted friend, not a sales pitch.

MECCA also celebrates its people publicly. Their “MECCA Muses” platform showcases 
team members and customers alike, reinforcing authenticity and building emotional 
proximity. They’ve turned staff, customers and inspirational community leaders into 
storytellers—and it works.

Their influencer partnerships are equally thoughtful, based on aligned values, not 
just aesthetics. These collaborations deepen community, drive relevance, and reflect 
MECCA’s belief that beauty is a tool for expression, empowerment, and care.

The result? MECCA hasn’t just built a customer base—it’s built a tribe.

When your people build 
their personal brands, 
they don’t just represent 
your organisation, they 
amplify it.
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The Social Proof Effect
Today’s customers trust people more than they trust brands. They crave realness. 
They listen to what other customers are saying. They want to know what actual 
humans think about your product or service.

Social proof isn’t just a marketing hack. It’s the natural byproduct of Radical 
Customer Obsession.

When you consistently deliver memorable, human experiences, your customers do 
the talking for you. They leave the reviews. They tell their friends. They post about 
you. And your influence grows, organically and exponentially.

What This Means for the Future of Loyalty
The rise of personal brands has completely reshaped customer loyalty. Loyalty is 
no longer built through repetition, it’s built through relevance. Through values. 
Through vulnerability.

Radical Customer Obsession is the bridge between business and customer in this 
new era. It allows any brand, big or small, to stand out not by shouting louder, but 
by showing up more human.

When customers feel like they know you, when they see your team living your 
values, when their experience feels personal and consistent—that’s when true 
loyalty is formed.

Key Takeaways: What This Means for Brands Big and Small
For large brands: Personal brands must become part of your brand strategy. 
Make your people visible. Tell real stories. Focus less on polish and more on 
presence. This is how you scale connection and regain trust.

For small brands: Don’t underestimate the power of proximity. Your ability to 
show up, speak directly to your audience, and care loudly is your superpower. Use it.

The Bottom Line
In a world of shrinking attention and rising scepticism, the most trusted brands 
will be the most human.

Radical Customer Obsession meets the personal brand era perfectly. It puts people 
first—on both sides of the transaction.
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The Infinite Loop of 

Radical Customer Obsession

CHAPTER EIGHT

Customer experience is often framed as something 
that happens at the point of transaction—between 
a business and its customers. But the reality is far 
more interconnected. True customer obsession 
doesn’t start at the register or the help desk. It 
starts long before that—with the people inside 
your business.

Radical Customer Obsession is not a one-way 
street. It’s a 360-degree, self-reinforcing loop where 
every part of the business feeds into and amplifies 
the other. At its core, it’s about creating a culture where customer obsession isn’t 
just a department or a strategy—it’s a way of being that begins internally and 
echoes outwards.

We’ll dive deeper into the importance of Employee Experience (EX) later in the 
book, but here’s the topline truth: the brands delivering exceptional customer 
experiences almost always have one thing in common—engaged, happy 
employees. When your people are supported, aligned, and energised, they’re more 
likely to show up for your customers with enthusiasm, empathy, and ownership. 
It’s a chicken and egg scenario: great employee experiences fuel great customer 
experiences, which in turn create a sense of pride and purpose that loops right 
back into your culture.

You can see it in the way a barista remembers your name, a hotel receptionist 
anticipates your needs, or a retail assistant goes above and beyond to help you find 
exactly what you’re looking for. These aren’t flukes—they’re the result of a culture 
where people feel safe, empowered, and inspired to bring their best selves to work.

When your people are 
supported, aligned, 
and energised, they’re 
more likely to show 
up for your customers 
with enthusiasm, 
empathy, and 
ownership. 
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And the data backs it up. Companies with highly engaged employees outperform 
their peers in customer satisfaction, revenue, and retention. Why? Because 
internal culture shapes external perception. A thriving team creates a ripple effect 
that customers can feel, and respond to.

RCO recognises that this isn’t a linear process, it’s a flywheel. One that’s powered 
by people, purpose, and proactive care. When customers feel cared for, they 
repay that care with loyalty, referrals, and advocacy. That feedback reinforces the 
internal culture, boosts morale, and reaffirms the brand’s values.

It becomes a virtuous cycle—one that turns everyday interactions into brand-
building moments and transforms a business into a community.

When you obsess over your customers, and your team, the business benefits speak 
for themselves: higher retention, stronger loyalty, more referrals, and a brand 
reputation that money can’t buy.

In the next part of Radical Customer Obsession, we’ll explore the Consumer 
of Tomorrow and give you a peek into the future of key drivers, priorities and 
motivations. But first, let's look at an action plan for part one.
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ACTION PLAN – PART ONE: 
Radical Customer Obsession 
Your Starting Checklist for Making RCO Real
Whether you’re a solo entrepreneur or leading a team in a major organisation, 
Radical Customer Obsession starts with small shifts that lead to big results. Here’s 
how to turn the insights from Part One into action—no matter your business size 
or structure.

For Small Business Owners & Founders
1. Identify a Point of Friction You’ve Normalised

•	 What’s one thing customers complain about that you’ve been ignoring or 
tolerating? Start there.

•	 Action: Send a one-question email to your past 20 customers asking, 
“What’s one part of working with us that felt harder than it needed to be?”

2. Map a Word-of-Mouth Win
•	 Trace one great customer back to a referral source. Then map the ripple 

effect.
•	 Action: Reach out to that customer, thank them personally, and consider a 

small gesture of appreciation.

3. Make a Moment Memorable
•	 What’s a small touchpoint you could elevate with delight?
•	 Action: Introduce a handwritten note, personalised follow-up, or surprise 

discount that turns a transaction into a story.

4. Create a Curiosity Ritual
•	 Build a habit of asking, “What would Branson do?”
•	 Action: Pick one part of your customer journey and ask: “If I was re-

inventing this from scratch, what would I change?”

5. Treat Your Best Customers Like Partners
•	 Instead of thinking about how to sell more to them, ask how you can co-

create with them.
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For Marketing & CX Leaders in Larger Organisations
1. Diagnose Invisible Frustration

•	 Not the complaints you’re already tracking—the ones customers don’t 
bother mentioning anymore.

•	 Action: Sit in on 5 frontline calls or read 20 verbatim customer comments. 
Look for silent pain points.

2. Run a Curiosity Workshop
•	 Bring together cross-functional teams to ask: “What friction have we 

accepted as normal?”
•	 Action: Identify 3 small friction points you could eliminate in the next 90 

days. Assign owners.

3. Elevate Retention in the Boardroom
•	 Acquisition gets the glory—but retention builds empires.
•	 Action: Create a slide for your next exec presentation titled: “What would it 

cost us to lose our top 100 customers?”

4. Champion One Internal RCO Experiment
•	 Radical Customer Obsession starts from the inside out.
•	 Action: Empower one frontline team to pilot an idea that removes friction 

or adds delight—no permission needed.

5. Humanise the Metrics
•	 Behind every KPI is a person.
•	 Action: Add one real customer quote to every CX report you deliver to 

leadership. Remind them who you’re really serving.

Bonus: Five Uncomfortable Questions to Ask This Week
	✔ If our top 10 customers left tomorrow, what would they say was the reason?
	✔ Are we designing our policies to make life easier for us or for our 

customers?
	✔ When’s the last time we truly surprised a customer—in a good way?
	✔ Do our employees have the freedom to fix things without a manager’s 

approval?
	✔ Are we measuring what matters—or just what’s easy to track?



What's Next for Radical Customer Obsession?
If you’ve made it all the way to this final page, I want to say a heartfelt thank you. Whether 
you’ve devoured this on a screen, printed it out and scribbled all over it or kept it by your 
desk for those “what would Amanda say?” moments—I’m truly grateful you chose to take 
this radical journey with me.

And while this is the end of the book, it's hopefully not the end of the journey. 

If you loved the ideas in this e-book, you’ll love the real deal even more. The print edition of 
Radical Customer Obsession is a tactile reading experience that just hits different.

Order your copy by scanning here:

Let’s Connect … 
If this book sparked some new thinking, I’d love to hear from you.

Tag or message me on LinkedIn or Instagram with your biggest 
takeaway or an example of how you’re activating Radical Customer 

Obsession in your business.

@marketingamanda 

Or you can explore videos and other resources 
at amandastevens.com.au


