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Foreword 

I grew up in an entrepreneurial family, although I didn’t 
know what that was until much later in my life.  You see, it 
turns out that from the moment I was born I was around 
people who ran their own business.  My grandfather has 
his own TV repair business, my mom ran her own craft 
store, and following that, when my grandmother retired 
after many years as a bakery manager for several local 
grocery stores, she owned a cake shop in our house.

With all that exposure, it’s not surprising that I’m following 
in the entrepreneurial footsteps of those who came before 
me.

One thing that stands out to me is that these businesses 
were not just businesses; these were parts of our lives. They 
were integrated in the way that we live, and they were all 
located in our home and everywhere we went. People knew 
us as not only the individuals we were but by the business 
that we ran.

Now, over 30 years later, small business still has that same 
trend.  Your business becomes you, it’s part of who you are 
and it’s part of your day to day experience.

Back then our customers were not just customers, they 
were our friends, our community members and people we 
got to know and understand.
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As you go through this book, think about your customers. 
How many do you know personally aside from what they 
buy from you?  Do you know their kids’ names, if they have 
pets, and what they do for recreation?

Our businesses were successful because we focused on our 
customers’ experience with us. 

You may argue that in the present day the attention spans 
of customers have dwindled, and people want to be in and 
out as fast as they can.  This in some cases is true, but I 
believe a lack of transactional experience has led to this.  
It’s not that we don’t want to have meaningful engagement 
with those we purchase from, it’s that we won’t have the 
time waste on subpar experiences when we know there are 
other things we want to be doing.

I wish I could count on my hands the amount of times 
that I had a bad customer experience in the last year (but 
unfortunately, I can’t, I’d need more than two hands).  In all 
these cases, it would have only taken a small effort on behalf 
of that business or employee to change my experience from 
poor to great.

So, what can you be doing to make your business stand 
out?  What small changes can you make that will bring the 
biggest impact and revolutionary change to the way others 
see your business?

That’s what this book is about.

6



While small, this book is not intended to give you all the 
detailed plans for your business, but rather to act as an 
incubator of ideas and inject thought provoking moments 
that will get you motivated to make the changes that you’ve 
really wanted to make in your business.

If you’re just starting a business and reading this book, 
then you will be taking these ideas to start building your 
customer experience.

Happy exploration!
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Introduction 

Creating a business is difficult and ensuring that it becomes 
a success is even moreso. We do all kinds of things to try 
and find and convert leads into customers. The problem is 
that many of us tend to do the same things, and in the same 
ways. We pour hours into creating a bustling social media 
presence, for example, and spend a lot of money working 
out the best marketing schemes to capture interest. We 
ensure that our product is as quality as possible and that it 
is priced competitively. To put it simply, we do everything 
that we expect others to do in an attempt to build an 
audience and userbase. 

The problem with this approach, of course, is that even when 
we’re successful, we’re still only doing what everyone else 
has already done. Today’s market is an incredibly diverse 
one, full of increasing amounts of international as well as 
domestic competition. It’s not enough to simply do the bare 
minimum – the things that you’ve seen other people do – 
and expect it to bring you success. Approaches that used 
to be seen as novel, such as engaging users on a variety 
of social media networks and investing in ads to capture 
their attention, are now commonplace. While they’ll help 
ensure you don’t stand out for the wrong reasons, they’ll 
also make sure you don’t stand out for the right reasons. 

What can business owners do to create an effective userbase 
if everyone is tackling the same social media and marketing 
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techniques? The answer is so simple that it might surprise 
you: you focus on creating an excellent user experience. 
Craft an experience that begins before your leads have ever 
turned into customers and continues after you’ve made the 
sale. That kind of comprehensive customer experience is 
one that people remember. Personalized attention makes 
people feel important, and who is more important to your 
business if not your customers? 

Create an experience your customers love, and they’ll go 
above and beyond when it comes to recommending you to 
their own audiences. 
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The Same Mistakes We All Make Trying to 
Generate Leads

Social Media

When it comes to lead generation, many businesses will 
immediately assume that social media presence is the 
most important marketing technique to master. They’ll 
spend hours and hours painstakingly crafting their pages 
and developing their “voice”. Keep in mind that despite 
the often-repeated statement that social media is “free 
advertising”, creating fresh content and keeping profiles 
updated is most assuredly not free. Businesses often spend 
a lot of money to manage their profiles across platforms 
and develop new posts. 

Now, I’m not saying that that focusing on social media is a 
bad thing for your business. The important thing that tends 
to be lost with this strategy, however, is that a strong social 
media presence is only one part of a healthy marketing and 
lead generation campaign. It shouldn’t be the be-all and 
end-all of your efforts, in other words. Maintaining social 
media profiles can be very helpful with improving the 
overall user experience of clients, especially when it comes 
to customer service, but if this is the bulk of your approach 
– as it often is, especially with small businesses – I’d say it’s 
a pretty common mistake to make. 
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Brand-Building

Building your brand is an undeniably important part of 
creating a successful business. It’s important to remember, 
however, that brand-building goes beyond a logo. I see 
many professionals who spend so much time and money 
creating a logo that they hardly have the time or budget to 
market anything else, and that’s a big mistake. Your logo 
is an important part of your brand, yes, but on its own it’s 
meaningless. In order for your logo to matter, you have 
to build the rest of your brand up in a way that catches 
consumer attention and gives customers something to 
associate it with. 

Think about a well-known brand – McDonald’s, for 
example. When you see those golden arches, it’s true that 
you immediately know they signify a restaurant nearby. 
But what actually makes you decide to pull through? It’s the 
knowledge of their food, of course. You associate the logo 
with the brand’s meals and know what you can expect if 
you make the decision to stop. McDonald’s might not have 
the best or healthiest menu around, but it’s probably one of 
the most consistent and well-known. There’s a lot more to 
the brand than just a logo, in other words. That’s what you 
have to keep in mind when it comes to your own brand. 
What will people associate with your logo? What makes 
you memorable amongst a sea of competitors? That’s what 
you need to focus on. 
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A Complicated Story

Yet another common mistake that we all make at one point 
or another when trying to generate leads and build our 
brand is creating an overly complex story. While it’s true 
that consumers tend to connect better to businesses that 
have a story of some sort, it is equally true that the story 
in question needs to be a simple one that is easy to follow. 
Additionally, make sure that you don’t emphasize story 
over product. Your business was created to meet a need, 
right? What is that need, and does your website make it 
immediately clear that you can meet it?

Think back to a time you were online looking for a good 
solution to an unexpected problem you encountered. Did 
you search for businesses based on their stories, or did you 
look for options that made it clear they were experts in the 
field and could meet your needs easily and quickly? My 
money is on the latter, which brings me to this: your story 
needs to focus upon the customer, not your business. This 
is something we’ll discuss at length a bit later, but for now 
keep in mind that your customer is the focus of your story. 

When it comes to building your brand, then, you should 
still have a compelling story – but make it a clear, easy-to-
follow one that puts your customer first. The simple truth is 
that most consumers are looking for a quick fix, not an in-
depth introduction to your Board of Directors. Spend more 
of your time establishing why consumers should choose 
you. What do you offer? Why are you the better option in a 
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market saturated with competition? Make answering these 
questions your main priority when it comes to crafting 
your website and your brand. 

Doing What Everyone Else is Doing

When you’re looking to create a successful business, 
it’s only natural that you would look to other successful 
businesses for inspiration. No one wants to make “rookie 
mistakes”, after all, and successful brands must know what 
they’re doing. As a result, many small business owners will 
attempt to emulate the marketing efforts they see expended 
by these more established competitors. The problem with 
this is that if you’re doing exactly what your competitor is, 
why should consumers choose you? 

As a business in a global marketplace where consumers 
have no shortage of options, you want your business to 
stand out amongst the crowd. That means that you should 
look at what your competitors aren’t doing. Look for the 
void that they’re leaving behind, and then do your very 
best to fill it. The truth is that everyone expects social 
media marketing at this point – it’s no longer something 
particularly new or innovative to consumers. 

There are more effective methods to use and more important 
statistics to track than how many followers you have. We’ll 
cover this in depth a bit later in the book, but for now just 
keep in mind that while your competitors might be doing 
well, they’re also an established brand. You want to focus 
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on building your business and effective lead generation 
techniques above and beyond what they’re doing in order 
to create a name for yourself. 
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The Most Effective Way to Overcome These 
Mistakes

Given the information above, you might be wondering 
how you should move forward and overcome the mistakes 
discussed. There are a number of different options at your 
disposal. One of the most important things to do is to focus 
on your business and your customers and determine why 
you would be a better option than any other business in the 
market. 

Focus on the Consumer

It’s time to stop focusing so much on your brand and social 
media presence and, instead, work on establishing a clear 
picture of your target audience. Who are your consumers? 
A plumber who specializes in replacing broken pipes, 
for example, will likely seek to appeal to individuals who 
have neither the time nor the experience and knowledge 
needed to fix these issues on their own. Said individuals are 
probably looking for effective help in a hurry and they’ll 
want to know that the person offering to return their home 
to its previous state is qualified to do so. 

That kind of profile gives you invaluable information about 
your customer. You understand their problem and why 
they’re seeking out help, for example, as well as how to 
offer a solution to their problem in an appealing way. This 
is all information you want to determine and keep in mind 
when establishing your business and creating your website 
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and marketing techniques. 

Think about Overall Customer Experience

How easy is it for customers to engage with your business? 
You want to create a path that is as easy to navigate as 
possible. Make it easy for potential customers to learn 
more about what you offer and how it can help fix whatever 
problem they are facing. This includes making sure that 
your website is mobile-friendly and easy to use. 

It might help to think about a business you have used over 
and over again over the years. Why do you keep going 
back? For many, the answer is that the company offers 
excellent service and it’s a pleasure to interact with them. 
There is a wide array of elements that go into creating an 
excellence customer experience, but for now you should 
just be aware of the fact that it’s probably the single most 
important thing to help generate leads and convert them 
into paying customers. 

Focus on Statistics

Finally, to help improve your lead generation rate, it’s 
important to understand the numbers you should be 
keeping track of. Some business owners will shy away 
from this part of the marketing process as being “too 
complicated”, and I can understand that knee-jerk 
reaction. When it comes to analyzing your business and 
its customers, however, statistics are important. Don’t shy 
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away from numbers just because you think the experience 
will prove a confusing one. 

Invest in software or other marketing tools that are able 
to calculate things like how your customer relationship 
management (CRM) is working to attract leads and 
convince them to choose your business over another.

When I implemented my first CRM in my business back 
in 2010, I was able to see a 2X return on my business sales 
in the first year just by multiplying my time.  I didn’t have 
to hire anyone extra, I didn’t have to work extra hours; I 
just had to deliver consistent, repeatable experiences to my 
prospects who were consuming my marketing and content 
and then when the time was right, wanted to come on board 
as a client. This was all because I focused on providing a 
great experience.  I provided value, which because I was 
using a CRM, was basically on autopilot.

RESOURCES:

The two CRM systems what I use with my clients are: 

Infusionsoft 
https://www.bluecowmarketing.ca/infusionsoftdemo

ActiveCampaign
(https://www.bluecowmarketing.ca/actrial
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What Does Customer Experience Mean for Your 
Clients?

As I mentioned in the foreword to the book, I grew up 
with my grandparents, and my grandfather had a TV 
repair business. I vividly remember walking over to his 
shop and watching him repair the TVs, and then, every 
time he was finished with a set, taking it to the customer’s 
home directly. I don’t mean that he simply knocked on 
the door and handed it over, either. For every TV that my 
grandfather fixed, we would take it to the customer’s home, 
take it inside, set it up, and spend upwards of one or two 
hours there. 

Now, it wasn’t that we were spending hours talking about 
the service or the TV set in question. Instead, it was more 
that my grandfather and myself, when I accompanied him, 
were part of the experience. The conversation, the personal 
touch of setting the TV back up in the person’s home and 
explaining what had gone wrong, etc., these were all part 
of the customer experience. My grandfather himself was a 
huge part of the customer experience. He knew all of his 
clients, and he knew many of them quite well. He formed 
a friendship and a bond with them, which naturally led to 
him being on site for so long when delivering a TV. 

This is an experience that has stayed with me for a long 
time, and it’s something that I try to emulate today. My 
customers aren’t just numbers in a computer to me – they 
aren’t just sales figures. They are people that I hope to work 
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with and build relationships with. I want to give them a 
great experience, not just fulfil their bare necessities and 
move on. 

People want to feel special. Look at Starbucks – it’s one 
of the most popular chains in the world because it takes 
the time to personalize the experience for each customer. 
Everyone’s name is written on their coffee cup, for example, 
and even the drinks themselves can be personalized to fit 
the specific needs of the customer in question. 

You can do this on a variety of different levels and in 
all manner of different fields and industries. It can be 
something as simple as taking note of what kind of beverage 
a client requests during a morning meeting, for example, 
and having another ready to go at the beginning of the next 
morning meeting. Making people feel special is important, 
and it’s not necessarily something that has to be in-depth 
or expensive. 

In order to successfully build that kind of special customer 
experience, however, you have to understand exactly whom 
your brand and your marketing should focus upon. Let’s 
take a look at some of the guidelines to keep in mind when 
crafting your brand and creating the customer experience 
that will take your clients’ breath away.

Remember the Hero

Why should buyers pick you rather than your competitors? 
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That’s the main question that we have to answer when 
determining our marketing and branding techniques 
because it’s the one that customers will be asking themselves. 
What do you offer that your competitors do not? You need 
to differentiate yourself from everyone else. One of the key 
ways to do that is with your marketing. Who is the hero 
in your story? We spend so much time thinking about us 
– who we are and what we do – when the reality is that, 
for the most part, the consumer doesn’t care who you are. 
What most people want to know is how you can help them 
and what you can do to fix their problems. 

This is an important concept to keep in mind because it’s 
one that impacts every aspect of your business and your 
marketing technique. It necessitates a shift in perspective 
from one that places your business and your history as the 
most important aspect of the story to one that places the 
customer firmly where they belong: central to your success. 
You can see this clearly even in website building. 

When you designed your website, what did you spend the 
most time on? For most people reading this, the answer 
is probably that they spent the most time tweaking their 
brand history and their company “story”. We all craft things 
that we think customers would love to read and place them 
front and center in our homepages, in other words, and 
encourage consumers to read about us. 

Once again, I want to emphasize that the story isn’t about 
you. To be frank, your role in this story isn’t the central one. 
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You – your business – is not the “hero” of this customer-
experience tale. People are looking for them to be the hero. 
They’re looking for a situation in which they are central to 
the plot – where things revolve around them. Your job, then, 
is to figure out how to be the guide that places customers 
exactly where they want to be. You have to create a user 
experience that operates with the belief that customers are 
the heroes and treats them accordingly. 

The Guide

You might be wondering exactly what I’m talking about 
when I say that you should be a “guide” to your customers. 
To help explain what I have in mind, I want you to think 
about a few movies. Take a moment and think about movies 
like The Lion King or Rocky, or even The Karate Kid. What 
do all of them have in common?

The answer, of course, is that they all have guides. All of 
the movies in question have someone behind the hero who 
teaches them what they need to know and helps ensure 
they are on the path to success. Mufasa in The Lion King, 
for example, exists to teach the hero about the world and 
about what he needs to know in order to thrive. Without 
these guides, it’s possible that the heroes of the tales 
wouldn’t ever actually make it to “hero” status. 

You need to be a guide to your customers. They have a 
problem and you have the solution, and now it’s your job 
to guide them into that answer. 
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The Story

There is a reason why I decided to use movies to illustrate 
my points in this book, and it’s because everything really 
comes down to the story. As human beings, we are 
ingrained to be attracted to stories. We want to hear them, 
and we want to follow them. We understand the idea of 
a “story”, and we’re even accustomed to the concept that 
that’s what our lives are – one big story that will eventually 
be recounted by our loved ones after we pass. 

With that in mind, it makes sense that marketing should 
tell a story, right? That’s one of the main pieces of advice 
that I can give you. Don’t ever forget that you’re building 
a cohesive story where the customer is the hero and your 
business is the guide. You must stand behind the hero and 
show them the best options and the knowledge they need 
to thrive. 

Let’s take a look at four specific aspects of the customer 
experience that are vital to the success of your business and 
see how maintaining the customer as your hero works in 
each of them. 

Brand

Your brand should tell a clear story. To put it simply, that 
means that there should be a character, a problem the 
character needs to solve, and a guide that can help show 
the character how to overcome the challenge in question. 
The guide works along with the character (the hero of our 
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tale) and gives them a clear plan to solve their problem. 
This moves the character to action, and ultimately results 
in their success. 

Your customer, or your prospective customer, is the 
character. They have already identified that they have a 
problem or a concern that they need to address. They set 
out on a journey to find a solution, and along the way they 
meet a guide – someone who understands that concern or 
problem and knows exactly how to address it. That’s you, 
and it’s your job to take your experience and expertise and 
leverage them into a plan that your customer can easily 
grasp onto and utilize. 

Now, the plan isn’t necessarily a written set of steps. 
Instead, it is the service or product that you are providing. 
You have the plan, in other words, and all the customer has 
to do is make the decision to buy. This, then, leads you to 
moving them to action and sealing the deal – solving their 
problem. In the end, they either go ahead and take your 
plan and end up solving their problem, leading to a happy 
ending, or they don’t. 

Failing to put that plan into action on the part of the 
customer leads to a decidedly unhappy ending for them 
– one that you must detail in such a way that it remains 
in the minds of your potential customers without feeling 
overwhelming. 

In short, when you’re building your brand and your 
marketing strategies, it’s important to remember that your 
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customer comes first. You should focus your business on 
customer experience. If you make someone feel like you 
are willing to tailor your business around their specific 
needs and make them feel welcome and important, then 
they’re more likely to invest their time and money in your 
business. 
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Why Should You Put Customer Experience First?

As mentioned briefly above, companies that successfully 
implement a customized customer experience lead to higher 
retained customers and higher revenue. Additionally, 
customers are generally willing to pay more for a better 
experience – sometimes significantly so. 

Think about your experience with an airline, for example, 
and how likely you are to return to one where you were 
treated poorly versus one that went out of its way to 
ensure that your experience was a great one. This, perhaps 
a bit more so than in other industries, is a very clear-cut 
example of customers being willing to spend more for a 
better experience. Some people even opt for higher classes 
of seats based solely upon the customer experience that 
goes along with them. 

The Interactions

Customer experience is defined as the interactions between 
customer and business that take place throughout the course 
of the professional relationship. Note that “interaction” can 
mean all manner of different things. You can also think 
of this as “engagement”, which might help put things into 
perspective for you. When you’re talking about social 
media, for example, engagement can be anything from 
someone clicking on a picture in your Facebook feed to 
clicking through a link to your website. The same is true of 
customer experience in that the interactions include things 
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like potential customers reading through your website and 
the experience they have navigating it on mobile platforms. 

Don’t forget that interaction also includes the purchase, 
service, and everything that comes after. I don’t know how 
many businesses I’ve seen that expend so much effort to 
convince people to buy only to immediately move on once 
the sale has been made. This often leads to a huge drop 
in customer service and the customer’s experience really 
suffers from the moment they pay and onwards. 

This is a particularly troublesome issue that can significantly 
impact how your customers see you and your business. 
You’ve probably even been in this kind of situation before. 
You spend a lot of time making the decision to make a 
purchase and believe that you’ve found the solution to your 
problem only to have the business in question essentially 
go into radio silence once you’ve completed payment. You 
might have felt like the business was only after your money 
and didn’t actually care about you as a consumer, and I’d 
imagine you felt some resentment as a result. 

That kind of experience is not the way to a great customer 
experience. It won’t help you retain customers nor will 
it create brand advocates. With enough time and poor 
reviews, that kind of approach will just lead to people who 
are hesitant to spend their money on a company that doesn’t 
seem like it really cares about whether they’re satisfied or 
not as long as they receive their payment. 
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Maintaining the Relationship

How exactly do you continue to ensure a great customer 
experience after payment has been received? Well, take 
a note from the car sales industry. When you’re deciding 
whether or not to purchase a vehicle, you are in contact with 
the sales team. They answer your questions and do their 
best to give you a great customer experience that ultimately 
ends in a sale. Once you’ve decided to make the purchase, 
however, more and more car dealerships are sending you 
from the sales team to the service team. The service team, 
then, works to foster the relationship between you and the 
company and ensures that your experience remains a great 
one even after the sale has been finalized. 

This makes a lot sense, if you think about it, because there’s 
a good chance you’ll eventually be in the market for another 
car. The dealership would rather you remember how great 
your experience with them was and return when that time 
comes than they would for you to remember how average 
their engagement was once payment went through and 
opt for another sales option. They also want those word-
of-mouth referrals that tend to flourish when someone is 
treated as though they matter as more than just a number. 

This is an integral part of CRM, and you can apply these 
same ideas to your own business and customer experience. 
Work on focusing on the customer at all points in your 
relationship. That includes fostering a continuing 
relationship even after the sale has been made and 
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ensuring that your customers are happy with the service 
and products they received. 
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How to Level Up the Customer Experience in 
Your Business

Do you know who your customer is? And I don’t mean 
this is a broad “whoever will spend money on my business” 
sense. When I ask about your customer, I mean it in a very 
specific and detailed way. Who exactly is your customer? 
What specific problem are you hoping to solve, and who 
is most likely to experience that kind of issue or concern? 

It might seem as though I’m a bit over-enthusiastic with 
this particular point, but I’ve done a lot of workshops and 
have heard many people respond to this question with a 
simple “everyone”. Everyone is their target audience, they 
proclaim, because of course everyone would benefit from 
their business! That might very well be true, but in the vast 
majority of cases, “everyone” is not a valid response. You 
cannot successfully target “everyone” with your branding. 
You have to have a more specific audience in mind to whom 
you are reaching out. 

The Individual

To put it a bit more clearly, how can you effectively market 
to an individual when you believe that “everyone” is your 
target? There’s no focused marketing going on there, and 
that’s a great way to build a bad customer experience. 
When you try to market to everyone, you’re actually 
marketing to no one. You can’t narrow it down because you 
can’t make your message specific enough to pertain to the 
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set of individuals who are most likely to both experience 
the issue or concern that your product addresses and be 
willing to invest in your business to help find the solution. 

One of the main ways to put your customer first and build the 
best customer experience for them, then, is to understand 
exactly to whom you are marketing. What questions are 
they asking themselves that led them to arriving at your 
business? Once you understand those questions – the 
things that are keeping them up at night – you can start to 
create content that answers those fears and concerns and 
solves them. That’s how you get attention and increase the 
number of customers interested in your business. 

We tend to focus too much on marketing and less on 
building a customer experience as well as compelling 
content that tells the story of your brand. This is something 
that we’ve all done at one time or another. It doesn’t mean 
that you’ve done something wrong, necessarily, if you 
recognize that your own message and content has been a 
bit too vague in the past. Instead, it’s just something that 
not many people know they even need to do. 

The Problems

In addition to understanding to whom you are marketing, 
you also have to understand the problems those individuals 
are facing. There are three types of problems you need to 
solve in any kind of marketing:
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• External Problem
• Internal Problem 
• Philosophical Problem

Most people will focus on fixing the external problem. It’s the 
most easily identifiable issue to recognize and predict, and 
so much marketing content is centered around addressing 
it. Fewer people will take the time to truly understand the 
internal problem, which is something that can be a bit more 
difficult to anticipate and solve. And, of course, almost no 
one will focus on answering the philosophical problem. 

Do you remember all of the discussion we’ve had about 
how you can differentiate yourself and your business from 
competitors? Well, this is one of the best ways to do so. 
Answer all of your potential customers’ problems. Don’t 
focus only on the external problem and call it a day – 
everyone else has already done that. And if everyone else 
has already done it, then what makes your business a better 
option for consumers? 

Instead, focus on answering the philosophical problems 
(and, to a lesser extent, internal problems), too. This is 
where your business really has a chance to shine. You need 
to address all three of the problems, of course, in order 
to appeal to as much of your target audience as possible 
– but because so few people emphasize the internal and 
philosophical problems that customers have, making them 
a strong part of your brand and your marketing is a great 
way to build a customer experience that really speaks to 
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potential consumers and gives them the assurance that your 
guidance is what will enable them to emerge victorious. 

Now, with all of that said, what exactly do these three 
problems look like? After all, you can’t set out to fix them 
if you aren’t sure what they mean. Because I do a lot of 
work with financial advisors, I’ll go ahead and tailor my 
examples around that area – but these problems hold true 
across industries. An external problem is a problem that is 
obvious, like “I’m in debt”. This is a problem that is easy to 
recognize, even in other people’s lives. You can often tell 
when someone is struggling with money issues, right? It’s 
a very external issue. 

An internal problem is something more personal. For the 
example above, the corresponding internal problem might 
be “I don’t know how to reduce my debt”. This is a problem 
that isn’t as obvious to the outside observer. It’s one that 
potential customers might struggle with internally, hence 
the name. 

Finally, a corresponding philosophical problem is 
something like the following: I work hard, and I deserve 
to live the life that I want to live. If you can figure out what 
philosophical question is driving your customers and 
potential customers and cater your marketing to address it, 
you will catch more attention than competitors who don’t. 
This, right here, is something that I focus on often. My end 
goal is always to figure out what philosophical problem is 
driving customers and how the services or products my 
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clients’ businesses offer strive to meet them. 

Understanding these questions and having applicable 
solutions leads us right back to customer experience. 
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Customer Service vs Customer Experience

Finally, keep in mind that customer service and customer 
experience are not the same thing. By now, I hope you 
have a fairly good idea about what customer experience 
means and all of the interactions that it encompasses. It’s 
not just one interaction, in other words, but is something 
comprised of your branding, your website, your marketing 
techniques, your sales techniques, your story, and your 
customer service, among other things.

Customer service is an aspect of your customer experience, 
in other words, but customer service alone does not a good 
customer experience plan make. By all means, ensure 
that you have skilled customer service representatives 
on hand to help any dissatisfied customers or customers 
with questions, but remember that the experience you’re 
building is a more comprehensive one that encompasses 
more than a customer service phone call. 
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A Special Letter To You

Dear Reader of my book,

I first want to thank you for reading through my book.  
At this point you’re probably thinking one of two things.  
Either that this is what you need to do in your business or 
that I’m out to lunch and this would never work for you.

I’m hoping that you are leaning towards the first one.  

If you’re are the point in your business where you want to 
become more organized in your marketing, you want to 
have a better understanding of where your leads are coming 
from and you want to harness the power of nurturin and 
educating those who could benefit from what you do, then 
there is logically a next step.  Let’s have a consult.

Don’t worry, it’s not one of those sleezy high pressure 
sales calls where you don’t get to hang up until you buy 
something.  It’s an opportunity for you to ask me any 
questions you have about this process and how it could 
apply to your business.

To do this, go to http://www.thecrmguy.ca and click on 
the Book FREE Consult link on the home page.  I look 
forward to speaking with you.

Talk soon,
Shaun Whynacht
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