
About Customers

Great Growth Companies know their 
Customers intimately and give them One 
Thing They Need Better than anyone else

TRUTH 6

You can get  
the full version  
of the book at 
our online store

Buy the book
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Who Are We Doing it For? 

Chip Conley: ‘Disappointment is the natural 
result of badly managed expectations’.

Customers are the people who decide whether your business 
gets to exist and thrive, and grow and profit. Without enough 
people who are prepared to pay money for the thing your 
business has to offer (and to pay more than it costs you to 
deliver), you have no business. No matter how good it looks, 
how fast it goes, how efficient it is, or how clever its concept is. 
The customer may not always be right, but customers always 
have the final say.

Great Growth Companies therefore take the time to 
understand their customers and their needs deeply. And once 
they do, they ask themselves how they can meet one of those 
needs better, cheaper, faster, more beautifully than anyone else 
within reach of the customer.

Some of the most inspiring growth companies in the world 
have built their expansion around just one customer need. 
Great Growth Companies know that trying to be everything 
to everyone is a recipe for disaster, and usually leads to being 
nothing to anyone. Companies that do well, year after year, 
know that sometimes you have to say ‘no’ to a customer. 

Great Growth Companies go to great lengths to understand 
their customers. They find out where they live, how old they 
are, if they have kids; and how many kids, how old they are and 
where those kids go to school. They find out what TV programs 
their customers watch and what they do on the weekends; and 
what their interests, their dreams and their hopes are. Above 
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all, they also find out what the customers’ pain points are. 

For example, imagine you are a plumber and your customer 
is a much suffering real estate agent who manages hundreds 
of rental properties. The greatest pain point for the real estate 
agent is the time and energy taken up by irate tenants ranting 
and raving in one ear while in the other ear he has a complaining 
property owner he is trying to placate about maintenance that 
needs to be carried out. As a well-informed plumber you know 
this, and you therefore ensure that every job you are asked to 
carry out is a completely painless experience for the agent.

And further, you also know that your client the real estate agent 
is a golf enthusiast and likes to play a regular game with his 
friends on Thursday afternoons from 3 pm. As the switched-
on growth oriented plumber that you are, you ensure that any 
issues that come up in relation to your work for this customer 
are well and truly dealt with by lunch time on Thursday, so he 
won’t have to cancel his game.

Understand though that this may not be the stated ‘want’ of 
the customer, because the agent might only say that he ‘wants’ 
a low price for the work. His actual ’need’ though is to have 
the job carried out with the minimum of fuss, as quickly as 
possible, and not on Thursday afternoons so that he can use 
that time to worry about all the other properties he manages 
and enjoy his golf game with his mates.

As Verne Harnish says in Mastering the Rockefeller Habits, 
“customers will ‘want’ you all the way to bankruptcy, always 
take the trouble to dig deeper and find what their ‘need’ is”.
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Great 
Customer
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Stephany’s Excellent Adventure

Once upon a time, a long long time ago in a country not 
unlike Australia, I worked with Stephany, who owned a 
networking company. Stephany organised networking events 
and gatherings specifically for women. She booked speakers, 
venues and catering, and women would be invited to attend, to 
learn and to ‘network’.

The problem Stephany had was that the business model relied 
to a large extent on making sales of ‘value added’ products such 
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as CDs, books, and training and seminar series to the attendees 
during and after the events. But not enough of these sales were 
made at the events or afterwards to generate sufficient revenue 
to attract top-line speakers. And without consistent top-line 
speakers, it was hard for Stephany to attract enough attendees 
- and hence she had a circular problem.

The reason the problem existed was that Stephany had her 
marketing and strategic focus aimed at women, all women, 
51% of the population in other words. As a group, women are 
incredibly diverse and have wildly varying hopes, dreams and 
needs, and so Stephany’s focus was much too broad. 

Stephany came to realise that she needed to define and 
understand her customers and their needs much better. 

Firstly, Stephany designed an in-depth questionnaire and used 
a couple of assistants to survey a number of attendees at each 
event. She also designed an online survey that was connected 
to her ticket booking service, and women were offered a 
discounted ticket price for taking five minutes to fill in the 
online survey. 

It became evident in just a few months that there were two 
very distinct groups of women who attended Stephany’s events 
regularly. But only one of those two groups consistently spent 
money beyond the entry price by buying the speakers’ CDs, 
books and workshops during events. 

This group of women was single, highly career focused in 
corporate city jobs, and aged between 30 and 40 years. Stephany 
gained a clear and detailed picture of these women, where they 
lived, what TV programs they watched, what entertainment 
they looked for and what kind of books they read. She started 
to get a good feel for what their dreams and hopes in life were.
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From here Stephany changed her marketing strategy, as well 
as the design of her events, selection of speakers and venues, 
and especially the value-added offerings that determined the 
viability of her business. Stephany started focussing specifically 
and exclusively on this particular group of women. 

In a very short period of time Stephany’s attendance and sales 
shot up, and now, three years later, she has a waiting list of top 
line speakers who are knocking on her door to speak at her 
events.

Stephany, her speakers, and all her customers are living happily 
ever after.
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Next Steps    

1. Answer the next questions in your workbook. Label 
a new blank page ‘Customers’ (see ‘Next Steps’ at  
Truth 1):

•	 Describe your ideal customer in great detail: age, 
sex, position, business type and size, where does 
he or she live, etc.

•	 Do you have any more ideal customers besides 
this one?

•	 If you do, describe these other one or two ideal 
customers in the same detail.

•	 What is the greatest need of each of these ideal 
customers? What is their real pain point?

•	 How can your product or service be offered to 
these ideal customers addressing their deepest 
pain points and their deepest needs?

•	 What does that mean for the way you market and 
deliver your product and service?

•	 How do you think your ideal customers would 
like to be communicated with? How often, and 
in what form?
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•	 Create a printout, spread sheet or other listing of 
all your customers over the past year, how much 
they spent with you, and how much profit you 
derived from them.

•	 Does the 80/20 rule apply to this list? That is: 
does 80% of your profit come from 20% of your 
customers? 

•	 If it does, what might that mean for your approach 
to marketing and delivering?

2. Draw a scale across the page as in Truth 1 ‘Next Steps’ 
and rate your business on the topic of customers. 
How well does your business perform in this area?  

3. What is one small step you are prepared to commit 
to, that will move your business one small increment 
up the customer scale?

4. Write this action down, announce it to your 
favourite business adviser or coach and agree to be 
kept accountable to this action by a specific date.

0 5 10
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Resources

•	 http://www.thetentruths.com.au/resources/customers/

•	 Wikipedia about the Net Promoter Score system:  
http://en.wikipedia.org/wiki/Net_Promoter

•	 The official Net Promoter Score website and 
resources:   
http://www.netpromoter.com/resources/index.jsp

•	 Microsoft business article about customer surveys:   
http://tiny.cc/customersurveymsn

•	 About.com management articles on designing 
customer surveys:   
http://tiny.cc/management-cust-survey

•	 Video: How well do you know your customers?  
http://www.youtube.com/watch?v=1c89LCituR8
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Remember 
 
 

People do business  
with people they  

know, like and trust.

You can get  
the full version  
of the book at 
our online store

Buy the book
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