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I have never been to Australia. 

From what I hear, it is a beautiful country 
for visiting as a tourist, and I have so many 
wonderful images in my mind from videos 
and TV programmes – Sydney’s Harbour 
Bridge and Opera House, Melbourne’s 
Waterfront and restaurants, Ayer’s Rock 
or “Uluru” as it is now called, the great 
outback, amazing landscapes in the 
southeast, the world famous coral reefs of 
the Great Barrier Reef, and much, much 
more. 

I also believe that Australia is a great 
country to live in. There is fantastic state 
support for quality education and health 
care, the infrastructure is well built and 
properly maintained, and social issues like 
crime and corruption are swiftly dealt with. 
(Okay, like everywhere else in the world, 
their politicians are a bit idiotic.) 

Just about every Australian I have ever 
met has been charming, including some 
cousins and many friends who have either 
emigrated, or come to South Africa as 
visitors. Aussie courtesy and friendliness 
are legendary. I like their sense of humour, 
and they are quite similar to us in terms of 
their values, way of life and behaviour. 

The country works, and has a thriving 
economy. And, of course, they have superb 
sporting achievements they can brag about, 
not only cricket, rugby, swimming, tennis 

and other codes, but Australia arguably 

also put together one of the best Olympic 

Games in modern times. 

But here’s the crunch: I don’t know if 

I am going to go out of my way to visit 

Australia. You see, there are two things that 

really put me off. 

Firstly, there are just too many irritating 

flies in Australia. (I know that this is rather 

trivial.) 

And secondly, Australia does not do 

itself any favours with a TV programme 

called “Border Security”. The series is 

mainly about what happens at Australia’s 

international airports and harbours, and I 

don’t think I have ever seen such an anally-

retentive and fussy group of people! 

I am not sure if the programme 

is encouraged by Australian security 

authorities to try and stop people from 

taking chances with smuggling in drugs, 

food items, plants and animal matter, or 

perhaps to discourage illegal immigrants 

from overstaying their welcome. 

Nevertheless, they seem to terrorise even 

old Australian citizens that return from 

holidays and brought some trinkets or 

something delicious to remember their 

holiday.

Every time I watch I say to myself: “If I’m 

going on holiday, the last thing I need is all 

this trouble and stress!” Did the Australia

Tourism Ministry also has some input into 

this state of affairs? Because I’m willing 

to guarantee that there are lots of other 

people like me who are put off by this 

programme.

We have also had our share of ridiculous 

decisions made by South African ministers. 

Malusi Gigaba in particular, made a 

decision on unabridged birth certificates 

that seriously impacted on anybody 

travelling with children, including visitors 

who visit us determined to leave their 

dollars, pounds and euros here. 

Is my perception of this state of affairs 

a completely irrational perception? Is it 

completely illogical? You bet it is! But 

you see, like all other human beings, I am 

primarily emotional, instinctive and visceral 

before any logical thought takes place. 

It has been deeply ingrained in me ever 

since we were cavemen roaming the plains 

of Africa thousands of years ago. Emotions 

and perceptions play a vital role in our lives 

– and also in the lives of our customers.

UK-based consultant in customer 

experience management expert Colin Shaw 

has listed four main clusters of emotions 

that drive customers to determine whether 

they want to return to a business or 

not, and how active they want to be in 

displaying their loyalty. 

Delight YOUR CUStOMeRS 

it’s only about perceptions
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At the lowest level are the “Destroying Cluster” – those emotions 
that destroy relationships and loyalty. What are the emotions in the 
destroying cluster? 

He writes: “These aren’t the only emotions that turn customers 
off, but these are the only emotions that are statistically significant 
and proven to be directly linked to reduction of customer loyalty 
and customer spend. Other emotions like anger, rage and fury are 
subsets of these. The emotions that destroy loyalty – and costs 
businesses millions – include: stressed, neglected, unsatisfied, 
frustrated, disappointed, unhappy, hurried and irritated.

The next level is what Shaw calls the “Attention Cluster.” 
These are the emotions that have the ability to grab a customer’s 
attention, and often happen at the beginning of a business 
relationship – but they are often short-lived. How many times can 
you enjoy your favourite spectacular musical, or an exciting ride at 
the fun fair? They are great when all you seek is only short-term 
spend from your customers – such as the opening of a new movie, 
or the purchase of a fashion item. The emotions include feelings 
that customers experience such as stimulated or excited, interested, 
exploratory, (curious to find out more,) energetic, (they love your 
enthusiasm,) or just plain indulgent, (where they want to spoil 
themselves because “I’m worth it”.) Repeat business is possible, but 
harder.

At the third level are the emotions that lead to recommendations 
– if asked. Shaw calls these the “Recommendation Cluster”, and it 
includes feelings of being valued as a customer, cared for, trusted 
(and trusting the company), focused on me, (not distracted,) and 
safe and secure. There are so many contributing behaviours that 
lead to these emotions. Customer loyalty results, and long-term 
spend is almost guaranteed. The cost to serve these customers is 
also less. These customers recommend your business, but usually 
when asked, rather than an active process of going out of their way.

Finally, we have the “Advocacy Cluster”. These are the emotions 
that drive customers to actively support and endorse, praise and 
promote your business. “Do yourself a favour,” they tell anyone 
who will listen, “give these guys a call/don’t miss this at all costs.” 
This cluster only has two emotions, states Shaw: happy and pleased, 
(although I would also add delighted to the list.) The science of 
happiness is relatively new to the world of psychology, but it’s 
not necessarily related to great wealth or owning “stuff”. It’s also 
about the feelings generated when, for example, you feel proud of 
an achievement, when you get so caught up in an activity that you 
enjoy that you just don’t know where the time went, or when you 
achieve self-transcendence because of some life-changing activity 
that also had a positive social impact on others.

So even though a trip to Australia as a tourist ticks many of 
the right boxes for me in the three higher levels, I know I will 
be stressed before I leave on my flight, because of the fear of 
experiencing the destroying cluster of emotions. And all of this 
caused by some silly little probably obscure TV series.

The lessons for marketers are very clear.
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