
I truly believe that the only way to do this 

is by maximising value for customers first. 

As Jeff Bezos, founder of Amazon.com 

stated: “Be very afraid of our customers, 

because they are the folks that have the 

money. Our competitors are never going to 

send us money.” 

Bearing this in mind, let’s now look 

Colin Shaw’s four levels of emotions that 

customers experience.

1. The destroying cluster: These 

are the negative feelings that evoke 

resistance, resentment and a desire 

for revenge in customers. They include 

feelings like irritation, being rushed, feeling 

neglected, unhappy, dissatisfied, stressed, 

disappointed, frustrated, uncertain or 

confused, wondering about mistakes, and 

being kept waiting. This cluster of emotions 

is the first place you need to focus on 

when looking to improve your customer 

experience. Your company often does 

things that, knowingly or unknowingly, 

evoke these emotions – and it pays a high 

price. This cluster not only destroys value 

but it also costs you money, for example 

dealing with customer complaints, returns, 

and so on. You need to focus on reducing 

these actions and making it as effortlessly 

as possible to transact with your company. 

2. The attention cluster: The first 

group of emotions that drive value – but 

they tend to be quite short term. They

I have become more convinced than 

ever that emotions are the most critical 

element of any customer’s experience – 

and now the evidence is in. More than 50% 

of any customer experience is determined 

by the emotions that customers feel, and 

this is true for ALL businesses, both those 

that deal with consumers, as well as those 

companies that sell their products and 

services to other businesses. 

But the subject of feelings and emotions 

is not one that we like to talk about in 

boardrooms that are inevitably filled with 

scientifically trained executives, whose 

lives and decisions are based on cold hard 

facts. The truth is however inescapable, 

and it is naïve to think that we deal with 

unemotional, rational and logical human 

beings in business. 

UK-based consultant and author, Colin 

Shaw, and his company Beyond Philosophy, 

have identified four broad groups or 

clusters of emotions that either destroy 

value or create value for organisations. 

Before we look at these, however, it’s a 

good idea to define exactly what I mean by 

“value.” 

Peter Drucker stated that the purpose 

of any business organisation is to create 

and keep its customers. In today’s 

highly competitive world, this task has 

become far more difficult, as competitors 

undercut prices or offer greater value, or 

both. Market space gets more crowded 

as supply exceeds demand, and this is 

compounded by globalisation. There is 

accelerated commoditisation of previously-

differentiated products, (think about air 

travel as an example,) and prices decrease 

even more. The ability to differentiate 

brands becomes even more difficult, and 

niches and monopolies disappear. Prospects 

for profit and growth become gloomy. 

Therefore, when I define creating value 

for your organisation, I’m talking about 

mitigating this bleak picture, and focusing 

on maximising the value of your business 

– financially for the owners, in terms of 

your reputation in your chosen markets, 

and for the benefit of all stakeholders like 

customers, employees and others. And 

include the emotions that have a proven 
link to increased customer spend in that 
they attract customers to your business 
for a while. They include feelings like 
finding something that you do interesting, 
energetic, filled with enthusiasm and 
passion, stimulating, sparking curiosity 
or need to explore, or just something 
indulgent for themselves. Customers will 
spend more money with you in the short 
term, and provided you are in a business 
where this is appropriate – such as the 
fashion business, or you produce a new 
show or music concert – this cluster can 
give you a temporary high and attract 
customers to your company.

3. If you want to have loyal customers 
and build a long-term relationship with 
customers, then you need to focus on the 
recommendation and advocacy clusters of 

emotions. Taking the recommendations 

cluster first, we have called it this to reflect 
the fact that it is about gaining customers 
who will recommend you. Evoking these 
emotions will create loyal customers and 
they include feelings like trust, (trusting the 
company and also feeling trusted by the 
company,) valued, cared for, knowing that 
they are focused on me, and a sense  
of safety and security. This cluster is called 
the “recommendations cluster” to reflect 
the fact that this is more of a reactive 

state. For instance, if a friend or colleague 
asks if you could recommend a doctor or
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Delight YOUR CUStOMeRS 
the power of emotions in  

customer experience
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What can your business do to maximise value for your customers? 

■	A great place to start would be to stop focusing too much 

energy on your competitors. Instead, focus on your customers, 

their needs and offer such an enormous and massive leap in 

value that your rivals become irrelevant.

■	As mentioned, be relentless about identifying and then 

eliminating, (or at least reducing or controlling,) the emotions 

that destroy loyalty.

■	At the other extreme, identify and then introduce whatever 

actions it takes to evoke the emotions in the attention, 

recommendations and advocacy clusters.

■	Always, always look for ways to reduce the amount of effort 

needed to transact with your company, and make things easy 

and simple for your customers.

As a final point, I would like to suggest that conversations about 

emotions be introduced in your company. It may not come 

naturally, but you may be the only company in your industry  

that actually considers these – resulting in specific advantages  

over your rivals. 

Aki Kalliatakis is the managing partner of  
The Leadership LaunchPad, a company dedicated 
to helping clients become more customer driven. 
He can be contacted at (011) 640 3958, or via the 
website at www.leadershiplaunchpad.co.za

a restaurant or a holiday venue, you can tell them but you may not 

proactively go out of your way to rave about them. That happens in 

the next cluster…

4 The advocacy cluster: Shaw identifies only two emotions 

in this cluster, although I would suggest that there are many 

other positive emotions that lead to what Ken Blanchard called 

“raving fans.” (Shaw’s work is based on proper research, however.) 

The emotions that create and drive loyalty include being happy 

and pleased, but I’d also use words like delighted, thrilled, excited, 

surprised, “wowed,” and an attitude of “that was unbelievable!” If a 

customer is an advocate, they proactively tell people about your 

organisation without prompting. They say things like, “Do yourself 

a favour. No matter what, don’t miss this show. It was brilliant!” This 

has to be the ultimate aim of any business because it drives loyalty, 

and thereby results in the cheapest form of marketing there is. There 

are other benefits: repeat purchases, opportunity for cross-sales 

and upgrades, lower cost to serve, reduced price sensitivity, greater 

cooperation and forgiveness of mistakes, completely differentiated 

from rivals’ offers, and so on.


