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DO YOU REALLY
WANT TO BE IN
THE SAME
PLACE WITH
YOUR
CUSTOMERS
SIX MONTHS
FROM NOW?
No one does!
Yet thousands of professionals feel that
frustration or deep knowing that they should be
getting more from their relationships, not just
for themselves but for their business and their
customers.
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From my study of 50 years of customer history
and behavioural psychology, there have been
principles and strategies hidden in plain sight
being executed by professionals and
organisations around the world, maybe without
knowing what or why until now…
Organisations and professionals who truly earn
raving fans and above-average customer
results in the long-term, never try to retain a
customer; they seek to become irreplaceable.
It’s organisations like Chik-fil-A, Southwest
Airlines and Apple who connect through
intentional relationships, build highly-valued
and sought after results and unforgettable
moments.
This is an instant guide to focusing on specific
elements that will move you quickly towards
immediate customer relationship, revenue or
retention results you design for and don’t
stumble into.
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KNOW WHAT YOU
WANT, REALLY!

DO YOU KNOW WHAT YOU WANT
FOR YOURSELF AND YOUR
CUSTOMERS?
I MEAN... REALLY KNOW?
Is what you want so clear that when asked it
flows smoothly from your lips and those
around you think you’ve always known it.
The reality is we forget or at worse have never
really thought about it past the target we’re
given by our organisations or the pending
result our customers expect 30 days from now.
You may say “Jermaine, why should I care, I
get paid well and achieve results?”
My answer is simple...

Without a clear goal of who you and your
customer is trying to become, you will always
fall short of the known and unrecognised
potential opportunity available to you.
If you don’t believe me ask yourself:
“Am I working harder to get the same level of
opportunity I did a year ago?”
The unfortunate answer is probably yes!
The famous philosopher Socrates once said
that “the unexamined life is not worth living.”
I say the “unexamined activity is not worth
doing.”
Lack of clarity is the eventual killer of all good
activity:
Decide on what you want.
Write down who you want to become to
your customers.
Define the standard to get there.
Share the vision.
Check out the CUSTOMER CLARITY tool:
https://jermaineedwards.com/customerclarity-pdf
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REDEFINE YOUR
RELATIONSHIPS

EVERY RELATIONSHIP WE HAVE
WITH OUR CUSTOMERS IS BASED ON
AN ONGOING EXAMINATION OF
RELEVANCE AND VALUE.

What we need today is “Relationship Influence.”

The customer account professional, who
understands that each customer contact is an
opportunity to deepen the perceived
advantage and benefit of their relationship, will
have less trouble with a customer committing
to their products and services.

This may sound like an overly complicated
statement or perhaps too linear.

It all begins with honesty and a clear
understanding of where your customer
relationships really are. Importantly, how our
relationships change and are influenced by
different factors over time.
This understanding is a critical first step.
Once known, you’ll have the power to apply the
right level of effort, engagement and execution
to grow your access, influence and,
importantly, your relevance with any key
customer.
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This is: Your ability to systematically and
repeatedly connect with your customers at any
level, enabling scale to effectively deepen trust
and confidence.

That is intentional.
Everything we choose to act on must be as
clearly defined as possible so we can measure
the result of our effort.
An important note:
Every relationship we have in business is
always H2H (Human to Human). We should
never forget these are PEOPLE we’re dealing
with. Not titles, numbers, stakeholders and
other categories.
We must design for the relationships we want
and begin to think through the practices that
will get us the results that are beneficial for us
and also those we are engaged with.
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REDEFINE YOUR
RELATIONSHIPS CONT'D

We ideally want our relationship activity to be:

SYSTEMATIC
Easy to use and gives a predictable result.

LEVEAGABLE
Transferrable to anyone anywhere.

SCALEABLE
Impacting people I may not be able to reach or
see.

TRUST BUILDING

This is what relationship influence is about and
is one of the three pillar practices of
exponential customer growth.
What sits underneath relationship influence is a
very important principle.
It is character, defined as:
Who you are consistently to your customers at
any level.
Check out the CUSTOMER RELATIONSHIPS tool:
https://jermaineedwards.com/customerrelationships-pdf

Increases personal and organisational
reputation.
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REPROGRAMME THE
TEAM

In step one I shared the importance of knowing
why.
Here we’ll begin the process of understanding
how we prepare for impact with our key
customers.
I want to begin again with learning from
Socrates. He was known as being one of the
wisest men not for what he knew but because
he knew what he did not know. He therefore
made every opportunity to use questions to
avoid assumptive thinking and expand his
thinking.
Good ideas, strategies and opportunities rarely
happen by chance. They actually take work,
based on rigorous thinking.
One of the most powerful habits a customer
leader can adopt with their account and key
account teams is to challenge everyones
thinking about their activity. Teams can then
uncover better answers that matter to help grow
their performance and their customers.
Questions truly are the answers.
In our business today we're always interacting
with change. Our customers are moving and
constantly changing so the quality of questions
we ask ourselves every week really matters to
help us think about things differently and
approach things with more impact and intention.
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These six questions I'm about to share are the
ones you can ask yourself, with your peers and
with your team each week.
They will challenge you to think very
proactively about the work that you do with
your customers.

QUESTION 1:
Problem question

QUESTION 2:
Reflection-based question

QUESTION 3:
Habit-based question

QUESTION 4:
Development question

QUESTION 5:
Curiosity-based question

QUESTION 6:
Team-based question
Check out the SIX QUESTIONS tool:
https://jermaineedwards.com/six-questionspdf
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DEFINE THE
MEASURES

I was told once that if you cannot repeat the
same results you had last week with the same
actions, same effort and same resources then
what you have is a RAS moment.
RANDOM ACT OF SUCCESS
Coming across this simple phrase changed
everything I do!
RAS moments happen in all areas of our life.

This is due to four things. We…
1. Overweigh our own actions.
2. Undervalue the unseen conditions.
3. Create an uninformed view of the
contributions of others.
4. Misinterpret the real influencing triggers
and decisions that moved a customer to
buy.
These are all assumptions that are best
described by psychologist Gary Klein:

They are results that happen through
unrecognised, non-specific actions along with a
sprinkle of luck that is almost never repeated.
We see this often in the field of sales and
customer management.
One example is when teams and individuals win
big with a customer one month and everyone is
hyped. There are high fives all around, fists
pumped in the air, and smiles everywhere with
every director and manager wanting to be
recognised for the random part they played in
a customer win. But no one really knows how to
replicate it.

One of the greatest barriers to insight is
holding on to a flawed assumption. But
these assumptions are usually
unconscious. We don’t even know we’re
making them. So they’re difficult to spot
and to correct.

This is prevalent in almost every organisation I
meet around the world.
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DEFINE THE
MEASURES CONT'D

WHY DOES IT MATTER?
It’s easy to make claims and statements. Take
a moment to see if you recognise any of the
following scenarios.
Have you ever…
Achieved an amazing result with a
customer but have not been able to achieve
the same or better result again?
Had a customer rave about something
specific you did but you’ve never had
another customer rave in the same way
again?
Had awesome customer growth one year
but then struggled to get the same the
following year?
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If you’ve experienced any of these opposite or
any others, then you may have an area of your
customer practice where you’re experiencing
RAS moments.
Should you recognise these, then you're leaving
your business and results in danger of
competitive influence, average potential results
and eventual churn.
You need a trusted leading score card that
every team member can use to guide them to
have successful weekly actions with your most
important customers.
Check out the CUSTOMER ACTIVITY
SCORECARD:
https://jermaineedwards.com/customeractivity-scorecard-pdf
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INCREASE YOUR
VALUE

Every legitimate business truly impacting its
customers must have a product or service that
solves a real problem.
That problem is solved not just because we
have the right product or service but because
we’re able to deliver it in a way that achieves
the intended result for the recipient.
That is the very nature of an effective business.
It is also the inherent reason why customers
stay, engaged fully and talk about the
companies they work with.
This is especially true when it comes to
managing and growing your most important
customers.
These four activities should all be part of a
weekly team and organisational conversation:
1. Evaluating the impact of your value.
2. Reviewing the effectiveness of that delivery.
3. Accessing new levels of value.
4. Translating that into a proposition or result
that your customers would spend more to
get.
I’ve given presentations to thousands of sales
and customer leaders where I ask the question
about how often do they evaluate their value
with customers.
On average only 30% state they have regular
structured conversations about value. Is this
any wonder when less than 50% of sales and
customer leaders report they get the return
they expect from the value they deliver to their
customers.
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The audience responses I receive cause me to
ask another follow-up question:
“How much time do you devote to thinking
about the areas that impact the way you
deliver value to your customers?”
In a marketplace where scepticism is high,
uniqueness is rare or non-existent, and it’s now
easier than ever to move to another provider –
be warned, your customer relationships aren’t
safe!

WE MUST EXPLORE WHAT I CALL
THE VALUE PILLARS
These are four primary pillars that almost all
value delivered to customers and to the
marketplace can be categorised into.
These are areas in your business that are
working, or not working right now, intentionally
or unintentionally, to shape and reshape your
customer relationships and business results.
These pillars impact all areas of the value
chain.

In most organisations, we don’t
think about value as individually
connected areas that we can
influence.
Embracing this new way of thinking about
value will transform the way we design and
deliver results that are insanely attractive to
our customers.
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INCREASE YOUR
VALUE CONT'D
The four observable Value Pillars are seen in three functions: DIRECT VALUE,
SYSTEMATIC VALUE and ENHANCED VALUE.

DIRECT VALUE:

ENHANCED VALUE:

Benefits a customer can experience
immediately or for a set period of time.

Areas within the product or service that can be
made more attractive to a customer to help
make an existing product more profitable or
create new future solutions for a customer.

Pillar One: Value-Adding – What you do with
your products and services to help your
customers gain a result and or eliminate pain.
Pillar Two: Value Creation – Identified and
designed insights from the knowledge of your
customers, their market and goals allowing you
to deliver unexpected benefits.

SYSTEMATIC VALUE:
Benefits a customer experiences consistently
and predictably at different stages of the
relationship.
Pillar Three: Value Realisation – The effective
use and management of resources enabling
the full value of your services and products to
be delivered.
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Pillar Four: Value Elements – The inclusion of
specific psychological, emotional, practical and
philosophical distinctions, that greatly improves
the perceived benefit of a specific product or
service.
Each of the pillars by themselves can yield
game-changing results when applied to your
department and company around the way you
deliver to your customers.
If combined, you will be on the way to being
the number one choice in every category you
want for your most important customers.
Check out the CUSTOMER VALUE tool:
https://jermaineedwards.com/customer-valuepdf
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THINK DIFFERENTLY
ABOUT LOYALTY

Customer loyalty can be seen as the holy grail
of positions to be in. If you’ve ever watched
Game of Thrones you’ll see people will even kill
due to the level of loyalty attributed to others.

A customer who buys once or even twice,
cannot be seen as loyal until you have
identified clear behavioural touch points
relevant to your audience.

Having a product or service that delivers what
is expected is only the entry point into the
customer loyalty game. It is not the end result.

I have a different definition of customer loyalty,
that I call “Intimate Loyalty.”

Customer loyalty is much more rich and
complex, particularly for organisations that
have seasonal customers, large one-off deals,
cross-border selling and more.

When you review the studies and evaluate your
own experiences of the brands you love, you’ll
agree that Intimate Loyalty will give you a
more accurate view of a customer’s real loyalty
to you.

Much of customer loyalty research measures
no more than two or three areas. Most
companies would need to review more than six
different areas to start to get an accurate view
of loyalty.

Intimate Loyalty is your ability to create
positive and impactful customer
experiences that connect shared values
and establish future commitments.
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THINK DIFFERENTLY
ABOUT LOYALTY CONT'D

WHY INTIMATE LOYALTY?
It is focused on the areas that lie beneath the
surface of human behaviour and move people
to want to see a future working with you.
The rational consumer will only stay as long as
you provide that certain value. But an
emotional customer is more likely to stick with
you. According to Forrester Research, emotion
is the #1 driver of loyalty.

“Strategies that rely purely on loyalty programs to
offer points and discounts miss an opportunity to
drive deeper engagement through emotional
loyalty,” ~ Emily Collins, Analyst for Forrester
Research.

THREE KNOWN TYPES OF LOYALTY
We need to have a more comprehensive and
focused review of loyalty that evaluates
behaviour to see a customer’s core drivers at
work.
Today there are three known types of loyalty
that tend to be missed and misinterpreted as
the same.

1. RATIONAL LOYALTY
Based on transactions where consumers are
attracted to quantitative metrics like points and
incentives.

2. BEHAVIOURAL LOYALTY
Customers continue to purchase the same
products based on purchasing behaviour and
convenience, instead of preference, sale, or
emotional ties.

3. EMOTIONAL LOYALTY
Consumers buy not based on incentives, but
rather on things like customer service,
storytelling, trust, and philanthropy.

Whereas Intimate loyalty is unique; it taps into
both behavioural and emotional loyalty.
You and your team can begin using this today.
Check out the CUSTOMER LOYALTY tool:
https://jermaineedwards.com/customerloyalty.pdf
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DEVELOP GROWTH
SYSTEMS
Examples of invisible growth systems:
Strategic relationships.
Brand.
Organisational collaboration.

Growth systems are both invisible and visible in
every organisation. They support the success
of key function areas, equip employees and
leaders to do great work, enable an
organisation to deliver profitable results for
themselves and their customers consistently.

Many will not have considered their business as
having these kinds of systems.

Examples of visible growth systems:
Distribution channels.
Financial management protocols.
Product superiority.

It’s this view of your business that will truly
transform how you view everything, particularly
how you support the customer growth drivers
shown in the image below.

CUSTOMER CLARITY
Driver

Driver

Driver

RELATIONAL
INFLUENCE

VALUE
ADVANTAGE

INTIMATE
LOYALTY

GROWTH SYSTEMS
A system at its core is a group of interacting or
interrelated entities that form a unified whole.
In relation to growth with our most important
customers, Customer Growth Systems refers
to:
“the creation of organising systems and
practices that supports the core growth
drivers for long-term continued profitable
relationship health and success with our most
important customers.”

What we choose matters!
The challenge is understanding what systems
to include, and how to effectively identify and
evaluate the ones we have.
Check out the KAM CUSTOMER LIFECYCLE
MANAGEMENT tool:
https://jermaineedwards.com/kam-customerlifecycle-management-pdf

What we choose to adopt, change and include
in our business and daily practices, will
eventually become part of the organising
system.

JERMAINE EDWARDS

© 2020 Jermaine Edwards part of The Irreplaceable Advisory Group. All rights reserved.

PAGE 13

WHAT NEXT?
There’s a lot of content covered over this guide
and as with anything in life, it’s about putting it into
action.
Don’t let this be just another guide you read
without actioning the "7 Steps" and utilising the
quick tools included.
Just taking action on one step and applying it
intentionally with your team, peers or business will
yield almost immediate results.
This isn't because I said so, but because these
ideas and approaches work. They have timeless
properties as they are based on first principle
thinking, and human behaviour understanding.
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Wherever you are in your business, whatever
customer results you’re experiencing, there is a
way to significantly improve where you are.
You can get out of the frustrating stagnant
growth loop, the trap of feeling under the whim
of a single key contact and break free to shape
your own path as a true leader for your
customer.
That journey can begin now.
If you’re looking to take that next step on your
Customer Mastery journey get in touch now:
https://jermaineedwards.as.me/growth.
I don’t want you to look back 3, 6, or 12 months
from now wishing you started today!
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CUSTOMER STORIES
THIS IS WHAT IS POSSIBLE…
MARK DARLING - KAM DIRECTOR AT OMNICO
“I’VE BEEN IN KEY ACCOUNT MANAGEMENT FOR 12 YEARS,
LEADING TEAMS AND MANAGING BIG ACCOUNTS.JERMAINE’S
SYSTEM TRANSFORMED EVERYTHING. WHEN WORKING WITH
JERMAINE WE TOOK A VERY CHALLENGING CLIENT IN A
DIFFICULT MARKET WHO WE WERE ABLE TO SELL IN 1.5
MILLION WORTH OF SERVICES WHEN THEY HAD PREVIOUSLY
SAID NO”

THORSTEN STILLER - SALES ENABLEMENT DIRECTOR AT DELL
“I WAS LOOKING FOR MORE EFFECTIVE WAYS TO STRUCTURE
HOW WE APPROACHED ENABLEMENT WITH OUR TOP
CUSTOMERS. WORKING WITH JERMAINE IMMEDIATELY
BROUGHT GREAT EXPERTISE AND CREATIVITY. WE WERE
VERY QUICKLY ABLE TO ADD MORE THAN $1 MILLION IN
REVENUE EVEN WHEN WE THOUGHT THERE WAS LITTLE
THERE TO GROW…”

RICHARD STOBART - CEO OF CHARG.Y
“JERMAINE IS AN EXTREMELY ASTUTE AND GENEROUS
PERSON. SPENDING TIME WITH HIM MADE ME AND OUR
ORGANISATION BETTER. WITHIN THE FIRST FEW DAYS WE
HAD DEVELOPED A STRATEGY THAT ALLOWED US TO
CONNECT WITH AND DEVELOP NEW CLIENT OPPORTUNITIES
DURING A VERY DIFFICULT TIME IN COVID.”

BECOME THE ADVISER YOUR CUSTOMER
NEVER WANTS TO LEAVE!
BOOK A CALL WITH ME NOW:
HTTPS://JERMAINEEDWARDS.AS.ME/GROWTH
JERMAINE EDWARDS
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JERMAINE
EDWARDS

TO CONNECT WITH ME FURTHER, CHECK OUT MY
CUSTOMER GROWTH PROGRAMMES HERE:
HTTPS://JERMAINEEDWARDS.COM/PROGRAMMES/
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