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I work everywhere!
Teacher 
Trainer  

Facilitator 
Manager 
Speaker 

Consultant



Liam’s ELT school 
Breaking News!



Think from here .. ..        to             .. .. here

Product

Cost 

People 

Place

Price

Promotion Communication

Convenience 

Customers 

Consumer value



“Customer Focused Working” 
or “ways of paying attention to 
what matters.”

“The range of what we think and do is 
limited by what we fail to notice. And 
because we fail to notice that we fail to 
notice, there is little we can do to change; 
until we notice how failing to notice 
shapes our thoughts and deeds.”  
(R.D. Laing)	



There’s nothing worse than doing the wrong job well 

Peter drucker. 



Magdi Mohammed
مجدي

Customer Focused Working

My Journey of Discovery.. .. Part 1



Three Steps Of  Service 
A warm and sincere greeting. 

Use the guest's name. Anticipation and 
fulfilment of  each guest's needs. 

Fond farewell. Give a warm good-bye and use 
the guest's name. 



Customer Focused Working

Singapore Hotel
TRAINEE 

CONCIERGE

My Journey of Discovery.. .. Part 2



Customer Focused Working

My Journey of Discovery.. .. Part 3



Customer Focused Working

My Journey of Discovery.. .. Part 4



Customer Focused Working

My Journey of Discovery.. .. Part 5

Positive experience  

employee
Negative experience  

institution



Evolution .. three generations of customer experience design

First

Then  

Next 

.. ..Consistent

.. ..Exceptional

.. ..to be revealed!



Remove dissatisfaction, create 
consistent experiences. 

Deal with customer complaints
through “Voice of Customer” methods. 

Add new communication and 
engagement channels, respect customer 
time and effort

Create consistency as a reason for 
customers to do business with you.

BUT this didn’t help loyalty and 
advocacy. Nor increase attraction.

Con 
sis 

tent
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companies who think 
they provide superior 

proposition

companies whose 
customers agree

Bain/EIU Customer Led Growth Study

This stuff isn’t easy!



Arrival

Request

Capability

Effort

Preference

Are you Managing the 
challenge of 
customer variability?

Can come at any time

Ask for anything they want

Difference in knowledge

Effort levels vary

Different definition of 
quality
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5 crunch points          
in many schools

Francis X. Frei



Focus on creating emotionally engaging 
experiences.

Place high emphasis on the human aspect of the 
customer: recognise them personally, create an 
emotional engagement; add some “wow” to the 
experience. 

Don’t just reduce complaints. Increase surprise, 
spread positive stories about the organisation. 

Acknowledge the customer as unique, individual 
and worthy of special treatment. 

Reciprocity will come in the form of customer 
advocacy and increased commitment to stay a 
loyal customer.

EX 
Kept 
Ion 
Al



https://www.fastcompany.com/1839318/so-your-service-model-sucks-heres-4-ways-fix-it

The Four Things a Service Business 
Must Get Right 
Frances X. Frei 

FROM THE APRIL 2008 ISSUE HBR


Beyond the carrot and the stick: new 
alternatives for influencing customer 
behaviour 
Frances X. Frei 

HARVARD MANAGEMENT UPDATE MARCH 2003 


So your service model sucks - here’s 
4 ways to fix it 
Anne Morriss & Frances X. Frei 

1

2

3
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What specific 
attributes of service 
are you competing on?

Service offering

Funding mechanism

Employee 
management 

system

Customer 
management 

system

How is the 
excellence 
paid for?

Are staff 
set up for 
success?

How are 
customers 
managed 
and 
“trained”?
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The Four Things 
a Service 
Business [you] 
Must Get Right
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You can’t  
be  

good  
at  

everything.

Someone  
has  
to  
pay  

for it.

It’s  
not  
your  

employees’  
fault

You  
must  

manage  
your  

customers
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You can’t  
be  

good  
at  

everything.
To deliver great service on the 
dimensions that your customers 
value most, you must 
underperform on dimensions 
they value less.

1
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You can’t  
be  

good  
at  

everything.

McDonalds     Menu Variety Speed

YouTube Production 
quality

Ubiquity

Walmart Customer 
service

Low prices

MAYO CLINIC Doctor choice
Immediate 
access

Starbucks Speed of 
service

Bistro 
experience

NO!! YES!!
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You can’t  
be  

good  
at  

everything.

Your 
institution

What do you         
give up?

What does 
customer       
gain?

Your offer 

Which service attributes can it compromise                   

(ie customers value least)                                                  
in order to achieve excellence in other areas? 

How do your service attributes match up with targeted 
customers’ priorities?  

Which service attributes (staff qualifications, YL 
specialists, teacher training; IT laden systems)     
can your institution target for excellence?  
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Someone  
has  
to  
pay  

for it.
Think about how you’ll pay for the 
increased cost of the excellence you’re 
seeking to provide through your 
service offering.  

2
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Someone  
has  
to  
pay  

for it.

Charge the 
customer

Starbucks Customers        
linger. Pay a 
premium

Spend now. 
Save later

Intuit
Free customer 
support. Info 
gained improves 
service.

Your 
institution?

FedEX nickname your 
shipments, 
create a 
personal watch 
list, and filter 
shipments to 
see the details 
you want.
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Have 
customers do 
the work



Someone  
has  
to  
pay  

for it.

Your 
institution?

Will customers happily choose to perform some of the 
work to keep service levels high??  

Can your customers pay more for what they value?

Can service features be improved while reducing 
costs? 
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Fast track registration?

Form filling online?

Students cleaning 
classroom at end of 
lessons?

Longer terms, but not 
all f2f?



It’s  
not  
your  

employees’  
faultEnsure that your workforce management activities 

(recruiting, selection, training, job design) empower 
employees to deliver the excellence embodied in your 
service offerings.   

No Martyrs! Set it up for even the ‘average’ person to 
excel.

3
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It’s  
not  
your  

employees’  
fault

No Martyrs please!  

Set it up for the average 
person to excel.

Extended 
hours      +  

friendly 
service    +  

limited product  
range

Hire for 
attitude & train 
for service. 

“does this person smile 
in a resting state?”
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It’s  
not  
your  

employees’  
fault

No Martyrs! Set it 
up for the average 
person to excel.

Your 
institution?

Have jobs been designed realistically, given staff 
selection, training, and motivation challenges?  

Is the customer service model designed for the average 
(not perfect) employee who can perform with ease on a 
daily basis?

What makes your staff reasonably able to produce 
excellence? 

What makes them reasonably motivated to produce 
excellence? 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You  
must  

manage  
your  

customers
Articulate which behaviours and actions 
customers must demonstrate to get the 
most value from your service. Then 
design your service specifically to foster 
those behaviours and actions.  

4
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You  
must  

manage  
your  

customers

Ryanair etc Self check in 
kiosk. No Q.

travellers  
complete the 
transactions 
with fewer 
keystrokes than 
check-in 
personnel used 
to need
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Customers both 
consume and 

help create the 
service you 

provide

IKEA ”We do our bit, 
you do yours.”



You  
must  

manage  
your  

customers
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Your 
institution?

Give over elements of your extra-curricular 
programme for students to do/organise to 
produce excellence? 

Form student committees to 
contribute to governance or EDI issues 



What specific 
attributes of service 
are you competing on?

Service offering

Funding mechanism

Employee 
management 

system

Customer 
management 

system

How is the 
excellence 
paid for?

Are staff set 
up for 
success?

How are 
customers 
managed and 
trained?
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Evolution .. three generations of 
customer experience design

3rd Gen 
Purposeful

Strativity Group 



“Purpose” guides the way: provide an 
experience for customers that defines 
or complements who they are and the 
values they hold. 
ChangeThis | 151.05

Pur 
Pose 
Ful

Make “customer experience”, or CX, 
a core part of your institution’s 
goals and values.

 CX



Pur 
Pose 
Ful

Encourage customers to talk to you, not 
just about you

Spotlight on customer’s success & link 
this to yours. Increase customer 
commitment to the institution



There’s nothing worse than doing the wrong job well 

Peter drucker. 

Better Right
X X

X
Liam brown



This is not just English .. .. 
This is Liam Brown English

[With acknowledgement to..]

1
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Service Excellence 

= xDesign Culture 

Frances X. Frei



“Do you like people?”

Hire customer focused      
“Magdi Mohameds”

2

Optimistic 

Purposeful 

Autonomous 

Competent  

Resilient 



“remember the 
quadrangle in Germany”

Pay attention to what 
really matters to 
customers (and act on it!)

3



Low fees

Friendly Service 

Local, basic  

Big Choice of time slots

High end premises

High end tech

Equals, rated hi

All diploma level T’s

Study space 

1 2 3 4 5 6

MOST important to 
your target market

LEAST important to 
your target market

me?

Relative performance compared to 
two others in your market space

1
2

3

This is an Attribute Map.



Remember Pret 
a Manger .. ..”the 
good, the bad and 
the ugly”

Listen to the 
Customer Voice

4

Look to how customers communicate 
with you and you to them. 
Cards everywhere. Numbered. Looked at 
by the whole team. Often. Reward those 
who excel. 
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SUGGESTION BOX

All hands support .. knowledge bank 

Collect feedback!  
Integrate CFW into your metrics along with revenue and growth 

CSAT score, Net ~Promoter score  
Integrate into company culture .. all, everyone! 

Add personality to your brand = webinars, videos, behind the scenes, bios of staff, 
insights … 

2. Customer engagement event - have we met you yet? Conference, event, social 
3. Emphasis on content creation … FAQs, How to .. , self service knowledge base, 

problem solving experience 



Esther O’Halloran, head of recruitment and retention at Pret, (quoted in a 
case study* of her company) says: “We’re often asked about the secret of 
our customer service training. There is no secret. In fact there is no 
customer service training. Instead we employ people with personality who 
we think have the potential to give genuinely good service – people who like 
mixing with other people, who are good humoured and like to enjoy 
themselves”.  



How much is a lifetime customer worth
to your business?
For Zane’s Cycles, it’s $12,500. That means if we start by providing a child his first bike at
4-years-old and continue through the retirement bike, we will collect $12,500 in fulfilling all of
the cyclist’s lifetime needs. But to actually sell an individual that many bikes to hit the goal
of $12,500, we must win their business for life

Remember there are two groups of people who know 
the business better than you do.They are the 
customers and the people who deal with them. You 
need to talk to both, often. 





The Kano Model identifies three types of initiatives product teams will want to develop. We will discuss those below. It’s also worth pointing out, however, that the model 
also identifies two types of features you will want to keep off of your roadmap: 

“indifferent” features, which customers won’t care about. “dissatisfaction” features, which will upset customers.  Under the Kano Model, the three categories of 
initiatives that could earn a slot on your roadmap include: 

Basic (threshold) features These are features your product needs to be competitive. Customers expect these features (such as a car’s turn signal) and take them for 
granted. This means they must be included. And, it they don’t work as expected they may lead to dissatisfaction.

Performance features These are features that give you a proportionate increase in customer satisfaction as you invest in them. One example would be increasing file 
storage capacity in an online app. Dr. Noriaki described this type of feature as “one-dimensional” because of the direct, linear correlation between how much you invest in 
it and the amount of customer satisfaction it delivers. These are also features customers know they want and weigh heavily when deciding whether to choose your 
product or your competitor’s.

Excitement features yield a disproportionate increase in customer delight as you invest in them. If you don’t have these features, customers might not even miss them; 
but if you include them, and continue to invest in them, you will create dramatic customer delight. You can also think of these features as the unique innovations and 
surprises you include in your product. Dr. Noriaki called these “attractive” features and “delighters” because they had that effect on users, and that delight can create 
an outsized positive response to your product. 

After the internal product team has made its own determinations about which of the potential new features fall into which categories (including the two negative ones—
indifference and dissatisfaction), the team will then take the issue directly to users or prospective users with customer surveys, questionnaires, and other feedback 
methods. 

When to use the Kano Model The Kano Model can be a helpful framework for product teams with limited time and resources who want to make sure they are prioritizing 
the appropriate mix of features to work on next. This approach is most effective for teams in need of guidance to figure out which minimum-threshold features they 
absolutely must build, which performance features to start investing in now, and which customer-delight features will deliver the biggest customer “Wow!” for the buck.

As product management consultant Daniel Zacarias explains, “There are many different reasons why you might need to include a given feature, but what do you do in 
order to know which ones will make your (future) customers happy and prefer it over others?” The Kano Model can help product teams answer that all-important 
question.Conclusion The Kano Model is a useful framework for product teams looking for a systematic approach to feature prioritization. It helps teams that are 
interested in prioritizing functionalities they believe will delight customers. 

https://foldingburritos.com/kano-model/


Kano Model by Noriaki Kano
The Kano model was developed by Noriaki Kano. It classifies the attributes of a product into three groups.

1. Basic or Threshold Attributes.

• Customers assume that these attributes will be present.

• If they are not present or are of low quality, customers will be dissatisfied.

• If they are present, customers’ satisfaction will not increase.

Example: clear call quality, error-free operation of the smartphone.

2. Performance / Linear Attributes.

• The customer’s satisfaction is directly related to the attribute.

• Higher quality means more satisfaction; lower quality means less satisfaction.

Example: Fast speed, more memory in the smartphone

3. Exciters or Delighters.

• Customers don’t expect these attributes, but they increase satisfaction.

• If they are missing, customers are not more dissatisfied.

• If they are present, customers are more satisfied.

Example: facial recognition to unlock the smartphone

The point of the Kano analysis is to determine which attributes of a product are most important to provide with good quality.



• Listen to your customers - surveys, drop ins feedback, magdi moments
• Make space for ideas - do something with the feedback; involve customers in the answers
• Break down internal barriers - get a 360 view of the customer
• Unlock your data 
• Appoint a customer-focused executive … data and research to champion customers needs, help guide the design of products and processes, and 

identify where teams need to improve their customer focus skills. 
• Create opportunities for learning.   Take employees on the journey by keeping them updated on progress, inviting ideas and feedback, and providing 

access to resources such as Salesforce’s Trailhead training modules to help them develop their customer-focus skills. These cover everything from 
learning the basics of customer journeys to improving customer service agents' communication skills.

https://trailhead.salesforce.com/en/content/learn/modules/customer-journey-basics?d=7010M000001yv8PQAQ
https://trailhead.salesforce.com/en/content/learn/modules/communication-skills-for-customer-service-agents?d=7010M000001yv8PQAQ















