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Redesigning
Retail
Take a Leaf out of Amazon’s Book:
Create Great Customer Experiences
This is the first article of Performance Frontiers’ Redesigning Retail series:
where we share research, conversations and valuable insights grounded in
our work collaborating with Australian retailers on a number of innovative,
customer-focused initiatives in the areas of strategy, culture and learning
and development.
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t has been confirmed. Amazon has its
sights set on Australia.

The media has launched into a heated debate
surrounding the predicted level of industry
disruption, oscillating between Amazon
alarmism and Amazon apathy. But is there a
greater conversation we could be having?
A conversation of growth, where we flip from
problem to opportunity. A conversation of
learning, where we examine why customers
are choosing Amazon, and how Australian
retailers can evolve to improve their customer
offering. A conversation that, in turn, chooses
the customer...
How can we take a leaf out of Amazon’s
book and begin to write the next chapter for
Australian Retail?

Uncovering Amazon’s Customercentricity
From online book retailer to sprawling
Empire, Amazon is a force to be reckoned
with. It offers boundless choice, best prices
and the convenience of the quickest clickto-doorstep time achievable, all with a
subscription service that keeps people
spending big. And spend big they do. Amazon
now takes almost $1 of every $2 e-commerce
sales in the US and has left former darlings of
the US retail industry like Sears, Borders and
Macy’s either bankrupt or buckling under its
weight.
As avid online consumers with an
e-commerce industry worth $20 billion+, it is
argued that Australians will welcome Amazon
with open wallets. And Amazon’s knack for
optimising price and supply means that
retailers offering goods that can be easily
stored, packaged and shipped are most at
risk of disruption.

But, as Global Futurist Chris Ridell points
out, disruption is the new normal. The terrain
of the global retail landscape has been
transforming for years and continues to
evolve at breakneck speed. We’ve witnessed
rapid advances in technology, the growth
of online commerce, increased competition
driven by a global marketplace, and evolving
consumer needs and expectations.
Amazon does not exist in a vacuum; it
navigates these same disruptive forces. So
why has Amazon succeeded where others
have failed?
Some point to Amazon’s capacity for
innovation, and it certainly does this well.
But this is just one side of the coin. The key
is – it’s never innovation for innovation’s
sake; Amazon consistently puts the customer
experience at the centre of any innovation.
From its seamless ordering and delivery
system, bargain prices, brand diversification
and global expansion, the Siri-like assistance
of Amazon’s online shopping assistant Alexa,
the provision of a democratised Market Place,
and advances like drone delivery – every
feature is designed to create a customer
experience that keeps people coming back.

The Age of Customer Experience
Customer experience provides one answer to
the evolving retail landscape.
The modern age has birthed a new breed
of empowered customers. They have
unlimited choice at their fingertips and high
expectations (coupled with little patience for
anything sub-par). If a brand does not provide
the pain-free experience the consumer is
looking for, they will simply go where they can
get it.
When a shopping experience delights
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customers, it builds their trust and repeat
business. And when positive interactions
with the brand are consistent, these great
customer experiences lead to brand loyalty,
strong brand relationships and even a base of
vocal brand advocates.
This is how Amazon wins: In a world of choice,
it becomes people’s default and customers
rave about it. But how can modern Australian
retailers compete with online giants offering
unlimited choice, great price, high stock,
speed, and the convenience of from-thecouch purchasing?
Research shows that when it comes to online
and in-store, it’s not a case of either-or.
Even in the digital age, consumers still greatly
value the bricks and mortar experience.
A recent study by IBM shows that 98% of
even the most “digitally native” consumers,
Generation Z, still shop in-store. There’s a
tangible experience that cannot currently
be found online. Stores can leverage this to
provide the best in-store experience; one that
drives a customer in-store, and not online or
to a nearby competitor.
One of the strongest opportunities lies in
traditional retail’s real-time, face-to-face,
human interaction.

Creating In-store Human Connections
Anyone who has ever felt the pain of a
malfunctioning chatbot or automatic
answering service knows that there is no
substitute for human service.

because we can make real, emotional
connections with customers.
Multiple studies have shown that emotion
plays a large role in customer experience.
Emotion is key to shaping the attitudes
that drive decision-making and also
helps an experience transcend “customer
satisfaction”, driving customer loyalty and
an ongoing brand relationship. One Harvard
Business Review study shows that an
emotional connection with a brand could
lead to three times the likelihood of repurchase and brand advocacy, and more than
44% of customers ceasing brand-switching
behaviours.
A positive, authentic connection with one
staff member strengthens an emotional bond
with a brand itself. As renowned psychologist
Dr. Daniel Goleman observed:
“How customers feel when they interact
with an employee determines how they feel
about the company itself. In a psychological
sense, the “company” as experienced by the
customer is these interactions.”
This is not to say that each customer
desires a deep emotional connection; in
fact, many customers are of the “duck-in,
duck-out” variety. Instead, the focus should
be on authentic, positive interactions that
are tailored to the customer and coupled
with a seamless shopping experience. This
experience can result in an emotional brand
connection and can be facilitated in-store
with the right approach.

Humans are agile and responsive: we sense
emotion and mood; we can respond offscript; we think creatively; we can relate,
on a human-to-human level, in a way that
no machine can replicate, and this is key,
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The Opportunity: In-store Customer Experience
There is a great opportunity for Australian retailers to put stock in the power of their staff and
build their capacity for delivering great in-store experiences. This is the good work we’ve been
privileged to do every day at Performance Frontiers through our recent collaborations in the
Retail Industry.
It’s not about providing a step-by-step guide or a script for customer service delivery; it’s
about empowering staff with the skills and tools to actively create great experiences to suit
the customer’s needs:

Emotional
intelligence

Agility

Creativity

Authentic
conversations

Culture of
engagement

•

It’s about building staff’s emotional intelligence; to improve their ability to read customer
moods and emotions and to respond in positive, helpful ways.

•

It’s about developing their ability to remain agile; to develop product knowledge, yes, but
also to develop the ability to think on their feet and adapt to the changing needs of the
customer and situation.

•

It’s about providing the tools and strategies needed to think creatively in order to better
seize opportunities for creating value for the customer in-store.

•

It’s about fostering people skills and the capability for engaging, authentic conversations
so that staff can create experiences that are positive, tailored and memorable.

•

It’s about amping up a culture of great customer engagement and ensuring consistency at
all touch points, so that superior customer engagement becomes synonymous with the
brand.

By empowering staff with knowledge, skills and strategies, they are better able to look at the
entire customer journey, from point of entry to point of departure, and make every encounter
count for the customer. In this way, bricks-and-mortar retailers can leverage their human
advantage and begin their next chapter: creating great customer experiences.
As we move into an increasingly connected retail world, retailers must look to factors both
inside and outside of store walls to design new ways to carve out a competitive niche and
further delight the customer. In our next instalment of Redesigning Retail, we will be looking
at how retailers can use empathy and Design Thinking methodologies to better serve the
customer and “walk in their shoes”.
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Interested in learning more about creating
great customer experiences in your
organisation? Drop us an email: info@
performancefrontiers.com and let’s start the
conversation.
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