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Solutions that Enhance a Passionate and Service-Oriented Mind-set:

o The Customer Intimate Call Centre Agent Programme.
o The Customer Intimate Retail and Customer Service Executive Programme.
o Nurturing a Customer Intimate Culture in the Call Centre Environment Programme ( for Managers and Directors ).

SECTION 1



Customer service orientation and connection is critical in differentiating one organisation 
from another! The rising demands of customers as well as the rising cost associated with an 
outside sales team, increases the importance of customer call centre executives to handle 
customer requirements.

Whether you are dealing with inbound or outbound calls, the desire to serve customers, build 
relationships and uncover and satisfy their needs are key success factors for call centre 
executives.

THE  CUSTOMER  INTIMATE  CALL  CENTRE
EXECUTIVE PROGRAMME

Customer intimacy is considered to be one of the three value disciplines, together with product leadership and operational excellence that 
leads to market leadership. It is defined as “segmenting and tailoring offerings to precisely match the needs of the customers”. It is 
characterised by the ability to respond quickly to almost any customer need, from customising a product to fulfilling a special request and it 
requires an appropriate degree of operational flexibility although it is considered to be a complex construct.

It is a necessary sales skill to be developed by any sales executive, especially from a call centre perspective, whether customer executives 
receive inbound or outbound customer calls.

Why Is A Customer Intimate Executive Important ?

What Is A Customer Intimate Executive ?

The course is suitable for all executives who will be involved in an 
active role of handling inbound and/or outbound customer calls 
(promoting products and services via the telephone), whether 
receiving or making sales calls. 

Who Should Attend ?
This 3 day programme is available only as an in-company 
customised solution. Therefore, we will be available to 
discuss your requirements beforehand and will then 
customise the workshop accordingly.

Duration

CUSTOMER  INTIMACY  IN  B.2.C.

ENHANCE
CUSTOMER EXPERIENCE
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The customer intimate programme will help 
customer-interfacing executives to understand the 
importance of the way they exhibit their views, to 
l isten empathetically and to communicate 
kinaesthetically with customers. This is done over the 
phone. Using this knowledge, they will be able to 
apply a combined approach of professional passionate 
behaviours, to serve customers and develop the right 
skills to fulfil their needs.

Our aim is to share provocative insights about how to 
offer a compelling customer experience that will put 
you ahead of customer expectations and far from 
competitors.

In a nutshell, participants will be able to enhance their 
call management skills and productivity, by improving 
the following:

Module 1:
The Customer Intimate Call Centre / 

Customer Service Executive:

Module 2: 
Knowing Yourself and Knowing 

Your Customers: 

Module 3: 
Practicing Customer Intimacy While 

Handling Telephone Clients:

The role of the call centre / customer service 
executive in creating the best customer connection.

Different levels of customer interaction whether 
dealing with individuals or businesses.

Skills and behaviours of the customer 
intimate executives.

Defining the knowledge, skills and aptitudes which lead 
to being a successful customer service executive.

Understand the impact of Whole Brain® thinking 
preferences on yourself and on customers.

How thinking preferences influence the way you act, 
interact and connect with customers and vice versa.

The four people factors and how they impact on a 
telephone call with customers.

Using the appropriate language, terminology and styles 
to mimic your customers.

Putting yourself in the customers’ place and 
understanding the concept of customer value.

Expressing passionately the desire to serve customers. 

Empathetic listening - active listening skills and the 
barriers of listening to customers.

Types of questions and asking the right questions.

Using the right language - the communication cycle: 
verbal and vocal.

What Is In It For You ?

Understanding the different types of customer 
behaviours and identifying their specific needs.

Explaining what customer value means and 
matching the customer needs during a customer call.

Matching the benefits of companies' solutions with 
the customer buying behaviours, over the phone.

Utilising the right tone of voice and empathy while 
talking to customers to achieve customer 
connection.

Mastering new value-based tools and techniques for 
handling the customer call.

Interacting confidently and positively with others. 

Converting enquiries into sales. 

Building rapport quickly over the telephone.

Opening the telephone call and putting the 
customer at ease.

Developing and maintaining a call structure.

Developing your own call script and developing 
confidence on the phone.

Voice and personality projection.

Probing techniques: The use of effective questions 
and effective listening.

Establishing customer needs and wants - matching 
features, advantages and benefits over the phone. 

Structuring the call and closing the sale.

Staying in control of the call. 

Buying signals and how to recognise them. Identifying 
true or false objections and how to overcome them.

Practice sessions to bring together all the previous 
knowledge and complete a successful call.

Self-development and goal setting.

Formulating an action plan to enhance customer 
intimate skills and behaviours for B.2.C. people.

Module 4: 
Tools, Techniques and Skills for a 

Passionate Telephone Conversation:

Module 5: 
Putting it All into Practice: 

How We Do It
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CUSTOMER  INTIMACY  IN  B.2.C.

ENHANCE
CUSTOMER EXPERIENCE

THE  CUSTOMER  INTIMATE  RETAIL  CUSTOMER
SERVICE  EXECUTIVE  PROGRAMME

Customer service orientation and connection is critical in differentiating one organisation over 
another. In a retail environment the retail executive, whether selling to consumers or selling 
business solutions, plays an ample role in making the value-connection to customers. 

Understanding the motives, types and behaviours of the various walk-in customers is critical in 
building the right approach to connect with them and to enhance their loyalty. The desire to serve 
customers, build a relationship with them and uncover and satisfy their needs - these are 
considered to be the key success factors for any retail / customer service executive.

Customer intimacy is considered to be one of the three value disciplines - together with product leadership and operational excellence - that 
lead to market leadership. It is defined as “segmenting and tailoring offerings to precisely match the needs of the customers”. It is 
characterised by the ability to respond quickly to almost any customer need, from customising a product, to fulfilling a special request and 
this requires an appropriate degree of operational flexibility; although it is considered to be a complex construct.

It is a necessary skill to be developed by any sales executive, especially from a retail or customer service perspective, whether these 
executives are involved directly or indirectly with customers.

Why Is A Customer Intimate Executive Important ?

What Is A Customer Intimate Executive ?

Retail executives, customer service executives or shop managers 
who deal with customers in a retail environment.

Who Should Attend ?
This 3 day programme is available only as an in-company 
customised solution. Therefore, we will be available to 
discuss your requirements beforehand and will then 
customise the workshop accordingly.

Duration
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This programme is designed for any retail or customer 
service executive, apart from their level of experience. 
Participants will experience and develop the intimacy 
behaviours when working with customers. They will 
be able to demonstrate passionate willingness to 
serve the customers with enthusiasm, while caring to 
fulfil their needs and provide constructive 
consultations to them. Furthermore, your staff will 
gain unique listening and observation skills that will be 
demonstrated in a fully engaging, emerging and 
enthusiastic approach. Service executives will also 
practice and develop technical selling skills that will 
enrich their sales knowledge and provide them with 
the appropriate tools and ability to identify the 
customers' product preferences, and hence build the 
right value-connection with them.

In a nutshell, participants will be able to enhance their 
customer management skills and selling productivity 
by improving the following:

Module 1:
The Customer Intimate Retail Sales / Service 

Executive:

Module 2: 
Knowing Yourself and Knowing Your 

Customers: 

The role of retail sales / customer service executive 
in creating best customer connection.

Different levels of customer interaction  whether 
dealing with individuals or businesses.

Skills and behaviours of the customer 
intimate executives.

Defining the knowledge, skills and aptitudes which lead 
to being a successful customer service executive.

Understand the impact of Whole Brain® thinking 
preferences on yourself and others.

How the different thinking preferences influence the 
way you act, interact and connect with customers and 

vice versa.

The four people factors and how they impact on 
customers in a given interaction.

Using the appropriate language, terminology and styles 
to mimic your customers. 

Putting yourself in the customer's place and 
understanding the concept of customer value.

Expressing passionately the desire to serve customers. 

Understanding the different types of customer 
behaviours and types of needs.

Matching the selling process and benefits of their 
solutions with the client buying behaviours in a retail 
environment.

Highlighting the customer-value and match the 
customer needs during a customer interaction.

Exhibiting the right tone, voice and gestures while 
talking to customers to achieve customer 
connection.

Mastering new tools and techniques in handling the 
customer interaction based on value.

Module 3:
Practicing Customer Intimacy While Serving 

Customers: 

Module 4: 
Putting Everything into Practice: 

Building rapport quickly and putting the 
customer at ease.

Probing techniques: The use of effective questions and 
effective listening.

o Empathetic listening/hearing - active listening skills 
and the barriers of listening to customers.

o Types of questions and asking the right questions.

Using the right language - the communication cycle: 
Verbal, vocal and visual.

Voice and personality projection.

Interacting confidently and positively with others.

Converting enquiries into sales.

Buying signals - how to recognise them? Identifying 
true or false objections and overcoming them.

Practice sessions to bring together all of the previous 
knowledge and complete a successful call.

Self-development and goal setting.

Formulating an action plan to enhance the customer 
intimate behaviours and skills for B.2.C. people.

What Is In It For You ?

How We Do It
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Managers play an important role in the way they nurture, grow and develop the customer 
intimate mind-set, behaviours and skills for the sales delegates. Therefore, for companies to be 
able to build front line customer intimate culture and teams, managers have to learn how to first 
develop this mind-set!  As such, it will enable managers to balance the value they create among 
the major three stakeholders they serve; the customers, the shareholders and team members.

Just imagine the compelling experience of a customer when your front-line customer interfacing executives and delegates are all behaving 
and acting in a way that is so intimate, passionate and service-oriented, with the aim of achieving customer delight! The pay-off on your results 
(sales, team moral and customer satisfaction) is amazing! Therefore, customer intimacy is considered to be one of the three value disciplines - 
together with product leadership and operational excellence - that lead to market leadership. 

Customer intimacy is defined as “segmenting and tailoring offerings to precisely match the needs of the customers”. It is characterised by the 
ability to respond quickly to almost any customer need, from customising a product, to fulfilling a special request and this requires an 
appropriate degree of operational flexibility; although it is considered to be a complex construct. It is a necessary skill to be developed for any 
sales executive, especially from a retail or customer service perspective, whether these executives are involved directly or indirectly with 
customers.

Why We Need Managers To Build Customer 
Intimate Teams And Culture ?

What Is A Customer-Intimate Team Or Culture ?

In principle this programme is recommended for managers who have 
direct contact with front line customer-interfacing executives. This 
applies for the B.2.C. as well as the B.2.B. sectors. In particular, managers 
who are responsible for overseeing retail outlets, call centers and 
customer service issues related to performance enhancement. 

Who Should Attend ?
This 5 day programme is available only as an in-company 
customised solution. Therefore, we will be available to 
discuss your requirements beforehand and will then 
customise the workshop accordingly.

Duration

NURTURING  AND  DEVELOPING  CUSTOMER  INTIMATE TEAMS
 AND  CULTURE  IN  THE  B.2.C.  SECTOR FOR:  MANAGERS

/ DIRECTORS PROGRAMME

CUSTOMER  INTIMACY  IN  B.2.C.

ENHANCE
CUSTOMER EXPERIENCE
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Customer Value:

1.  Understand the concept of customer 
intimacy and the purpose of customer-
intimate teams and culture.

2.  Know the various types of customer-
connection behaviours in themselves and 
their team members to create a compelling 
customer experience.

3.   Understand the concept of value and how 
to build a customer value centred approach.

4.  Strategies and ways to deliver customer 
value in a sales, retail or call centre 
environment.  

Sales Performance And Shareholders' 
Value:

1.  Set up clear goals and plans for employees in 
order to build a healthy and inspiring 
atmosphere. 

2. Performance management by adjusting 
objectives to ensure or accelerate reaching 
quota and achieving strategic objectives. 

3. Ensure team members apply all new and 
existing KPIs such as achieving quota, targets 
and policies.

4.  Develop appropriate personal development 
actions for team members on a regular basis and 
align team members to the direction of the 
senior management with performance 
improvements!

What Is In It For You ?

Team Members Value:

1.  Equip executives and team members with the 
right skills and knowledge on customer 
intimacy.

2.  Ensure team members acquire and maintain 
good relationships with customers, according to 
the desired and agreed service quality to 
increase customer connection and eventually 
revenues.

3.  Develop the right leadership behaviours and 
appropriate skills to provide feedback and 
coaching to team members and after joint 
visits/observed calls to customers. 

4.  Observe their behaviours and develop the 
right skills while handling conflict with team 
members or with customers. Moreover, learn 
how to support executives regarding the 
handling of difficult customers. 

5.  Team communication and inspiration: Ensure 
regular communication through daily meetings 
(to discuss daily plans, pending issues, report 
results) and through weekly team meetings (to 
discuss score cards, reports, hard cases, 
business cases, set plans and to transfer 
company strategy/pillars/goals).

Managers who attend this programme will be able to balance and provide value
among the three stakeholders: customers, team members and management / shareholders. 
(Triangle of Value)
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Module 1: 
The Changing Nature of Customers' Demands 

and Understanding Customer Intimacy:

Module 2: 
Appreciating Diversity While Building 
Customer-Intimate Culture and Teams:

Module 3: 
Creating a Customer-Intimate Culture 

and Approach:

The changing nature of customers in the information 
era; “challenges and opportunities”.

The role of the customer  interfacing organisation team 
members in enhancing customer experience and thus 

business effectiveness.

What is customer intimacy all about?

How effective managers develop the skills to build 
customer intimate teams and culture?

The triangle of value! 
How managers provide the value of key stakeholders: 

customers, team members and shareholders.

The impact of thinking preferences on diversity 
in the workplace and customers.

Developing the Whole Brain® leadership style to 
lead people through and develop a customer

 intimate culture.

Understanding the impact of thinking preferences on 
the behaviour of customers and team members 
including the way they act, interact and connect 

to each other.

Develop the ability to recognise yours and others 
thinking preferences in order to use the right 

communication and leadership style to 
connect with them.

Observing and recognising the clusters of your customer 
needs and how this will impact the perception of 

customer value.

What is a value-based customer connect approach?

Creating and sustaining your company's value-
proposition, compared to competitors in the assigned 

mind of your target customers.

The Value Gap Analysis Model® 
(shift mind-set from pushing products on customers 

into a true value connection).

Module 4: 
Creating Value for Shareholders and 

Management:

Module 5: 
Creating Value for Team Members Through 

Building their Capabilities:

Evaluating your team members' performance  setting 
goals and targets during the annual / quarterly 

performance reviews.

Monitoring, measuring and correcting the performance 
of team members to cater for customer value. 

This includes tactics to improve team and 
individuals performance.

Running a performance dialogue with team members.

Motivating people and inspiring them to go the extra 
mile.

Developing and building sales capabilities and team 
members. 

o Coaching people.
o Assigning tasks to people.

Handling conflict among the team members.

Understanding the situational leadership concept and 
how to switch styles to match and lead people and 

individuals in order to achieve business results.

How We Do It

In a nutshell ,  this  programme provides a 
comprehensive overview on the team members' 
development areas as follows:

Understand the dynamics of change in the 
B.2.C. (Retail / call centre / customer centre 
environment) and B.2.B. sector and how this 
affects the customer management approach.

Focus on the customer intimacy culture and 
how this accelerates the sales performance of 
your team. 

Key drivers and enablers for a customer-
intimate culture and teams.

Value driven business and customer connection 
behaviours and skills. (For managers and front 
line executives) .

Alignment of team members to cope with the 
different types of customers.

Leading changes in your team and your 
organisation in a way that creates the best 
customer connection.

How to develop and build the capabilities of 
your team.

How to develop a high performance customer 
intimate culture where people are inspired and 
motivated to go the extra mile.
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