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Here’s what the father of the Experience
Economy has to say about The Fundamental 4s:

“I love the ideas in this book! If you
want to be customer-centric, then
you must understand what makes
customers tick in today’s world of
experiences. Let Laila Pawlak and Kris
Østergaard be your guides in realizing
how to make customers BE better, DO
better, FEEL better, and LOOK better.
Then let these Fundamental 4s guide
your business.”

– B. Joseph Pine II,
co-author of The Experience Economy,
Authenticity, and Infinite Possibility
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This little bird is scattered
throughout the book. If
you read something you
like, share it on Twitter
and help us start the
conversation.
Spread the word using

#Fundamental4s
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“

We are now living in a world
where technology develops
exponentially, not linearly. Any
thing, any service, any business
model and any industry can
be disrupted.”
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1

WE LIVE IN A WORLD of hyper-complexity and
exponential development. Robots are taking
over more and more blue and white-collar jobs.
Commercial spaceflights are just around the
corner. The Internet of Things is going to create
changes even more dramatic than the world wide
web and prosthetics have now been designed
that allow the disabled to walk and the deaf to
hear. The crazy part? This is just the beginning.

IT’S ALMOST IMPOSSIBLE to
grasp, isn’t it? It boils down to
the fact that we are now living
in a world where technology
develops exponentially, not
linearly. Any thing, any service,
any business model and any
industry can be disrupted. Just
take a look at the numbers. The
average lifespan of a Fortune
500 company has decreased
from 67 years (1920s) to 15
years (today) and it is predicted
that within the next ten years,
40% of Fortune 500 companies
will die1.
This has severe consequences
for businesses and business
people everywhere because
every time we meet a new
challenge and try to adapt to it,
we are already left behind by
some new technology or trend.
This is not only overwhelming,

but also downright scary. A
product or a great business you
spent years developing can
become outdated almost over
night.
Remember Kodak? Their
employees actually invented
the digital camera, but
managers didn’t believe in the
value of digital photography
until it was too late. The same
happened to Blockbuster. They
were given the chance to buy
Netflix early on, but passed on
the opportunity unable to see
Netflix’s worth and the potential
in streaming until it eclipsed
them, ultimately playing a big
part in bankrupting them.
With this in mind, it’s important
to recognize that the answer
to surviving in this exponential
world is not for your business
7

Average lifespan of a Fortune 500 company:
1920s

TODAY

67

15

YEARS
#Fundamental4s

to give up or turn a blind eye
to technological development.
Instead, your company can
benefit from adopting a new
perspective. Specifically,
an unapologetic customer
perspective.
Why?
Because human beings and
their underlying motivations

YEARS
*theatlantic.com

have remained the same since
the dawn of time.
While technology may be
developing exponentially, our
brains are not. Understanding
your customers’ core
motivations can thus serve
as the gravity assist to help
you ride that fast paced,
ever changing exponential,
technological wave.

Scan the QR code to play a video of Google’s
ass kicking autonomous car. It perfectly shows
how people tend to react to new technology...
https://goo.gl/RmeauC
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“

By the time you’re done reading, you will have
a firm grasp on how technology is rapidly
changing our world, our businesses, and
our everyday lives as well as a compass for
how you can navigate your business through
it all by taking an unapologetic customer
perspective that will help your customers
become The Better Me.“

You can also look at your
customer as the anchor that
will keep you grounded as so
many other elements change
around you.

By the time you’re done
reading, you will have a firm
grasp on how technology is
rapidly changing our world,
our businesses, and our
everyday lives as well as a
compass for how you can
navigate your business through
it all by taking an unapologetic
customer perspective that will
help your customers become
The Better Me.

With this book, we have
summed up years of research
all over the world with all
kinds of clients and present
it into one framework that
you’ll come to know as The
Fundamental 4s.

So - here we go!
Laila & Kris

?
If you have questions and comments while reading feel free to
connect with us (the authors) online:
@KrisOestergaard
and @DARE2dk
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“

It is always wise to look
ahead, but difficult to look
further than you can see.”
- WINSTON CHURCHILL
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Exponential Technology is
Changing our World

Growth

Disruption

Exponential

Linear

0

Time

UNDERSTANDING THIS brave
new world begins with a little
thing called Moore’s Law,
which says that the number of
transistors in integrated circuits
doubles approximately every
18 months. Or, in other words,
the power of your computer is
doubling every year and
a half, making your device
faster, smaller, and better at an
amazing speed.2.
This finding became even
more important when
Ray Kurzweil, co-founder
of Singularity University
and Google’s Director of
Engineering, uncovered that
exponential development
doesn’t just apply to
transistors. In his game-

changing book,
The Singularity Is Near,
Kurzweil analyzed
technological development
110 years back and developed
The Law of Accelerating
Returns, which shows that
similar laws apply to a large
number of technologies3. It’s a
monumental book. You should
really read it.

The Insurmountable
Big Data Mountain
But what does it really
mean that technological
development is exponential
for us mere mortals? Here’s
an allegory that puts it into
perspective:
11

By

2023

it is predicted that

79%

of the population

will own a smartphone
and there will be

30 billion

devices

connected to the Internet.
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Some numbers illustrating exponential speed and growth:

cents

5

percent

80

1.5

The estimated
cost of doing
DNA sequencing
by 2025

Amount of surgeries done by
robots by 2025

The time it takes
for the world’s
information to
double

#Fundamental4s

years

*businessinsider.com *wired.co.uk

If you take 30 linear steps (1,
2, 3, 4, 5…), you go about 30
meters. That’s pretty basic,
right? But take 30 exponential
steps (1, 2, 4, 8, 16, 32, 64,
128…) and you go 26 times
around the World. 26 times!
Let’s take a look at some real
numbers that illustrate the
immense speed and growth
that we’re talking about:

minds can and will contribute
to innovation once they’re
online! Also, by 2025, it’s
believed that the cost of doing
DNA sequencing will have
dropped down to 5 cents5,
that IBM’s Watson will be
assisting doctors6, and that
80% of surgery will be done
by robots7. The future is closer
than we think.

Currently about 42% of the
world’s (growing) population
is online4. By 2023, Ericsson
predicts that 79% of the
population will own a
smartphone and there will be
30 billion devices connected
to the Internet. Imagine
what these extra billion new

On top of that, the amount
of information we produce
is growing faster than the
amount we can process.
Eric Schmidt, former CEO of
Google, stated all the way back
in 2010 that every two days,
humanity creates as much data
as we did combined from the
13

Scan the QR code to play a video of Salim
Ismail, one of the authors behind the bestselling book Exponential Organizations, giving
a keynote on the main attributes of becoming
an Exponential Organization.
https://goo.gl/dm6NvK

dawn of time up until 20038.
IDC says that the world’s
information now doubles every
year and a half. To put it
into perspective, “a Masai
warrior with a smartphone
and access to Google has
access to more information
than the President did just
15 years ago”, as Peter
Diamandis explains in his book
Abundance9. It also means
that more and more of our
companies are becoming
information-based and data
driven.
The implication of this is a
new world order of a growing
number of companies known
as Exponential Organizations,
as coined by Salim Ismail, Yuri
van Geest and Michael Malone,
who authored the bestselling
book by the same name. These
“ExO’s” impact (or output) is
at least 10x larger compared
to their peers because of the
use of new organizational
techniques that leverage
exponential technologies10.
These techniques explain
how a company like Slack, just
eight months after launching,
14

became a startup unicorn with
a valuation of $1 billion.

I Can’t Believe this is
not Science Fiction
The occurrence of Exponential
Organizations shows how
exponential technologies are
being democratized into the
hands of your average Joe.
This movement from being
passive to being empowered
is perhaps best illustrated by
the maker movement, which
allows everyone to become
an inventor and producer
from the comfort of their own
homes or maker spaces. The
SingularityU Nordic Innovation
Campus offers both a maker
space and a tech lab, which
give startups and members
access to all kinds of cool tools
and software to build and
create with. The billion dollar
FinTech company Square
prototyped their iconic card
reader at such a maker space.
Instead of having to buy all the
machines necessary to build
the model, they could do it

Scan the QR code to play a video about:
“What can 3D printers make? All kinds of
things!” This video gives a quick explanation
of how 3D printers work.
https://goo.gl/iz6Chn

for a $100 subcscription at a
maker space.
Another movement is that from
ownership to access. Take a
look at experiences like Netflix,
Spotify, and Kindle where you
pay a monthly subscription
fee of less than $10 to receive
unlimited access to different
kinds of entertainment.
You don’t need to buy stuff
anymore when you can gain
access to a customized digital
offering. Organizations are
also accessing employees and

assets more and more. Rather
than having employees, a lot
of businesses consciously
choose to work with
associated partners instead –
it’s lean, flexible, and provides
access to a much bigger talent
pool. Upwork, the online
platform for hiring freelancers,
is an example of a new
business model tapping into
that trend. Upwork has, at the
time of writing this, provided
employers with access to more
than 12 million freelancers11.
Similarly, Clarity has created

“

You don’t need to buy stuff
when you can gain access to a
customized digital offering.”
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The world’s information doubles every year and a
half

All the way back in 2010, Eric Schmidt, former CEO of
Google, stated that every two days, humanity creates as
much data as we did combined from the dawn of time up
until 2003.

Prosumers are taking over

The democratization of technology into the hands of
“ordinary people” turns everyone into prosumers
(producers + consumers), allowing them to potentially
compete against huge companies.

From ownership to access

Why buy stuff when you can have access to a customized
digital offering? Organizations are also accessing
freelance employees and leasing assets more and more.
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Scan the QR code to play a video of Donkey
Republic. The company ran a succesful
Kickstarter campaign for smart bike locks,
which are controlled by a smartphone app.
This means that you can transform your bike
into an AirDonkey - a bike to share with friends,
neighbors, or tourists, who ever needs to get
around town.
https://goo.gl/owDLwN

a marketplace for business
advice where entrepreneurs
can buy experts like Eric Reiss’
and Mark Cuban’s time. Think
of how their advice can save
you time and inform your
decision making. As Sun cofounder Bill Joy famously said
“most of the smart people
work for someone else,” but
with these new tools and ways
of organizing that actually
doesn’t have to be the case.

co-founded Rentah.com
where you can rent out literally
anything. In Denmark, Donkey
Republic lets people rent out
their unused bikes through
an app that’s connected to a
smart bike lock. Low-Fi makes
concerts more accessible and
challenges the definition of
a traditional concert venue
by enabling people to host
living room concerts with local
bands.

On top of those access
offerings, “ordinary people”
are increasingly taking over the
market place and competing
against huge companies. Why
leave your apartment empty
when you’re on vacation
when you can rent it out to
foreigners and make a buck via
Airbnb? The sharing economy
concepts of individuals sharing
ownership to reduce idle
capacity has been extended
to all kinds of things. One of
the alumni from the STARTUP
BUZZ (an entrepreneurial road
trip that we run during Global
Entrepreneurship Week)

Such concepts have caught
on so much that Airbnb is now
worth $31 billion and is set to
become the world’s largest
provider of accommodation
without owning a single hotel
room. Compare that to the
Hilton group, which is worth
only $28 billion even though
they own thousands of hotel
rooms12. We are increasingly
moving from being consumers
to truly being prosumers
and it is totally disrupting
traditional competition in the
marketplace.
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Millennials’ motivations and values in work life:

75%
In 2025, Millenials
will account
for 75% of the
population.

50%
More than 50% of
Millennials say they
would take a pay
cut to find work that
matches their values.

#Fundamental4s

Profit AND Purpose
Even if we look beyond
technology enabled elements
of businesses, there are some
really interesting things going
on. It’s increasingly shown that
Millennials, who will account
for 75% of the workforce in
2025, are not motivated by
money. In fact, more than 50%
of Millennials say they would
take a pay cut to find work that
matches their values, while
90% want to use their skills
for the better13. Your future
employees want to work for
a company that is making the
world more compassionate,
innovative, and sustainable.
This has implications for the
way we can and should do
business. Mainly, it shows
18

90%
90% of Millenials
say they want to use
their skills for the
better.

*fastcompany.com

that we are moving from a
sole focus on either profit
OR purpose to profit AND
purpose. “Either/or” is so last
year. The new black is “both/
and”.
A number of companies are
leading the way. Whole Foods
and their growing Conscious
Capitalism movement is
among the frontrunners.
Toms with their “one for one”
strategy provides one pair of
shoes to the needy for every
pair they sell. According to
Toms, so far they have given
away more than 35 million
pairs of shoes and secured
$392 million in revenue14.
Other examples are Kickstarter
and SingularityU Nordic, which
have made a strategic decision

Scan the QR code to play the video. Co-founder
of Singularity University Peter Diamandis gives
an awesome TED talk on solving our biggest
problems based on his book Abundance: The
Future is Better Than You Think.
https://goo.gl/2uqe3T

with these companies because
their whole business model
is constructed around their
values. When your company
actively makes something
better, this experience
becomes the marketing16.
That’s why Toms doesn’t need
a marketing budget. What they
do as a company is enough to
get people talking. This is key
to remember as we dive into
tackling how your company
can thrive and succeed in this
exponential world while also
staying true to your purpose.

to become a B-corporation15.
A B-corporation provides a
framework and certification for
companies wishing to benefit
society and shareholders.
This decision means that
Kickstarter’s mission to “help
bring creative projects to
life” will stay at its core as the
company continues to grow.
None of these examples
are merely CSR (Corporate
Social Responsibility) nor
are they your run-of-themill marketing campaigns.
Customers deeply connect

3

Ride An Exponential Wave
WORKING WITH ONE
OR MORE exponential
technologies will be a fast track
to success in the future. This
is what enables your business
to scale - and scale it must - if
you want it to succeed in a
highly disruptive, fast paced
business environment. While

speaking to our entrepreneurs
at SingularityU Nordic in
Copenhagen, Singularity
University faculty member
and former Graduate Studies
Program Director David
Roberts said: “The amount of
personal effort and resources
you put into a business as a
19

start-up is the same whether
you’re starting a small
restaurant or a business that
hooks on to exponential
technology. But with the latter,
the whole world is your market
and your growth potential
is so much bigger. Why
wouldn’t you want to do that
if you could?”. In other words,
regardless of whether your
business endeavor is to make
a small or a big impact, the
workload is the same. So, aim
for the big impact!
But does that mean that the
start-ups and established
businesses working with
physical retail, restaurants,
cafés and the like should turn
the key and start working on
something else?
Absolutely not!
But these businesses must
look into how they can
develop their business to
also include processes or
offerings that take advantage
of exponential technologies.
Doing so will make sure that
they aren’t disrupted by two
teenagers in the garage next
door. After all, that has been
known to happen before.

It Starts and Ends
with the Customer
Obviously, riding an
exponential wave of
technology won’t guarantee
your business’ success.
Throughout time, thousands
of companies have come to
market with a great new idea,
but ended up failing because
the world wasn’t yet ready for
their offering.
Part of the reason for this
is that technology is worth
nothing if the customer
doesn’t understand the
purpose of it.
For a new technology to
succeed, customers not only
have to want it, they also have
to understand why it makes
them better.

“

That is what technology really
is - an enabler to become
better. That is why it is interesting.
Because who doesn’t want to
become better?”

*AND LET’S BE CLEAR: WE LOVE NERDS. LEGEND HAS IT THAT IT WAS BILL GATES WHO SAID ”BE
NICE TO NERDS. CHANCES ARE YOU’LL END UP WORKING FOR ONE.” THEY FOR SURE ARE THE
ONES WHO ARE CHANGING THE WORLD.
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“

... regardless of whether your business endeavour is to
make a small or a big impact, the workload is the same. So,
aim for the big impact!”
#Fundamental4s

After all, besides for a
selected group of people (the
nerds*) that love technology
for the sake of technology,
technology on its own really
isn’t that interesting to most
people. It can be fascinating,
true, but technology alone
is just… well, technology.
Let’s be honest, most of us
don’t really buy super techie
offerings before they go
mainstream.
As Brad Templeton, the guy
who literally put the dot
in dot.com jokingly says
“first movers are usually
just stupid people with too
much money.”** While that
might not be entirely true, it
is true that a lot of offerings
powered by technology don’t

nail it the first time around.
In general, people don’t
care about technology. A lot
of us don’t even like it and
maybe even fear it because
it’s changing ‘the good old
way’ of doing stuff. For the
general customer, value from
technology is derived from
how it makes our lives better,
simpler, or easier. That is
what technology really is - an
enabler to become better.
That is why it is interesting.
Because who doesn’t want to
become better?
ME. BETTER.
Those two words are really
the essence of success.

**FULL QUOTE: “EARLY ADOPTERS ARE BASICALLY STUPID PEOPLE WITH TOO MUCH MONEY.
THEY ARE NOT ACTUALLY STUPID, OF COURSE, BUT ARE WILLING TO OVERSPEND TO FUND THE
CUTTING EDGE AND THAT CREATES INNOVATION FUEL”

21

?

The
Secret
Sauce
#Fundamental4s

“

Becoming better is what
drives us as human beings
to continuously develop the
world we live in.”

22

The Secret Sauce
The true value of an offering
is when technology is not
about the technology but
about making the individual
customer become better. It’s
when the company’s purpose
is not centered around
the company, but around
changing the lives – a little
or a lot – of the customers.
It always starts and ends
there: with the customer. Or
it always should, because in
reality it often doesn’t. Mostly,
it starts with our company,
our numbers, our staff, or our
stakeholders.
In the beginning of this
paper, we promised you an
anchor in all of this seeming
chaos of exponential
technological development,
and constantly emerging
trends. We promised a solid,
more permanent foundation
that you can use to provide
real value to your customers.
That permanent foundation
comes from your customers
and all peoples’ desire for
becoming better. Becoming
better is what drives us as
human beings to continue to
develop the world we live in.

Invent things. Enhance and
improve things. This quest
to become better is also
what has led us to create the
complex world we live in – for
better or for worse.
This quest is what provides
stability in all the complexity
and chaos that the world
brings. It’s something we
can always rely on and
confide in when we make
important decisions, develop
strategies, and look for
new market opportunities.
Because there is something
fundamental that everybody
wants. We all want to honor
our fundamental motivations
to BE, DO, FEEL and LOOK
better. If you know how to
do this, then you will have
Positive Impact on your
customers and put yourself
at the forefront to ride those
exponential waves.
So, let’s explore that very
human quest. Join us for a
deep dive into how you can
really create customer value
and see where the path for
running a successful business
really begins.

23

Proactive

Extrinsic
Intrinsic

Reactive
#Fundamental4s

“

It is hardwired into us as human beings
that we aspire to improve.”

24

4

The Fundamental 4s
and The Quest for The Better Me
THE FIRST BREATH. The first
step. The first word. The first
kiss. The first child. The first
million. Life is comprised of a
number of significant firsts.
Each and every one of these
firsts happens because of
“man’s” (and by “man’s” we
also mean “woman’s’’) constant
strive towards improvement.
As human beings we are on a
never-ending quest to become
The Better Me - a better
version of our selves, be it big
or small.
No (sane) person wakes up in
the morning thinking: “Today, I
want to be a poorer version of
myself than I was yesterday!”
From a baby’s first steps, to
learning in school, competing
in sports, climbing up the
career ladder, and improving
that golf handicap, it is
hardwired into us as human
beings that we aspire to
improve17. In all aspects of life,
we are extremely motivated,
consciously or unconsciously,
to become better versions
of ourselves. To become The
Better Me.

In our personal quest to
become better Customer
Experience designers, we have
had the pleasure of working
on the ground, in the air, on
water, in stores, on the road,
at home, and far, far away with
awesome companies and their
customers. Over many years
of visiting, spending time with,
talking to, following around,
observing, and analyzing
customers, we have found
that there are four significant
customer motivations that are
always present no matter what
experience or offering is in
question.
The model that summarizes
these customer motivations
is The Fundamental 4s.
Fundamental because the
motivations are basic for all
customers, 4 because there are
four of them and 4s because
the motivations are forces
that drive customers towards
action on their quest towards
becoming The Better Me.

25

#Fundamental4s

BE
better

Honoring your
customers’ values and
moral landscape

DO
better

Enhancing your
customers’
performance

FEEL
better

Triggering your
customers’ senses and
emotions

LOOK
better

Improving your
customers’ social
status

Proactive
+ intrinsic

The
r
Bette
ME

Proactive
+ extrinsic
Reactive
+ intrinsic
Reactive
+ extrinsic

These four fundamental customer motivations can
provide lasting stability and guidance in today’s
complex and exponentially developing world.

26

In short the model states
this: all customers’ primary
motivations are to BE, DO,
FEEL and/or LOOK better.
•

BE better is about
honoring the customers’
values and moral
landscape, making them
feel like a better person.

•

DO better is about
enhancing the
customers’ performance,
skills, competencies and
results in making them
more successful and
capable.

•

FEEL better is about
triggering the
customers’ senses and
emotions leaving them
in a better emotional
state.

•

LOOK better is
about improving the
customers’ social status
creating appreciation
and recognition.

understand The Fundamental
4s model.
The Fundamental 4s is made
up of two axes. The vertical axis
shows whether the motivation
is based on a proactive action
or a reaction to external stimuli.
In other words, do you make
something happen or does
something happen to you.
The horizontal axis shows
whether the motivation is
intrinsic or extrinsic. In other
words, are you motivated by
something inside of you or by
something outside of you.
Let’s explain:

It is these fundamental
customer motivations that can
provide lasting stability and
guidance in today’s complex
and exponentially developing
world.

The BE better motivation is
proactive and intrinsic. You (the
customer) make something
happen and you are rewarded
inside of yourself for BEing
better. Examples could be
that you proactively choose to
buy organic eggs to fulfil an
intrinsic motivation, which is
your value of animal rights. Or
maybe you proactively choose
to spend time with your
children because that fulfils
an intrinsic motivation, which
is your value of family being
important. Your return is that
you honor your values and feel
like a good person.

The Nerdier Explanation
At greater length, here is the
nerdier explanation, which
details how to read and

The DO better motivation is
proactive and extrinsic. You
make something happen and
you are rewarded outside of
yourself. For example, you
27

Proactive

BE better

You make something
happen and you are
rewarded inside of
yourself

The vertical axis shows
whether the motivation
is based on a proactive
action or a reaction to
external stimuli.

DO better

You make something
happen and you are
rewarded outside of
yourself

Extrinsic
Intrinsic

FEEL better

LOOK better

You react to
something and you
are rewarded within
yourself
The horizontal axis shows
whether the motivation is
intrinsic or extrinsic.

Reactive

proactively take an MBA course
and are rewarded extrinsically
with a title and a diploma. Or
you proactively use a GPS and
the outcome (the extrinsic
reward) is that you meet your
goal of arriving at the right
place. You do something to
gain an outcome.
The FEEL better motivation
is reactive and intrinsic. You
react to something and you
are rewarded within yourself
e.g. there is a song playing
(stimuli), you react to it and it
puts you in a good mood. Or
you might react to your senses
being stimulated by what you
see or smell at a restaurant,
which makes you FEEL better
(intrinsic reward).
28

Something happens
to you and the
reward is outside of
yourself

The LOOK better motivation
is reactive and extrinsic.
Something happens to you
and the reward is outside of
yourself e.g. you react to a
fashion trend and get social
status from your peers. Or you
could share a great video on
Facebook, which is a reaction
to your friends’ preferences for
funny, entertaining posts that
will make them laugh and get
you likes (extrinsic reward).
An Important Note
The Fundamental 4s is not a
hierarchical, prioritized system,
but a holistic, interdependent
structure. This means that you
will typically honor several
motivations at the same time
when having an experience,

although one will be the
dominant force. Also,
different people can have
different motivations for
doing the same thing making
the motivations highly
situational.
For instance, reading a book
could honor the value you
place on being an educated
person (BE better). If you
were reading in order to
learn something, you might
be better suited to give a
great presentation at work
the next day (DO better).
You might be reading the

I enhance my
performance!

I’m a good
person!

book to LOOK better, hoping
to get recognition from your
colleagues at the meeting.
Finally, you could actually just
be reading the book to relax,
clear your mind, and enjoy
yourself in which case your
strongest motivation would be
to FEEL better.
To see what we mean, let’s
double click on each of The
Fundamental 4s for a deeper
explanation of what it means
to make your customer BE,
DO, FEEL, and LOOK better.

I improve my
social status!

I feel good!
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“

Try not to become a man of success.
Rather become a man of value.”
- ALBERT EINSTEIN

30

BE better
Honoring your customers’
values and moral
landscapes

31

“

... imagine that each of your
customers has an internal
on-going grading system

that gives them points every
time they do something

good and deducts points
every time they do
something bad. “
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BE better

Honoring your customers’ values and
moral landscapes

THE MOTIVATION TO BE
better is about honoring your
customers’ personal values
and moral landscapes. In other
words, it is about helping
them do what they believe is
the right thing. Human values
are interesting because they
change relatively slowly.
Therefore, it is great to know
your customer’s deepest
values. If you know these
values, then you can design
your offerings to adhere to
them while being relatively
sure that they won’t change
anytime soon.
On a general note, it is
important to stress that
honoring the various
motivations - in the case of
the BE better motivation this is
doing the right thing – can vary

considerably. Buying organic
products may be important
for one person because it is
in accordance with a deeply
held value of protecting the
environment. For another
person, buying organic
products may be in violation of
a deeply held value of saving
money for “more important
matters.”
You basically have to imagine
that each of your customers
has an internal on-going
grading system that gives
them points every time they
do something good and
deducts points every time they
do something bad. Their own
individual value system being
the judge. Donating to charity,
practicing religion, exercising
and helping others might give
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Scan the QR code to play a video of Johnathan
Haidt’s TED Talk on the moral roots of
conservatives and religions, showing how you
can predict customers’ behavior based on
several traits that honor their moral compass,
which makes them BE better.
https://goo.gl/Qyk2Q5

points while smoking, eating
fatty foods, yelling at the kids
might deduct points. Think
of this as your internal, on
going am-I-a-good-person?
score. Again, this is inherently
personal – no two sets of
values are exactly the same.
Regardless of the individuality
of our values, we are also
born with an inherent set of
morals. Social psychologist
Jonathan Haidt has identified
six different morals that may
vary somewhat culturally, but
in general, are seen to apply
to all human beings and
can be considered common
human values. These are to
care, be fair, have liberty, show
loyalty, believe in authority
and sanctity18. So, there are
general patterns to look for
that can help you understand
and honor your customers’ BE
better motivations.
While some industries and
products almost naturally
honor most people's
motivations to BE better (e.g.
organic products, education,
exercising and charity), others,
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such as cigarettes and guns (in
some countries) seem to live
on The Dark Side. Gambling,
alcohol, fatty foods and candy
are in more of a grey area
– although, it seems to be
getting darker there as well.
Regardless of industry, we
are seeing more and more
examples of brands that
strive towards honoring the
motivation to BE better as a
means of differentiation from
competition and increased
relevance to consumers. This
is in compliance with the
megatrend that we mentioned
earlier of moving from purpose
OR profit to purpose AND
profit.
For example, Patagonia
launched a strategic “buy
less” campaign that ironically
increased their sales
tremendously as they tapped
deep into the moral landscape
of their key customers. Freitag
makes bags out of re- and
upcycled material. This
market niche creates strong
differentiation. The website
Upworthy is built entirely

Scan the QR code to play the video. Be My
Eyes is an app that lets a network of sighted
volunteers be the eyes for the blind.
https://goo.gl/r8QGyJ

around making “meaningful”
stories go viral. Fast Company
named them the fastest
growing media company of
all time in 2013 based on the
8.7 million unique visitors
they had within their first 6
months19. The startup Nebia
set out to create a better
shower experience. They used
new technology to develop a
better showerhead that uses
70% less water. When they
launched their Kickstarter
campaign, they just wanted to
raise $100,000. They ended up
raising $3 million. Why?
Because taking a Nebia shower
makes us BE better. Now,
every time a Nebia user takes
a shower they can feel like they
are personally playing a part in
preserving the world instead of
wasting a scarce and valuable
resource.
Danish startup Be My Eyes
built a smartphone app that
crowdsources eyes across the
globe through video chat to
help the blind and visually
impaired to see. The idea was
an instant success gaining
50,000 users in the first week.
Now they have over 300,000
volunteers and are the biggest

community for blind and
visually impaired in the world.
Why? Because their offering
makes people BE better.
In their book Exponential
Organizations, Salim Ismail,
Yuri van Geest and Mike
Malone highlight having
a Massive Transformative
Purpose (a higher, aspirational
purpose for your business)
as arguably the most
important characteristic of the
organizations of the future who
have disproportionate high
impact or output.
Google’s MTP is “Organizing
The World’s Information”,
TED’s is “Ideas Worth
Spreading”, Zappo’s is
“Delivering Happiness” and
SingularityU Nordic aims
to “guide transformational
experiences that inspire and
enable people to leverage
exponential technologies
and positively impact the
world”. The research they
have done shows that having
a Massive Transformative
Purpose not only acts as
a strategic guideline for
the organization, but also
functions as a motivation for
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Scan the QR code to play the video. Danish

telecom Call me launched a viral campaign
that takes a stance on how people talk to
each other. It had huge returns. The campaign
cost next to nothing to run and had a PR value
of 15 million DKK. It also increased buyer
preference 260%, customer loyalty by 24%
and doubled recommendation rates.
https://goo.gl/Z1TtK4

employees and customers
alike. Being in the world just
to make money just isn’t a
valid raison d’être anymore.
Particularly Millennials demand
a higher purpose of modern
companies. They want their
providers to help them BE
better.
The Danish telecommunication
company Call me has gained
momentum in a chronically illreputed business category by
using the BE better motivation
to create an experience-based,
movement oriented campaign
called “Tal ordentligt” (rough
translation: “Watch your
mouth”). The campaign started
a national debate about how
people should talk to each
other. It was so successful that
camps and workshops were
launched for school children to
continue the conversation and
impact their behaviour.
Call me’s former CEO Hanne
Lindblad, who initiated the
campaign, told us: “We’re
a company that empowers
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communication and we believe
that we can make a difference
for people and actually inspire
them to be better people
by spending our marketing
money in a different way. It also
makes my job more than a job
– it becomes a purpose!”.
One last value driven case
really shows the importance
of honoring your customers’
values. We recently did a study
on illegal downloading and
streaming among Gen Y and Z
(15-25 year olds) for the Danish
authorities and entertainment
industry20. We wanted to
understand the norms and
values that account for this
illegal behaviour. Among
other things we asked the
participants to rate different
brands based on the brands’
moral credibility. Surprisingly,
we found that illegal torrents
such as The Pirate Bay had
a stronger moral credibility
among a large number of
youths than their banks and
telecom providers. Why?
Because banks and telecoms

were seen as presenting
their customers with never
ending legal documents and
intransparent price plans in
what was interpreted to be an
effort to protect the company
against its customers. Although
telecoms and banks may have
the law on their side, they are
seen as behaving immorally
by covering their butts so
thoroughly against their
customers. As one participant
told us, “The Pirate Bay openly
admits to what it does and why
it is doing it. I know it’s illegal
and that’s wrong, but at least
they’re honest. That’s why they
have better morals”. It is no
longer enough to have the law
on your side if it violates your
customers’ values. Culture may

eat strategy for breakfast, but if
you put the law and values up
against each other, then values
will eat law for lunch.
All of the aforementioned
companies combine their
natural hunt for profit with
a just as natural hunt for
purpose and by doing so they
differentiate themselves from
their competitors by helping
their customers BE better
when choosing their offerings.
A great side effect is that the
actions also make people want
to work there. Remember the
Millennials we mentioned?
They all want to spend their
career and skills on something
that matters. Employees also
want to BE better!

Customers want to #BEbetter.
Honor their values & moral
landscape so they feel like a
better person.
#Fundamental 4s #CX
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“

To do better is better than to
be perfect.”
- TOBA BETA
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DO better
Enhancing your customers’
performance

39

“
If you help your customers
DO better, you help them

become bigger, better, faster,

and stronger as the song pretty
much goes.”
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DO better

Enhancing your customers’
performance

IT IS FUNDAMENTALLY
hardwired into us as human
beings that we want to DO
better. We all want to enhance
our performance, skills,
competencies and results21.
The motivation to DO better
has driven people since
the dawn of time. It is the
reason that we invented lifeoptimizing items like the wheel,
the car, the dishwasher (thank
God for the dishwasher!), and
the smartphone.
If you help your customers
DO better, you help them

become bigger, better, faster,
and stronger as the song
pretty much goes. You also
make products easier to use or
situations easier to cope with.
Convenience is a powerful
DO better tool. Everyone is
craving convenience, or hyperconvenience, as you might
even call it, because it saves us
time. And time is often a much
more valuable currency to your
customers than money as Pine
& Gilmore taught us all the way
back in 1999 in their iconic
business book The Experience
Economy22.
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Scan the QR code to play the video. Our

good friend Joe Pine is the father of the
Experience Economy. Here you can see
him speaking to participants of our startup
accelerator thinkubator about designing
authentic customer experiences. Afterall, the
“experience is the marketing!”
https://goo.gl/Nxep4B

The App Revolution
Many DO better examples
come from technology. The
App revolution is very much
a DO better revolution, since
most apps make us better at
something. That is why we
are highly motivated to use
them. The GPS is one of the
best examples enhancing
our navigational skills. But
nowadays, there’s an app for
everything, isn’t there?
You already know a ton of
them, so here are a few
examples that particularly
make our lives better:
focus@will provides
neuroscience based music
channels to help increase
listeners’ ability to focus. It is
said that Tesla’s engineers have
this app going nonstop in their
innovation labs. We wrote most
of this paper with focus@will
going.
The 5 minute journal asks
you to write down what you
are grateful about and what
you want each morning and
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evening to hardwire yourself
for happiness and discover the
good and less optimal patterns
in your life.
Flipboard, a personalized
magazine on your smartphone,
provides access to hundreds of
customized articles.
The Danish app Mobilepay
allows people to transfer
money from phone to phone.
Within 4 years, they won over
more than 65% of the Danish
population.
Another really cool example of
a DO better app is MagicPlan,
which lets you create floor
plans and do measurements
of a room digitally. It’s super
simple. Basically, you just use
the camera of your device
while turning around and
then voila! you have a floor
plan. For architects and DIY
interior designers, this is big. It
means no more endless hours
of measuring or painstaking
programming.

Scan the QR code to see MagicPlan in action. It
is stunning how simple it is!
https://goo.gl/RDNmmo

Artificial Intelligence
When talking about
technological development
in regards to making your
customers DO better, we also
have to touch upon the field
of AI, or artificial intelligence.
Although, the field is still
early in its development in
some areas, it is also rapidly
progressing and plays an
increasingly important part in
developing algorithms that
enhance our performance,
skills and competencies as
human beings. Examples
include the recommendation
algorithms of Amazon or
Netflix. 80% of all user
decisions on Netflix are guided
by their recommendations.
Thus, the algorithm makes
Netflix’s users better at
choosing the shows or films
they want to see. It also
provides Netflix with a massive
competitive advantage.
Amazon, which in many ways
pioneered recommendation
algorithms, has also built
its online retail experience
on these capabilities. They
make their customers

better at choosing the right
products and thereby create
extraordinary customer
experiences. As big book
buyers on Amazon, we the
authors definitely have the
invoices to prove the power
of Amazon’s recommendation
algorithm.
Pretty soon, we will all have
our own AI assistants that
will support us in our daily
lives. We already see Amazon
Alexa and Google Home
fighting for the leading market
position, combined selling
more than 20 million devices
in 201723. With the Alexa Skills
Kit, Amazon encourages the
crowd of developers to create
thousands of new applications
for its personal assistant.
Regardless of your offering,
pretty soon you will have to
think about what your killer
algorithm is, which will make
your customers DO better
and thus provide you with a
competitive advantage.
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A handful of powerful DO better tools:

Algorithms

Artificial
Intelligence
Dashboards
and visuals

Convenience

Apps

#Fundamental4s

The Democratization of
Technology
The democratization of
technology – as argued
by Peter Diamandis in his
bestseller Abundance - has
also turned all of us into
potential experts by making
it easier for us to DO better.
Instagram has allowed us all
to become at least half-decent
photographers, WordPress has
opened web design (for better
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or worse) to the millions, the
Huffington Post has done the
same with a journalistic angle,
and YouTube has created
amateur filmmakers by the
millions. The list of offerings
that has helped customers DO
better goes on and on.
Furthermore, the exponential
development of technology’s
price and performance means
that things that used to be

Scan the QR code to see Silic’s smart clothing,
that can clean itself using hydrophobic
nanotechnology.
https://goo.gl/v1u2qB

ridiculously expensive are now
becoming affordable to the
masses. 23andMe is a Silicon
Valley-based start-up that
democratizes access to your
genes. Their DNA tests take
insights about their customer’s
unique gene profiles and
turn them into customized
reports on genetic health risks,
traits, wellness, and ancestry.
The cost is less than $200. To
put this into perspective, the
first time the entire human
genome was sequenced less
than 20 years ago it cost $2.7
billion24. Synthetic biology
expert and co-founder of
biotech hackerspace in Silicon
Valley BioCurious, Raymond
McCauley, estimates that by
2025 the price will have gone
down to approximately 5 cents.
That’s less than the cost of
flushing your toilet. Talk about
exponential development in
price and performance!
Think also of intelligent
clothing. The first shirt that
doesn’t need washing for
100 days was launched in
2013. Imagine how never
having to wash clothes again
would make us DO better by

providing us with so much
extra time. Or how about
nanotechnology enhanced
clothing, which will clean itself
and monitor our health?
Another example of hypercovenience are Tesco’s subway
supermarkets in South Korea
where you scan groceries
in the subway and they are
delivered to your doorstep
when you get home. They sold
that business for $4.3 billion.
Makerspaces are growing
rapidly around the world
and are often integrated
into academic institutions
or co-working spaces.
Basically they’re huge maker
paradises designed to make
entrepreneurs DO better by
providing easy access to all
kinds of awesome machines
such as 3D printers, laser
cutters and CNC machines.
What used to cost a fortune
and take months to prototype,
an entrepreneur can now do
for less than $100 a month. It’s
remarkable.
The Fortune 500 company
and home improvement
store Lowe’s is also using
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Scan the QR code to play a video of Oshbots

from Lowe’s greet customers when they enter
the store and help them find anything they
need. They speak English and Spanish.
https://goo.gl/8dpPH9

exponential technology to help
their customers DO better.
They have developed in-store
robots, called Oshbots, that
greet customers when they
enter the store and help them
find anything they need. This
creates a better experience
for customers who need to
navigate the massive store and
helps Lowe’s collect valuable
data about inventory and the
customer experience at the
same time.
One of the most important
reasons so many companies
have problems retaining their
customers is because they
don’t help them DO better.
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They have insanely complex
or inconvenient interfaces,
customer journeys or internal
processes that no one –
including their employees –
can figure out. Their customer
offerings are limited and
dictated by the internal silos
they have built instead of
being designed based on their
customers’ needs and wants.
This is a guaranteed recipe for
poor customer experiences
that make customers DO
worse. Never, ever let your
interfaces or internal processes
get in the way of making your
customers DO better. In the
long run, it’s bad for business.

Customers want to #DObetter.
Make them more successful
and capable by enhancing their
performance, skills, competencies &
results.

#Fundamental 4s #CX
#Fundamental4s #CX
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“

We think too much and
feel too little.”
- CHARLES CHAPLIN
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FEEL better
Triggering your customers’
senses and emotions

TWEET
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“

They say there is a time for

play and a time for work. Well,
actually, we disagree. That is
pure nonsense! If you truly

take your customers seriously,

then you explore how you can
add play to your offering to

increase their motivation by
making them FEEL better.”
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FEEL better

Triggering your customers’ senses and
emotions

THEY SAY THERE IS a time for
play and a time for work. Well,
actually, we disagree. That is
pure nonsense! If you truly
take your customers seriously,
then you explore how you can
add play to your offering to
increase their motivation by
making them FEEL better.
Famed psychologist, with
the near impossible name to
spell, Mihalyi Csikszentmihalyi
has done a lot of research
into what he calls optimal
experiences. This led him to
coin the term “flow.” When you
are in flow you forget about
time and space and go so
deep into the experience that
everything else disappears.
You know the feeling, right?
It’s when you are so deeply
engaged in something that all

of a sudden hours have passed
and you didn’t even notice.
That’s being in flow.
Flow is an important element in
all types of gaming. When they
design games at IO Interactive
or Valve, they design each level
to bring the gamer into flow.
They want the game to be at
a level where it is neither so
challenging that you give up,
nor so easy that you become
bored.
Gamification and Play
Dr. Jesse Schell, CEO of Schell
games, professor at Carnegie
Mellon University and author
of The Art of Game Design,
talks about the difference
between “wanna” and “hafta”
as explanations for how we are
motivated by what makes us
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Scan the QR code to play a video of Jason

Silva. A modern day philosopher, futurist, and
self-proclaimed “epiphany addict.” Here he
discusses how you can hack your flow state.
https://goo.gl/GxOo5D

FEEL better. “Wanna” is what
we want to do and it typically
materializes in the form of playlike experiences that release
dopamine, the brain's favorite
happiness neurotransmitter,
whereas “hafta” scenarios
include the traditional worklike experiences where the
brain has an inclination to seek
avoidance25. In gaming they
focus on “wanna” because it
is a stronger motivation than
“hafta”. We’re increasingly
seeing these principles of
gamification merge with more
traditional business areas
because it makes us both FEEL
better and DO better.
Examples include the Ansari
XPRIZE that among other
things kickstarted commercial
space flight by awarding $10
million to the first team to
successfully fly into suborbital
space twice within two weeks.

SpaceShipOne won the
competition in 2004 (they
spent much more than $10
million to make it happen,
by the way) and got bought
by Richard Branson to start
the space tourism industry.
These kinds of competitions
are all based on the notion of
play and use the competition
aspect as an incentive. Today,
there are several XPRIZE
competitions going on
globally, among them a Global
Learning XPRIZE with a $15
million prize for the team that
brings literacy to children all
over the world.
Virtual reality and augmented
reality from companies
like Oculus Rift, Microsoft’s
HoloLens and the mysterious
startup Magic Leap (that is best
known for having raised $1.9
billion up until their series D

Scan the QR code to play a video of Yu-kai

Chou giving an awesome talk about how
gamification is being used to help people
learn and solve complex problems without
them even knowing. It’s a clever way to make
people FEEL and DO better.
https://goo.gl/QxPi2S
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Scan the QR code to play a video of Chris Milk

explaining how virtual reality can create the
ultimate empathy machine.
https://goo.gl/3dAFac

financing round and having
released first impressions of
their mixed reality glasses) are
taking gamification to new
heights. Some refer to these
new products as empathy
machines because their
immersiveness enable us to
feel at a whole new level.
We’re also seeing more and
more workplaces incorporate
office design that revolves
around play to make their
users FEEL better. Our own
SingularityU Nordic Innovation
Campus and co-working
space in Copenhagen is
designed as a Professional
Playground with a LEGO
room, a meditation room, a
gym, a maker space, and more
tweaks to help ignite creativity
and playfulness because the
design helps users FEEL better.
Similar concepts are seen at
Huffington Post where they
have nap rooms or Google

where you can take the slide
rather than the stairs. Google
even sends their engineers
on empathy and meditation
courses. They don’t do this
because they are touchy-feely.
They do it because it is
good for business. If you
are emotionally stable and
empathetic, you make your
employees and co-workers
FEEL better and thus become
a better leaders. Gamification
also works at a more subverted
level to motivate customer
action. For instance, Opower
motivates its customers to
save on the electrical bill by
showing them the behavior
of their neighbors, thereby
indirectly allowing them to
compete with them.
Recyclebank, which is a
platform with more than 4
million users designed to
inspire and reward sustainable

Scan the QR code to play a video of Magic
Leap’s incredible hologram.

https://goo.gl/f2yppS
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Scan the QR code to play a video of Alex Laskey
talking about the psychology behind his
business Opower and showing how a quirk of
human behavior can make us all better, wiser
energy users, with lower bills to prove it.

https://goo.gl/AGg9yd

behavior, provides points,
rewards, and cash discounts
for living a greener life. Or
how about ChoreWars where
you can design your own task
and set it up as a competition
between participants. The one
who does the most chores or
does them the best wins. This
should be a no-brainer app to
introduce into any family26.
Social media platforms are
also examples of gamification.
Getting likes is similar to
getting points in a game,
Huffington Post and other
medias which promote content
based on popularity turn
writing into a game for their

“

writers, motivating them to try
to get a higher “score”. Also,
consider how you make your
customers FEEL better via your
communication. Virgin Air did
a genius security instructions
video designed as an upbeat,
funny music video. It’s not
silly. It’s serious business.
By appealing to customers’
sen-ses and emotions, they
make them FEEL better and
thus succeed in making
them pay more attention,
be more engaged, learn
important safety protocols, and
ultimately DO better in case of
emergency.

Appealing to your customers’ senses is also increasingly becoming a
tool that is used to make customers
FEEL better and thereby motivate
them towards choosing one brand
over another.
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Scan the QR code to play a video of Virgin Air’s

catchy music video airs at the beginning of
each flight giving a new spin on the same old
presentation.
https://goo.gl/w64k3K

Appealing to the Senses
Appealing to your customers’
senses is increasingly
becoming a tool that is used to
make customers FEEL better
and thereby motivate them
towards choosing one brand
over another. Danish brand
expert Martin Lindstrøm shared
an experiment conducted
by the University of Leicester
in the UK where they played
either French or German music
in a wine store during a twoweek period. Which music
played in the background
significantly impacted
customers’ subconscious and
thereby their choices. When
the French music was playing,
the store sold 77% more
French wine27.
Apple is a master at appealing
to customers’ senses and
engaging them emotionally
to make them FEEL better.
Think about the organic feel
and beautiful design of an
Apple product. Think of the
excitement when you finally
have the box in your hands
and the thrill that comes with
opening the box for the first
time. You can almost feel it

again, can’t you? You probably
even saved the box that your
Apple product came in, didn’t
you?
We conducted some
workshops with Apple lovers
after the first iPhones were
introduced. One of the
respondents told us that she
ritualistically caressed her
Mac every night before she
went to sleep because she just
loved the feel of it (she was
single by the way and didn’t
own a cat, which might have
had something to do with it).
Maybe that is why they came
up with the name iPad?
Actually, smell is our strongest
sense because it relates
directly to the hippocampus
where our long-term memory
is stored28. That is why you
have memory flashbacks of
camping when you smell a
rainy forest or are reminded of
an old girlfriend or boyfriend
because of a perfume scent
passing you on the street.
One study, as reported by the
STIRIX Group showed that
when vanilla scent was applied
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Some FEEL better questions to ask yourself:

How do our
customer’s
reach
flow state?

Can we use play
to add value to
our customer
experiences?

Does our
offering appeal
to customers’
senses?
#Fundamental4s

in a consumer electronics
chain, women were more
likely to buy their products29.
Apparently, the vanilla scent is
also found in breast milk and
thus it makes women feel more
confident and confidence
leads to purchase30.
Companies like Abercrombie
& Fitch or Singapore Airlines
smell the same way all over
the world. It helps them attract
customers and spark memories
of past experiences by making
customers FEEL better and feel
at home. But you’ll be hard
pressed to identify the sound,
smell, taste and feel of most
companies. How come the
train and/or bus companies
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don’t have a smell other than
that of too many people in
a too tight space on a hot
summer day? Could someone
please work on that?
As an added bonus, the
FEEL better motivation is
also powerful in regards
to attracting and retaining
employees. We once
conducted an in-depth
research study on the ideal
work life for 15-25 year olds
to uncover the DNA of what
they define as a great job.
What we discovered, after
triangulating the workshops
with observations and a large
quantitative questionnaire,
is that the most important

motivation for Gen Y’s ideal
work life is to FEEL better.
Having fun in the workplace,
feeling excitement for the job,
being in a great environment
and liking your co-workers
were absolute essentials.
When having to choose
among alternatives, FEEL
better trumped the other
forces including traditional
motivators such as a large
salary and great personal
benefits. Runner ups included
feeling as a valued employee,
being challenged (DO better)
and that the company had a
positive impact on society (BE
better). Interesting information
for an HR department one
should think.

It might seem obvious that
offerings should make
customers FEEL better.
However, think about how
many times during a day you
encounter products, services,
or experiences that either do
not seem to care about how
you feel or even make you
feel worse. Bad design, noisy
spaces, annoying jingles, too
much waiting in line and rude
or careless staff are just a few
common culprits. FEEL better
is a powerful motivator and
there is a lot of potential out
there to up the game.

Customers want to #FEELbetter.
Trigger their senses & emotions
to leave them in a better
emotional state.
#Fundamental4s #CX
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“

Through others we
become ourselves
- LEV S. VYGOTSKY
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LOOK better
Improving your customers’
social status
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“

You know the feeling. You’re
a grounded person, confident
in your own identity, you
know what you like and don’t
like. You certainly don’t need
someone else’s approval to be
content with your decisions.
And yet, you cannot help but
feel glad when your peers
recognize you for a job well
done.”
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LOOK better

Improving your customers’
social status

THE FOURTH AND FINAL
motivation shared by all human
beings is to LOOK better. It is
about how we can improve, or
think that we can improve, our
social status.
You know the feeling. You’re a
grounded person, confident
in your own identity, you
know what you like and don’t
like. You certainly don’t need
someone else’s approval to be
content with your decisions.
And yet, you cannot help but
feel glad when your peers
recognize you for a job well
done, pleased when someone
asks for your opinion on an
important issue or proud when
you are asked to join a group

of people that you admire.
Sure, it’s partly because
it makes you FEEL better
emotionally, partly because
feedback might make you DO
better in the future, and also
partly because knowing that
you are appreciated makes
you BE better and be the
person you want to be. But
even though you may not like
to admit it, it is also because it
makes you LOOK better.
Social status is a tremendously
important and powerful
motivator. This is true for even
the humblest of us. As with
so many other things, we can
track the need for social status
back to the caveman days. As
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paleontology researcher and
author, Gregory Paul says “The
human brain and the mind it
generates have not undergone
a major upgrade since the
Pleistocene epoch.” Back then,
low social status meant that
you might be excluded from
the group and as a caveman/
woman exclusion meant death.
It’s the alpha male or female
that gets the hot spouse and
the hot meal. The others? They
may not eat at all. So, if you
wanted to eat and sleep well,
you’d better go collect those
status points! Today, we might
not (psychically) die if we’re
excluded from the group, but
the brain still acts as if that’s
what happens.
In our home country of
Denmark, the Danish Health
& Medicine Authority recently
conducted a survey on
experienced loneliness among
more than 150,000 Danes.
With variation, up to 9% of
the respondents answered
that they felt alone. Among
16-24 year olds, the most
connected age groups via
social media, the number
was 8.2%31. In the US, the
National Science Foundation
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conducted 1,500 face-to-face
interviews on loneliness. Their
numbers showed that 25%
of respondents reported that
they had no one to talk to in
their daily lives. And a British
2013 study by the Office for
National Statistics conveyed
that approximately half of all
English adults feel lonely at
times32. Loneliness may very
well be one of our globe’s
grandest challenges. In fact,
research experiments have
shown that just thinking about
one’s social groups, after
being exposed to a virus, can
decrease the likelihood of
getting sick33. That’s powerful
stuff!
When talking about social
status, one important question
is, who do we want to LOOK
better for? While this obviously
differs depending on the
person and the situation,
typically the answer is not
”everyone” as one might think,
but rather one’s “network of
authority.” A person’s network
of authority is comprised of the
people that are relatively close
to them and whose opinion
they value the most.

“

...research experiments have shown
that just thinking about
one’s social groups, after being exposed to a virus, can decrease the
likelihood of getting sick.”

Let us give you an example
of how this works. We, the
authors, drive an electric car
and have done so since 2012.
It is a Renault Fluenze, one of
the first electric cars that had
an exchangeable battery, thus
eliminating their typical range
limitations. Unfortunately for
us, the company that provided
the battery exchange stations,
Better Place, went bankrupt
so now we can only drive 120
km before having to stop
and recharge. So much for
being a BE better first mover...
Anyways, when we bought
the car, we got quite a lot of
thumbs up from our peers
for being pioneers and for
daring to buy one of those
crazy new things. We also
got social status for choosing
an environmentally friendly
transportation vehicle given
that Denmark is a relatively
environmentally conscious
country. Now, down in the oil

countries, they probably would
regard us as total schmucks for
driving electric and the people
who still drive large, gasoline
thirsty SUVs would probably
agree even more. But the point
is: we don’t care! It’s more
important for us to look good
to our peers, customers and
international friends who are
part of our network of authority
than look good in the eyes of
people outside of our main
social circles. Those oil guys
are way less important for our
social status and therefore
don’t influence our decision
making to the same degree.
In anthropological terms,
you can talk of social status
as being either achieved or
ascribed. Achieved status is
earned through your own
achievements. You have a
successful career, do well in
sports, make a lot of money,
have a happy family, and
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therefore create a strong
network of authority around
you. Ascribed status, on the
other hand, is given to you.
You could be born a prince(ss),
for instance. That is ascribed
status through no doing of
your own. Fortunately, less than
royalty will do. We constantly
ascribe status to each other
consciously or unconsciously
based on age (“the old and
the wise”), gender (“this is a
woman’s job”), career (“he’s
been with the company for 20
years”), ethnicity (“Germans
have a strong work ethic” well, maybe VW has shaken
that belief a little bit), our
parent’s status (“what does
your father do?”) and so on34.
In western societies, that
are very future-oriented,
there tends to be a stronger
emphasis on achieved status –
you get more clout from what
you do than from what you
are. In other countries that
are more past-oriented, there
tends to be a much stronger
focus on ascribed status
through family and history. So,
depending on which parts of
the world you operate in, you
should make sure to honor the
important cultural differences
that make people LOOK better.
Social Media
Social media platforms are
among the best examples of
offerings that help customers
achieve social status and LOOK
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better. Obviously, Facebook,
LinkedIn, Twitter, Instagram,
Pinterest, Snapchat, etc. are
prime examples. There are
certain people – again, our
network of authority – that we
want to appeal to. How many
friends, contacts, or followers
we have, how many likes,
shares, and retweets we get,
and so on are clear measures
of our popularity.
Interestingly, we did a study
on Gen Y & Z’s social media
behavior and found that they
have an extremely developed
and nuanced pattern they
follow when posting and liking
things. They are much more
reflective about their behavior
than older generations tend to
think. They know that what they
do on social media affects their
social status as much - or even
more - than what they do off
screen. This is contrary to what
most older generations think
about their behavior.
Danish startup Praice.com
provides an interesting model
for social status. The concept is
that firms can use Praice.com
for their hiring process so that
applicants get praised by their
peers on a social platform.
People are praised in 5
different categories, adding up
to a score between 0 and 100
with 100 being very good. The
concept is to provide a profile
based “not on who you think
you are, but who your friends

Scan the QR code to play a video. Praice

provides a platform for you to get praised
by peers in different categories thereby
visualizing your personality.
https://goo.gl/zHeSH6

think you are” 35 - significantly
driving the efficiency and
effectiveness of the hiring
process.”
Disruptive organizations
like educational platform
Khan Academy and software
provider for utility companies
Opower also know that human
beings are social animals that
want to fit in with their network
of authority. Thus, they provide
customers with the possibility
of comparing themselves
with other identifiable users
and give them credit for their
achievements. Khan Academy
has educational “badges you
can brag about”, Opower
provides electricity bills that
let you compare your behavior
with your neighbors and thus
engage in a little competition
with yourself on how to be the
house that best optimizes their
energy usage.
But now, let’s take a short time
out for a pop quiz: what do the
Na’vi (the tall blue indigenous
heroes) of the movie Avatar say
to each other as greetings?
They say, “I see you!”. It is a
translation of the Buddhist

greeting “Namaste,” which is
simple, but deep. It means: “I
recognize you for the value
you have as a human being.”
It may sound corny to some
of us Western cynics, but it is
powerful stuff.
As businesses, we should ask
ourselves this: How do we
help our customers achieve
social status by recognizing
them for being just that – our
customers? How do we “see
them?” What actions do we
take, how do we communicate,
and how do we acknowledge
their existence in a positive
manner in order to make them
LOOK better?
Most loyalty programs really
are examples of recognizing
customers in that way. You
have bought something and
even though the company
doesn’t have to, it gives you
extra points. When Tesla
released the Model S, they
figured out how to make
their customers LOOK better
in the eyes of their peers by
creating a $1,000 refer-a-friend
program. Basically, after the
customer purchased the car,
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Tesla sent them an e-mail
enabling them to forward their
friends a $1,000 discount.
The customer feels like a dogooder who is helping their
friends get a discount. At the
same time, they also get to tell
everyone that they just bought
a Tesla. Clever, right?
Finding Your Superpromoters
Co-creation is another great
tool that is typically praised
from a business centric angle
for helping businesses develop
better products through
cheap or even free labor from
enthusiastic customers. What’s
not to like in that sentence,
right? But an equally powerful
benefit is that when used
correctly, co-creation is also
a strong motivator because it
makes customers LOOK better.
Customers will give their time,
attention, effort and their
talents to co-create awesome
offerings. For customers,
seeing their contribution
become part of an offering or
even just being taken seriously
earns them a lot of achieved
status from their network of
authority because, if done
right, they will be able to brag
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about it to their friends, share
pictures on Facebook, and so
on.
In connection with co-creation
and earning status, we have to
introduce the Superpromoter
to you. Dutch researcher and
Chief Enthusiasm Officer
Rijn Vogelaar, who coined
the term and wrote the book
in 2010, has done a lot of
research that shows that a
company’s best ambassadors
are their Superpromoters.
Superpromoters are customers
that have the following
personality traits: They are
enthusiastic about the offering,
they are opinion makers in
their network of authority and
they share their enthusiasm.
Rijn helps companies find
and utilize the power of the
Superpromoter, which is huge.
The funny thing is that while
the Superpromoter does a
lot of good things for you,
superpromoting what they
are enthusiastic about actually
makes them LOOK better to
their peers.
So, how do you make your
customers LOOK better by

improving their social status?
How do you recognize
them simply for being your
customer? How do you cocreate with them, provide
them with the opportunity to
earn status by engaging with
you, and make it easy for them

to be your Superpromoters?
These are some of the
questions you need to ask
yourself if you want to make
your customers LOOK better –
and trust us you do!

Customers want to #LOOKbetter.
Improve their social status creating
appreciation and recognition.
#Fundamental4s #CX
#Fundamental4s #CX
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5

Don’t Turn to
The Dark Side
Just like the moon and
most good fairytales, The
Fundamental 4s also has a
Dark Side. Obviously, The
Dark Side doesn’t hold
motivations since healthy,
sane people don’t have any
desire to BE, DO, FEEL or
LOOK worse. But it is important to understand that even
though your offering may
not have to deliver on all
four motivations, it is imperative that it does not have
negative impact in regards
to ANY of them.
This may sound obvious, but
let’s face it, there are a lot of
poor products, services, and
experiences out there that
do indeed demotivate customers and make them BE,
DO, FEEL and LOOK worse.
Think of all the products
you have bought that didn’t
actually work, all the poor
services you’ve had, the
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badly executed experiences
you’ve lived through or the
loads and loads of
annoying untrue marketing
promises that have trespassed into your life via any
and all media. The Dark Side
is everywhere.
The good news is that with
all these negative experiences, there is one heck of an
opportunity to win the hearts
and wallets of customers
by helping them become
The Better Me, by honoring
The Fundamental 4s, and by
avoiding The Dark Side.

Making customers BE,
DO, FEEL or LOOK worse
creates #NegativeImpact
#Fundamental4s #DarkSide

Moving on...
When all is said and done, our
fundamental human motivations have remained the same
from the earliest caveman
days to modern man’s hyper-complex postmodern life.
However, how we honor The
Fundamental 4s changes over
time and between cultures.
What generally made us BE,
DO, FEEL and LOOK better in
the 4th century is not the same
as it was in the 18th century, in
the 1980s, or today. And, what
makes us BE, DO, FEEL and
LOOK better in the Western
part of the world is not necessarily the same as it is in the
Arabic or Asian countries just
as it differs across generations.
The bottom line is this: The
Fundamental 4s is your foundation. As a business, the
better you are at honoring
your customers’ Fundamental
4s the more positive impact
you will have on them, and
the better chance you have of
succeeding in a fast-moving,
exponential world.
It may be enough to just honor
one of The Fundamental 4s
to have positive impact, but
often your business will appeal
to several of the motivations.
Making a customer FEEL
better by designing gamified

experiences, for instance, will
also make them DO better,
because they become more
engaged in the task. Making
a customer LOOK better to
their network of authority will
almost certainly also make
them FEEL better emotionally.
And so on.
All things being equal, the
more of the fundamental
motivations you honor and the
deeper you deliver on each
motivation, the better. If you
can make your customers both
BE, DO, FEEL and LOOK better
you will have a very strong position. This is what some of the
best brands in the world are
able to do. The better you can
help your customers become
better versions of themselves,
the more positive impact you
will have, and the more likely
you are to be rewarded with
your customers attention, time,
and money - and that’s what
we all want, isn’t it?
The next step is to figure out
how your business can actually
design experiences that honor
these motivations and create
positive impact in an exponential world.
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Spread the word!
Share
The Fundamental 4s
with your friends!
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75

THE FUNDAMENTAL 4s
How to Design Extraordinary Customer Experiences
in an Exponential World
Written by:
Laila Pawlak & Kris Østergaard

©SingularityU Nordic 2016
76

