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Chelsea Sneyd: 

Hi everyone while we wait for everyone to join the webinar, please jump into the chat and let us 
know where you're from and if you have a business name, drop that in too, so we can all learn who's 
joining, what industries you're from and connect with each other later. It won't be long until Ashley 
actually starts the webinar. But as I said jump into the chat and let's get talking. 

Chelsea Sneyd: 

Yes, Melanie, your camera is off. No need to worry that you're on screen. The only people that you 
can see are myself and Ash. If you're sitting there watching in pajamas still, don't worry we do not 
know. 

Ashley Hayden: 

A likely story, Chelsea. A likely story. I actually had to put pants on today, not shorts. Were really 
close to a kickoff. Hopefully everyone has got themselves sorted and is in a comfortable position and 
ready for 45 minutes of an an absolute joy, and entertainment. I might just do a last check, make 
sure that everyone can hear me, okay. If you can't, just put something into the chat. We might make 
a start before the last couple of people join us, but a huge turnout, huge turnout. So good to see so 
many people still putting up with Zoom at this stage. 

Ashley Hayden: 

In case you didn't know, as it is up on the screen, my name is Ashley Hayden, and I'm an 
entrepreneur, facilitator. I work with Business Australia. I've been a consultant, a business consultant 
for a number of years now and spent most of my life in the corporate world as most business 
consultants do. I started my business quite a few years ago, for one of the first businesses that I did, 
quite a few years ago. Since then, I've been able to help a whole bunch of people, hundreds, actually, 
in starting their businesses as part of the Entrepreneur Facilitation Service. 

Ashley Hayden: 

I've got a passion for a whole bunch of different things, and before we just go any further, I probably 
would like to just take a very quick moment just to acknowledge the traditional custodians of the 
land on which we're all meeting on today. Pay my respects to elders past and present, and I extend 
that respect to the Aboriginal and Torres Strait Islander people with us today. 

Ashley Hayden: 

Let me tell you a little bit about the Entrepreneur Facilitation Service, and what I actually do day-to-
day. We coach and mentor businesses, mainly in the startup space, a business in the first part of its 
journey. It's an unashamed mobile plug that I'm doing, because the service is actually free. It's 
funded by the federal government. A couple of years ago, they decided that it was going to be a 
great thing for business people in Australia to start their own businesses. 

Ashley Hayden: 



 
 

They funded a whole bunch of people like myself, of which I'd like to make a special call out to three 
of my colleagues that are joining us today. All the way from far North Queensland, Peter, in Far North 
Queensland, who some of you or most of you will know, to Northern New South Wales, with Nat 
there and Chris in Central Sydney. 

Ashley Hayden: 

Hi to all those guys. They're all part of the Business Australia Network and are all available at your 
disposal with an enormous amount of experience, to, I suppose, help coach, mentor, guide you in the 
first steps of starting a business, or even if you're in its infancy in a small part of... Or just starting a 
business, that's what we're here to do. I'll tell you a little bit more about how to get in touch with me 
specifically, or if you need to get in touch with any of the other guys, if you haven't already, we'll 
wrap up at the end. 

Ashley Hayden: 

Before we kick off just a couple of very strict house rules, I'm very, very big on rules, not really. But if 
you've got a question or would like to raise a point or anything like that, please do so in the chat. 
There'll be an opportunity for questions at the end, which we can talk about. But please stick it in the 
chat. Chelsea is monitoring that for us today, and she's all over that. Hopefully, as we progress 
through, we can address each of those issues. 

Ashley Hayden: 

But we can also talk about what is, I think, probably the single most important thing in our 
businesses. Now, I'm part of an organization that has done a bucket load of research, and during that 
research, we found that the most challenging thing in a business is people, believe it or not. Now, 
people takes on a whole bunch of different, I suppose, effects. One of those is the people that we 
employ. But the other one is the people that we deal with, be it stakeholders, be it suppliers, but a 
big one is customers. 

Ashley Hayden: 

Here's some interesting set that I love a statistic particularly at the start of a presentation. But if you 
think that customers aren't thinking about service or customer service, then you're probably really 
sadly mistaken, because 90% of people use it as a factor in deciding whether they'll deal with your 
business, straight up, or on a continual basis. 

Ashley Hayden: 

Over half of customers will switch if you do it badly, and we've all got stories. We could all sit here for 
days and swap stories about bad customer service. How many of us share good customer service 
stories? That's what I ask. But there's a huge proportion of people that will obviously make another 
purchase, if they have great customer service. 

Ashley Hayden: 

Today's presentation isn't just about customer service or customer experience, but it is about that 
customer, you can't service a customer if you don't know who they are. It's a favorite adage of mine, 
and I followed this one for a number of years. I remember learning this as babe in the business 
world, but it costs so much more to go and find a new customer than to just continue to deal with 
the customer you've already got. If you don't have any customers, you're in pure startup land, well, 



 
 

then that's a challenge, but just remember, when you do get one, one will lead to another and then 
it's easier and cheaper to service the existing ones that we've got, than go and try and find new ones. 
It's not to say we shouldn't, and that's what today is about. 

Ashley Hayden: 

If we continue to look at a couple of other things, there's a lot of things about customers that we 
don't understand, there's a lot that we can begin to understand, and their feelings is one of them, 
which, it's a funny point, but the more you understand a customer, the more you're going to 
understand how they feel, and that perception as opposed to reality can be very, very important. 

Ashley Hayden: 

I think it goes without saying, not just a customer, but us as business people, us as humans, we really 
just want consistency. We want to have a consistent experience. We want to know that if we go and 
order a Big Mac, in Stuttgart, Germany, versus Tasmania, the Big Mac's going to be the same, and it 
is. That's why that company is so successful, it's because they understand their customer 
fundamentally, what are they looking for? They're not looking for bespoke, they're looking for 
consistency, and that's a big part of a customer experience. 

Ashley Hayden: 

Just had to throw one in just because I'm a marketer by trade and love all things marketing. But if you 
think that if someone isn't easily connected into your social media, into a digital brand experience, 
again, you're sorely mistaken. Because if someone likes your brand, if someone wants to learn more 
about it, they will do something digitally with that brand. 

Ashley Hayden: 

Again, understanding your customer, trying to work out exactly who they are. Let me ask this 
question, quick poll, because I love a bit of interactivity. In the old days, I'd whip around the room, 
but there's just so many of us. Let me ask you the absolutely, Captain Obvious, blatant question, how 
many of you actually think, how many people on this actually think that you understand who your 
customer is? Really understand who they are? 

Ashley Hayden: 

I love live polls, they're so awesome, and I can see how many people have voted. This is really, really 
cool. I think it's really interesting that there's a huge proportion of maybes that come through. 
Hopefully, that I can, by the end of today, and the end of the next 40 odd minutes, is give you a little 
bit of an insight of how to swing that to, more maybes, definitely, but a lot more yeses as well. That's 
really interesting. It's really cool. Hopefully everyone can see that in real time as well. But the maybes 
certainly have it, and that's great. That's a really, really good start. 

Ashley Hayden: 

I just want to really quickly define and let's talk about what a customer actually is. Because I think 
that there is a couple of misconceptions about what a customer does, what they will do for you and 
how it will work. Sorry, someone's just said, I'm sorry, I'm the only one that can see the poll. I 
thought you can all see it. Just over half. So, 55% of you said that you maybe understand what a 
customer is. Just over 30% of you said yes, you know who your customer actually is, and just over 
10% of you said no, we don't know who our customer is. That will all be coming up on the chat. 



 
 

Ashley Hayden: 

Chelsea, it would be great if we can just pull that poll down, if we could now, that would be 
awesome. A customer is actually someone that will pay you money, and I'm being over simplistic to 
make a point, but I want you to understand this, very, very simply, someone's going to give you 
money, they're going to pay you for the promise you decide to keep. It could be a service, it could be 
a product. It could be either of those, it could be a mixture of those, but they're going to give you 
money for that promise that you decide to keep. 

Ashley Hayden: 

Now, believe it or not, your customer is not actually you. You may buy the product. If you're in a bar, 
for instance, you're going to probably go and drink in your own bar, but your customer is not actually 
you, and your opinion matters to an extent, and you're going to have some confirmation bias, which 
is, you're going to be able to make decisions in your business based on what you believe. But, your 
customer is not actually you. You can start with you, but your customer is not... Again, I'm a bit 
flippant, it's not family, and it's not friends, the customer is someone that's going to give you money, 
it's really great. 

Ashley Hayden: 

My mom's my biggest fan, I tell her about all the crazy entrepreneurial ideas I come up with, and she 
says, "Fantastic.' But she's not my target market, she's not my target customer, she's not going to go 
and give me money for some of the products or services that I produce. It's important to qualify that. 
Make sure, whoever you're talking to, whoever you think might be your customer, are they the ones 
that are actually going to put their hand in their pocket, take their wallets out and spend money with 
you? Because that is a key factor in deciding really who your customer is. It's not who you hope 
they'll be, it's actually who's going to do it. 

Ashley Hayden: 

It's really, really important to be targeted, to really think about who that customer is, and we're 
going to get into that a little bit more as we go through. The common question, which most people 
will ask is, are you solving a problem for someone? Blatantly obvious, doctors. Doctors obviously 
solve a problem. They can fix something, and you're going to pay them money to do that, or 
someone's going to pay them money to fix you. 

Ashley Hayden: 

Who are you actually solving that problem for? If we think about... The doctor's probably not a great 
example, but let's run with that one, just because it's a little bit off center, you go and see a doctor, 
you pay some money, you may get some back in health care. Therefore, you are the target customer 
of the doctor. But then the doctor has a secondary customer, which we'll talk about a bit later, 
because I want to talk about the difference between perhaps a customer and an end user, and that's 
a really important delineation, particularly if you're operating in what we would call the B2B space, 
which is business to business, as opposed to B2C, which is business to consumer. 

Ashley Hayden: 

You might be selling retail, but you might have a wholesale business. You might be selling your 
services to a company that then puts their employees through whatever service you've got. Really, 
who's your customer in that proposition? That's really important, and important to know. What you 



 
 

need to start to do is understand your current customer. If you're an existing business at the 
moment, and again, I'm stating the bleeding obvious, but I'm doing it for a reason, because I'm 
building a point, stay with me, everyone, stay with me, we're getting there. 

Ashley Hayden: 

But what I want you to do is if you've got existing customers, and you've got a business right now, I 
want you to go and find out as much as you can about them. Think about your current customers. 
Because guess what, the potential, new, following customers, they're going to be exactly the same as 
you current ones, maybe a little bit different. But that's where you start to find new customers is 
from your existing ones. If you don't, and again in startups land, where we're trying to work out who 
our customers are, let's talk about that a little bit further as we get through this as well. 

Ashley Hayden: 

But we're going to look for common characteristics, and we're going to try and work out what type of 
customer this one might be. Again, that goes back to your business, you might have a transactional 
commoditized business where you have multiple customers, motivated to come and see you. Think 
about Woolworths, think about Kohl's, think about big supermarkets who deal with the same people 
daily, weekly, on and on and on. Or think about the last car that you bought, whether you brought it 
privately or bought it from a dealer, for instance, we don't buy cars every day of the week, some of 
us don't, most of us don't. But, we do buy cars at some point. 

Ashley Hayden: 

Think about whether they're a one off customer, a regular, casual, how motivated are they to 
purchase? One of the hardest industries I've ever worked in is insurance, you don't try and sell 
insurance to anyone, particularly businesses, because it's a grudge purchase. Think about that 
customer's mindset, that customer is completely different to someone who's going on a holiday. 
That's a different mindset for that customer, is they really want to go on a holiday, happy to spend 
money on that, but really are you that enthusiastic to go and spend money on insurance? 

Ashley Hayden: 

Let's also talk about now specifics. Now, the easiest one is demographics about a customer. But if 
you haven't already, and I really want you to put... From here on in, for the next half an hour, I want 
you to think about the business idea you've got, or the business you're in, specifically. Don't worry 
about... I'll give you some examples, but I really want you to start focusing on asking all of the 
questions that I'm going to ask you about who you actually think these people are, or what they look 
like. 

Ashley Hayden: 

It's really easy to start... Not that easy, because most people I talk to, they'll say one or two things 
about their customers. The first one is, who's your customer? I say, wow, it's everybody, it's 
everybody. Well, fantastic. Okay. If you've got a product or a service that is absolutely aimed at 
everybody, well, well done, that's great. I would challenge that. 

Ashley Hayden: 

What I want you to do, if you're saying that, or you have said that in your business before, what I 
want you to do is just take a step back and go, right, let's just think about really, how old my 



 
 

customer may be. Am I gender specific? I do a bit of work with a couple of different fashion labels. 
Now, some of them are gender specific, some aren't. But are there other any identifying attributes? 
Is this something that a customer does that makes them buy your product, or associates them with 
your product? 

Ashley Hayden: 

Start to think about, is it a local service? Are you a local-based business? Are you going to take on the 
world? Is it internet based, where you can sell anywhere? But then you're going to have other things 
because you're going to be able to work out, again, who your customer is, because you probably will 
have a local customer, you might have an international customer. But who are they? Where do they 
live? 

Ashley Hayden: 

I don't mean specifically, what's their street address, although that could come in handy if we were 
going to sell things, but you'll have some of that data, which we don't dismiss, but where do they 
play? What do they do? What else do they buy, and how do they find things? Where do they go and 
find things? What specific areas are they interested in? 

Ashley Hayden: 

Really quick example, I want you to imagine, just take yourself out of your own business for a quick 
second, think about me as a caravan manufacturer. I say all right, who's my customers? I've got to 
sell my caravans, who are the people that I'm going to go and market to, and what am i competing 
against? What else is going on? Think about the average age of a caravan user, think about what they 
will do. 

Ashley Hayden: 

Now, this is the best thing and I talk a lot about this right now, this is the best thing about COVID, 
because this has changed everything. It's not the best thing. The best thing about COVID will be to 
get rid of it. But let's not go down there. The best thing about COVID, is it's changed it, because now, 
caravan manufacturers, customers have changed. They used to be a 45 plus couple, had a four wheel 
drive, had quite a fair amount of money to spend, willing to invest in... See the picture I'm starting 
to... They bought other stuff when they bought a caravan. They bought accessories. They didn't mind 
camping but they had interest in bush walking. I'm being general but I'm just painting a picture. 

Ashley Hayden: 

Think about me as that caravan manufacturer. That's changed now because can't fly anywhere 
anymore. We can fly into state, but caravan sales have gone right up because the customer focus has 
changed, but that's because of who could have picked a pandemic. But still the same principle. What 
channels are they using? How do they find out information about caravans? How are they finding out 
that information about you and what else are they buying, and where are they finding that 
information? 

Ashley Hayden: 

Let's just do, in a bit more of detail around looking at a specific person. I want you to meet Justine. 
Now, Justine is an office professional. I'm going to change from caravan manufacturer, I'm going to 
change to a clothing store. Let's just say I have a clothing store that it's both digital and I have a 



 
 

physical space, I've got a whole bunch of lifestyle clothing. I've got a bit of a fitness outdoor focus. 
Chelsea, I've just still got the poll up on my screen. Can we get rid of that just so that I can refer to 
some of these points? I'm not sure if we can. It would be fantastic if I could. If not, let's push on. 

Ashley Hayden: 

I've built this persona around my business that is a clothing store, and I've got a whole bunch of 
different things. I've started to paint a picture of who I think Justine might be, and what she does. 
You can see, and I'm not going to go through them all, because you can read them, and you can see 
how I'm starting to build this. 

Ashley Hayden: 

If you haven't done this, it's cool to do it. I've given it a bit of a visual representation, I've given it a bit 
of a... Sorry, I'm just going to get... There we go. I've given it some assumptions, but I've based this on 
what I think a clothing store with all of those attributes would be. Now, granted, don't get me wrong, 
I do this for a living. This is marketing 101, and this is what I've done for a long time. But by showing 
you this, what I'm trying to demonstrate is that you can do this, it doesn't need to be sophisticated, 
you don't need to go and pay hundreds of thousands of dollars for reports and people to come and 
sit behind glass screens and invite hundreds of people into... 

Ashley Hayden: 

This is just me spit balling and just going, "Okay, who do we think is going to walk into a clothing 
store?" I want you to give it a go, give it a go with your business. Not right now because I want you to 
pay attention. But I want you to have a look at this and say, right, how does this fit... Use this 
template if you want, because it's pretty common, it's just what's their situation, what do we think? 
What's some basic things about them? How much money do we think? 

Ashley Hayden: 

You're going to be right or wrong. But you think if you're going to open a Ferrari dealership, you're 
only going to target a certain amount of people. This pitch is going to look really different, to me 
having a fitness well being clothing store. Same as if I'm going to go and start a non for profit that's 
around the NDIS scheme, it's going to be different again, because I'm going to be looking at carers, 
and I'm going to be looking at who's the end user of the product versus the customer. 

Ashley Hayden: 

You can start to see that I've started to paint a bit of a picture of what's that problem on solving. 
These people are time poor, but they're still very social, so they get out, they go to places. Not only 
socially but physically. Like most people, they research their purchase both online and they talk to 
people, they're part of a community. 

Ashley Hayden: 

You can see what I've started to do, is build that persona. But then how do we go and find them? 
Now, we've got some assumptions. We've tried to work out who they are. We've tried to work out 
what's going on, how do we find them? Again, I'm being a little flippant, just because I think that 
we're about halfway through and I want you to pay attention. 

Ashley Hayden: 



 
 

It's about research. Go and speak to those customers that you've already got or potential new ones, 
how do I find them, I hear you ask. A whole bunch of ways. Just go to the Google, the Google is your 
friend, best research tool around. Go and Google your product. If you're a clothing store, fitness 
clothing store, Google fitness clothing store and see what else comes up. 

Ashley Hayden: 

That's how you start to connect. But blogs, newsletters, information services about clothing, about 
fitness, because I guarantee, if they're going and investing in clothing, some people don't, it's a bit of 
a uniform, but, they're doing something else, they're going to the gym, they're connected in a way. 
Try and find adjunct things to your business that you can do research on. 

Ashley Hayden: 

Remember, I'll talk about competitors, actually, in a minute. Let's keep pushing on, because we've 
done some research now, and I want you to go back and do some more research. Try with your 
product. Sorry, Chelsea, would you go back? I jumped ahead of myself there. I want you to try your 
product. Just say that I do come up with a new fitness wear, some more clothing. Fareed, if you're on 
call, hi. Great to see. 

Ashley Hayden: 

What I want you to try and do is is start to get into that community, and then if you can, and that 
might be if you're running a coffee shop, try the new coffee with someone, get it touched, get it felt, 
get people's feedback. Then if you need to, modify your product, or make changes, and then test 
your product again, research, research, research, talk about it, show it to people. But remember, 
mum and dad, auntie Bob or auntie Betty, they're going to love it. They're going to think it's the best 
thing ever. But would they pay money for it? That's the first question. 

Ashley Hayden: 

Okay, that's part of your research is, here's my product, here it is. I've gone and got a prototype 
made or whatever, I'm thinking about this idea. I think that you're going to like my product. Here it is, 
what do you think? Quick, write it all down, and then ask them how much they might pay for it. 
Would you pay 20 bucks for it? People will always round you down. But again, it's just starting to do 
some research to find out how do I find my customer? 

Ashley Hayden: 

My customer, who are they, and what will they do? What will the questions they'll ask? What are the 
arguments that they might... What's the barrier to entry? What else are they going to come up with 
that could blow my business out of the water, both good and bad? 

Ashley Hayden: 

The other one is, I want you to go and try and find out how big is your market? If you're trying to sell 
highlight reels of football, soccer, on VHS videotape, I would say that perhaps you might want to 
rethink your strategy a little bit, because the old market is probably not going to be huge. However, if 
you are doing something with the NDIS, if you're doing something with health and well-being of 
individuals, even elderly people, if you're operating in aged care or something like that, I'd be saying, 
market's going, get on it. Let's do it. 



 
 

Ashley Hayden: 

I want you to try and find out how big is my market? What am I playing? Because again, that will tell 
you how many of these people are going to be there? What does my customer look like? Again, are 
we solving a problem for the customer? Think about how they're going to use your product. It could 
be a service, it could be a product, how are they going to use it? 

Ashley Hayden: 

I used to do a lot of work in packaging, because we found that the biggest consumer of orange fruit 
juice was kids between five and 12, changed, it's a few years ago, and five and 12. We used to put it 
in a two liter carton. Now, they couldn't handle it. So, we found out that actually our customer, 
which was mom and dad, by the way, not the end user, but we had to change the packaging for the 
end user, not necessarily the customer. 

Ashley Hayden: 

Customer can be mum who pays you money, she can pick up the container and pour it. Kid, end user, 
not paying for the product, still, if we can make both happy, because mom has to clean up the juice 
when it's spilled... See where I'm going? Starting to talk about sizing. How often do they use it? 
What's the uses? What's the concerns? 

Ashley Hayden: 

Remember, if you can solve a problem for someone, you got a red hot business that's ready to go. It's 
going to be great. Now, next point, because we're flying through and I've still got some really 
important stuff, but this one is huge. I want you to think about the competitors, and I want you to 
think about who you compete against for your product. 

Ashley Hayden: 

Again, let's take ourselves back to me being the caravan manufacturer. I'm the caravan 
manufacturer, and who do you think would be my biggest competitor? Who do you think would 
compete against me as a caravan manufacturer? Those of you who have ever seen me present or 
come along or spoken to me, we all know this example, because everyone goes, "Yeah, well, it's 
Jayco it's the other caravan manufacturers. It's those people. It could be camper vans, could be the 
tent company. But see where I'm staring to go, I'm stating to build, because one of my biggest 
competitors is actually Jetstar, because people have a finite amount of money, and they're going to 
either spend it, they're going to go on holiday. 

Ashley Hayden: 

Remember, I'm painting a picture of this customer. It's seeing someone. Stay with me, paint the 
picture in your own head, but try and paint it with yourself, with your own customers, start to think 
about, that caravan manufacturer, I'm going to go on holiday, what am I going to do? Am I going to 
go and spend $40,000 on a brand new caravan. I'm going to keep it for life. We can travel, we can use 
it over a number of years. Yeah, that's cool. 

Ashley Hayden: 

All right, that's the decision making process, going to research that, or we could go on holiday, we 
might go on holiday somewhere, and how? What are we going to... In the good old days, we used to 
go and talk to a travel agent. Travel agents were one of my biggest competitors as a caravan 



 
 

manufacturer. Point being, I could labor on and go on and on, but I won't, point being, what I want 
you to do is think about your competitors and who they actually are. Start with the bleeding obvious, 
start with the ones that you just go, yeah, got that, understand. Caravan, other caravan guy. 

Ashley Hayden: 

Then, what I want you to do, again, I think to show my age of how back to the good old days is we 
used a mystery shop. I used to work in power tools. I would forever have my work clothes on and go 
and try and buy other power tool brands and businesses. I'd go and check the retailers, who by the 
way, were my customers, the end user bought from my customer, just trying to get that point 
through as well. But get where I'm going? Think about it, shop them. 

Ashley Hayden: 

If you've got a reasonably priced product or service that you could openly go and make inquiries, 
have you gone and quoted your competitors? Do you know what your customer is facing when they 
consider doing X, when they consider doing Y? What's the customer experience as a customer 
shopping your competitors? Because I guarantee, what's going to happen is you're going to try and 
improve on that customer experience. But, one step forward, eyes on the way back, there's going to 
be someone trying to do the same to you, because then someone's going to come and shop you. 

Ashley Hayden: 

Honestly, in the hospitality world, which is I do a little bit of work in as well, we talk about just sitting 
outside the store, or sitting inside the store, experience what's going on. If you're a cafe about to 
start, then go to every cafe in the surrounding area, you should have bought a million copies. I 
exaggerate, you should have bought a lot of coffee, by now. You should be you should be drinking, 
and you should be experiencing what's going on in your world, and what is a customer's decision 
point, because that will start to build your personas. 

Ashley Hayden: 

Because I guarantee, you're a coffee shop, and you want to start a coffee shop, and you're going to 
find the nearest one, you sit there, you'll start to see who comes in, what times do they come in? 
How do they use? What do they buy? Do they just buy coffee? Do they buy muffins? Do they ask 
about, is there not enough seating? Is there too much seating? 

Ashley Hayden: 

See where I'm going? Because I'm starting to build that picture of my customer, really get a clear 
picture of where your customer is, and who they look like. It can be fun, enjoy it. It's plenty well, hard 
enough as it is being in business, you just got to go and enjoy it. This is the fun stuff. Particularly if 
you're in an alcohol based industry, you can go and have a bloody great time. 

Ashley Hayden: 

I think I've made my point about competitives. I think that the big thing that you're going to have 
available to you is a whole bunch of tools, a whole bunch of things that you can use. The first one is 
you. You need to go and sit in that that coffee shop, you need to go and experience it. You need to 
Google, you need to try and buy, you need to get a quote, because it's your business. No one else is 
going to do that kind of work for you. You can pay people to do it, but what good is that to get a 
report that goes in... You need to go and live it. 



 
 

Ashley Hayden: 

There's a whole bunch of other places you can go for reports and reading that's going to send you 
asleep at night and all that sort of stuff. The other cool one, I always talk about is social media 
avenues. Pinterest, Pinterest is the best collection tool for things that you want to keep... You keep it 
on your phone, just Pinterest, save it to your board, make a board. 

Ashley Hayden: 

Have a look at social media, what's your competitors doing on social media? What are other 
companies that similar ilk? If you think that it's Justine, and we'll go back to Justine in a minute, 
where is she, and what else does she look at? You should be looking at that as well. 

Ashley Hayden: 

You can start to talk to your own customers, the customers that you already have in a variety of 
different ways. There's amazing tools like SurveyMonkey, although you need to remember, you need 
to incentivize people, you need to make it worth their while to give you information. Because you 
ain't going to get much if you just go, "Hey, I want you to tell me everything. Tell me how much you 
pay, where you go... " What's in it for them? The WIIFM Principle, what's in it for me? 

Ashley Hayden: 

Is there a competition? Do I get a discount on my next purchase? Years ago, I signed up to a mailing 
list where they gave you a free t-shirt. Of course, I did it. I'm not talking stupid incentives, what I'm 
talking about is just little things, to build customer loyalty, to try and glean information. There's also 
us... There's Business Australia, and there's the EFS service as well, that you can use to try and get 
into it. 

Ashley Hayden: 

Knowing what we know now, really briefly, really quickly, let's go back and have another quick look 
at Justine and start to think about, what does this stuff mean? What does this persona mean? The 
first one is her career, her profession. What are the factors that are associated with that profession? 
She might be a professional. We painted the picture that she is. She's got some money to spend 
because she's got her first house, it might be a little bit less, but she's a professional in an office. How 
do we talk to someone like that? How do we look at someone that's lives in that location is of that 
age group? How do we do that? What does that mean? What are the target areas? What are some of 
those problems that she's got? 

Ashley Hayden: 

If she's time poor, well then let's not absolutely obliterate her with inflammation. She's very social, 
so let's help her be more social. Let's give her some stuff to share. Let's talk about creating some 
things that then she can share. If you hadn't realized, this is your marketing plan, this is how it comes 
about. How do I find out all this information? How do I paint that picture? Again, go back to the 
internet, go back and find. Google your own profession, Google your service, Google your product, 
look at it and say, make some assumptions, because that's how you can do it. The best thing about 
marketing at the moment, the best thing is that you can test it for very low cost. You're not building a 
TV ad anymore, and putting a TV ad on TV. 

Ashley Hayden: 



 
 

Start to think about that marketing plan, that customer. What's the problem we're solving? What can 
we help them with? What can we satisfy them with? What's going to go, wow, okay, thank you very 
much. I needed some more information on that, or that's kind of cool. I need to tell such and such 
about that. Who are these people? Again, where do they live, and where do they gather? What do 
they do? 

Ashley Hayden: 

Back to my clothing store, jeans. There's plenty of blogs on caravaning, plenty of blogs. Plenty of 
newsletters, plenty of information services, get on them, read them. What are people's concerns? 
What are they looking at? That's how you start to find out about this information, then you'll start to 
see insights into what they buy. 

Ashley Hayden: 

You'll start seeing about, I recommended this jockey wheel for my caravan, or you got to get these 
set of nuts for the wheels, or yeah, we've got this outdoor shower that we bought at blah, blah, blah. 
This marketing plan, this customer insight, this picture that you're painting, and I'm not talking about 
45 pages of documentation, I'm talking about, scribble it down, get in on a piece of paper, it will start 
to evolve. It's got to be flexible. But this is all backed by you, you going out and finding out this 
information, talking to people, getting on blogs, getting on those things, having a look and going 
right, now, what do I do? What are the actionable points? What are the things that I can come up 
with, to go and speak to these people and get involved with them? 

Ashley Hayden: 

I'm going to look at the competitors, and I'm going to write it all down, then I'm going to build some 
profiles, then I'm going to look at what's the strength of my business? What are the weaknesses? 
Where's the opportunities? Because stuff will start to fall out. The more research you do, the clearer 
picture you paint on your customer, that SWOT analysis as it's called. If you don't know how to do 
one, just Google it, because it's really, really simple, and you need to do it. 

Ashley Hayden: 

Then you go and set some goals and objectives. Start to think about right, okay, I'm going to talk to 
Justine, I need to sell four products a week to the likes of Justine, how am I going to do that? Well, 
first of all, I'm going to take some photos, because I need to show Justine, what my product looks 
like, don't I? All right, here's a plan. Oh, hang on, this sounds like a plan. This dude is going to take 
some photos of the stuff that we produce, let's go and put it on social media and ask people what 
they think about it, maybe, or let's join a blog or a forum and say, "I'm starting a business. This is 
what I'm looking at doing. Can you give me some feedback?" 

Ashley Hayden: 

People love that. Most people will help when you reach out and ask them. In that document then, I 
want you to just do what I'm doing now, write it down, lay it out, outline those activities, and then 
go, all right, how much is this going to cost? Because that's the big thing, I get that. All of this takes 
time, which equals money. But this is the foundations of your business. This is how we start to really 
start to ramp it up. I want you to start to test these things. Then you measure them. 

Ashley Hayden: 



 
 

How do you measure them? One of my colleagues just had a whole presentation on metrics. If you 
missed it, it's worth going back and having a look, how do you measure these things? What do they 
look like? Then modify them if they don't work, because one of two things is going to happen; it's 
going to work, it's going to go gangbusters. If it goes gangbusters, just do more, just do more. Do 
heaps more, heaps and heaps and heaps until it stops working, keep measuring it, keep testing it. If it 
doesn't work, don't do it. Don't do it anymore and try something else. It's the best thing about 
marketing at the moment. 

Ashley Hayden: 

That's a big one on how I suppose a customer persona, how customer planning then falls... It lands 
that marketing plan in your lap. Quick one on value proposition, I want you to think about what value 
you can give your customer and the easiest way to do this is to ask why. What am I actually selling is 
the first thing. What's that problem? If there is a problem. It might not, it might be a discretionary 
purchase that you're not solving a problem, although, I could probably argue with most products, 
you are solving a problem, but who's it for, and why would those people buy yours over others? Why 
is your product better? 

Ashley Hayden: 

It may not be, and you might have a problem. But then we'll start to try and find, start to try and 
understand why your customer thinks yours is not better. Is there slight tweaks we can do? Is there 
something we can change? Remember about test, measure, modify. 

Ashley Hayden: 

Once you get clearer in that value proposition, and it might be service, you might be the coffee shop 
that's set up next to a coffee shop, but I wouldn't recommend that. But they might know you, you 
might make... The coffee shop I got this morning, the guy behind the counter is the guy that's been 
posting from day one, and he had a board out the front that said, this is our 302 day. He started in 
the middle of COVID, 302 days. Now, I went in and I connected with him, I was like, "Dude, I've seen 
you on social media." I was like, wow. Instant... The service became his value proposition. His coffee 
was great, by the way. But then there was a little add on that he had. 

Ashley Hayden: 

He was not like the place next door, or the place down the road. I went specifically there because he 
had his value proposition very, very tight. It was, I'm going to serve you amazingly, I'm going to be 
very friendly. It was very early, he was upbeat, and he had instructed his staff to be that way as well, 
and he had a good product that then had some add-ons. He was not just your coffee shop. Think 
about value proposition, how it relates to your business. But more importantly, what does the 
customer think? How does the customer perceive your business, and what what do they actually 
take out of it? What is their value proposition? 

Ashley Hayden: 

Really quick example, as everyone probably knows, Dilmah Tea. If you're a tea drinker, even if you're 
not a tea drinker, you would have heard of Dilmah Tea. Now, they've built their company, their 
perception, their persona, around a couple of values. If you haven't thought about values for your 
business, I want you to have a think about those. That's a whole nother presentation that I could do 
for another hour. But again, how do the values relate to your customer? Does the customer care? It's 



 
 

really great having values that you think are great, but are they worthy? Are they valued by your 
customer? 

Ashley Hayden: 

And Dilmah Tea is a great one. This is passion, it's integrity, it's quality. You can just see, they've done 
it through imagery, and that's their value proposition. Their values translates into, why would you 
pay more for their tea than someone else's? Well, because this is the guy that made it, he's right 
there, and there's the lady that helped make it. Then they are in the jungle harvesting the tea. 

Ashley Hayden: 

It's a perceived value proposition, but you can see what I'm trying to do, as opposed to, home brand 
tea or other tea brands, already we can start to relate. But what they would have done is worked 
out, does their customer care whether they're passionate or not? Do I care? As long as it tastes good. 
Well, no, I actually do because there's a story to tell, people love a story, customers love a story and 
what's yours, how does it relate to your business? But more importantly, how does it connect? How 
does it come and gel together with your customer? 

Ashley Hayden: 

Quick word about customer experience, because this is, I think one of the big things that we all need 
to be wary of, and all need to think about. This is like talking about marketing, and branding. 
Marketing is the executional types. Brand is the holistic perception of your business. Customer 
experience is everything that you do. Everything that you try and push forward. What is your 
customer? If you've got existing customers, what's been their experience? Again, try asking them, 
might help, could be kind of cool, might learn some stuff, might hear some stuff you don't want to 
hear. But that's good, because that's the only way you can improve. 

Ashley Hayden: 

If you don't have any customers, you're in startup mode, I want you to think about what are all those 
things, and how do they relate to the experience? How do they influence my customer's ability to put 
their hand in their pocket and give me money and make sure that they continue to do that? On that, 
I just want to talk about where I see customers going, what I see customers will happen. This is the 
court of opinion of one. So, just my insights because I talk to business owners every day of the week. 
I think that we used to be in a time where people were very price conscious. They still are, but they 
wanted the best quality they could get for the price they were going to pay. It was focused around 
this product. 

Ashley Hayden: 

I really do think that the experience is becoming very, very important. As I said, in the statistics at the 
start of the presentation, you can live and die by a customer's experience. It's very much how they 
feel, what's the perception as opposed to perhaps reality? Perhaps it might be real. But how easy to 
deal with are you? How easy aren't you? Obviously, it goes without saying that if you haven't thought 
about digital in your business in some shape or form, you do, you need to. Particularly last year, we 
saw a huge proliferation in online purchasing. I think we really melted Telstra well, Australia Post 
really well, because people were buying online, but they're doing more and more research. They 
want more information. What does that mean? 



 
 

Ashley Hayden: 

If my customer is going to research my product, what information do I need to give them to ensure 
that they make a purchase? They're research hungry. How do I do that? How do I flip and make sure 
that my website has the information that my customer wants, not just pretty pictures? Also data, 
data is going to be more and more important. We've been saying this for years, that since the whole 
fly by loyalty business started, that people are using that information, how do you use it? Do you 
need to use it, and what's that trend? People are getting more and more guarded. But on the same 
point, they're also happy to tell you certain things. 

Ashley Hayden: 

If they are, then try and use it, try and go into what I think is going to become even more important is 
personalization. If you've got a database of customers, do you know what they bought? Do you 
know... I used to work for a large business, huge business actually in Australia, and we could tell you, 
on a certain proportion of our customers, what they bought, when they bought it, how they paid and 
pretty much where they lived versus where they bought it. 

Ashley Hayden: 

You can imagine that, that was good in determining a whole bunch of things. But it also meant that 
we weren't trying to sell other products that weren't relevant to them, when we emailed them, 
aimed things at them. This is bit of an insight into what I think, where customers will go. I want to 
just do a really, really quick wrap up because I'm mindful of time, and I really want to talk about what 
we've spoken about in the rapid fire, last 40 minutes of being. 

Ashley Hayden: 

Here's the thing, I want you to work out exactly who your customer is, exactly. I want you to always 
think about the customer, but the real customer. Think about being customer centric in your 
business. Have a go building a designer, find out where they are. If you don't do anything else, from 
today's takeout, or whatever you've got, don't do anything else, just think about who you're 
competing against. Think about, I've got $10, what am I going to do? Who am I going to spend the 
$10 with? Is it going to be in the business that I create? Or is it going to be in another business? 

Ashley Hayden: 

Research, vitally important. You can see our marketing plan starts to spit out everything that you 
produce, but you got to document, you got to put it down because something is not written down, 
can't all stay up here, and you've got to be on top of things, you've got to be watching trends, you've 
got to be a master of your business sector. 

Ashley Hayden: 

One of the businesses I operate, I'm on every mailing list for my competitors, I  know them better 
than they know them, I go and shop them, I go and talk to them, sometimes they know who I am, 
and sometimes they don't. But you've got to stay on one, stay on top of what is actually happening in 
your sector and in your customer group, more important. 

Ashley Hayden: 

If customers are moving away from something, then you either move with them or go and do 
something else, or you've got to be flexible enough to do that. But, I want you to always continue to 



 
 

review everything that you do. Measure it if you can, but you'll get a feel for it, ask people, "How'd 
you find out about us? How did you come to be here today?" Then try it again, do more of what's 
working, less of what's not. 

Ashley Hayden: 

I always wrap up my presentations like this, because I want you to consider these three major 
questions. Right now, after this, probably going to go and have some lunch, I want you to think about 
who you need to talk to now. Is it a mentor, is it a coach? Is that an employee? Believe it or not, is it a 
customer? Go and talk to a customer? Who do you need to talk to right now? What can you modify? 
What can you change? What can you update? What can you do differently that you were doing 40 
minutes ago? Is there something? Or has today just reiterated that you're on the right track? 
Hopefully, it has. If it has, that's fantastic. But it's going to be something, can you tweak something? 
Can you do something? 

Ashley Hayden: 

Then what's the next two weeks look like in your business, two weeks you've got, what are you going 
to do? How are you going to understand your customer that little bit better? Who can you talk to? 
What can you try? What can you change to try and make things better in the next two weeks? 
Putting together your plan as a startup business, I want to know what the next two weeks look like, 
and if you need to, you can get in touch. You can send me an email, whatever you need to do, happy 
to look at it. 

Ashley Hayden: 

There's a whole bunch of chat that's come through, I haven't had a chance to look at it. There's a 
whole bunch, I imagine there's some questions. If there's something that I haven't... I know there's a 
couple of raised hands or people... Not sure how that's come through on the chat. Chelsea, is there 
anything that I can try and answer, try and- 

Chelsea Sneyd: 

Yeah. Karen's asked the question, and it's a really good one, because it is always good to think worst 
case scenario. Say you make all your assumptions, you do your research, and they're wrong, and your 
customers aren't there. What's next? What do you do? Where have you gone wrong? 

Ashley Hayden: 

There's a lengthy answer to this. What we do is... It's hard to do sometimes, trust me, I know, 
because I've done it. It's the best learning experience you can have. The road is littered with 
bajillionaires that went wrong, that got it wrong, got their customer wrong, got the sentiment wrong. 
The first thing is to pick yourself up and go, all right, rather than trying to overanalyze what I did 
wrong, let's go back and try again. Did I actually talk to my customer? Did I talk to the person that 
was going to give me money? Or did I talk to the wrong people? Was it the right group of people that 
I spoke to? Did I get it a little bit wrong in that? Or maybe I didn't ask them, maybe I went in with 
$100 proposition and I was talking to $5 people, not that people have value, you get what I'm saying 
in terms of customer. 

Ashley Hayden: 



 
 

First one is pick yourself up, start again, go back, back to the basics, what are the questions? Is this 
the right customer? Is it the actual customer that will give me money for my product or service? Did I 
go and check my competitors? Did I get that wrong? Are they really not my competitors? There's a 
whole bunch of balances and checks that we've done that we've gone through over the last 45 
minutes, but you need to go back and revisit and go, was that really a competitor? Or was that 
really... These questions, you have to be doing something or you have to be really kidding yourself, to 
get it wrong in terms of the questions that you ask yourself. 

Ashley Hayden: 

The other thing that I would do if that does happen, please ask someone for help. Either one of the 
AFS team or Business Australia or someone that you know, someone you used to work with, a friend, 
a family member, ask them and say, "What do you think about this?" Because we can get blind, we 
can become so guarded of our own ideas, secrets, thoughts, that sometimes we can't, classic cliché, 
see the wood from the trees, but you sometimes need to stick your head up and check. A whole 
bunch of things. You're going to get elements of it right, and then you need to pick those out and try 
and elaborate on those. 

Chelsea Sneyd: 

Next question asked is from Stuart and this is honing in on your trend around personalization. Should 
we be considering some cloud AI and machine learning solutions for this? Do you have any 
recommendations on systems or software or services that do this, in terms of that personalization 
trend? 

Ashley Hayden: 

Yeah. No, I don't have any recommendations on systems or processes... Sorry, not on processes, on 
systems that do it for you. In the interests of trying to cater to everyone, but answer your question, 
Stuart, tread carefully, because there's a lot of personalization that goes on at the moment, a lot, and 
machine learning and artificial intelligence for everyone. That's what AI means. Artificial Intelligence 
is not the best. Anyone had a bad experience with a chat bot? Anyone deal with a large 
telecommunications giant that can't process AI or do that intelligently? 

Ashley Hayden: 

There are things that do work. I'm not saying that chat is wrong. But I'm saying, walk before you run. 
If your business is at that stage, happy to have a more in detail chat about it. But I'm talking about 
the basics of personalization here. There's a much more sophisticated opportunity, I believe, and I 
think that it will be the future, as the technology increases. Sore bum from sitting on the fence on 
that answer, but get where I'm coming from. 

Chelsea Sneyd: 

We have one from Vanessa, she's asked, should you go back and try again with the lead you didn't 
get it right with? For anyone listening, a lead could be a customer, an inquiry, anyone coming to your 
business through whatever channel. 

Ashley Hayden: 

When I was a kid I used to work for a sales guy who said, "Just keep trying to sell to them until they 
tell you to nick off." You can imagine what he said. There is a point where you start to waste your 



 
 

time. But I've done it. I've done it a couple of times in my own businesses where I've gone back, I 
know I've messed up or something's gone wrong, and I go back and fess up and be honest and say, by 
the way, we've got this really wrong. How can we make it better in the future? How can I take this as 
a learning experience? How can you help me in my business? 

Ashley Hayden: 

Some people will go, "You're done. You've messed me around way too much." Other people will go, 
"Yeah, well, by the way, when you did this, when you sent me this, when you didn't respond to this." 
Use it as a learning experience. You may not get the sale, but if you can learn something from it, give 
it a crack, because it's only going to let you understand your customer better. All right, that sounds 
like it's it. 

Ashley Hayden: 

I'm really mindful of time. I'm also really mindful that perhaps it wasn't some questions. It's also, 
starting your own business or having your own business is a really personal experience. Sometimes 
these forums where there is a bucket load of people online, it becomes a bit hard, or a bit tougher. 
Here's the ways to get in touch. You can shoot me an email, if that works. You can also go on to 
Business Australia. If you have come today through any of the other three facilitators, be it Pete, be it 
Nat, or Chris, get back in touch with them. I'm sure I'd love to hear from you again or have a chat. 

Ashley Hayden: 

Thank you everyone. Really appreciate your time. Take care and I hope to speak to you soon. 

 

 

 


