
Learning to
Enrich Lives

Carmine Gallo, author of ‘the 
apple experienCe’, looks at 
how the apple store stopped 
sellinG and started enriChinG.

the apple retail store asks the ultimate 
question of its customers: on a scale of 
1-10, how likely are you to recommend our 
products to your friends? this question 

is called the net promoter score and is used by 
apple as well as thousands of retailers to monitor 
customer engagement. according to forrester 
research, a ‘better’ customer experience correlates 
to a higher score on that question. But the question 
remains, what constitutes a ‘better’ experience? 
Considering that the apple store is one of the most 
successful stores on the planet, it would be wise 
for retailers and leisure executives to study the 
apple store model. 

The most powerful two words in the Apple model. 
‘enrich lives.’ these are the only two words 
on a wallet-sized credo card all apple store 
employees are given when they join the 
company. it reminds apple store employees 
that their primary goal is to make sure every 
customer has an enriching experience in the 
store, whether or not they make a purchase. 
Jobs realised that if apple could touch people 
emotionally, making customers feel more 
empowered and bringing joy to their lives 
in all aspects of the customer interaction, 
they would reward apple with their loyalty. i 
believe those two words – enriching lives – 
is the secret sauce in apple’s secret recipe. 

according to former apple head of 
retail, ron Johnson: “people come to 
the apple store for the experience and 
they’re willing to pay a premium for 
that. there are lots of components to 
that experience, but maybe the most 
important – and this is something that 
can translate to any retailer – is that the 
staff isn’t focused on selling stuff. it’s 
focused on building relationships and 
trying to make people’s lives better.”

Your customers don’t care about 
your product or your company. they 
care about themselves, their hopes, 
their dreams and their ambitions. 

help them unleash their inner genius and you’ll win 
them over. when you stop ‘selling stuff’ and enter 
the business of enriching lives instead, magical 
things begin to happen. 

Enriching lives through empowering customers. when 
apple store executives began asking themselves 
how best to enrich lives, it led to the creation of a 
unique program to help people understand and 
enjoy their computers: one to one. it’s a one-year 
membership program that customers can purchase 
as an add-on to a new mac. apple store instructors 
called ‘Creatives’ offer personalised instruction 
inside the apple store. Customers can learn just 
about anything: basics about the mac operating 
system; how to design a website; enjoying, 
sharing, and editing photos or movies; creating a 
presentation; and much more. 

                                  

the one to one program was created to help build 
customers for life. it was designed on the premise 
that the more you understand a product, the more 
you enjoy it, and the more likely you are to build a 
long-term relationship with the company. 

Touch the computer. one tactic Creatives use to help 
you find your inner genius is to encourage you to 
touch the computer. they point to items on the 
computer (always with two fingers, which is less 
threatening) and ask the customer to actually do 
the task. they will not grab the computer from 
the customer and do something themselves 
unless they ask permission first with phrases 
such as ‘may i touch the computer?’ Creatives are 
trained to let the customer control the experience 
because it builds their confidence and makes 
them more comfortable with the notion that they 
can accomplish a task they didn’t know how to do 
when they walked into the session. the experience 

is fun, enjoyable, and empowering 
– an effective combination to win 
customers for life.

one former apple retail executive 
told me that early in the apple 
store history, apple learned that 
former teachers made exceptional 
instructors as well as salespeople. 
a teacher is more likely to probe, 
ask the right questions, and 
ultimately give the customer a better 
recommendation. You’ll find many 
former teachers at apple. But apple 
also hires people as diverse as their 

customer base – young and old, quirky 
and straitlaced, every personality is 
represented. apple celebrates diversity 
in its hiring and, by doing so, designs 
a culture where everywhere has an 
inner genius they want to share and 
celebrate. the apple store doesn’t sell 
anything. they empower their customers, 
enrich their lives, and, as a result, build 
loyal customers who become the brands’ 
strongest advocates. 

Carmine Gallo is a communications coach 
and author of The Apple Experience: 
Secrets to Insanely Great Customer Loyalty 
(McGraw-Hill). Learn more at http://www.
appleexperiencebook.com.
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