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1. 
At Amcal+ Life Clinic, a focus on customer excellence is what defines us and sets us apart from other 
pharmacies.  

But what is ‘customer excellence’? … 

… It starts with taking a holistic view of customers – understanding that their family, work, social life and health 
conditions all influence who they are. Recognising that people have a unique set of circumstances that define 
them means we can better empathise with our customers at Amcal+ Life Clinic. We see them as more than just 
‘transactions’ and appreciate their individual needs. 

Customer Excellence isn’t just in-pharmacy customer service. It encompasses a view of the customer from 
multiple angles, including an understanding of their motivations (and frustrations), their end to end journey, and 

Animation development 
instructions to come once 
script is signed off. SAMPLE



the kind of experience that will offer them a holistic solution. The ‘experience economy’ is alive and well and is 
redefining how businesses need to engage with their customers to stay current. 
 
Customers are more empowered than ever before with information, technology and access to affordable 
products, so we need to work hard to differentiate the experience we offer from other providers.  
 
We should ask ourselves these questions: 

1. How will the future of healthcare change what we are offering? 
2. Where can we show more empathy for each of customers? 
3. What parts of the customer journey can we do differently or better?  
4. How do we engage in quality conversations that lead to holistic health solutions?  
5. What skills does my pharmacy team need to have in this new world? 

 
We are entering an exciting era, where digital innovation is reshaping how we do things, but we can’t forget the 
importance of a ‘human experience’ – one that fosters relationships and connection. Brands like Apple, Disney 
and Lego all know how to read, understand and provide value for their customers. It’s more than faceless tech, 
there’s purpose and real emotion in what they do. 
 
Let’s consider how Amcal+ Life Clinic can aspire to be like these brands, offering purpose-driven health care 
that puts the customer at the centre. 
 

2. 
Contents 

<Amcal+ Life Clinic logo> 
 
Read the whole module to learn about ‘Customer Excellence’ at Amcal+ Life Clinic, or click on one of the links 
below to see information a particular topic: 
<Click and each link goes to a corresponding title slide> 

1. The future of healthcare 
2. Understanding the customer 
3. Designing a customer-centric approach 
4. Offering holistic solutions 
5. Skills for customer excellence 

 
What’s the purpose of this module? 
This module introduces you to core concepts related to ‘Customer Excellence’ but more information, tools and 
templates will become available throughout your pharmacy’s transition to Amcal+ Life Clinic.  
 

 

3. <Title slide> 
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The future of healthcare 
 

4. Case 
study 

Matt, Graphic Designer, 35 
Matt owns his own business as a freelance graphic designer. He enjoys the autonomy but he’s working on jobs 
for clients during the day, often seven days a week, and trying to juggle all his other management 
responsibilities around this. He’s always tired and lacking energy. He struggles to find motivation to exercise or 
prepare healthy meals and he’s put on a lot of weight over recent years.  
 
Thinking about customer excellence, how could we help Matt? 
Matt isn’t already one of our regular customers, so we need to engage with him in a digital way to let him know 
we’re here to help. Search optimisation ensures we show up in Matt’s search results, when he’s researching 
why he always feels tired. He is able to book himself in for a sleep health assessment online.  
 
Matt receives a phone call from our Health Concierge, who finds out what he is expecting from the appointment 
and preps the pharmacy’s sleep health specialist and BGTY Wellness Coach. Matt ends up being a prime 
candidate for an overnight sleep study and our Health Concierge co-ordinates his journey with our sleep health 
specialist – from testing, results review, CPAP trial and purchase – utlising the online booking tool.  
 
Happy with his CPAP therapy, Matt is ready to begin BGTY consultations with our Wellness Coach. His CPAP 
therapy is regularly reviewed and adjusted remotely as he loses weight. Matt’s GP has been really happy that 
the pharmacy has kept him in the loop throughout this process and is excited to see Matt’s cholesterol levels 
improving with these lifestyle changes. The GP has started referring his other patients to the pharmacy for 
sleep health assessments.  
 
Matt might have considered weight management shakes as a “quick fix”. At Amcal+ Life Clinic, however, we 
can connect with Matt and check in on his complete health picture, so he can walk away with a holistic, tangible 
plan. The plan can be customised to work with his busy lifestyle and paced out correctly, so he’s not 
overhauling everything at once and we can offer access to ongoing support as he is ready.  
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5. The healthcare context: now and into the future 
 
The future of healthcare means moving away from a reactive 
approach where co-ordination and care is limited or ad hoc, to a 
proactive model where true engagement between patients and 
health care providers is emphasised. It’s all about listening, 
shaping and responding to customers’ expectations in more of a 
partnership, rather than dictating solutions. 
 
Customers accessing health care in modern contexts want to: 

• be more informed and involved in conversations about 
health 

• be empowered and feel like an active participant in 
decision-making 

• have the ability to manage their health independently, 
where possible 

• receive prompt, appropriate and individualised help when 
required.  

 
At Amcal+ Life Clinic, empathising with emotional concerns, 
adopting user-friendly language when discussing treatment, and 
recognising holistic needs are just some ways we will bring this 
emerging context to life.  
 

Simple text with side bar 
please. 
 
Can we put a graphic in 
sidebar that has these 
labels on each tab: 

• Physical <Icon> 
• Mental <Icon> 
• Emotional <Icon> 
• Social <Icon> 
• Environmental 

<Icon> 
• Spiritual <Icon> 

In the centre, put ‘Holistic 
Health’ 

Health these days doesn’t just mean 
the absence of disease. We need to 
take a more holistic approach. 
 
What is holistic health? 
 
All the parts that make someone 
whole, or in other words, his/her 
physical, mental, emotional, social, 
environmental and spiritual 
wellbeing. 
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6. The experience economy 
 
The ‘experience economy’ is a term used to describe a more holistic 
approach to satisfying customers with a focus on feeling, engagement 
and meaningful interactions. According to Pine and Gilmore in ‘The 
Experience Economy’, to cultivate an ‘experience’, businesses must 
orchestrate memorable events for their customers, and that memory 
itself becomes the product or the ‘experience’.  
 
An experience should not be confused with service as they are 
distinctly different. Service is more passive in nature and while it can 
still offer something of value, experiences are more active and 
focused on long-term connection. 
 
‘Experience’ is also not about wrapping experiences around 
traditional services. For example, think about Disneyland compared to 
other theme parks around the world – it integrates the guest 
experience into everything it does and is renowned worldwide. 
Brands like Apple, Harley Davidson and Lego all have a similar 
emotional pull with customers.  
 
In some ways the customer experience is ‘intangible’ – it’s a feeling 
that lasts long after the event – it’s what makes a customer think of a 
brand, use a brand and recommend a brand. It is not just a set of 
processes that are rolled out, it’s about cultivating a strong sense of 
purpose and building relationships. 
 

Sidebar please. 
 
 
 
 
 
 
 
 
 
 
 
 
 

Think about the kind of 
experience we are creating at 
Amcal+ Life Clinic, and ask 
yourself these questions: 

1. In my own words, what is 
the Amcal+ Life Clinic 
purpose? 

2. What feeling do I want 
my customers walk away 
with? 

3. How are we encouraging 
our customers to share 
their health story? 

4. What makes my 
pharmacy more 
memorable than others? 

5. What roles do my team 
members play in 
experience design? 

6. How are we encouraging 
our customers to give 
their feedback? 

7. Can you think of a time 
you created an 
experience for one of 
your customers? SAMPLE



7. The digital impact 
 
Digital ecosystems have revolutionised healthcare and customers are more empowered than ever with 
knowledge and tools to manage their own health. They can self-monitor many aspects of their health, from the 
number of steps they take each day to continuously monitoring their blood sugar levels. Because they are more 
informed, customers want to feel involved in conversations about their health and maintain ownership over their 
choices. 
 
Trends that will change the way healthcare is experienced by the customer include… 

 
Electronic Prescription Service 

 
Electronic Health Records 

 

 
Omnichannel Experiences 

Electronic prescribing changes the 
way patients receive and retrieve 
prescriptions. The safe and 
secure transfer of prescription 
information between the 
prescriber and the pharmacy will 
positively impact the customer 
experience. The benefits of e-
prescribing include enhanced 
patient safety and care, reduced 
costs related to medication errors, 
increased access to patient 
prescription records, and 
improved pharmacy workflow.  
 

The introduction of Electronic 
Health Records, such as My 
Health Record, means healthcare 
providers can access a fuller 
picture of a patient’s health 
history. Customer treatment can 
be considered from a more holistic 
perspective, and the customer 
themselves can track and record 
their own health information via 
the electronic portal. This opens 
up potential for better dialogue 
between the customer and 
healthcare professionals.    
 

In a digitally-empowered world, 
customers are looking for 
seamless shopping experiences, 
irrespective of channel. An ‘omni-
channel’ experience is an 
approach to marketing, selling and 
serving customers that creates a 
cohesive customer experience 
– no matter how, when or where a 
customer reaches out. It’s about 
making sure all channels feel 
integrated – across, for example, 
advertising, ecommerce, social 
networks and in-pharmacy.  
 

 
Digital experiences should not feel like an ‘add on’, but complement the ways we support and serve customers 
at Amcal+ Life Clinic. They are essential to staying current and meeting customers’ increasing expectations 
around accessing what they need quickly, easily and without barriers. 
 

 

8. 
Learning 
check 

Charlotte, Hairdresser, 35 
 
Charlotte is hoping for better support at Amcal+ Life Clinic, after having gone to a pharmacy just outside of her 
medical centre for years. She is changing her diet after being diagnosed with coeliac disease but she isn’t 
getting much help from her regular pharmacy. When she’s gone in, it’s always too busy and the staff haven’t 
had the time to talk through product options with her. She has come into the pharmacy to talk about 
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supplements and is really keen to restore her health, after having spent years with digestive issues and a 
compromised immune system.  
 
How can we apply customer excellence in this situation to help Charlotte? 

a) Tell Charlotte that diet is the best way to restore her health and to keep at it. 
No. By focusing on just the coeliac symptoms and dismissing Charlotte’s desire for total health means 
you are missing out on an opportunity to provide the experience she’s looking for. 

b) Spend some time talking to Charlotte to find out what kinds of results she’s looking for and suggest 
connecting her with a consultant who can assist with coeliac diet and lifestyle advice. Tell her that the 
right supplements can be decided on as part of that conversation. 
Yes. You’re looking at the long-term solution, even if it means the customer isn’t walking out with the 
supplements then and there. We don’t always have to sell something to provide value – there is a 
greater chance of retaining customers by looking at the ‘long game’. 

c) Ask Charlotte a lot of questions, so you don’t lose the opportunity to sell her all the supplements she 
might need.  
No. While Charlotte might buy a supplement, it’s important to work through the holistic picture – to 
make sure she’s accessing the right solution because it could be about more than just supplements. 

d) Launch into the features and benefits of the all the supplements that other people who have coeliac 
disease take. 
No. It is important to recognise that Charlotte’s health picture might be different from someone else’s, 
even if they also have coeliac disease. Working through this is and personalising her solution is 
important. 

 
9. Title slide 

 
Understanding the customer 
 

 

10. Case 
study 

Seema, Student, 22 
 
Seema is a student who is studying Engineering at a university in Melbourne. She is finding winter in Victoria 
really difficult. She grew up in a warm climate year round and doesn’t respond well to the cold. She suffers with 
colds and gets the flu at least once every winter and just when she thinks winter is over, she finds the pollens in 
spring agitate her nose and throat, making her sneeze or cough constantly.  
 
In the past, she has made it through winter and spring with the help of cold and flu tablets (when she’s 
desperate) and nasal sprays. She also uses natural therapies to boost her immune system. She doesn’t 
particularly like pharmaceutical medicines but her natural therapies don’t seem to work when it comes to the 
Victorian climate. 
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Thinking about customer excellence, how could we help Seema? 
In this case, empathising with Seema’s way of seeing health is key. Forcing her to only use pharmaceutical 
medicines to manage her symptoms won’t sit well with her. She needs to be given an opportunity to work 
through some options and feel like she can actively participate in the health conversation, without dismissing 
what is important to her. Starting with a conversation to establish what she needs and is open to is a good 
place to start. 
 

11. Customer personas 
 
At Amcal+ Life Clinic, we know that every customer is unique with unique 
needs. This means we need a flexible set of skills to accommodate this 
diversity. But while we recognise and appreciate diversity, it is helpful for us 
to group customers into segments based on shared characteristics. This 
means we can better serve particular customer groups and identify their 
needs. 
 
To help you understand key customer groups relevant to our pharmacy, we 
can capture them in ‘customer personas’. A persona is a visualisation that 
represents a typical customer group. Using analysis of real customers, 
personas are used to understand who your customers actually are, so as to 
customise experiences in meaningful ways.  
 
Consider the personas below and how they might be used to design two 
different customer experiences. In what ways would you personalise 
experiences for both Barry and Teagan (and the groups they represent)? 
 
<Can we make ‘Barry’ and ‘Teagan’ clickable buttons please. Set up the 
Barry and Teagan personas as visualisations that overlay on this screen 
please. Like this example (scroll down to ‘John Johnson’) – Use stock image of an older man for Barry and a 
woman with kids for Teagan when you make the persona visualisation.> 
 

Click and reveal Barry and 
Teagan headings and then 
overlays/boxes appear 
please. 
 

Finding opportunities 
with customer personas 
 
By creating customer 
personas, it makes it 
easier to understand a 
customer’s motivations 
and frustrations.  
 
Knowing these two things 
is key to providing a good 
customer experience 
because they can be 
addressed in how the 
service is provided.  
 
How we address them is 
thought of as an 
opportunity. 
 SAMPLE



Barry 
 

Barry Smith  
 
Age: 67 
Gender: Male 
Occupation: Retired 
 
Profile: Barry is a pensioner with a family history of heart problems. He 
doesn’t have a driver’s licence anymore, so he walks everywhere and 
catches public transport. 
 
Motivations:  

• Wants to make sure he looks after his heart. 
• Prefers to have his weekends free for grandkids. 

 
Frustrations:  

• If he walks too much, his hip gets sore. 
• Doesn’t like to read instructions. 

 
Teagan 
 

Teagan Brown 
 
Age: 35 
Gender: Female 
Occupation: Solicitor 
 
Profile: Teagan is a working mum with small children and is educated 
and ambitious. She values efficiency at home and at work. 
 
Motivations:  

• Keep up with her busy life. 
• Wants to prevent her children from getting sick. 

 
Frustrations:  

• If she gets sick, it better not slow her down. 
• Not knowing everything there is to know about what medication she is giving to 

her children. 
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12. The customer experience 
 
We live in a world that is quickly embracing an ‘experience economy’. 
Customers are no longer satisfied with empty transactions and are looking 
to connect with businesses in more meaningful ways. Personalisation, aided 
by technology, is becoming increasingly important.  
 
An experience-driven approach is key in differentiating the Amcal+ Life 
Clinic brand proposition from other pharmacy brands. The level of service 
offered will resemble more of an ‘Apple’ and ‘Genius Bar’ experience, rather 
than a more transactional type of interaction.  
 
According to Forrester, people see meaningful customer experiences as: 
<Icon> Useful  
They deliver value 
<Icon> Usable 
The value is easy to find and engage with 
<Icon> Enjoyable 
They’re emotionally engaging and people want to use them 
 
Consider how an Amcal+ Life Clinic customer experience is different if we apply a more holistic approach. 
Think about this in relation to Barry and Teagan (from the last slide) and their individual experiences. 
Now, click on the buttons below to see how we might think more about an experience and holistic solutions… 
 
<Can we make ‘An experience for Barry’ and ‘An experience for Teagan’ clickable buttons please that overlay 
on screen.> 

An experience 
for Barry 
 

As we know, Barry is managing conditions related to his heart and hip and he isn’t able 
to get around as easily as he once did. He also doesn’t like to read instructions and likes 
having things explained to him. How could you personalise an experience for Barry? 
 
Here are some ideas: 

1. Barry needs to look after his heart, so he would benefit from screening and 
education. We could offer BP checks, a Heart Health Check and an action plan. 

2. Barry needs to manage his hip pain, so we could provide him with a Pain 
Management Plan. 

3. Barry needs to manage his visits efficiently, so we could help him with 
medication and prescription management services. We could keep his scripts on 
file (reminding him about medication and prescription refills), and offer DAA and 
delivery services. 

Could use icons like the 
following with the 
information in the 
eLearning. Might look 
better to set out 
horizontally, rather than 
vertically: 

 
Click on and reveal the 
two experiences for Barry 
and Teagan as indicated 
please. 
 

What is a ‘customer 
experience’? 
There are several definitions 
of the customer experience 
but put simply it is how 
customers perceive their 
interactions with your 
business.  
 
It is more than just selling 
and customer service, it 
looks at the end to end  
customer journey and 
considers the ‘lifetime value 
of the customer’, so that we 
engage in ways that foster 
retention and loyalty. 
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4. Barry needs to better understand his medicines, so a solution could be 
MedsCheck; written information, and a follow-up phone call to check-in on Barry 
and answer any questions he might have. 

 
If we engaged with Barry in a transactional way rather than thinking about him 
holistically, this exchange would look different. Barry would more than likely just be 
dispensed medication for his heart condition, as prescribed by his GP, and would be told 
to follow the instructions on the label. He would also be responsible for managing his 
prescriptions himself. 
 

An experience 
for Teagan 
 

As we know, it is important for Teagan to be well-informed. She needs to know 
everything she can about her children’s medicines, and she wants to take a proactive 
approach to keeping her family healthy. How could you personalise an experience for 
Teagan? 
 
Here are some ideas: 

1. Teagan needs an efficient way to manage her family’s medications, so we 
could keep the family’s scripts on file with a reminder service.  

2. Teagan needs to understand everything about her family’s medications, so 
we could email links to useful resources and help her to access CMIs via the 
Amcal App. 

3. Teagan needs to ensure she and her family stay well, so we could create 
relevant action plans specific to her family’s conditions. For example, if the 
conditions were to include asthma, eczema and cold & flu, we could build a 
holistic solution by reviewing these conditions and providing written action plans 
including treatment and prevention options incorporating medicines, 
complementary therapies and lifestyle advice. We could follow up by providing 
additional information resources and inviting Teagan and her family back for 
regular reviews.  

 
If we engaged with Teagan in a transactional way rather than thinking about her and her 
family holistically, this exchange would look different. Teagan would more than likely just 
be dispensed medications for the conditions affecting her family, as prescribed by the 
GP. She would also be responsible for seeking further advice and information herself, 
and figuring out what complementary therapies could work. 
  

 
<Can this be set up a like a tip at the foot of the screen please?> 
Remember! 
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A transaction is when you just give the patient what they ask for and fulfil their request. A customer experience 
is about considering more than this and taking into account their thoughts, feelings and circumstances outside 
the pharmacy. When you do this, you are engaging with them to understand more about what they need and 
can make recommendations more meaningfully. 
 

13. The role of empathy 
 
Creating a customer-centric culture requires putting every team member in the customer’s shoes. It’s about 
seeing things from a customer’s perspective – being willing to go on the journey with them, becoming aware of 
their concerns, and working with them to address unmet needs. It requires patience. 
 
Key in this process is empathy, but what is empathy? Empathy is our ability to understand: 

• what others might be thinking or feeling 
• why others might be thinking or feeling a certain way 
• how others might respond to a given situation. 

 
Empathy is key to building and maintaining relationships. It helps us to develop trust, make good judgements 
and decisions and truly connect with people. 
 
At times, people confuse empathy with sympathy. These words might sound similar, or you might think the 
concepts are generally the same thing, but they are actually different. 
 
Click on the links to learn more. 
<Make the first boxes (icons and intro lines) clickable so that the words pop up on screen once clicked.> 
 

 
 

Empathy fuels connection 

 

 
 

Sympathy drives disconnection 
 

Empathy is understanding what the other person is 
feeling because you have had similar experiences or 

Sympathy is acknowledging that the other person is 
going through an emotional or physical struggle, 

Create (or set up as 
indicated) for empathy v 
sympathy with icons 
similar to what is shown. 
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you’re able to put yourself in their shoes. You are 
willing to get close and be vulnerable with them. 
 
You might use phrases such as… 

• “I’m so sorry to hear that.” 
• “I know how you feel.” 
•  “I can understand how frustrating that is.” 

supporting them and giving them comfort – but from 
a safe distance. 
 
You might use phrases such as… 

• “I feel so sorry for you.” 
• “You poor thing.” 
• “At least…” 

 
At Amcal+ Life Clinic, it’s important that we don’t fall into the trap of sympathising and trivialising a customer’s 
concerns. A truly empathetic approach, when a customer can sense that care is genuine, real and authentic, 
builds the relationship from the ‘inside-out’ and keeps customers engaged. 
 

14. Empathy mapping 
 
At Amcal+ Life Clinic, we can engage in empathy mapping to gain a deeper understanding of the customer. 
Empathy mapping allows us to capture the more intangible aspects about how our customers think, feel and 
act. Getting inside the heads and hearts of our customers is the essence of empathy mapping – we want to 
know both their frustrations and motivations, so we can design our relationship with them to address real, 
actual needs.  
 
Once we identify who we are empathy mapping, we can gather information from different streams to create a 
picture of the customer (or customer group).  
 
<Create an empathy graphic please – based on Dave Gray’s empathy map. Use an animated character still of 
a customer from Amcal+ Life Clinic suite for the image in the middle and place the text around the graphic, map 
style.> 
 
Hear 
What does the individual HEAR?  
E.g. from their family and friends. 
 
See 
What does the individual SEE? 
E.g. in the health industry and from our competitors.  
 
Say 
What does the individual SAY?  
E.g. in-pharmacy and when giving customer feedback. 

Create an empathy 
graphic please – based on 
Dave Gray’s empathy map 
as indicated please. 
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Do 
What does the individual DO?  
E.g. their actions and behaviours. 
 
<Put this inside/on the animated character still or close to it please.> 
Feel 
What does the individual THINK & FEEL?  
E.g. both their frustrations and motivations, and their goals.  
 

15. 
Learning 
check 

Arianna has a son, Luca, who has had leukemia and he was in and out of hospital for more than a year. She is 
well-known at the pharmacy, having been in a lot to have prescriptions filled and to access other home care 
related products. Luca has since been given the all clear but Arianna is still visiting the pharmacy a lot – 
wanting supplements and other products to boost his health. Each time her son has a cold or looks a bit pale, 
she’s dropping in, worried that he’s getting sick again and asks for advice about what to give him. 
 
How would you support Arianna in this situation? 

a) Tell Arianna that her son is fine now and she doesn’t need to worry. 
No. Dismissing Arianna’s concerns, even if her son is well, is not an empathetic approach that 
recognises her anxiousness around her son’s health. 

b) Give Arianna everything she asks for and tell her how sorry you feel for her. 
No. Sympathy is not genuine nor is giving her everything she asks for without first exploring her 
problems and needs – to make sure you are helping her to address them correctly. 

c) Listen to Arianna explain her concerns and tell her how hard it must be worrying about Luca, even if he 
is now well. Hear Arianna out but only give her what she needs (if anything), not what she might think 
she needs. 
Yes. Empathy is key here and it might just mean that Arianna walks out of the pharmacy with some 
kind advice. It’s about making sure you show you care and that you’re not just there to sell her 
something. 

d) Load Arianna up with as much advice and supplements as possible to help her and her son stay well. 
No. While proactive approaches to health are good, it’s important to spend time on getting the full 
picture before giving Arianna advice and products. 
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