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ÒOnly whe n the  q uestions bec ome more  imp ortan t than  the  a nswers w ill the  so lutions 
emerge.Ó 
  
Ñ  Mystère, Cirque du Sole il 
 
 
 
ÒThe  b ig  sec ret to c ustomer servic e: we  a nswer the phone .Ó 
 
Ñ  Graham Weston, Chai rman , Rac kspac e 
 
 

 
ÒTak e  c a re o f your emp loyees, they will tak e  good  c are of your c ustomers an d  that  w ill tak e  
c are  of busine ss.Ó 

 
Ñ  Toby Redshaw, Globa l Chief Info rmat ion Offic er, Aviva   
 
 
 
ÒWord  of mouth rules, everything  else d rools.Ó 
 
Ñ  Ted Wright, Chief Exec utive  Offic e r, Fizz 
 
 

 
ÒKno w thyse lf. Figure  out what  your c omp any  is good  at . Figure  out what  your ind ividual  
emp loyees are  good  at .Ó 

 
  Ñ  Robert C. Wolcott, Co-founder of the  Kellog g  Inno vat ion Network 
 
 
 
 
 
 
 

 
Summary prepared by: 
 

Stephanie Wolcott 
Content Direc to r  
KIN G lob a l 
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EXECUTIVE SUMMARY  
  
Framing the Conversation 

Ultima tely, business is about serving the c ustom er. Without c ustom ers, a  business wouldnÕt exist. 
But how well do most o f us rea lly know our c ustomers? How often do we rea lly c onnec t with 
them ? How well do we meet or exc eed  their needs? KIN delega tes c onvened  in Las Vega s from 
a round  the world  to  foc us on this essentia l top ic .  
 
 
THEMES 

During the two days, we foc used  on emp loyees as m uc h as c ustomers and  exp lored  the 
rela tionship  b etween the two.  We hea rd  about ways to  motiva te and  tra in emp loyees to  d eliver 
the b est c ustom er exp erienc e possib le.  We sp ent a  session looking in deta il a t one c ompa ny tha t 
has ac hieved  phenomena l suc c ess and  pulled  them selves out o f c ommod ity sta tus b y p rovid ing 
the b est c ustom er servic e in their industry.  We a lso extend ed  the ro le and  rela tionship  with 
c ustom ers to  look a t them as a c tive pa rtic ipants in p roduc t d evelopment and  marketing.   
 
 
 
KEY DIALOGUE INSIGHTS AND QUESTIONS 

• A high level o f emp loyee ownership  often leads to  a  high level o f c ustomer sa tisfac tion.  

How do you foster a  sense of ownership  in both emp loyees and  c ustomers? 

• The entire c ustom er exp erienc e is important, not just the po int o f sa le.  How c an a  

c ompany exc eed  c ustom er expec ta tions c ontinua lly? 

• You c anÕt b e a  c ustom er-fac ing c ompany unless you fac e the c ustom er.  But how do you 

keep  foc used  on your c ore c ustom ers, while keep ing  an eye on the p eriphery for rad ic a l 

c hanges? 

• To pull your c ompany out o f c ommod ity sta tus, c om pete on servic e, not p ric e. 

• Find  out wha t emp loyees a re good  a t and  assign them to ro les tha t p lay to  their 

streng ths. When hiring, look for the b est p eop le, no t ones with sp ec ific  skill sets. 

• Ask c ustom ers to  b e a  more integra l pa rt o f your business. Ask them to do more. It will ga in 

you loya lty and  new p roduc t idea s.  

• How do these rec omm enda tions app ly to  China / Ind ia  and  the develop ing world ? 

• Are loya lty p rograms relevant for b -to-b  businesses? 
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Monday, February 8, 2010 
 
Theme 1:  Why Innovating Around the Customer Experience Matters 
 
SESSON 1:  THE OWNERSHIP QUOTIENT 
 

Joe Wheeler 
Exec utive  Direc to r, The  Servic e  Profit Chai n Institute 

 
Joe Wheeler opened  the d ia logue by looking a t how to  frame c ustom ers as owners. He began 
by exp la ining the c onc ep t o f c ustom er ownership . 
 
Five Asp ec ts o f Ownership : 

1.  Ownership  Opportunity for Customer 
2.  Stra tegy tha t Levera ges Va lue Over Cost 
3.  Put Customers to  Work 
4.  Engineer Ownership  
5.  Build  Strong Adap tive Culture 
 
He then d esc ribed  the benefits o f c ultiva ting a  group  of c ustomers who feel a  sense of ownership  
inc lud ing the more obvious b enefits o f: c ustomer loya lty and  retention, rela ted  sa les and  referra ls. 
However, c ustomers c an a lso bec ome va luab le pa rtic ipants in R&D as well.  
 
How do you d esign servic e enc ounters tha t enga ge c ustom ers? 

• Ge t bad  exp erienc es over with ea rly  
• Segm ent the p lea sure and  c omb ine pa in 
• Build  c ustom er c ommitm ent through c hoic e 
• Stic k to  ritua ls 
• Finish strong 
 
 
SESSION 2:  ENGINEERING DELIGHT AT HARRAH’S ENTERTAINMENT  
 
 David Norton 
 Chief Ma rketing  Offic er, Harrah Õs Ente rta inment  

 
 Terry Byrnes 
 VP of Customer Sa tisfac tion, Harra hÕs Entertainment  
 
With 90 million+ guests, 60,000 slo t mac hines, 2,400 ta b les and  40,000 hotel rooms, Ha rrahÕs 
Enterta inm ent ha s bec om e an expert in c ustom er servic e on a  ma ssive sc a le. In this session, two 
senior Ha rrahÕs exec utives wa lked  d elega tes through wha t it takes to  enterta in and  d elight 
Ha rrahÕs guests. 
 
Norton deta iled  Ha rrahÕs Tota l Reward s Program, whic h is lead ing the industry, with 40 million 
c ustom ers. They add ed  tiers to  the p rogram: go ld , p la tinum, d iamond  and  seven sta rs.  More 
than 80% of their gaming revenue is trac ked  to  a  Tota l Rewards c a rd , whic h p rovid es Ha rrahÕs 
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with an unp rec edented  amount o f c ustom er informa tion.  This world -c lass business intelligenc e 
a llows Ha rrahÕs to  shift from thinking to  knowing. 
 
Ha rrahÕs innova tes in pa rt by p repa ring for potentia l future opportunities.  For instanc e, if online 
poker bec omes lega l, Ha rrahÕs ha s worked  on p repa ring to  p rovide this servic e and  integra ting it 
into  their Tota l Rewards p rogram.  They have c rea ted  a  portfo lio  o f op tions to  b e p ro-a c tive to  
regula tory c ha nges, bo th risks and  opportunities. 

 
Terry Byrnes desc rib ed  the ingred ients o f their Custom er Sa tisfa c tion Assuranc e (CSA) ethos, 
based  upon two tenants: friend ly/ help ful sta ff and  reduc ed  wa it tim e.  Emp loyees a re 
enc oura ged  to  p erform well by linking 25% of their b onus to  their CSA c omposite sc ore. 
 
For Ha rrahÕs, Tota l Servic e m eans: The p romise we m ake to  c ustom ers and  to  eac h o ther, to  
exc eed  expec ta tions and  outperform c omp etitors in c ustom er c a re.  Ha rrahÕs takes 
measurem ent o f c ustom er sa tisfa c tion seriously, ga thering 8 million da ta  po ints p er yea r.  With 1.2 
million surveys sent out, c ustomers responded  by re turning 300,000 c omp leted  surveys.  Ha rrahÕs 
ac hieved  the high response ra te by entering respond ers into  a  sweepstakes.   Ha rrahÕs viewed  
both quantita tive AND qua lita tive feedb ac k as important, sp ec ific a lly the vo ic e of c ustom er 
c omments. Ha rrahÕs sha res c ustom er c omm ents d irec tly with emp loyees, both good  and  bad . 
This sha ring c rea tes emotiona l c onnec tions for both managers and  emp loyees to  c ustomers. 

 

SESSION 3:  BREAKOUT TOURS AND WORK SESSIONS 

HarrahÕs sta ff led  a  va riety o f b reakout tours a nd  work sessions for KIN d elega tes. The Conduc ting 
Buzz Sessions tour enta iled  taking d elega tes b ehind -the-sc enes to  show wha t it takes to  keep  a  

la rge sta ff foc used , energ ized  and  inform ed .  In this tour, delega tes exp erienc ed  ÔbuzzÕ sessions 

with housekeep ing a nd  offic e sta ff tha t Ha rrahÕs holds da ily to  help  emp loyees make the 
transition from home to  work.  Ha rrahÕs sessions inc lud ed : 

• Conduc ting Buzz Sessions 
• Rea l Time CRM in Ac tion  

• Managing Lines  

• Reward  and  Rec ognition 
• Mea suring Custom er Delight!

 
 

!

Theme 2:  Designing for Emotional Impact 
 
SESSION 4:  BEHIND-THE-SCENES AT MYSTERE 
 
During a  p riva te aud ienc e with the peop le who manage, c rea te and  p erform Myst• re, 
delega tes rec eived  an exc ep tiona l look a t a  c rea tive organiza tion tha t d efined  a  new 
enterta inm ent c a tegory and  ha s p resented  a  financ ia lly suc c essful show for over 17 yea rs.  
 
Only when the questions bec om e more importa nt than the a nswers will the so lutions em erge.  
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Tuesday, February 9, 2010 
 
Theme 3:  ‘Engineering’ Customer Experience Innovation 
 
SESSION 5:  ETCs OF SERVICE:  ENGINEERING PSYCHOLOGY INTO SERVICE ENCOUNTERS 
 

Richard Chase 
Pro fessor, Unive rsity of Southe rn Cal ifornia  
 

The fa c tors tha t c ontribute to  a  c ustom erÕs perc eived  exp erienc eÑ The three ÒTÓs of a  Servic e 
Enc ounterÑ a re Ta sk Ð Job  to  be done;  Trea tment Ð Courtesy and  friend liness; and  Tangib le Ð 
Physic a l and  sensory fea tures of servic e environm ent.  Four fac tors tha t shap e psyc holog ic a l 
experienc e or, the ETCS o f servic e: 

1. Emotions 
2. Trust 
3. Contro l and  c hoic e 
4. Sequenc e and  dura tion o f events 

 
1. Emotions: 
Breaking down the emotiona l a spec t o f the servic e enc ounter invo lves the fo llowing: 
 

1. Antic ipa te likely emotions a t d ifferent touc h points. 
a . Produc t/ Prior history/ Demographic s 
b . Current emotiona l sta te 
c . Highs and  lows o f the enc ounter flow 

2. Emp loy ta rgeted  response 
a . Proac tive response 
b . Approp ria te reac tion (sympa thy, apology, happ iness, rec overy ac tion, e tc ) 

 
Emp loyees c an b e tra ined  to  respond  to  va rious situa tions; for instanc e, if a  c ustomer has a  
positive exp erienc e tha t wa s c aused  by the emp loyee, the emp loyee should  emp hasize it. 
 
Source of Outcome Positive Reaction Negative Reaction 
You  Emphasize Rec overy 
Not You Co-op t Sympa thy 
 
Prof. Chase d isc ussed  how to make a  memory feel b etter a fter the event.  Emotions influenc e 
wha t we remember and  tha t emotions a re stored  sepa ra tely from memory.  Onc e a  c ompany 
has determined  wha t emotion they want to  engend er in c ustom ers, they c an go about d esigning 
a  c ustom er experienc e tha t elic its those feelings. 
 
Examp les o f Emotions: 
Ha rrahsÕ: Feeling o f luc k 
Disney: Delight 
Mc Kinsey: trust 
 
2. Trust: 
Custom ers must feel tha t emp loyees a re not only c ompetent, but tha t they c an b e trusted  to  ac t 
in the b est interest o f the c ustom ers, even when c ustomers a re vulnerab le.  Some ways to  do this 
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a re to  p rovide evid enc e o f exp erienc e and  qua lific a tions of emp loyees, p rovide testimonia ls 
from other sa tisfied  c ustom ers and  adhere to  soc ia l norms, suc h a s taking a  numb ered  tic ket 
when a  line is imp rac tic a l.  Also, emp loyees should  b e motiva ted  by inc entives to  serve c ustom ers 
well, p rovid ing emp loyees with c lea r bounda ries of empowerment and  antic ipa te po tentia l 
p rob lems b efore they oc c ur. 
 
3. Contro l and  Choic e 
Make it appa rent tha t someone is in c ontro l.  This puts the c ustom er a t ease bec ause they know 
there is a  p roc ess and  tha t it works well.  If it is app rop ria te, g ive a  c ustom er the feeling tha t he or 
she ha s c hoic es, but no t too many. 

 
4. Sequenc e Theory 
The c yc le of an enc ounter has both peaks and  va lleys. 

- Crea te a  d istinc t high 
- Crea te a  positive trend  in the p roc ess 
- Manage p erc ep tions of dura tion 
- Manage bad  news.  Ge t the bad  news out o f the wa y.  Avoid  d read . 

 
Casino Study: 
To illustra te sequenc e theory, he gave the examp le of a  c asino and  its c ustomers. 

- Jac kpots a re p eak events 
- Custom ers return sooner a fter a  win 
- Custom ers return sooner a fter a  jac kpot 
- Custom ers take longer b reaks during their sequenc es when they a re winning 

 
At the end  of the session, d elega tes were asked  to  b reak into  sma ll groups to  d isc uss how the 
ETCs rela te to  their own c ompanies and  how they c a n integra te wha t wa s lea rned .  Among the 
thoughts sha red  inc lud ed : 
 
Polly Flinn, VP Globa l Ma rketing, BPÑ  Non-users c a tegories a re em erg ing in d evelop ing c ountries. 
New users must b e educ a ted  into  the experienc e o f tha t c a tegory. How do you c rea te tha t first 
time exp erienc e? If you g ive them a  good  exp erienc e, you have them loc ked  into  your b rand . 

 
Paul Epner, KIN Hea lthc a re Industry Lea d , KIN Globa lÑ  Companies need  to  shorten the lea rning 
c urve and  look a t how to  help  p eop le through the entry po ints. 

 
 
 
SESSION 6: ENGINEERING DELIGHT AT RACKSPACE HOSTING  
 
 Graham Weston 

Chai rma n, Rac kspac e 
 

Graham Weston, c ha irman of the world  lead er in web  hosting, Ra c kspa c e, wa lked  KIN delega tes 
through wha t it takes to  not only a c hieve, and  ma inta in position a t the top  o f their industry. He 
foc used  on the fana tic a l support e thic  tha t makes Rac kspa c e a  world  leader.  To p rove his po int, 
he asked  a  d elega te to  c a ll Rac kspac e c ustom er servic e live during the p resenta tion, and  a  
c ustom er servic e rep resenta tive answered  the phone a lmost im med ia tely.  Rac kspa c e does not 
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have automa tic  answering so ftwa re a t a ll.  They donÕt need  it.  In fac t, the more Ra c kspa c e 
answers the phone, the more c ustomers feel c onfid ent using ema il instead . 
 
A snapsho t o f Rac kspac e: 

- 58,000 servers 
- 1.5 ema il boxes 
- 40% of Fortune 100 business 
- 80,000 c ustom ers 

 
Trust is built with every sing le interac tion.  Although it is risky to  c la im the best c ustom er servic e, 
bec ause it is d iffic ult to  own and  p rove it, c ustom er servic e is wha t pulled  Ra c kspa c e out o f a  
c ommod ity enterp rise.  Do  no t look a t your c ompanyÕs p roduc t or servic e as a  c ommod ity, even 
if the market thinks it is.  For insta nc e, Robert C. Wolc ott, Found er, KIN, gave the examp le of 
Cem ex, a  c ompany in one o f the least innova tive ind ustries, c em ent. They b ec om e the most 
innova tive through c ustomer servic e b y asking the q uestion:  How do we make it ea sier for our 
c ustom ers to  do business with us? 
 
The opposite is the d enia l o f servic e model. ÒIf we donÕt help  you, we make more money.Ó Cut 
c osts by d enying servic e is the mind set o f Ra c kspa c eÕs c omp etition. 
 
The emp loyee c ulture a t Ra c kspac e is ega lita rian and  transpa rent.  Everyone sits in c ub e.  All 
emp loyees a re c onsid ered  insid ers, in tha t the c orpora te books a re open.  Young peop le in 
pa rtic ula r exp ec t non-hiera rc hic a l ma nagem ent ba sed  on resp ec t for c apab ilities, no t title. Also, 
a  sense o f purpose is very important to  them.  Young peop le want to  feel tha t their c ompany 
a ligns with their va lues.  Ra c kspa c e rec la imed  a n o ld  build ing and  a re re-gentrifying the 
c ommunity, making Ra c kspa c e bo th environmenta lly and  soc ia lly c onsc ious.  Although hosting is 
a  huge energy user, their server fa rms a re ac tua lly a lmost twic e a s effic ient as hosting in-house, 
bec ause utiliza tion ra te is higher. 
 
 
SESSION 7: EMBEDDING THE CUSTOMER INTO THE ORGANIZATION —USING CUSTOMER 
COMMUNITIES TO CHANGE YOUR COMPANY  
 
 Diane Hesson 

CEO 
Communispac e 

 
Corpora tions must c omp letely rethink their rela tionship  with c ustomers.  The em ergenc e of online 
c ommunities and  soc ia l m ed ia  ha s re framed  the lines of c ommunic a tion, and  c orpora tions who 
engage c ustom ers p roa c tively c a n reap  the b enefits.  Custom ers want to  c ontribute to  the 
suc c ess of a  c ompany without even getting pa id  for it.  They want to  b e hea rd . 
 
Trends: 

- Your c ustomer exp erienc e is now online too. 
- Custom ers a re invo lved , even if you donÕt a sk them 
- Listening is funda menta l to  getting the c ustom er exp erienc e right 
- Listening c an b e a  d ifferentia ting exp erienc e in itself 
- Online advertising is sa tura ted , b etter to  build  a  c om munity 
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Sc hwab , for instanc e, p ro-ac tively enga ges their c ustomers in the resea rc h and  d evelopm ent 
p roc ess.  They rec ruited  400 GenXers and , a s a  result o f their input, c rea ted  a  High-Yield  Chec king 
Ac c ount p roduc t. 65,000 high-yield  c hec king ac c ounts have been issued .  This is an examp le of 
c rowd -sourc ing, c o-c rea tion, op en innova tion or ma ny other names.  Another examp le g iven 
was Kra ftÕs launc h of a  c onsum er c hannel in 2004.  Kra ft had  d ec la red  tha t it wa s ded ic a ted  to  
hea lth and  wellness and  need ed  to  p rove it.  They invited  mom s to  b ec om e m emb ers and  based  
on feedba c k, c rea ted  the 100-c a lorie pa c k line of p roduc tsÑ a  whole new c a tegory a t Kra ft. 
  
CDW is a  b -to-b  examp le.  In c rea ting an online c om munity for CDW, Hesson d isc overed  tha t a  
key to  grea t c ustom er servic e was for ea c h c ustom er to  have their own rep .  
 
Rules for Consum er Engagem ent: 

-   Curiosity 
-   Continuity 
-   Crea tivity (journa ls, mystery shop , respond , not just surveys, take photos or vid eo of things) 
-   Circ ling ba c k (about wha t we d id  with the info) 
-   Online and  o ffline 
-   Transpa renc y 
 
 
Theme 4:  Telling the Story 
 
SESSION 8: WORD OF MOUTH MARKETING 
 

Ted Wright 
CEO 
Fizz 

 
With the avera ge Am eric an exposed  to  over 6,800 c ommerc ia l m essages a  day, how does a  
c ompany get its m essa ge out?  Ted  Wright posits tha t the c hannel o f c hoic e is word  of mouth, 
c iting a  stud y tha t found  92% respond ents list word  of mouth as b est sourc e for p roduc t id eas.  
ÒWord  of mouth rules, everything else d rools.Ó 
 
76% of Am eric ans ta lk about a t lea st 1 b rand  every d ay.  15% of every c onversa tion in Americ a  
inc ludes som ething about a  p roduc t or servic e. 
 
Wright wa lked  delega tes through a  suc c essful Word  of Mouth (WOM) c ampa ign, sta rting with 
asking WGAF?Ñ Or, ÒWho g ives a  fig?ÓÑ and  then ap p lying the IRA Test: is the p roduc t or servic e: 
interesting, releva nt and  authentic ? 
 
In p lac es like China  a nd  Ind ia , b rand  has to  sta rt som ewhere.  Can b rand  sta rt with WOM first? 
China  and  Ind ia  have not had  35 yea rs of ub iquitous marketing, so b illboa rds, rad io  and  TV still 
work. However, in a  c a se where the governm ent c ontro ls the m ed ia  suc h as the Mayor o f Beijing 
removing b illboa rds during the Olymp ic s, WOM c an be used  to  get the word  outÑ you c anÕt 
keep  WOM down.  
 
WOM sta rts slow, but then takes o ff. Broadc a st sta rts strong, but end s the mom ent you stop  m ed ia  
spots. 
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Rec ip e for WOM Suc c ess 

1. Identify lea dership  group  or c onversa tion c a ta lysts 
2. Find  the ta lkers 
3. Give them som ething to  ta lk about 
4. Crea te the too ls to  get the movement sta rted  
5. Allow p eop le to  jo in the movem ent 
6. Mea sure the results 

 
Wright gave a  riveting exa mp le o f a  highly suc c essful WOM c a mpa ign he c onduc ted  for the 
Americ an Da iry Assoc ia tion to  enc ourage the c onsump tion of c hoc ola te milk.  He and  his team 
found  an ac a demic  study c la iming tha t c hoc ola te milk was the b est d rink to  c onsum e a fter a  
workout.  He set midd le sc hool kids as the ta rget ma rket and  foc used  on c onnec ting with high 
sc hool c oa c hes.  Coa c hes a re peop le high sc hool students respec t a nd  high sc hool stud ents a re 
resp ec ted  by midd le sc hool stud ents. Footba ll c oac hes a re the top  of the c oa c h group  and  so 
they were ta rgeted  first.  Of c ourse, where foo tba ll p layers go, c heerlea ders fo llow, a nd  then 
everyone else fo llows c heerlead ers.  This c ampa ign resulted  in a  500% inc rease in sa les, a  story on 
ESPN by Lou Holts and  c ontinues to  b e c ommented  on in the m ed ia .  
 
 
REFLECTIONS FROM THE 2-DAY DIALOGUE 
  
KIN delega tes worked  in sma ll, lea der-fac ilita ted  groups to  re flec t upon wha t resona ted  and  how 
wha t they lea rned  c ould  inform bo th their c ompa ny stra tegy and  a lso their ind ividua l goa ls.  Key 
lea rnings were: 

¥  Your c ustomer exp erienc e is now online a s well. 
¥  Look for opportunities to  c eleb ra te c ustom ers, no t just serve. 
¥  There is no suc h thing as ma ture markets, only ma ture marketers. 
¥  Never underestima te the power of n+1 
¥  Find  wha t works in one loc a tion and  c asc ad e it a round  the c ompany. 
¥  The wa y we listen to  c ustom ers is a ll wrong. We need  soc ia l networks to  ga in feedbac k. 
¥  To wa lk in someoneÕs shoes, you need  to  take your own off first. 
¥  Identify a  simp le, foc used  stra tegy a nd  behaviors tha t reinforc e it. 
¥  Pic k the b est p eop le and  then p lay to  their strengths. 
¥  Sta rt with emp loyeesÑ Layer 8 issues. 
¥  Listening in itself c an be a  wa y to  strengthen rela tionships with c ustomers 
¥  Change inc entives based  upon d esired  outc ome. 
¥  The c ustom er rela tionship  is about muc h more tha n the po int o f sa le. 

 
Open questions inc luded : 

¥  How do you d efine flexib ility vs. c ontro l for bo th em p loyees and  c ustomers? 
¥  How do you c ultiva te a  c ulture o f exp erim enta tion within c orpora tions?  Simp le in theory    
    but d iffic ult in exec ution. 
¥  How do you app ly wha t weÕve lea rned  to  the pub lic  sec tor? 
¥  Is there a  struc tura l lim it o f Ôtoo b ig  to  serveÕ? 
¥  How do you ma inta in c ulture during M&A 
¥  Does a  1-5 sc a le c ap ture the c ustom erÕs experienc e?  
¥  Wha t a re the b ig  imp lic a tions of Fa c ebook? 
¥  Wha t is the future o f d ig ita l interac tion? 


