25 Business leaders speak out on Customer Experience
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	Dale Wolf, Editor, The Perfect Customer Experience 
The perfect customer experience is one which results in customers becoming advocates for the company, creating referral, retention and profitable growth. This goes way beyond creating marketing slogans or ad campaigns. This has to touch every department in an organization, all operating with a common understanding of vision and strategy and with a consistent experience delivered at every customer touchpoint.


	


	Mark Barrenechea, CEO, Computer Associates

We are creating a team that will deliver a common architecture across our products, accelerate our advanced research in the industry and continue to enhance the customer's experience in usability, installation and deployment of our products. So we brought these teams together into a new office of the CTO.
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	Louis Columbus, Marketing Manager, Cincom
The only resolution that business leaders really need to make is to choose that single strategy, initiative or service that is of the most value to its customers and to bring intensity to its fulfillment the likes of which your company has never seen before. That’s how lasting change happens – one goal, one focus – with intensity that surpasses what is expected both internally and by customers.

	


	Scott Cook, CEO, Intuit Software

Software companies should pay as much attention to delivering great customer service as they do to creating great products. Make everyone talk to customers: Virtually every Intuit employee--including senior managers--is required to spend up to four hours every month handling tech support or telemarketing calls. That's the single most important thing we do.

	


	Michael Dell, CEO, Dell Computer

Our plan for re-storing Dell to market leadership begins with customers … we'll restore loyalty and continue customer experience improvement with a focus on the activities with the best ROI. We will differentiate with customer experience; deliver value, but go beyond this with our unique understanding of customers; move to Solutions and Services; use database marketing and targeting for smaller customers; leverage our unique supply chain; regain our cost position; and build some new sources of sustainable profit including using intellectual property to differentiate.
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	Steve Ells, Founder, Chipotle Restaurants

"When I created Chipotle in 1993, I had a very simple idea: Offer a simple menu of great food prepared fresh each day, using many of the same cooking techniques as gourmet restaurants. Then serve the food quickly, in a cool atmosphere. It was food that I wanted, and thought others would like too. We've never strayed from that original idea. The critics raved and customers began lining up at my tiny burrito joint. Since then, we've opened a few more."

	


	Alex Gonzalez, CEM Leader, GE Insurance

Every time one of our customers or distributors comes into contact with us they have an experience. It will be good or bad but they will have one. Our goal at GE Insurance Solutions is that they have a great experience when they do business with us.
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	Jerry Gregoire, CIO, Dell Computer 
The customer experience is the next competitive battleground. Sure, we want people to think that our computers are great. But what matters is the totality of customers' experiences with us: talking with our call-center representatives, visiting our Web site, buying a PC, owning a PC. The customer experience reflects all of those interactions."

	


	Dave Guidette, VP of Engineering, Square D
At Square D, we are committed to continually enriching the customer experience and ensuring that their needs are not only met, but exceeded. This is particularly important for our customized, designed-to-order business, which requires significant hands-on engineering involvement. Through our implementation of Centric Innovation, we incorporate the customer into the development process - increasing product value as the 'voice of the customer' is heard from the project's outset, and concepts are digitally validated throughout development. This increased efficiency enables our team to drastically decrease order fulfillment time from as much as eight weeks to a few days, and therefore increase volume of business achieved by 20 to 30 percent

	


	Bob Herbold, Ret. COO, Microsoft

Marketing will change, I think, quite dramatically. You’re going to see more brands do good things for people in terms of providing service, as opposed to running a traditional message that pounds the attributes of the brand. I think marketing is going to take a turn where, to establish your branding, your values and your capabilities, you’re going to have to demonstrate by giving people useful services and information. And that’s what will cause the formation of brand in the mind of the consumer – as opposed to what we’ve thought about for the last 20, 30, 40 years, in terms of stopping the consumer and making them watch something, or stopping the consumer and hoping they read that magazine ad.
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	Jeff Hunter, Director Global Technologies, 
Electronic Arts Video Games
The people closest to the customer should be the people who have the greatest insights into what customers really need. I believe that service companies actually can have comparative advantage over product companies in certain ways, since more resources are allocated to customer touch points. Every company that fails to capitalize on the creative capacity of its workforce is digging for coal in a diamond mine. The closer that a manager is to people who pay money for your goods or services, the more likely that person is to innovate in ways that are beneficial and constructive for the organization. You challenge them to constantly lower the cost of change and they will turn your business into innovation factories. So think of your “sales associates” as creatives first and sales people second, and you will be following the first innovation constant. Be relentless in giving them the tools and incentives to decrease innovation cycle times and you will be observing the second innovation constant. But it’s not just about service workers. It’s about getting everybody, and I do mean everybody, into alignment with those two innovation principles.



	


	Mark Hurd, CEO, HP

We need to provide the best total customer experience for customers buying HP products and services. Partners play a vital role in how customers perceive HP. We want to make sure that that customer experience is consistently excellent, and that requires a strong commitment from both HP and from our partners. More than anything, our new business model is about bringing clarity, accountability and responsibility across the company.
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	Jeff Immelt, CEO, General Electric 
We are using a simple metric called Net Promoter Score (NPS) to measure how customers view GE. NPS creates a view of customer loyalty. The absolute score is less important than the trend. We learn from both promoters and detractors. Most importantly, we have been able to associate NPS improvement with profitable growth of our company. NPS is simple and we can use it across the Company. Our ultimate goal is to use improvements in NPS as a measure in how leaders get compensated.
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	Tim Kopp, Chief Marketing Officer, WebTrends 
There's never been a more exciting time to be in marketing. But only if you love change, embrace challenges, and are willing to learn new things and turn potential setbacks into opportunities to optimize your results. Today consumers are participating in creating brand messages and expressing themselves using the brands that resonate with them. They're also personalizing the way they shop, interact, watch, listen, and communicate.

	


	Mike Linton, EVP and CMO, Best Buy

Customers are at the heart of everything we do. Whether we're personalizing service or expanding product selection, we're constantly refining customer experiences to make shopping at Best Buy more fun and easy.
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	John Mackey, CEO, Whole Foods 
Management's job is to take care of employees. The employees' job is to take care of the customers. Happy customers take care of the shareholders. It's a virtuous circle.
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	Bruce Henderson, CEO, Imation

Imation is built on a foundation of five elements: our leading market position in removable data storage, solid operational and cost discipline, technology leadership, a strong financial position, and delivering an outstanding customer experience. Information that is important to individuals is increasingly in digital form -- not just business records and correspondence -- but the music, images and pictures that give depth and texture to individuals' lives -- all are being captured and stored digitally. The questions end-users ask us about storing their data are as varied as the requirements of their applications. "How fast can I access my data? How much can I store in a single device? What is the cost per megabyte and the total cost of managing my data? How secure is my data? How portable is my data? Different user needs result in a wide variety of storage formats and architectures and we respond to this broad array of customer experience requirements.
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	Anne Mulcahy, CEO, Xerox

'Everything we do begins and ends with the customer. Our top goal--our unparalleled priority--is to create a great customer experience. If we do that everything else will follow--the revenue, the profit, the market share. Everything. Focusing on the customer is our number one goal.
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	Bob Nardelli, Former CEO, The Home Depot 
It became clear early on that what had gotten the Home Depot to its first $50 billion was not going to get it to the next $50 billion. I knew that the new competitive arena was the customer’s experience.
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	Marilyn Nelson, Chairman, Carlson Companies 
Businesses today must deliver emotional, authentic experiences to build and encourage sustainable growth for survival in the future. Places ready? Curtain going up!
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	Chris Pilling, CEO First Direct Bank 
The real difference about First Direct is simple. Most banks are about making money. First Direct is about people. Simple but revolutionary. It’s the customer’s money so they should come first. The way we respond to customers is what matters. That’s why our people are hired because of their personality and attitude. Customers refer other customers to us at the rate of one new customer every 5 seconds of every day!
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	Randy Saunders, Customer Experience Management Group, Cincom  
Your brand is on trial every time a customer contacts your contact center -- every contact with the center is a test of the organization as a whole. No matter how much money you put into marketing and developing great products, if the call center is the weak link in that total customer experience, then a negative encounter with your contact center, could in fact drive a customer away. Alternatively, a really great experience, where an agent really cared and helped, is also remembered. A contact center’s ability to respond to a customer's problem or request has a very high influence on the overall experience with that company, possibly much more than the product itself.

	


	Fred Smith, CEO, FedEx

Since we innovate on behalf of our customer, we put a lot of effort into listening to our customers about what they need and want, and how we can improve or fine-tune our services. Research and analysis are the major tools of that listening process and we make extensive use of them. On a less “scientific” level, we have a customer summit each year, in which our top management gathers to listen to various customers whom we invite and to brainstorm solutions based on what they tell us. The most successful innovation is built around five things: listening, brainstorming, choosing an idea, testing, refining and implementing. The first four of those are, in essence, research and analysis.
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	Jim Wicks, VP, Customer Experience Design, Motorola

We are a technology leader. However, a big change in mobile devices has been to move from being technology-driven to being technology-enabled. This means things are driven by consumers' needs, wants, and desires. Consumers don't say, "Hey, I want a (blank)." They don't talk about technology in terms of what they want to do. They talk about what their objective is or what their desired experience is.

	


	Ed Zander, CEO, Motorola

Inspired by our vision of Seamless Mobility, the people of Motorola are committed to helping customers get and stay connected simply and seamlessly to the people, information, and entertainment that they want and need. We do this by designing and delivering "must have" products, "must do" experiences and powerful networks -- along with a full complement of support services.


