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PRAISE FOR THE TEN DEMANDMENTS...

“Building a business model, securing capital, hiring talent, and developing a compelling offer is all for naught
unless you have customers. To carry out a customer-centric strategy, every company needs a customer bible
like The Ten Demandments to believe in and to execute against”

—Guy Kawasaki, CEO, Garage Technology Ventures

“It's hard to think of anyone who can match Kelly Mooney’s insights and creativity in making sense of the
exploding world of customers and the Web. She combines hands-on experience with breakthrough thinking
- which is exactly what most businesspeople need as they try to navigate the new world of competition, a
world where the customer comes first (and second, and third).”

—Alan Webber, Founding Editor, Fast Company

“What a great idea! Here’s an eleventh demandment: If you want your company to succeed, you better
understand all ten of Mooney’s concepts.”
—Seth Godin, Author, Survival Is Not Enough

“Beyond all the hype about meeting customer expectations, exceeding customer expectations, and delighting
customers is the simple reality that most businesses don’t come even close to knowing what customers care
about and certainly don’t communicate well about customers to their employees. Here is a straightforward,
simple, and actionable framework that - once read - is both hard to ignore and hard to forget - do either
one at your own peril”

—Dan Finkelman, Senior Vice President, The Limited, Inc.

“Kelly Mooney has influenced my understanding of consumer behavior and what it takes to delight customers
and when you read this book, | am sure she will influence yours. Distribute this book to all your associates,
only if you want to create a truly customer-centric culture in your organization!”

—Roger Blackwell, Author, Customers Rule! and Professor of Marketing, The Ohio State University.
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PREFACE

WHEN | STARTED OUT TO WRITE ABOUT WHAT CONSUMERS REALLY WANTED — and demanded — from
companies, | was going to write about delivering a Killer customer experience on the Web. Okay,
so now | know that book would have joined the ranks of all the other dot-com dust-collectors
from that bygone, bubble-burst era.

But I knew that what | had learned during my years of examining and critiquing the best and
brightest and worst and dimmest online experiences also translated to the wider world. | realized
that it was immaterial where companies were delivering the best experiences to consumers —
it only mattered if they were.

For most companies (with the exception of the few remaining “pure players”), the Internet has
become not a new business, but rather a thread for weaving together divisions and product lines,
reaching out in more dynamic ways to customer segments, and enhancing and supporting the
brand experience in every channel, online or off.

So the Web isn’t the be-all, end-all delivery system for consumer experiences. But it has certainly
made consumers sit up and take notice by giving them a lot of stuff they never really got before
— like more customized experiences, deeper product information, and more selection than any
mall could — and now, they want those things and more, everywhere they experience a brand.
The Internet has, in essence, empowered them to take control of their consumer experiences as
never before.

Companies that hope to earn consumer trust and loyalty need to understand what is expected
of them in this new age of the demanding consumer.

With all of this in mind, | decided to write a different book. One that’s not about the Internet
in and of itself, or target marketing, or customer relationship management technologies. Instead
I chose to write about people and their needs from the companies they keep. Healthy relationships.
Inspiring experiences. Common courtesies. Genuine respect. And real empowerment.

I wanted to hold a mirror up to companies so they could see themselves as their customers see
them, and | wanted to make them walk a mile in the shoes of the folks standing on the other
side of the counter or sitting at the other end of the mouse.

The book you hold in your hands is a manifesto that reflects the mindset of today’s demanding
consumers, who shake their heads (and sometimes their fists) at the companies that still don’t get
it. Along the way, the book also strives to show how and why consumers are giving their trust,
business, and eventual loyalty to the companies that do right by them.

My mission is to get companies to pack up their campaigns of persuasion, toss out their wasteful
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junk mail, energize their apathetic sales associates, and wipe out their prehistoric policies. | want
to inspire and compel them to nurture and propagate a customer religion within their organization
— one that permeates widely and deeply throughout every nook and cranny, from the boardroom
to the mailroom.

I wrote this book because | had to (not that I have that much spare time, what with being a wife,
the mother of two young kids, and running a company!) because I’'m on a mission to give
consumers a real voice, and companies a real wake-up call.

Still, I know that no one really needs to write a book — much less one about how to be consumer-
centric. You can’t pick up a newspaper business section, trade publication or new economy
marketing book without getting that same message loud and clear. But if the message is being
sent, why isn't it being received yet?

As a consumer, not as a business leader or consultant, why do | routinely feel let down, frustrated,
and compromised by my experiences with companies? Why am 1 still plagued by long waits on
toll-free calls, mistreated by customer service associates, and disappointed by lackluster products,
even after I've given companies all the info they’ve asked for about my preferences and needs?

Let me tell you right now, I'm probably disappointed more often than I’'m delighted by my
experiences with most brands, though I've learned to stay loyal to the companies that get it, and
to avoid those that don’t. But still — my tolerance is decreasing day by day. And | know I'm
not alone!

I sometimes feel like I'm perpetually staging a personal boycott, refusing to give my business to

a company that has appalled me. I’ll steer clear of the nearby Italian restaurant that’s botched my
takeout order three times in a row. And I’ll avoid the most convenient coffee shop to my office

because the service is so surly I'm made to feel like a pest just for requesting extra cream. Yet these
companies seem unaware of my absence, because, well, it’s invisible, and so they’re utterly unaware
of how my lost business is hitting their bottom line.

Doesn't it make you wonder: If we're all harboring personal boycotts in our daily lives, how many
millions of missed opportunities are bedeviling oblivious companies? If they could see the impact
of all the business they’ve lost because of consumer disgruntlement, I’'m betting they’d take notice
— and take action.

I know there are a lot of really great companies out there that work hard to please their consumers
and deliver quality experiences, and I've interviewed executives from many of them for this book.
But setting that cream of the crop aside, I’'m convinced that most companies simply haven’t
cultivated a consumer-first culture. And it baffles me that they haven’t — because without their
consumers, they can’t survive.
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Many companies don’t operate from a shared understanding of who their consumers are (and
who they aren’t). They don’t know what their consumers want or expect from their experience
with a brand. They haven’t developed a perspective on how to permeate their organization with
consumer-centric thinking. And they haven't laid down a foundational set of rules to live and
die by that provides the building blocks of consumer loyalty. So that’s what I've done for them,
by honoring the voice that’s seldom heard inside the corporate headquarters. The voice of

the consumer.

THE GENESIS OF THE TEN DEMANDMENTS

In late 1994, after a decade of experience in the physical world of brand design, | slipped into
cyberspace, in part inspired by Jeff Bezos's launch of Amazon. I plunged headlong into the emerging
Web industry with Ten/Resource, an interactive marketing company of which | became
president in 2001. In this new adventure in new media, | was able to spread my virtual wings,
applying my understanding of the consumer, brands, and customer experience to the interactive
marketing needs of companies such as Apple, CompuServe, Burton Snowboards, CondéNet,
and Victoria’s Secret.

From 1997 through 2000, as the strategy director at Ten/Resource, | spent thousands of hours
assessing the total customer experience on e-commerce sites as seen from the consumer perspective.
This involved over 1,000 purchases and returns and thousands of customer service interactions.
The resulting Resource E-commerce WatchS™ research reports were hailed as the first comprehensive,
consumer-centric studies of the end-to-end e-retail experience.

I was intent on understanding how expectations from the physical space carry over to the digital
world. And | wanted to define what it takes to make a great total customer experience online.

These findings and insights boiled down into a simple thought: The Web gives us greater control
than ever before. More control means more power. And more power means increasing demands.

And because, while we may surf the WWeb, we live in the real world, those demands spill over into
every interaction we have with a merchant, company, or organization, online or off.

Companies need a roadmap for this new landscape, one that provides them with direction for
improving the quality and the consistency of every customer interaction, no matter the locale
or the category. So, I present to you a framework for thinking about consumer needs and demands,
and for changing your channels into fluid streams of experience that meet those demands wherever
they exist.

The Ten Demandments are simple guidelines to be shared across departments and between layers,
not hoarded by, or herded into, a single silo. So take these Demandments, learn them, and live
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them.They are the guides to turning even your most demanding consumers into your most
delighted customers.

But my learning process never ends. I'm interested in your ideas, your stories, and your demands.
I invite you to share them with me.

KELLY MOONEY
kmooney@tenresource.com

Ten/Resource
343 North Front Street
Columbus, OH 43215
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INTRODUCTION

BEFORE YOU BEGIN READING THIS BOOK, ASK YOURSELF THIS QUESTION: Are you worthy of the loyalty you
desire?

If the honest answer is *“Yes!” — congratulations! Yours is one of the few companies that actually
understands what your consumers really want. But if the answer — the honest answer — is
anything less than an emphatic affirmative, then ask yourself why. Or rather, why not?

The answer probably is right in front of your face. So go look in the mirror. What do you see?
A consumer, that’s what.You may be many things — a professional, a partner, a parent — but no
matter what else you are, you're also a consumer.We all are.

And that, in a way, is what this book is about. The Ten Demandments examines the universal truths
about what today’s consumers want, need, and demand. Then it puts them in the perspective of
today’s challenges and changes, from advances in technology to specialization of products,
relationship management to niche marketing. And it expresses these issues as seen from the
perspective of consumers as well as executives who have tackled many of these same challenges.

While consumer demands may vary widely from category to category, channel to channel, brand
to brand, and life stage to life stage, when you look down from the mountaintop at our common
experiences, you realize that heightened expectations for honesty, control, guidance, quality, and
service apply to every consumer, and every company, everywhere.You demand no less of the
companies you give your business to than your consumers demand of your company. And they
deserve no less, too.

This book is not about generic experiences or expectations, but rather about universal ones. That’s
why it examines the holistic needs of consumers and applies them to our changing world in
specific, actionable ways. It explores how consumers’ lives are changing, and how companies can
evolve to anticipate new consumer demands. And it discusses the need for companies to keep
clearing a bar that’s being perpetually raised by competition, innovation, and experiences that
attract and delight consumers in new and interesting ways.

Staying ahead of that ever-widening curve of change in the marketplace is your greatest challenge.
And this book lays down the law according to consumers about what they want, expect, and
demand from you now, as they stand on the outer limits of that curve.

WELCOME TO THE AGE OF THE DEMANDING CONSUMER

Ask anyone who hates one brand but loves another why they feel that way. Probably the answer
is that one brand does nothing for them, and the other does everything for them. That’s a big
difference.Which side of that fence does your company fall on most often?
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Talk to almost any executive and you'll find they’re all in agreement about one emerging truth:
Today’s consumers expect more and tolerate less. And while consumers have been treated to any
number of changes that have expanded their options and enriched their experiences — from
mega-malls to personal shoppers, niche products to satellite TV — one innovation in the past
decade rises above all others for having wrought the most dramatic change in consumer exposure
to empowering experiences, range of options, and breadth of resources: the Internet.

Thanks to the Internet, consumers can compare prices and features in a few seconds, study up
on illnesses before they contract them, exchange photos moments after taking them, order the
perfect outfit for tomorrow night’s party, and dash off an email to any company on the planet,
fully anticipating a reply.

Computers and the Internet have become so persistent and embedded in modern life that they're
now commonplace tools in our everyday arsenal of devices for communication and information.
Like the telephone, television, and radio (and the telegraph and printing press, if you want to go
way back), the Internet connects people with each other and companies with their consumers,

in groundbreaking, barrier-shattering ways.

As we’ve become more confident and competent in its use, the WWeb has made us more confident
and competent as consumers, and therefore more demanding in researching, negotiating, and
buying everything. Everywhere. And that’s both a challenge and an opportunity. 0
This book is not about the Internet, but rather about what, in part, the Internet has wrought, in

terms of consumer expectations and demands, and the ways that companies must strive to meet

these increased needs in every channel and with every interaction.

Long-term relationships are the brass ring for companies that hope to grow and prosper over
time; and those relationships begin and end at the many touchpoints where consumers and
companies come together. Consumers that interact in every channel are the most loyal, the most
profitable, and the most vital to any organization.

These interactions, whether good or bad, inspiring or frustrating, define the relationship consumers
have with a brand. Or whether they will even have a relationship with a brand. No matter where
your consumers connect with your company — in stores, through product use, via packaging,
advertising, marketing, direct mail, PR, toll-free numbers, email, Web sites or through personal
interactions — these points of contact need to be both integrated and consistent across the
continuum of, and for, your overall brand.

Consumers are already overloaded with too many variations on the same themes, already confused
by unaligned channels or misguided marketing attempts, so the last thing they need is to have
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to figure out why they can't return a dress at your store just because they bought it at your
dot-com instead. It’s all the same company, right? A brand is a brand is a brand. That’s how they
see you, whether or not that’s how you operate.

No matter how many organizational layers you've got to peel back or which silos you have to
tear down, your company must now find a way to thread all your touchpoints through the eye
of the needle, which represents the eye of the beholder. It’s a narrow passageway to be sure, with
little room for error, but all your points of contact, your brand messages, your interactions and
communications must converge and support each other as they pass through the portal of the
consumer experience. Consumers must have one view of your company and your brand, no
matter how many uncoordinated efforts or warring factions may lurk behind the scenes.

THE WEB SERVES AS A THREAD Rebecca Kotch,Vice President of Retail for House of Blues,
WOVEN THROUGHOUT THE WHOLE ~ Says that the VWeb serves as “a thread woven throughout the
COMPANY. IT REALLY TIES THE whole company. It really ties the company together, parjucularly
because we have the club business and the concert business.
WHOLE COMPANY TOGETHER... s [our Web site] shows the House of Blues relationship with
Rebecca Kotch, Vice President of Retail for ~ the artist. It reaffirms that we support music and that we promote
House of Blues ~ new artists,” she says.““You know, really, everything comes off
of that spine.”

As consumers become increasingly aware of seamless and compelling experiences like those
offered by House of Blues, they will also take greater notice of companies that lack tangible
integration or fail to serve up a cohesive, meaningful brand experience. Thus, companies must
aggressively pursue internal alignment to meet these consumer demands, or face the consequences
of slower growth and lost loyalty.

This book will not help you identify who your consumers are, but it will help you think more
deeply about how they want to be treated throughout the total consumer experience. The Ten
Demandments provides a lens through which you can view your world, your company, and your
brand as seen through the eyes of your consumers. And it will challenge your company to ask
and answer five key questions vital to your future success:

01 Does our company know how our consumers really feel about us?

02 Does our executive leadership advocate a customer religion?

03 Doss every associate understand his or her role in delivering a total customer experience that's unified,
integrated, and consumer-centric?

04 Do we have key metrics that measure and reward consumer satisfaction and loyalty?

05 Are we worthy of consumer loyalty?
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Delivering a great total customer experience, in its most simplistic form, is about cultivating
relationships. And the job of cultivating relationships cannot be relegated solely to the front lines,
to the customer service department, to the CRM team, or to the marketing group. It’s everyone’s
job and everybody’s duty.

But the inspiration must come from the top, from leaders who mandate, champion, and evangelize
a consumer-centric philosophy, vision, and long-term direction. Once expressed, this philosophy
must permeate every part of the organization. Every initiative. Every measurement. Every new
idea. Every investment, from technology to infrastructure, from research and development to HR
and holiday hires. This philosophy must unify your organization as if it were a rallying cry, a reason
for being, and a higher calling. Because in the end you're in business for one purpose: to provide
products or services to your consumers. And if they’re not buying, then you’re not selling. End
of story.

If we've learned anything over the last few years as the Internet bubble stretched to the breaking
point and then burst with a calamitous bang, it’s that technology is not the answer. But it is an
enabler, delivering experiences and organizing information in ways that have rocked the world.
Still, it can just as easily enable a bad experience as a good one, and deliver to consumers exactly
what they don’t need, don’t want, and don't care about.

If asked directly, most people within a company could tell you what would make their consumers
more satisfied. Yet they don’t act upon that knowledge because they don't see it as their job. Day
in, day out, they’re directed — and measured — by a different set of criteria, ones that often map
back to short-term management initiatives or operational efficiencies instead of strategic goals
directed at winning greater consumer loyalty.

For example, many contact centers still train representatives to hang up the telephone within two
minutes of taking a call, and measure (and reward) their success on their ability to do so, regardless
of whether the customer’ issue was adequately handled in that time. The calls may be short, but
they aren’t often sweet.

On the other hand companies such as Hewlett-Packard, which are devoted to serving their
consumers’ real needs rather than to reducing their call times, are using open-ended closure
techniques that are designed to satisfy and resolve customer issues and to ensure that each customer
leaves the interaction with a positive feeling about the company. This up-front investment of time
can yield a long-term benefit in customer loyalty. And because a customer’s problem often is
resolved with the first call, he may not need to call back again and again for more help, saving
time and money down the line. So in the end these tactics not only make for happier customers,
they foster less time-consuming and more trusting relationships as well.“You need the manager
of the manager of the manager to understand that it may be cheaper to have that support open-
ended and have the agents do what it takes to satisfy the customer,” explains Alex Sozonoff,Vice
President, Customer Advocacy for Hewlett-Packard.
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Like the mythical Pandora’s Box, the Web browser, once opened, can never truly be closed again.
And consumers, having tasted the power, control, and variety offered by the online experience,
are unwilling to settle for anything less, no matter where they interact with a brand or a company.
But consumers are not unreasonable: Meeting (better yet, exceeding) their initial expectations
can help companies head off far more costly demands down the line.

This book uses many well-known, as well as lesser-known, brands as examples, but the insights
here can help any company or organization whose survival is dependent upon deeper, more
meaningful relationships.Whether you sell products or services to consumers or serve the public
good through public services such as government or education, the universal truths of the Ten
Demandments still apply.

You'll notice that there’s no single case study saluting one company that exceptionally fulfills all
of these Demandments; that’s because although most companies meet some of them, none seems
to meet absolutely all of them with equal finesse. At least, not yet. And that’s quite all right.

It’s not imperative that your company embrace each of the Demandments fully and completely
to succeed in meeting your consumers’ needs. Some of the Ten Demandments will apply more
to your company than will others, depending upon your category, your consumer base, and your
business objectives. Every company has different priorities and needs, as does every consumer.

But it is important that you tackle the ones that resonate most with your consumers, based on

what you know about them, your business, and your competition. To survive and thrive in this
highly competitive landscape where consumer demands can make or break you, your company
must strive to excel — really excel — in at least three of the Ten Demandments that mean the
most to your consumers. If you can’t do that, ultimately you will fail.

But if you honor the voice of today’s consumers by listening and learning, reacting and responding,
to their needs and demands, you will not only succeed now, you will flourish in the future.

THE TEN DEMANDMENTS IN A NUTSHELL:

01 Earn my trust... This is about respect, integrity, advocacy, and quality. Forget all the others if you can't
master this one.

02 Inspire me. .. Craft meaningful emotional connections with your consumers through immersive experiences,
motivating messages, and relevant philanthropy. Inspirational brands that transcend their own products and
services become greater than the sum of their parts.

03 Make it easy. .. Simplicity, speed, and usefulness are the keys to consumer ease. Don't confuse complexity
with progress. The best things in life are often the easiest.
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Put me in charge. .. Consumers expect choices and control, particularly from service organizations that
can enable self-paced self-service. Put consumers in the driver's seat or they'll peel out of your parking lot
without a second thought.

Guide me. .. Too much white noise, too ittle context - that's the problem. So filter the chaos with expert
advice, education, and information. And stand shoulder-to-shoulder with your consumers as they move
through the decision-making process and beyond.

24/1. .. anytime, anywhere access - that's the ticket in this round-the-clock world. Nine-to-five hours
won't cut it for consumers who expect companies to be there for them all the time, no matter the channel.

Get to know me. .. You can't win consumer loyalty without understanding what consumers want. Listen,
learn, and study up on their real lives, don't just dive into the data pool.

Exceed my expectations. .. Even demanding consumers can be wowed, so woo them by overdelivering
through uncommon courtesies, surprising services, and go-the-extra-mile efforts that show you really care.

Reward me. .. Treat your consumers like the VIPs they are to you. Acknowledge and build their loyalty
by rewarding them with points programs, privileged access, or other winning ways.

Stay with me. .. Relationships are built not in a day, but in a lifetime, so stay with your consumers if you
want them to stay with you. Deliver on postpurchase promises, stay in touch in meaningful ways, and evolve
your brand to mest your consumers’ evolving needs over time.



alll
s

Once upon a time there was a land where sales clerks knew their customers by name, where
people shopped at the same local stores for decades, and where parents were amused when their
tots hummed commercial jingles from Saturday morning TV. The consumer path to loyalty for
brands was straightforward: If you knew your consumers, showed them good faith, provided them
with great service, and offered them quality products, you would win their hearts and wallets.
As their loyalty grew, they spread that brand dedication by word of mouth to other consumers.
And everyone lived happily ever after.

End of story. That fairy tale may still exist in some hidden corners of the world, but most brands
must now battle for consumer trust and loyalty amid a changing landscape of myriad competitors
and varieties, multichannel commerce, big-box stores, and consumer cynicism the likes of which
has never been seen before. The mix is even more volatile because of the dangerous times in
which we live — with threats both physical and digital to our privacy, security, and information,
we feel at risk even at home, and are far less willing to trust without verification.

Living in a time of too many stores, too many brands, and too many choices, the companies that
have stood the test of time and served several generations have a strong head start in maintaining
and extending consumer loyalty. In surveys conducted by organizations such as the Harris Poll,
consumers have frequently ranked Johnson & Johnson, makers of Q-tips and Johnson’s Baby
Shampoo (among many others), at or near the top of the list of brands they most trust. Any brand
that gets millions of consumers to entrust their babies to its products is clearly onto a good thing.

n THE VOICE OF THE CONSUMER: PLAY FAIR

This can't be you against me. If | can't trust you, nothing else you do even matters. | need to trust that you're
not out to gouge me with high prices or under performing, over promising products. | expect good value for my
money. Reassure me that your products will deliver and that I'm getting a good deal. | expect to get what | pay
for so, don't et me down and | won't let you down.
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Longevity and long-standing, daily presence in consumer homes certainly helps build trust and
ward off recent competitors. In the news media that’s a particularly important quality, with
newspapers forced to compete against not only their print rivals but also network and cable news,
the Internet, radio, and wireless news feeds.With so many media-company mergers, many
organizations (including AOL/Time Warner, which also owns CNN) are consolidating their
reporting and redistributing it through multiple-branded delivery channels. This can make it hard
for relatively lone wolves like the stalwart New York Times to maintain eminence.

But after 150 years in print,“the Old Gray Lady,” as the Times is known, has managed to keep
its ink in the black and its readership in the millions.\Why? Because the strength of its brand is
legendary and trustworthy, having become as much an American institution as it is a media brand.
Yet it evolved with the times, launching into cyberspace with emailed headline news and a
content-rich Web site that keeps its readers in touch even when the hard-copy paper is out

of reach.

Living up to its reputation as a source of reliable and quality information, the paper’s Web site,
which requires (free) one-time registration to access, provides a lengthy and complete policy
disclosure that explains how online reader behavior is tracked, measured, and used, including even
how its banner advertising is targeted to viewers. The OIld Gray Lady may be an institution, but
she’s still pretty spry — and tech-savvy — for her age.

n THE VOICE OF THE CONSUMER: LOSE THE FINE PRINT

Who hasn't seen a car commercial that flashes the sales conditions on screen for a second - usually in tiny type
- as if anyone could read the fine print in that amount of time? Or who has had to click through a maze of pages
on a Web site just to find a customer-care phone number or return policy? | can't stand it when a company buries
the truth in a set of disclaimers that only a bloodhound could find. Get your info to me up front, and in large print,
so | know | can trust you.

Companies can no longer be in the business of merely selling to consumers, or resting on their
laurels of longevity; they must radically shift their own philosophy and methods so that they are
always serving consumers, and serving them well. Service, quality, and value are so intricately
intertwined with consumer trust and loyalty that if a company fails to deliver on any of those
three key criteria, they can Kiss their customers good-bye. Period.
TRUST IS A FLUID COMMODITY
THAT EBBS AND FLOWS WITH ~ That’s why the First Demandment — Earn My Trust — is also
FACH EXPERIENCE ~ the most important. Trust comes first in this rulebook, in large part
because it’s at the heart of the new consumer experience, as well
as having been the centerpiece of the old-fashioned consumer experience. No matter where a
buyer interacts with a brand — in a store, at a service center, online, or on the phone — trust is
a fluid commaodity that ebbs and flows with each experience.
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The lessons of this First Demandment are clear-cut: Online or off, by phone or mail, or face to
face, consumers demand a high level of respect, service, and quality from the companies to which
they give their business. If they’re already familiar with a brand and have grown to trust it, they
expect that their loyalty have not been misplaced. If they're entering into a new relationship with
a company, they are cautiously optimistic that their trust will not be abused. But they may lose
faith in a brand that does them wrong, no matter how long-standing the relationship, thinking
a company that has failed them once will probably do it again if given the opportunity.

A TITLE WAVE

The titles cropping up in executive teams are often the first signs of a wave of change sweeping through the
corporate world. In the 1980s the Chief Marketing Officer (CMO) was suddenly in vogue, and marketing and
branding ascended to new heights of importance as businesses sought to capture a swiftly moving audience.
With the advent of the Internet the titles sprouted like wildflowers, from the silly charm of the Chief Yahoos!
(the founders of Yahoo!) to the aesthetic appeal of Chief Experience Officers (CX0), whose role involved defining
and championing the customer experience.

Now, new titles are catching on that have a decidedly customer-centric focus. The Chief Customer Officer (CCO)
has a title that pretty much says it all - supporting the customer's point of view within the walls of the company.
Other variations on this CXO or CCO title include Chief Consumer Advocate (CCA) and Consumer Satisfaction
Officer (CS0). No matter what the initials, the job is basically to ensure that the ideals of customer service and
consumer satisfaction are championed within an organization.

Likewise, it's no coincidence that Chief Privacy Officers (CPOs) are suddenly appearing on executive teams at
Fortune 500 companies like Microsoft, IBM, and AT&T. It's an important role at companies struggling with the
moral, ethical, and marketing dilemmas associated with CRM technologies and issues.

By serving as the in-house policy chief for consumer privacy and protection, the CPO sets the agenda for
company standards and infuses and enforces them throughout the organization. Taking the high road by promoting
and protecting consumers’ best interests within a company is a smart move at every turn. And no matter the
fitle, it's a job that must be done.

There's no question that dedicating executive-level positions to consumer concerns and/or privacy issues is a
smart move ... or is there? Not everyone thinks that such roles are necessary. ‘I wouldn't suggest we would
need a Chief Customer Officer, Customer Service Officer, [or] Consumer Officer. Absolutely not,” says Paul
Charron, CEO of Liz Claiborne. “Every general manager has got to be focused on the consumer. Obviously, as
the senior-most executive in the company, | should be the most focused on the consumer.’
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But sometimes, says Alex Sozonoff, Vice President of Customer Advocacy for Hewlett-Packard, a large organization
needs a dedicated executive to rally the troops and help realign priorities across units. “In other words,” he
says, you need someone to pull “the silos together and create one face to the customer.” Sozonoff, who reports
directly to CEO Carly Fiorina, serves as the voice of the customer within the expansive HP organization. I would
put mestings together and say, ‘Well, this is not a customer view. You should be looking at it from the outside
in rather than from the inside out.” Sozonoff believes that having dedicated internal advocates for the customer
point of view is helping HP to become a more “customer-centric kind of company.”

Years of good faith based on pleasant in-store experiences can be erased in a few clicks if a
consumer gets a virtual slap in the face at that same brand’s e-commerce site. In fact, according
to Jupiter Media Metrix, Inc., 70 percent of online shoppers said that poor online customer
service from a multichannel retailer could lead them to spend less at the site’s brick-and-mortar
store counterpart.

Similar trust-busters can take place in any number of touchpoints and areas of sensitivity, from
violating a consumer’s sense of privacy by selling or bartering their personal information without
permission (or obtaining it through misleading policies) to producing, marketing, or falsely
advertising lousy products or unreliable services. Bottom line: A bad experience is often more
memorable than a good one, and consumers tend to remember when they’ve been done wrong
more often than when they’ve been treated right.

n THE VOICE OF THE CONSUMER: STRAIGHT TALK, NOT SLICK TALK

A little doublespeak goes a long way, so cut it out altogether. Your policies and communications should tell me
what | need to know right off the bat. | hate having to second-guess what you mean. That's what | love about
the Land's End guarantee: “Guaranteed. Period.” Simple and to the point. Get it?

Here's how to straighten up. . ..
Stop pretending. Lots of companies present themselves as jacks-of-all-frades, but then come across as
masters of none. It's hard to tell exactly what they really do, much less what they do really well. So don't
try to act like you can do it all just to land my business. Be clear and direct about your strengths, and [
stop o listen.

If you say something, mean it. Don't send me mixed messages, bait-and-switch me with promotions for
out-of-stock stuff, or tell me one thing in your ads and then try to change the story when I'm in your store
or on your site. The brands | like best do what they do best everywhere | see them. They keep their promises,
and don't pull any punches.

Honesty is the best policy. | don't want to go through your dirty laundry, but | do expect you to be honest
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with me. Get out the news quickly about changes at your company, info on your products, and problems
you may be having. Use your site to share press releases and statements about what you've been up to;
even if you've been in the news for all the wrong reasons, I'd like to hear your side of the story (if it's
honestly told).

While the standards of channel loyalty still seem to hold true for most consumers, with all the
options before them now they’re more likely to experiment in other channels of a brand they
like. And a bad experience in one channel can smear the brand and all its channels, just as a good
experience will burnish the brand’s image across all channels. Thus
AND A BAD EXPERIENCE INONE  \yhile consumers may frequent one channel over another, their
CHANNEL CAN SMEAR THE trust, and therefore brand loyalty, is now built across channels, not

BRAND AND ALL ITS CHANNELS, ~ Within them.

Every channel and touchpoint is a new opportunity to build a relationship with customers, but
it also offers a new way to fail them, so companies must be ever-vigilant about managing their
experiences everywhere, in every way.

PROGRESSIVE THINKING

While comparison shopping has long been a part of the consumer psyche, companies are beginning to realize
the value of helping shoppers find the best deals. Progressive Auto Insurance was the first (and remains the
only) auto insurance company to roll out this method of building consumers' trust by steering them toward
the best insurance buy for their needs, even if it's not from Progressive.

Progressive has been in business since 1937, and it had gained a reputation, in large part, of being a high-
risk insurer, offering insurance to drivers who had a few black marks on their record. But in 1988, after a
California initiative was passed that came down hard on the insurance industry for noncompetitive practices,
then-CEQ (and son of one of the company's founders) Peter Lewis started down a path that led the company
in a new direction - he called his old college friend, Ralph Nader, who was supporting the California initiative.
Lewis asked Nader what was so wrong with the insurance industry. Nader said that it was difficult for consumers
to compare prices or shop around for insurance from different companies. Lewis thought his friend was mistaken,
but after further research, realized that Nader was on to something. And a price-comparison powerhouse
was born,

According to Alan Bauer, Business Leader at Progressive, the company first provided price-comparison services
to customers for a fee, then abandoned that model and instead offered it as a free service to potential customers
via the telephone direct-sales channel. Consumer reaction was so positive that Progressive realized it might
have a marketable point of differentiation on its hands.
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“Once we incorporated [the price comparison service] into our marketing message, | think peaple really got a
different feel about what Progressive was,” Bauer recalls. “It was pretty clear that this was a powerful way to
make the phone ring.

Progressive has built a strong foundation on the basis of this “aha!” insight that consumers really wanted to
compare prices among various insurance providers, and that the company could build consumer trust and loyalty
by helping people shop around for insurance.

Having leaped from its 1980 ranking of 43rd place among major U.S. private passenger auto insurers to a
startling 9th place nationwide in 1993, and now to a 4th-place position, Progressive is clearly on a roll with
its consumer-centric focus.

“The phrase ‘consumer experience’ is something that's on our lips more and more,” Bauer says, adding, “we
want everyone to know that we are the best auto insurer in the history of auto insurance. And that's what we're
going to focus on. So, more and more, you're going to see us polishing what we offer consumers, making it
more accessible, more interesting, and loved by them”

It doesn’t help that brands must overcome bad experiences inflicted on consumers by competitors
(how many nice car salesmen have been sullied by the tactics of their less ethical peers?); but that
guilt by association can be turned to a company’s advantage by taking the high road and upping
the ante, creating and evangelizing for the best possible and most consistently high-quality
experiences across all their brand channels. Set higher standards for your own company;, as
Progressive did, if your industry is notoriously unresponsive to consumers’ needs, and you’ll reap
the rewards of increased consumer trust while also forcing
BRAND STRENGTH IS A REVOLVING your competitors to play catch-up.
DOOR THAT OPENS AND CLOSES ON

MULTIPLE CHANNELS AT EACH TURN. With so many opportunities for failure or success at every
consumer touchpoint, brand strength is a revolving door that

opens and closes on multiple channels at each turn.That’s the 360-degree brand experience. It
revolves, and evolves, every day. And only through holistic, consumer-centered experiences will
brands be able to survive and thrive in this circular, and often cyclical, marketplace.

n THE VOICE OF THE CONSUMER: PROVE YOU'RE ON MY SIDE

Prove you're willing and able to act on my behalf, even if it means losing the short-term sale or limiting how much
leeway you have with my personal information. Be my advocate and I'll take notice.

Here are a few hints for being on my side .. .
Suggest a competitor. When you don't have what | need, tell me someone who might. Or go a step further,
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the way Progressive Auto Insurance does: Help me find the best deal, even if it's not from you. When you
show me that you're looking out for my interests, regardless of whether you get the sale, I'm likely to turn
to you the next time.

Respect me and my data. Show me you care by telling me, in detail, about what you'll be doing with any
information | share with you. Spell out, in easy-to-find privacy and security policies, how my information
will be used. If you have plans to share or sell my information, get my permission first. If you change your
policies let me know, and give me an easy way out if | no longer agree with them.

Share the wealth. When | share my personal information with you, | expect to get something meaningful
in return - whether it's a more personalized experience, better prices, or special offers geared toward my
interests. And if you're cashing in on my personal information - with my consent, of course - cut me in
on the deal by giving me reward points or something else of value. That way we both benefit.

Nothing invokes consumer anxiety as palpably as being confronted by a screen full of personal
questions on a\Web site registration page, pages of blanks to be filled in on an application form,
or the third degree coming over the phone line from an unseen customer service representative
or telemarketer.What information you ask for, and how, when, and why you ask for it, are all
critical elements in whether consumers will feel comfortable sharing their personal details.
Irrelevant, repetitive, inappropriate, or downright suspect questions raise more than an eyebrow
these days — they can raise genuine fears among consumers that their information, once released,
could fall into the hands of identity thieves or other data evildoers.

Look no farther than the hilariously thought-provoking television commercial for Internet service
provider (ISP) EarthLink that began airing in the fall of 2001. It shows a woman and man in a
bar, getting to know each other. The man asks for the woman’s phone number and she gives it
to him.Then, while the woman is still sitting there, both the bartender and another patron ask
the man if they can have her phone number, too — and he offers to sell it to them for $5 each,
much to the horror of the woman who had just entrusted him with her number. It’s an amusingly
chilling portrayal of what can happen when a consumer willingly gives out personal contact or
other information, only to have it transferred — and often sold! — to other companies with
whom they hadn’t intended to share their info.

But consumer concerns about what happens to their information when it leaves their possession
are only part of the equation in the trust factor — consumers also need to be convinced that the
value of the information they provide will be matched by an equal or greater return on this
information investment in the form of a better experience, more customized service, or other
positive benefit that maps back to their needs.

20
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Today’s consumers seek a new kind of ROI that delivers a return on the information they have
shared with a company, knowing full well that their data is a commodity that may be shared,
bought, or sold. So when a company starts out by asking too many questions too soon, or getting
too cozy too fast without delivering on the promise of a markedly improved experience, it
endangers those first tenuous tendrils of trust that sprout between companies and consumers
during the early stages of their relationship.

Companies have to ensure that their consumers also feel safe giving them information, doing
that by protecting their data from prying eyes and hacking hands. Consumers — especially those
who shop or bank online — are becoming increasingly aware of the dangers of fraud associated
with lax security for their personal or financial information. According to the Pew Internet &
American Life Project, 86 percent of Internet users have expressed some concern about online
privacy.

When major celebrities like Oprah Winfrey or Steven Spielberg become targets of identity thieves
— as happened when a New York City busboy did some digital digging and came up with their
credit card information and other pertinent financial data — people begin to realize just how
vulnerable their own, less-protected information is to those digging for data pay dirt.

And when even the reporters who cover issues of security and protection are easy targets of fraud
— as happened when several investigative journalists attending a conference in Chicago during
the summer of 2001 had their credit card numbers stolen and used
LOSS OF CONTROL OVER THE for online purchases — consumers rightfully begin to wonder if even
FUNDAMENTAL FACTS AND  taking careful measures will really protect them.

FIGURES OF THEIR LIVES

RIGHTFULLY SCARES PEOPLE. Over time, as consumer awareness of data-security dangers grows,

every credit card transaction, application form, or customer survey
they face will seem suspect if they don’t know how that information will be used, what other
data it will be cross-referenced with, or who will eventually have access to it. This loss of control
over the fundamental facts and figures of their lives rightfully scares people, and heightens their
suspicions about who’s doing the asking, and why.

n THE VOICE OF THE CONSUMER: DON'T BE PUSHY

Don't pounce on me when | first megt you, or force me to tell you everything about me before | know anything
about you. That's like going on a one-sided blind date. And go easy on the questions. Everywhere | turn, people
want to know way too much about me. Does RadioShack really need to know my ZIP code before it can sell me
a battery? Give me a break! When you start asking questions, make sure they're relevant to what I'm buying. It's
fine to greet me at the door with a friendly “hello,” but don't try to sell me anything right off the bat, or bug me
if I'm just browsing.
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As Harrison “Lee” Rainie, Director of the Pew Internet & American Life Project, testified before
a congressional subcommittee hearing on privacy issues in May 2001, “*Privacy’ means several
things to Americans. For some it means anonymity, for others it means confidentiality (that
information will not be disclosed to others), and for others it means security (that malicious
outsiders cannot get at the information).”

Still, there’s a funny contradiction in how consumers feel about their privacy, and the steps they
take to protect it. While research has shown that people put more faith and trust in companies
that wear their privacy policies on their sleeves (by, say, prominently posting them on sites,
distributing them at service counters, and sending them out in the mail), it turns out that the
fine print of privacy protection policies overwhelms many consumers, deterring them from
digging into critical details of disclosure.

During the spring and summer of 2001, Americans were deluged with privacy statements from
financial services institutions (as required by the Gramm-Leach-Bliley Act of 2000).Yet only
about 1 percent of consumers actually read the policies that spell out how and where their
information was being used or shared. Most recipients simply chucked the statements into the
trash, or filed them away without even a cursory glance. And very few consumers chose to opt
out of having their information shared or sold, despite the fact that every privacy policy was
required to offer directions on how to do so.

Not surprisingly, many of the unread policies — which frequently resembled the flimsy statements
about rule changes inserted into credit card or bank statements — were written in language and
displayed in a type size that only a lawyer could love. While companies had many months to
send out these alerts before the July 1, 2001, deadline, many complied only at the last minute.

The result: Consumers were suddenly swamped with so many privacy mailings that they paid
little attention to any of them.Whether or not this was the desired intention of the companies,
the timing and nature of their mailings were almost guaranteed to overwhelm their customers
into ignoring these critical communications.

In contrast, companies that sent out their policies earlier that spring, such as American Express,
often provided meaningful educational statements that served to inform their customers and
strengthen their trust.

FULL DISCLOSURE: DON'T LEAVE HOME WITHOUT IT

American Express has long set the standard for financial institutions when informing customers about policies
and privileges. In keeping with this heritage, it was one of the first major institutions to send out a comprehensive
and easy-to-understand privacy policy in compliance with the requirements of the Gramm-Leach-Bliley Act

of 2000.
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In early 2001, the company sent cardholders a comprehensive but readable natice explaining exactly how it
protects their privacy when it collects and uses their information.

The law also requires that companies tell consumers how to opt out of having their information shared, and
AmEx gave its customers a variety of ways to do so, including a toll-free number, a postage-paid response
card, and an onling form.

These easy and actionable opt-out methods clearly back up the opening sentence in the privacy notice mailing:
“At American Express, maintaining our customers” trust and confidence is a high priority.” Now that's customer
service!

Protecting consumer information here and now is only part of the story, though. Companies
must start thinking ahead to where and how they’ll be using, and thus protecting consumer
information down the road. The advent of interactive television systems such as TiVo, for instance,
spawned a firestorm of outrage among consumer advocacy groups when it became clear that
interactive TV is capable of essentially watching the watchers through technology that can track,
monitor, collect, and react to consumer viewing habits and interests in ways that go far beyond
the old-fangled Nielsen rating system.

Television that tunes in to its viewer’s habits is a scary idea to many people — and it’s only the
proverbial tip of the technological iceberg, as new and improved devices push information and
track user activities and movements. Consumers are just now waking up to the fact that their
cool toys, from PDAs to GPS units, are capable of recording and reporting on their behavior to
the outside world.

And yet the harsh reality of our post—September 11 era is that people are also waking up to the
likelihood of government surveillance and electronic monitoring for national security purposes.
In recent years, when the words “privacy’ and “security” were spoken in the same sentence on
Capitol Hill, they were usually linked as mutually dependent ideas related to respecting and
protecting consumer information in the new world of widespread data dissemination. Congress
has held numerous hearings about consumer privacy issues, and the federal government has set
strict standards around issues such as collecting information from children.

But since September 11, 2001, Americans have been told that people may have to give up some
of their civil liberties, including certain privacy rights, for the greater good of national security.
No doubt Uncle Sam will keep an eye on how consumer information is collected and used, but
he’s got bigger fish to fry for the foreseeable future. In October 2001, the Federal Trade Commission
(FTC), which had been driving many of the efforts to delve deeper into privacy protections,
announced that it would not be focusing its efforts on new consumer protection laws, but would
instead concentrate on stronger enforcement of existing laws.
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The public tolerance for privacy invasions may increase as a result of the war against terrorism.

But smart companies will go the extra mile to wrap their consumers in a warm blanket of
rotection through improved electronic security and closer scrutin

SMART COMPANIES WILLGO P o imp v Y

of business partners and practices, to prevent abuse of consumer
THE EXTRA MILE TO WRAP  information.

THEIR CONSUMERS IN A WARM

BLANKET OF PROTECTION, 't @ dangerous world out there, and consumers are looking to
established institutions — including major companies — for
reassurance and a sense of well-being. So today’s brands must relate to their consumers in multiple
ways — winning consumers’ initial trust through ethical behavior, open communications, and
discretion in collecting and using information; preserving and strengthening established bonds
through ongoing thoughtful and respectful consumer care; and staying ahead of the curve of the
growing range of technological and ethical dilemmas on the horizon.

From the increasing risk of identity theft to the rising popularity of loyalty membership programs,
every opportunity to grow consumer trust is also planted with the seeds of brand destruction.
Tending to this fragile garden requires constant care for and concern about the protection of
consumers, their information, and their good faith.

n THE VOICE OF THE CUSTOMER: PROTECT ME

I've always expected that you'd keep me safe from physical harm when I'm in your location or using your products.
Now | expect that you'll keep me safe from digital harm as well. So work hard to keep my information safe and
secure. And alert me if there's been a security breach, so | at least have fair warning that someone may be about
to charge up all my credit cards. [KEA sent me an email when their online catalog sign-up list was compromised;
no harm was done, but it really made me feel good that they had alerted me anyway.

Today’s consumers are far less willing to forgive, and far more likely to take offense than those
who came before them. They have more choices than ever before, and while that can be
overwhelming, it can also be empowering.When your brand of toothpaste is only one among
many, you’ve got to work that much harder to prove your value to a consumer who may switch
brands on a whim if not embraced in a loyal relationship.

Established trust is a brand’s to lose. Long-trusted brands wear a patina of authority and integrity
that consumers will automatically respect unless given a reason to feel otherwise. Both Ford and
Firestone stumbled badly during the 2000 scandal over faulty — and ultimately, fatal — tires on
Ford vehicles. But Firestone came out the worse for the wear, as the primary manufacturer and
the slower responder of the two companies to the public outcry.While Ford also had wounds
to lick, its strong statements of public apology and renewed commitment to quality have helped
it get back on the road, if slowly.
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The lessons to be learned from the real and virtual words are equally compelling, and equally
critical to earning and keeping consumer trust. No matter where or how you touch the lives
of consumers, you won't get very far if you break the implicit faith they show in your company
each time they hand over their money, information, or commitment.

Consumers haven’t lost control at that point — they’ve actually seized it, because they still own
their trust, and it’s theirs to keep and yours to lose.You’ve got to deliver on your promises, play
fair, and show some respect, or you can count yourself out of the running. Without trust, nothing
else matters.With trust, anything is possible.
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