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In the Age of
More we can't

keep doing




Myths

« Selling is the responsibility of Sales team
« Competitive advantage — price & quality
 People are motivated by money

* Organisations transform

 Purpose of business is to make a profit
 People know what’s expected of them
 What we do is more important than how

* The less said the better

* No news Is good news

« Competition...”’it’s dog eat dog world”
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Selling is the
responsibility only
of Sales Team
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\’TW All departments
- are responsible
for selling

Sales  Office Dispatch Delivery Claims

® 6000



Attracting a new customer costs
S5x as much as keeping an
existing one

68% leave due to experience
14% dissatisfied with service

86% quit doing business with

Dissatisfied tell between 9 -15 people g company because of a bad
13% of dissatisfied tell more than 20 experience

For every customer complaint,
there are 26 other customers
who don’t tell us

Takes 12 positive service experiences to
make up for 1 negative



60% often or always pay more

for a better experience... 65% of new business

even in a negative economy - \ comes from referrals
p 3

49% consumers say
. friends and family are
their top sources of

77% of consumers brand awareness

are 4x more likely to
buy when referred by
friends or family

81% of companies who deliver
excellent customer experience

Happy customers who get outperform their competition

their issue resolved tell about
4 - 6 people

The Life-Time Value of a new referral
customer is 16% higher



Are customer hand-offs
between departments

seamless?
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Competitive advantage is
about:
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 Product
 Place
 Promotion
 Price

* People






Evolution of Competitive Advantage

1800 > 1906 | > 2000 >




4

Iq{gw Cultural capital is the

new frontier
of competitive
advantage.

Cultural Capital is:
Measure of the
value that can be
placed on a
“personality” of a
company

Who you are &
what you stand for

are just as important
as the quality of
the services you sell




The Top 40 Best Companies to Work For
(USA)

S4.4m ES(:\A/F
Average
Annualized
Return
$3.5m
16.39%
E $2.6m
g S&P 500
$1.7m Average
Annualized
Return
$0.8m |=% 4.12%

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

The Best Companies to Work For engender high levels of employee engagement and commitment,
because the leaders of these organisations focus on meeting employee’s basic needs and satisfying their

growth needs: they focus on helping their employees feel happy and fulfilled.




Portfolio Value

Eighteen Firms of Endearment
-author Raj Sisodia

FOE
Average
Annualized
Return

13.10%

$560m

$420m

S&P 500
T e T o e N e e OR. Y O N
Annualized
Return

4.12%

$140m

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

Firms of Endearment focus on meeting all stakeholders needs. The four pillars of FOE are Conscious
Leadership, Conscious Culture, Stakeholder Integration and a Higher Purpose supported by Core Values.

http://www.consciouscapitalism.org/



The Human Brand - Chris Malone

How to Relate to People, Products and Companies

Begrudging
) association
O
C
9
)
Qo
&
e
@)
Disassociate Indifference
—

Warmth



Where does culture fit?

Values 4—|—Behaviours

Individual values I

and beliefs Individual

Culture/ Brand

Collection of
Behaviours

Strategy




How do you create a
wOw
customer experience?

There is not a brand that garners
customer loyalty

without employees’ engagement

Companies don’t engage
emotionally with their customers—
people do



Myt

People are
motivated by
money
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Do your values
permeate through
your entire team?
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Service

Meakinga difference

Internal Cohesion w
| °

Transformation

Self-esteem

Relationship

Survival

www.valuescentre.com

Positive Focus / Excessive Focus

Service to Humanity and the Planet
Devoting your life in self-less service
to your purpose and vision

Collaborating with Partners
Working with others to make a positive difference
by actively implementing your purpose and vision

Finding Personal Meaning
Uncovering your sense of purpose and creating
a vision for the future you want to create

Personal Growth
Understanding your deepest motivations, experiencing
responsible freedom by letting go of your fears

Self-worth
Feeling a positive sense of pride in self
and ability to manage your life. Power, status, ...

Belonging
Feeling a personal sense of belonging, feeling loved by self and
others. Being liked, blame, ...

Financial Security & Safety
Creating a safe secure environment for self
and significant others. Control, greed, ...
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Service

Makingadifference

Internal Cohesion w
| a

Transformation

Self-esteem

Relationship

Survival

www.valuescentre.com

Positive Focus / Excessive Focus

Service To Humanity And The Planet
Social responsibility, future generations, long-term perspective,
ethics, compassion, humility

Strategic Alliances and Partnerships
Environmental awareness, community involvement, employee
fulfillment, coaching/mentoring

Building Corporate Community
Shared values, vision, commitment, integrity,
trust, passion, creativity, openness, transparency

Continuous Renewal and Learning
Accountability, adaptability, empowerment, teamwork, goals
orientation, personal growth

High Performance
Systems, processes, quality, best practices,
pride in performance. Bureaucracy, complacency, ...

Belonging
Loyalty, open communication, customer satisfaction, friendship.
Manipulation, blame, ...

Financial Stability
Shareholder value, organisational growth,
employee health, safety. Control, corruption, greed, ...




Balanced focus

Are you more than a moving company?
Do you positively affect human
experience?

Are you engaged in environmental
awareness, community, employee
fulfillment, coaching/mentoring?

Do you have shared values,
commitment, integrity, trust, passion

Do you provide professional
development opportunities?

Are people recognized for excellence?

Does everyone feel part of the team?

Is the company profitable? Are
team members financially secure?

Service

Making a Difference

Internal Cohesion

Transformation

Self-Esteem

Relationship

Survival




Organisations
transform
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5 Organisations don' t

\f}few transform
T People do

Cultural transformation
begins with personal
transformation
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The culture
of an
organisation
IS a
reflection of

the values,
beliefs and
behaviours
of the
leaders of
the group.

The real role
of the leader
Is o manage
the values
of the
corporation.

Tom Peters, “In Search of
Excellence:

Lessons from America’s
best run companies”,
1983




Making a Difference

Transformation

—————

elr-esteem

Relationship

www.valuescentre.com

N
s

Wisdom/Visionary
Mentor/Partner
Integrator/Inspirer
Facilitator/Influencer
Manager/Organiser
Relationship Manager

Crisis Director
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Vision/Purpose, Mission, Values

Mission: “what” work you are doing
Vision/Purpose:“why” you are doing this work

Values:“how” the people will work

« Provides structure for the work

« (Gives meaning and a sense of pride
« The basis for decision-making

- Informs appropriate actions for each

individual situation
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.
Purpose of
busIiness IS
to make a

profit
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o Purpose of your

business is to
provide relief
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Most notorious causes of stress

1. Death of a loved one
2. Divorce

3. Moving

4. Major illness

5. Job loss

Health Status Inc.
& Employee Relocation
Council

1.

S
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Death of Immediate
Family Member — 9.1
Losing your Job — 8.6
Getting Divorced — 8.0

Moving — 7.0

Having a Baby — 6.5
Getting a New Job —
6.4

Getting Married — 6.3
Starting College — 5.9
Becoming an Empty
Nester — 5.6

Consumer Insights Study



IDEAS

Collective Team Exercise

Commitment from leadership

* Reuvisit the existing vision/ |
purpose/mission or create one’

« Define 3-5 core values \

* Define specific behaviours

 Review customer testimonials
with ALL team members

D_o_es reality match intention?

o




v"The core values should be
the guide for people to
make day-to-day decisions v'More than

plaques on a
OUR VALUES Evidenced  Wwall or words
Quality excellence in supports, products,

soiieis, by specific on a website
behaviours

people with commitment.

a standard of conduct which

Respect AICOLC
embodies dignity, and regard
Int it honesty, fairness, and reliability
miegrity in all relationships. Once a day we
ask a team
Teamywork dedicated people collaborating member if they
constimtion iividolviows need help
Resourcefulness responsible pursuit of

opportunities, resulting in fiscally :

sound, flexible, and innovative We list e.n & ]

services. empathize with
Person-Centered 30cuson choice,empowerment, the customer’s

support, and self determination. fee /ings



Highly Engaged Employees

* |dentify with the company

« Care passionately about the future of the company
* Bring passion and purpose to their work

* Want the company to do the right thing

« Want to feel pride in the way the company behaves

« Willing to invest their discretionary effort to make the
company a success
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B People
Know
what's

expected of

them
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p\few Measurement
— matters.
If you can see it
or hear it, you
can manage It.

Are your values
demonstrated through
behaviours?
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Guided by Purpose

Informed by clearly communicated
& defined behaviours

Fueled by VALUES
Held Accountable
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WHAT
we do IS
Important
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Not what you
do...

its HOW you

make people
feel
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Carlng IS a powerful busmess advantage

Scott Johnson
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Trustworthiness...a
lot like Generousity
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Curiousity

Greatest human

heed — to feel
‘heard’

©Lorella DePieri



©Lorella DePieri

The less said
the better.
Besides... it's
all In the
contract
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- More information

More transparency
More communication
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People hear 1 in 6 words

Under reimbursed loss and/or damage
per article. This means

damage or loss, you will be reimbursed

damaged/lost item. This coverage is required

no cost to you
sufficient to replace
your items
personal extend
during your move.
Plan B — Replacement Protection
coverage replacement cost
today’s market price
Maximum coverage your
moving value
multiplied



Clarify
Confirm
Capture
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What are the stresses you could
relieve?
What about un-thinkables?
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Moyth
- #

No News Is
Good News
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It’s more
expensive to
solve the
problem later or
twice



Why post move follow-up is critical

83% of consumers are willing to refer
after a positive experience—yet only

29% actually do

Low Satisfaction i

e — -

High _ _ _ Low
Dissatisfaction

Dissatisfied consumer will tell between

9 and 15 people about their experience.

About 13% of dissatisfied customers
tell more than 20 people. —

©Lorella DePieri



o
B
Competition
... It's dog
eat dog
world”
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Competere:
to strive together,
to get better
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Thoughts....

« Compete in the best sense
— Best practice sharing

 Innovation

— Cross Pollinate — other industries
— What are the ‘un-thinkables’?

* Differentiate — What’s your 1-degree?
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New business?

 Referrals

» Partnerships with realtors, builders,
corporate re-locators

* |Information sessions
 Social media - Tweets, Facebook

» Corporate community support
* Other?
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The Age of More

Team selling
Customer EXPERIENCE
Purpose
Values
Service
Accountability
Communication
Integrity
Innovation
Movers of people



HOW we do business
IS as iImportant as

WHAT results we get.




The Power of Words Youtube

http://youtu.be/Hzgzim5m70U




Contact info

Lorella DePlieri
416-903-3769
www.rbdconsultants.com
www.1-degree.ca
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