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Your Challenges?

The challenge today is not just retaining talented 
members but fully engaging them, capturing their 
minds and heart of their work lives.

Highly Effective Organizations simply bring out 
the best in their members. 



A highly engaged employee

A highly engaged customer



Defining Engagement

BehaviorBelief

✓ Believes your products 
and services are best in 
class  

✓ Believes the 
organization values 
them and therefore 
they stay

Heart

✓ Are excited about the 
direction and vision of 
the organization 

✓ Motivated to perform

✓ Recommends your firm/
products/services to 
friends 

✓ Engage in behaviors 
that contribute to 
organizational success

I Believe I’m Inspired I Do Extra

Engagement is the state of emotional and intellectual involvement with the 
brand, company, and products and services that drives discretionary effort.   



The Future of Management

The Future of 
Management by Gary 

Hamel

“Modern organizations 
are motivationally 

crippled because they 
‘coerce grudging 

compliance instead of  
inspiring passionate 

performance.”



We are coming to the realization that in order 
to deliver a great customer experience you 
must first….

Create an engaging employee experience Or…

Do both simultaneously



Developing Inspired Brand Champions



Where Does Passionate 
Performance Come From?

Disengaged Swing Love

Solution: Communicate to the Swing Group through 
the eyes and heart of the Love Group...

Momentum is best understood through the eyes and 
heart of your love group. 



Four Ways 

1. Aligning member values, goals, and aspirations with 
those of the organization

2. Finding a hurdle to jump over that other firms fail 
to do

3. Ride Waves of Momentum

4. Find a Goliath to Slay:  Moving forward by finding a 
higher purpose



Employee Engagement

• I have the necessary resources, knowledge, and skills to get 
the job done 

• I am clear how I contribute to the mission of the organization

• Fit	in	well	with	my	coworkers	and	team	
• Receive	regular	personal	feedback	
• Leadership	interested	in	me	as	a	person

• I’m	supported	and	motivated	by	my	team,	coworkers,	and	leaders	
• Career	and	growth	opportunities	
• Feel	respected	and	valued	as	an	individual

• Inspired	Brand	Champions	
• Best	in	Industry	
• Brand	Advocacy

Engaged

Valued	&	
Supported

Social	Fit

Culture	&	Job	Fit



A Strategy

Engaging with the brand from day 1.



Engaging people to get proactively 
involved in helping achieve your goals and 
those of your customers (internal or 
external) requires the same discipline 
and rigor as advertising or any other 
types of campaigns.



Finding a hurdle to jump over that 
other firms fail to do.



Where should I 
spend my 
resources?

Do I understand 
the right 

engagement 
drivers?

Creating 
Momentum:

How can I create greater growth through developing 
greater emotional attachment to the firm?



When the service rep showed me how to 
better use my money,  when I felt better 

and smarter.

Please describe an experience with our 
bank you found truly delightful.   

Focus on the EngagedFocus:

Question:

Build:



Strengthening Customer Engagement

The Customer

Positive 
Consumption 
Experiences 

with the 
Brand 

(Product/ 
Service) 

The Brand

Depend on the Brand to educate 
me on my financial needs 

Makes me Smarter

*Make the brand a positive part of day-to-day life

The Brand values my relationship 
and truly cares about me 

Straight forward advice

The Brand Knows who I am and 
connects with me 

Understands my 
individual needs



Strengthening Employee Engagement

The Employee

The Brand/ 
Company

Positive Work 
Experiences 

With the 
Brand 

(Company)

Greater confidence in myself and 
my abilities 

Opportunities for 
personal development-- 

training customers

*bond leads to positive action…

Share a common bond of beliefs 
and purpose 

Confident in our products 
and services

The Brand Knows who I am and 
connects with me 

Training to support 
career development



The Tipping Point

+ 
Experiences

- 
Experiences

The “a ha” occurs when organizations discover the 
economics of talent and customer retention.



Making Customers 
Smarter Pays!



Lets Review:  Creating Momentum

1. Spend time listening to Your Brand 
Champions to identify and 
understand the feelings and emotions of 
highly engaged members.  

2.  Don’t get tripped up by the concerns of 
the disengaged;  Fix the worst problems 
quietly.  Never take your eye off the true 
mark, your brand champions. 

3.  Always communicate to your internal 
and external stakeholders through the 
eyes and heart of your engaged 
members. 



Ride Waves of 
Momentum

Get your vision about “next steps” from people that are engaged. 



Finding a Goliath to Slay:  Moving 
Forward by Finding a Higher Purpose



A Mini Case



Quick Facts

1. World’s largest retailer--$405 billion annual sales
2. Employs more than 2 million people worldwide
3. Operates  more than 8,500 facilities in 15 countries
4. Serves more than 200 million shoppers each year in the US
5. Saves the average household in the US more than $2500 a 

year



Trouble in Bentonville 



Wal-Mart Finds a Goliath…

“Due to our size and scope, we are 
uniquely positioned to have a 
great impact in the world, perhaps 
like no company before us.”

Translation:  Instead of focusing 
on why people hate us, why not 
give customers and employees a 
better reason to love us!



Background on Sustainability 

Consumer enthusiasm around sustainability is growing...

83% say they are “extremely 
likely” or “very likely” to switch 
brands if the new brand is 
environmentally friendly and the 
price and quality of the products 
are equal!



Background on Sustainability 
...but, there is a disconnect between 

awareness, intent, and behavior

64% of the general population can’t name a 
“green” brand
51% of those considering themselves 
“environmentally conscious” can’t name a 
“green” brand
40% of the general population say they prefer 
buying “green” brands, but “green” brands only 
have 4% market share



How to Slay Goliath?

Which approach to pick?  Which gets the best buy-in from 
consumers and employees?

I am Making a 
Difference (53.7%)

Better Health (61.6%)



On-Air and In-Store TV Ads

GreenWorks

GE CFL



Product Innovation



In-Store Impact

Store-wide Messaging: 

•  Features: consistent look 

•  Simple “Make a Difference” statements 



April 19th - Day for Shopping

One Million Reusable Bags 

4 Million Magalogues 

1.2 Million Seed Cards for Kids 

Three times bigger than Easter...

One million reusable bags
1.2 million seed cards for kids

4 million magalogues



Outcomes...

Kudos from business press - “redefined itself in terms that Sam 
Walton would recognize as an extension to his core value 
system”  “save money live better message more than corporate 
double-talk...blazing a trail in environmental sustainability and 
health care benefiting consumers not just consumerism”

Kudos from industry experts - “leadership in sustainability has 
become the No. 1 image maker for Walmart”

Kudos from Wall Street - “Walmart shares have climbed the 
charts in recent months...shares hit a new 52-week high May 1st, 
up nearly 22% from the beginning of the year”



Outcomes...

Jeffrey Hollender



Now, Go Inspire and Get 
Passionate Performance From 

Your Brand Champions?

Thank 
You


