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It is 6 – 7 times more costly to acquire a new 
customers than it is to keep an existing one. 



It is 2.5 times/salary more costly to replace a 
new employee than it is to keep an existing one. 



You can enjoy  
5 - 95% more profit 

by boosting 
retention by as 

little as 5%. 



You can be 
50-70% more 
productive 

by boosting 
retention by as 

little as 10%. 



73% of consumer decisions are primarily influenced by word of mouth. 
McKinsey 2009 



90%	
  of	
  customers	
  iden1fy	
  word	
  of	
  mouth	
  as	
  the	
  best,	
  most	
  reliable	
  and	
  
trustworthy	
  source	
  about	
  ideas	
  and	
  informa1on	
  on	
  products	
  and	
  services.	
  	
  

NOP	
  World	
  



#1	
  reason	
  employees	
  leave?	
  
They	
  don’t	
  get	
  enough	
  of	
  your	
  1me/aCen1on.	
  

SHRM	
  2010	
  



Big	
  diff	
  between	
  
sa<sfac<on	
  and	
  
love	
  

Satisfaction Love 





It’s scary! 



In the beloved and 
prosperous companies: 

Leaders blend who they 
are as people with how 
they lead. 

Business decisions 
combine purpose and 
passion. 

Leaders give employees 
behaviors to model and 
permission to be “real.” 

Relationships are 
between people who 
share the same values. 



3 key lessons to 
the art of woo 

An element of surprise… it’s 
all about them 

The more personal the better 

Bragging rights matter 



An element of 
surprise…  it’s all 

about them 

Can’t be a bait and switch 

Can’t be insincere 

Doesn’t have to be big 



Bonus Bucks 



Create your own gratitude holiday 



A 10¢ lollipop? 



The Disney way 





Expected… 
Had to… 



The Disney way 
Everyday	
  Hero?	
  



Chuck Day! 



April 13 – National 
Scrabble Day 



The Disney way 



The Disney way ~	
  How	
  will	
  you	
  surprise	
  customers/
employees?	
  
~	
  How	
  will	
  you	
  lock	
  in	
  your	
  
commitment?	
  
~	
  How	
  will	
  you	
  keep	
  this	
  
surprising?	
  



The more personal 
the better 

Isn’t about having their name 
mail merged into a letter 

Takes a village to pull this off 

Will create staggering WOM! 



Handwritten wins the day 



They noticed I wasn’t there 



Mandatory intro lunches… on marketing’s dime 



Send a note to their spouse, kids etc. 



What’s	
  their	
  plan?	
  	
  What’s	
  your	
  plan	
  for	
  them?	
  



Mandatory intro lunches… on marketing’s dime 



The Disney way ~	
  How	
  will	
  you	
  make	
  it	
  personal	
  
with	
  employees/customers?	
  
~	
  How	
  will	
  you	
  lock	
  in	
  your	
  
commitment?	
  
~	
  How	
  will	
  you	
  keep	
  this	
  from	
  
being	
  a	
  one	
  <me	
  deal?	
  



Bragging rights matter 

It should have some buzz factor 

Do it in public 

If they can share it… all the better 



Could you help them meet their 
business goals? 



Genius bar reservations 



Exclusivity	
  is	
  a	
  
beau<ful	
  thing!	
  



Trip for tenure 



Ca	
  boy	
  emails!	
  



It	
  doesn’t	
  always	
  have	
  to	
  come	
  from	
  you	
  



The Disney way ~	
  How	
  will	
  you	
  create	
  bragging	
  
rights	
  for	
  your	
  customers/
employees?	
  
~	
  How	
  will	
  you	
  lock	
  in	
  your	
  
commitment?	
  
~	
  How	
  will	
  you	
  sustain	
  this?	
  







www.DrewsMarke1ngMinute.com/MasonCity	
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