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For the Missouri Assisted Living Association
April 19, 2010

Anthony Cirillo, FACHE, ABC

“ I've learned that people will forget what you 
said, people will forget what you did, but 

people will never forget how you made 
them feel.”

Maya Angelou
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WOM

� Word of Mouth
� Culture vs. Customer Service
� Experience Starts with Data
� Develop Your Personal Brand

� Experience Management
� Telling and Spreading Your Story 

Agenda

Harvard and McKinsey says…
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• 68% rate what they hear in conversation as credible

• 56% are likely to pass along what they hear

• 39% will seek additional information

Prevention / Keller Fay Group

Boomer Women

Conversation + Education

“In many cases, WOM isn't actually 
"marketing" at all. It's great customer service 
that earns customer respect.” 
Andy Sernovitz, 
CEO, Word of Mouth Marketing Association

Word of Mouth
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= 2 cents a cup

= 20 cents a cup

= $1 cup

= $3 - $5 a cup

The Experience Economy –
B. Joseph Pine II, James Gilmore

The Value of Experiences

According to The Patient-Centered Care Improvement Guide, 
…what is most vital to patients “has little to do with the clinical, 
technological or scientific aspects of medicine. Th ese are taken for 
granted as minimum standards of care. Far more mean ingful – and 
memorable – are compassionate interactions, access t o information, 
involvement of loved ones, a healing physical envir onment, and an 
approach that supports mind, body and spirit.”

“Patients judge their experience by the 
way they are treated as a person not by 
the way they are treated for their 
disease.”

And this from Fred Lee, 
author of “If Disney Ran 
Your Hospital”…

What Matters

WOM is more effective over 
time than advertising.

A great resident experience 
fuels word of mouth.
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• 85% consumers - good to excellent rating in facility  satisfaction and 
willingness to recommend

• 66% employees – rate good to excellent place to work

• 73% employees – rate good to excellent as a place to  receive care

My InnerView

“So, if you die in a long term care 
facility without following the operational 
guidelines, do they make you die all 
over again (correctly this time)?”

Culture vs. Customer Service

Culture vs. Customer Service
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“Instead of a management philosophy centered 
around the manager as the play-caller , assigning 

tasks and motivating people to carry them out, we 
are told by the neuroscientists that the new 

management job is one of facilitating more of a 
customized, do-it-yourself process centered 

around each newly-energized 
employee, one centered on questions (often 

leading) rather than direction.”
Are You Ready to Manage in an Irrational World?

Harvard Business School Working Knowledge
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+

What’s Your Job?

From healthcare to 
healthcaring
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Data collection helps you create better
experiences for everyone.

Develop Your Personal Brand
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Mindset of a personal brand
- Work for yourself
- Internal security
- Marketing plan
- Market
- Differentiating
- Strategy
- Relationships
- Network
- Long-term plan
- Sound bites
- Packaging
- Visible
- Self-measurement

Other mere mortals
- Work for a boss
- External benchmarks
- Resume
- Clients, co-workers, mgt.
- Fitting In
- Hard work
- Transactions
- Solo
- Short-term reactionary
- Business jargon
- Clothes
- Low profile
- Performance review

Why a Brand is Important in Your Career

Brand Attributes

The Package
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What’s in a Look?

What’s in a Look?

What’s in a Look?
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What Did You Say?

Each of us has a brand image.
Reflect it and put a personal 

stamp on our work.

33

Residents/Patients:
– A place for healing and graceful transitions
– The ability to participate and direct their care
– Respect for their individual needs and choices
– Acknowledgement and support for inter-generational differences

Staff:
– Management who cares and listens
– A sense of hope and empowerment
– Support to manage stress, grief and fear

Family Members:
– Confidence in the quality and compassion of care
– Individual choices honored 
– Guidance and support to manage transitions

Does your experience create meaningful connections,  
match peoples’ needs and your brand promise?

What Experiences Do People Want?
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“Every time your company touches a customer, 
they either become a little more, or a little 

less engaged – but they never stay the same.”

John H. Fleming, Ph.D., and Jim Asplund 

“Improvement in resident safety will hinge on 
significant shifts in the culture of healthcare as on 

specific changes in the process of providing 
care.”

Ray Miller, Direct Supply

Why Experience Management?

“You cannot NOT have an 
experience…the question is how 

managed or haphazard is it.”

Lou Carbone
Founder, CEO
Experience Engineering, Inc
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“The tangible attributes of a product or 
services have far less influence on 

consumers preference than the 
subconscious sensory elements 

derived from the total experience.”
Dr. Gerald Zaltman

Harvard, Laboratory of the Consumer Mind
“How Customers Think”

Brain Science

Every second we take in 20 million bits of data 
through our five senses from everything that 
surrounds us: people, processes and environment.
An Experience is the sum total of all those sensory 
elements. 

“The tangible attributes of a product or service ha ve far less 
influence on consumers’ preference than the subcons cious 

sensory elements derived from the total experience. ”
-Dr. Gerald Zaltman

-Author: How Customers Think
Harvard Laboratory of the Consumer Mind

Experience Management – the Science

At XYZ Long-Term Services and Support,
we want people to feel

_______,_______& ________.

Experience Target
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40

The Power of Tools

� Create new perspectives

� New perspectives create new behaviors –
immediately & authentically

� Empower individuals

� Enhance business operations

� Tools support a sense & respond organization

Adopt New Leadership Practices.
Make the Shift. 

Empower Employees and Residents.
Change Experiences.
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Are influencers participating in Family Council?

Consider external advisory groups.

Access to information.

Sneak previews.

Participate in the development of a new service.

Use to attract others.

Engagement

Give Something Away

Create Community
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Cause Marketing

Use

- customer engagement
- give to get
- create community
- cause marketing

to build crusaders and create 
tipping points.

“If your mission has a 
human purpose, profit will 
take care of itself if you 
operate wisely.”

Earl Bakken, Medtronic
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� 58% will always or often pay more for a better customer experience 

� Saving just 8% of customers from attrition can add 20% to your 
profits.

� Customer-centric companies were 60% more profitable , and two 
times as likely to exceed return on shareholder equ ity.

� A 2% increase in customer retention has the same ef fect on profits 
as cutting costs 10%

� A 5% reduction in customer defection rate can incre ase profits 25 –
125% 

Sources: Deloitte and Touche, Forrester Research, and Peppers & Rogers

ROI of a Well-Managed Experience

From Fear to Understanding

1. WOM is more effective over 
time than advertising.

2. A great resident experience 
fuels word of mouth.

3. Data collection helps you create better 
experiences for everyone.

4. Each of us has a brand image. Reflect it 
and put a personal stamp on our work.

5. Adopt New Leadership Practices.  Make the Shift. Empower Employees and 
Residents. Change Experiences.

6. Use
- customer engagement
- give to get
- create community
- cause marketing
to build crusaders and create tipping points.

Lessons
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Would you recommend us to others?

The Ultimate Question

Anthony Cirillo, FACHE, ABC

cirillo@4wardfast.com

www.4wardfast.com

www.anthonyssong.com

http://anthonyssong.blogspot.com/

The Resident Experience
Please give us a brief quote about today’s program and your permission to use it on our website. It wo uld be 
greatly appreciated. 

________________________________________________________________________________________________
What did you like best about the program? Least?
Best:    
________________________________________________________________________________________________
Least:  
________________________________________________________________________________________________

What questions do you still have about the topic?
________________________________________________________________________________________________

What one idea from this program will you implement immediately? 
________________________________________________________________________________________________

Is there something that could be added to the progr am?
________________________________________________________________________________________________

May we have permission to add you to our opt-in lis t to receive updates from Fast Forward?   Y / N
If Yes, please provide email at bottom.
I would be interested in:
___ Hiring Anthony to speak for our group and I hav e a meeting date:
___ Hiring Anthony to speak or consult with my comp any or group in the future.
___ Referring Anthony to speak for another organiza tion.  Group / Contact Person: ________________

Add me to your list!          PLEASE PRINT
Name: ____________________________________________Phone Number: _____________________
Email: _________________________________@__________ ______________________________.____


