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Conversations	
   with	
   the	
   CCO	
   is	
   a	
   web-­‐based,	
   live	
   Q&A	
   series	
   hosted	
   by	
   the	
   Chief	
   Customer	
   Officer	
   Council	
   that	
  
features	
   some	
   of	
   the	
   most	
   forward-­‐thinking	
   and	
   successful	
   CCOs	
   in	
   the	
   world	
   speaking	
   candidly	
   about	
   best	
  
practices	
   and	
   challenges	
   in	
   driving	
   customer	
   centricity.	
   To	
   learn	
   more	
   and	
   to	
   view	
   past	
   Conversations,	
   visit	
  
www.ccocouncil.org	
  

As	
   we	
   continue	
   to	
   look	
   to	
   1st	
   generation	
   chief	
   customer	
   officers	
   across	
   the	
   country	
   to	
   inform	
   best	
  
practices,	
   this	
   Conversation	
   features	
   Peter	
   Quinn,	
   CCO	
   for	
   Infor	
   and	
   a	
   veteran	
   executive	
   in	
   the	
  
technology	
  industry.	
  He	
  established	
  the	
  customer	
  experience	
  office	
  for	
  Lawson	
  in	
  2008,	
  going	
  on	
  to	
  lead	
  
as	
  its	
  chief	
  customer	
  officer	
  in	
  2009.	
  He	
  leads	
  initiatives	
  to	
  enhance	
  customer	
  experience	
  and	
  loyalty	
  and	
  
is	
  responsible	
  for	
  building	
  on	
  Lawson’s	
  customer-­‐centric	
  culture.	
  We	
  discussed	
  the	
  opposition	
  he	
  faced	
  
during	
  his	
  first	
  year	
  and	
  the	
  strategies	
  he	
  successfully	
  employed	
  to	
  win	
  credibility	
  and	
  collaboration.	
  	
  

	
  

	
  
Curtis	
   Bingham:	
   Why	
   did	
   you	
  
create	
   the	
   customer	
  
experience	
  office?	
  	
  

Peter	
   Quinn:	
   From	
   an	
   external	
  
perspective,	
   our	
   intent	
   was	
   to	
  
be	
   serious	
   about	
   delivering	
   a	
  
superior	
   customer	
   experience	
  
worldwide.	
   Our	
   mission	
  
statement	
   is	
   to	
   make	
   our	
  
customers	
  stronger,	
  so	
  the	
  idea	
  
of	
   delivering	
   that	
   was	
  
absolutely	
  essential.	
  	
  

The	
   internal	
   intent	
   was	
   to	
  
balance	
   the	
   authority	
   of	
   the	
  
general	
  manager.	
  Management	
  
was	
   driving	
   the	
   business	
   by	
  
geography,	
  with	
   sales,	
   support,	
  
services	
   and	
   marketing	
  
operating	
   as	
   silo	
   functions	
   in	
  
North	
  America,	
  Europe	
  and	
  Asia	
  
Pacific.	
  The	
  strategic	
  decision	
  to	
  
market	
   based	
   on	
   industry—not	
  
geography—meant	
   that	
   each	
  
global	
   industry	
  was	
  set	
  up	
  with	
  
a	
   GM	
   who	
   had	
   full	
  

PORTRAIT	
  OF	
  A	
  CCO	
  

Company	
  Profile:	
  When	
  it	
  merged	
  
with	
  Lawson	
  in	
  2011,	
  Infor	
  became	
  
the	
  third	
  largest	
  provider	
  of	
  
enterprise	
  applications	
  and	
  services	
  
in	
  the	
  world	
  (behind	
  SAP	
  and	
  
Oracle)	
  with	
  4,500	
  customers	
  across	
  
68	
  countries.	
  	
  

Title:	
   Chief	
  Customer	
  Officer	
  	
  

Accountabilities:	
   This	
  role	
  is	
  
corporate,	
  not	
  operational;	
  it	
  
functions	
  right	
  in	
  the	
  center	
  of	
  the	
  
company	
  with	
  no	
  direct	
  ownership	
  
over	
  any	
  customers	
  or	
  processes	
  
that	
  touch	
  the	
  customer.	
  Focus	
  is	
  on	
  
measuring	
  and	
  monitoring	
  customer	
  
feedback,	
  loyalty,	
  and	
  satisfaction	
  
and	
  then	
  making	
  them	
  visible	
  to	
  the	
  
rest	
  of	
  the	
  company.	
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responsibilities	
   for	
   P&L	
   and	
   all	
  
the	
   functions	
   reporting	
   in.	
  As	
  a	
  
result,	
   they	
   pretty	
   much	
  
wanted	
  to	
  drive	
  everything	
  that	
  
happens.	
   To	
   counter	
   that	
  
centralization	
   of	
   authority,	
   the	
  
role	
   of	
   the	
   chief	
   customer	
  

officer	
   was	
   brought	
   to	
   the	
  
table,	
   to	
   ensure	
   a	
   consistent	
  
level	
   of	
   customer	
   experience	
  
around	
  the	
  world	
  and	
  across	
  all	
  
business	
  units.	
  

CB:	
   I	
   spoke	
  with	
  a	
   company	
   in	
  
a	
  similar	
  situation	
  that	
  went	
  in	
  
the	
   exact	
   opposite	
   direction.	
  
Rather	
   than	
   overcome	
   the	
  
extreme	
   resistance	
   around	
  
bringing	
   the	
   function	
   in-­‐house	
  
for	
   the	
   sake	
   of	
   consistency,	
  
they	
   disbanded	
   the	
   role	
  
equivalent	
   to	
   the	
   chief	
  
customer	
  officer	
  and	
  relegated	
  
that	
   back	
   out	
   to	
   the	
   industry.	
  
What	
  kinds	
  of	
  things	
  worked	
  to	
  
get	
  people	
  on	
  board?	
  

PQ:	
   I	
   leveraged	
   those	
   in	
   the	
  
organization	
   who	
   were	
   most	
  
open	
  to	
  developing	
  a	
  customer-­‐

centric	
   culture	
   and	
   who	
   were	
  
following	
  the	
  types	
  of	
  guidance,	
  
processes	
   and	
   procedures	
   that	
  
we	
  were	
  proposing.	
   I	
   instituted	
  
a	
   set	
   of	
   metrics	
   or	
   KPI	
   across	
  
the	
   company	
   and	
   started	
   to	
  
make	
   winners	
   and	
   losers	
   very,	
  

very	
   visible,	
   like	
   stack	
   ranking	
  
over	
   business	
   units.	
   The	
   only	
  
thing	
   those	
   at	
   the	
   bottom	
   end	
  
could	
   do,	
   realistically,	
  was	
   look	
  
at	
   why	
   the	
   other	
   teams	
   did	
  
better	
   and	
   copy	
   them.	
   We	
   did	
  
the	
   same	
   for	
   teams	
   within	
   a	
  
functional	
   group	
   and	
   all	
  
employees	
   across	
   the	
   board,	
  
and	
   recognized	
   those	
   doing	
  
really	
  good	
  jobs.	
  People	
  want	
  to	
  
play	
  the	
  game;	
  they	
  want	
  to	
  be	
  
winners.	
   No	
   one	
   came	
   banging	
  
on	
   my	
   door	
   asking,	
   “Why	
   on	
  
earth	
   did	
   you	
   put	
   me	
   last?”	
  
Rather,	
   people	
   were	
   asking,	
  
“Can	
  you	
  help	
  me	
  get	
  past	
  that	
  
other	
   business	
   unit?”	
   Using	
  
competition	
   as	
   a	
   driver	
   to	
   get	
  
approved	
   through	
   respect	
  
rather	
   than	
   trying	
   to	
   drive	
   an	
  

agenda	
   was	
   how	
   we	
   made	
   it	
  
work	
  in	
  Lawson.	
  

CB:	
   Was	
   overcoming	
   the	
  
GM’s	
   desire	
   to	
   drive	
   and	
   be	
  
accountable	
   for	
   their	
   business	
  
units	
   and	
   their	
   industry	
   your	
  
biggest	
   challenge	
  or	
  was	
   there	
  
another	
  in	
  your	
  first	
  year?	
  

PQ:	
   That	
   was	
   certainly	
   one	
   of	
  
the	
   biggest.	
   The	
   other	
   big	
  
challenge	
   was	
   that	
   everyone	
  
else	
   in	
   the	
   company	
   thought	
  
they	
   knew	
  how	
   to	
  do	
   it	
   better.	
  
We	
   use	
   Net	
   Promoter	
   Score,	
  
which	
   has	
   a	
   lot	
   of	
   credibility,	
  
methodologies	
   and	
   process	
   yet	
  
most	
  people	
  wanted	
   to	
   change	
  
it	
  one	
  way	
  or	
  another.	
  It	
  took	
  a	
  
long	
  time	
  to	
  get	
  our	
  companies	
  
to	
   understand	
   that	
   to	
   be	
  
successful	
   you	
   have	
   to	
   identify	
  
methodologies	
   and	
   processes	
  
and	
  stick	
   to	
   them.	
  Once	
  you’ve	
  
implemented	
   them	
   you	
  
measure	
  improvement.	
  	
  

CB:	
   What	
   do	
   you	
   think	
  
finally	
   changed	
   the	
   flow?	
  Was	
  
it	
  just	
  simply	
  you	
  holding	
  on	
  to	
  
the	
   rod	
   and	
   resisting	
   the	
  
efforts	
   to	
   derail	
   the	
  
measurement	
   process,	
   or	
   do	
  
you	
  think	
  there	
  was	
  something	
  

“No	
  one	
  came	
  banging	
  on	
  my	
  door	
  asking,	
  ‘Why	
  on	
  earth	
  
did	
  you	
  put	
  me	
  last?’	
  Rather,	
  people	
  were	
  asking,	
  ‘Can	
  you	
  

help	
  me	
  get	
  past	
  that	
  other	
  business	
  unit?’”	
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else	
   that	
   finally	
   won	
   over	
   the	
  
holdouts?	
  

PQ:	
   There	
  were	
   two	
   things.	
  
The	
   most	
   obvious	
   is	
   that	
   time	
  
heals	
  most	
  ills	
  and	
  you	
  just	
  have	
  
to	
   go	
   through	
   a	
   timeline.	
   The	
  
second	
   thing	
   is	
   the	
  
establishment	
   of	
   trustworthy	
  
data.	
  When	
  you	
  get	
  to	
  the	
  point	
  
that	
   no	
   one	
   is	
   critical	
   of	
   the	
  
analysis	
   or	
   data	
   points,	
   when	
  
meetings	
   begin	
   with	
   the	
  
assumption	
   that	
   the	
   data	
   and	
  
analyses	
   being	
   presented	
   are	
  
correct,	
   and	
   therefore	
   the	
  
purpose	
   of	
   the	
   discussion	
   is	
   to	
  
discover	
  how	
  to	
  move	
   forward,	
  
that’s	
   when	
   you	
   know	
   you’ve	
  
had	
   an	
   enormous	
  
breakthrough.	
  	
  

We	
  do	
  our	
  Net	
  Promoter	
  Scores	
  
twice	
   a	
   year.	
   After	
   18	
   months	
  
we	
   had	
   run	
   the	
   score	
   three	
  
times	
  and	
  it	
  was	
  as	
  plain	
  as	
  the	
  
nose	
   on	
   everyone’s	
   face	
   that	
  
the	
   results	
   were	
   very	
  
consistent;	
   they	
   weren’t	
  
bouncing	
   up	
   and	
   down	
   from	
  
survey	
   to	
   survey.	
   We	
   would	
  
segment	
   by	
   industry,	
  

geography,	
   team—whatever—
and	
   time	
   after	
   time	
   the	
   scores	
  
showed	
   the	
   same	
   picture.	
  
Leadership	
   then	
   recognized	
  
that	
   its	
   results	
   were	
   mapping	
  
onto	
   our	
   financial	
   results,	
   and	
  
actually	
   giving	
   us	
   a	
   heads	
   up.	
  
That	
   was	
   a	
   critical	
  

breakthrough.	
  	
  

CB:	
  As	
  you	
  look	
  back	
  over	
  your	
  
first	
   two	
   years,	
   outside	
   of	
  
getting	
   the	
   data	
   right	
   and	
  
everybody	
   to	
   agree	
   that	
   the	
  
methodologies	
   in	
   play	
   are	
  
proven,	
  what	
  are	
  the	
  CCO’s	
  top	
  
two	
  or	
  three	
  priorities?	
  	
  

PQ:	
   I	
   don’t	
   think	
   there’s	
   one	
  
answer	
  that	
  fits	
  all,	
  but	
  from	
  my	
  
perspective	
   the	
   CCO	
   needs	
   to	
  
own	
  the	
  voice	
  of	
  the	
  customer,	
  
and	
  to	
  do	
  that	
  with	
  data.	
  	
  

In	
   my	
   role	
   I	
   own	
   user	
   groups,	
  
customer	
   councils,	
   reference	
  
programs,	
   survey	
  
methodologies,	
   etc.,	
   and	
   need	
  
to	
  have	
   the	
  ability	
   to	
  present	
  a	
  
unified	
  holistic	
  view	
  of	
  the	
  voice	
  
of	
   the	
   customer	
   directly	
   to	
   the	
  
executive	
   team,	
   and	
   to	
   expect	
  

response	
  and	
  action.	
  	
  

I’ve	
  realized	
  that	
   in	
  the	
  future	
   I	
  
need	
   to	
   do	
   less,	
   and	
   focus	
  
more.	
   I	
   spent	
   too	
   much	
   time	
  
looking	
   at	
   data,	
   doing	
   analysis	
  
across	
   the	
   board	
   and	
   feeding	
  
that	
   back	
   to	
   our	
   organization.	
  
Going	
   forward,	
   the	
   lessons	
   I	
  
learned	
   are	
   that	
   I	
   need	
   to	
   do	
  
more	
   upfront	
   segmentation,	
  
make	
   sure	
   I	
   identify	
   the	
   critical	
  
areas	
   of	
   the	
   new	
   business	
   and	
  
engage	
  with	
  it	
  quickly.	
  	
  

	
    

“When	
  meetings	
  begin	
  with	
  the	
  assumption	
  that	
  the	
  data	
  
and	
  information	
  and	
  analyses	
  being	
  presented	
  are	
  

correct,	
  and	
  therefore	
  the	
  purpose	
  of	
  the	
  discussion	
  is	
  to	
  
realize	
  how	
  to	
  move	
  forward,	
  that’s	
  when	
  you	
  know	
  

you’ve	
  had	
  an	
  enormous	
  breakthrough.”	
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About CURTIS N. BINGHAM 
As	
  Executive	
  Director	
  of	
   the	
  Chief	
  Customer	
  Officer	
  Council™,	
  Curtis	
  Bingham	
   is	
   the	
   recognized	
  
authority	
   on	
   chief	
   customer	
   officers	
   and	
   the	
   first	
   to	
   promote	
   this	
   role	
   as	
   a	
   catalyst	
   for	
  
competitive	
  advantage.	
  He	
  is	
  the	
  creator	
  of	
  the	
  CCO	
  Roadmap,	
  a	
  groundbreaking	
  work	
  containing	
  
100+	
  critical	
  strategies	
  essential	
  for	
  customer	
  centricity.	
  As	
  an	
  international	
  speaker,	
  author,	
  and	
  
consultant,	
   Curtis	
   is	
   passionate	
   about	
   creating	
   customer	
   strategy	
   to	
   sustainably	
   grow	
   revenue,	
  
profit,	
  and	
  loyalty.	
  

 

About PETER QUINN 
Peter	
  Quinn	
  is	
  the	
  CCO	
  for	
  Infor,	
  which	
  merged	
  with	
  Lawson	
  in	
  2011.	
  Infor	
  develops,	
  services,	
  and	
  
supports	
   Enterprise	
   Resource	
   Planning	
   software	
   for	
   customers	
   around	
   the	
  world.	
  Quinn	
   joined	
  
Lawson	
  in	
  2006	
  and	
  served	
  as	
  vice	
  president	
  of	
  marketing	
  operations	
  since	
  2007.	
  As	
  CCO,	
  he	
  leads	
  
a	
  customer	
  advocate	
  team	
  responsible	
  for	
  keeping	
  customer	
  concerns	
  at	
  the	
  forefront	
  of	
  all	
  levels	
  
and	
  all	
  departments.	
  	
  

	
  

About THE CHIEF CUSTOMER OFFICER COUNCIL 
The	
   Chief	
   Customer	
   Officer	
   Council	
   is	
   the	
   first	
   of	
   its	
   kind;	
   a	
   member-­‐led	
   peer-­‐
advisory	
  network	
  offering	
  unparalleled	
  insight	
   into	
  the	
  critical	
   issues	
  facing	
  CCOs.	
  
It	
   was	
   created	
   to	
   provide	
   a	
   safe	
   environment	
   where	
   CCOs	
   can	
   share	
   ideas,	
  
concerns,	
   and	
   build	
   best	
   practices	
   that	
   well	
   help	
   them,	
   their	
   companies,	
   and	
  
especially	
   their	
   customers	
   succeed.	
   The	
   Council	
   includes	
   CCOs	
   from	
   diverse	
  
industries,	
   purposefully	
   cross-­‐pollinated	
   with	
   the	
   most	
   forward-­‐thinking	
  
companies,	
  large	
  and	
  small.	
  For	
  more	
  information,	
  visit	
  www.ccocouncil.org,	
  email	
  
info@ccocouncil.org	
  or	
  call	
  978-­‐226-­‐8675.	
  

For	
  more	
  resources	
  from	
  Curtis	
  Bingham	
  and	
  the	
  CCO	
  Council,	
  including	
  articles,	
  videos,	
  and	
  The	
  
Bingham	
  Advisory,	
  visit	
  www.ccocouncil.org.	
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Conversations	
  with	
  the	
  CCO:	
  First	
  Year	
  Strategies	
  with	
  Jennifer	
  Maul	
  –	
  In	
  this	
  article	
  by	
  Curtis	
  N.	
  Bingham,	
  
featuring	
  Jennifer	
  Maul,	
  CCO	
  of	
  Vendavo,	
  you’ll	
  learn	
  critical	
  first	
  year	
  strategies	
  for	
  ensuring	
  the	
  success	
  of	
  
your	
  customers	
  and	
  consequently,	
  the	
  impact	
  of	
  their	
  success	
  upon	
  your	
  sales.	
  

Download	
  your	
  free	
  copy	
  today	
  at	
  www.ccocouncil.org/exclusiveresources/	
  	
  

	
  
	
  
	
  


