
Jon Picoult: 
What I have found in studying companies that do this well, is that they recognize that they're not just in 
the business of crea@ng great customer experiences, they're in the business of crea@ng great customer 
memories. 

James Robert Lay: 
Gree@ngs and hello, I am James Robert Lay and welcome to the 175th episode of the Banking on Digital 
Growth Podcast. Today's episode is part of the Exponen@al Insight Series, and I'm excited to welcome Jon 
Picoult to the show. Jon is the founder of Watermark Consul@ng and a leading expert in customer and 
employee experience. Jon has been featured by dozens of media outlets, including the Wall Street 
Journal, the New York Times, NBC News and Forbes, just to name a few. He has advised C-suite leaders 
at some of the world's foremost brands helping companies capitalize on the power of loyalty, both in the 
marketplace, as well as in the workplace. And today, Jon joins us to talk about his fascina@ng new book, 
From Impressed to Obsessed: 12 Principles for Turning Customers and Employees into Lifelong Fans. 
Welcome to the show, Jon, it is so good to share @me with you today. 

Jon Picoult: 
Hey James Robert, it's good to be with you. 

James Robert Lay: 
Before we get in to talking your book From Impressed to Obsessed, it's had great insights that I'm excited 
to explore, but before we get there, what's good for you personally, professionally, it's always your pick 
to get started on the show. 

Jon Picoult: 
What is good for me? 

James Robert Lay: 
What's good for you? 

Jon Picoult: 
Other than speaking with you. 

James Robert Lay: 
Yeah, other than speaking with me. 

Jon Picoult: 
I'll tell you, well, not to engage in shameless self-promo@on but you know this well because you're an 
author yourself, but you pour yourself into wri@ng a book. 

James Robert Lay: 
Yes you do. 

Jon Picoult: 
And so the book of course is rela@vely new. And so the good thing right now I would say is it's very 
rewarding to have the book out there to be hearing the posi@ve feedback from people about it. It takes a 
long @me to write a book and to do it right, and so I'd say I'm s@ll riding on that crest. 

James Robert Lay: 

 



It is, it does take a... You pour your heart, you pour your soul. It is a heavy liY, and as you men@oned as a 
fellow author, I want to start there. Why write from Impressed to Obsessed in the first place? What 
inspired you to go down this journey to begin? 

Jon Picoult: 
Yeah. Something that always bothered me back in my corporate days when I was working in the 
corporate world right through to when I started my own firm in 2009, it always troubled me how 
companies subject customers to all sorts of indigni@es. And it's probably only go]en worse in pandemic 
@mes. We wait in line, we're subjected to lack of transparency, hidden fees, [inaudible 00:03:30] 
expenses. Hard to find people to answer a ques@on, whether it's in a store or in a contact center, hard to 
find people who take ownership for helping you as opposed to kicking the can down the road to another 
department. And there's just such incivility and indignity in so many business interac@ons, be it with 
customers or even employees. 

Jon Picoult: 
And what I've always found is there are a whole host of very simple, straighborward things that 
companies and leaders can do to inject greater humanity into those experiences and to remove those 
indigni@es. And it just bothered me that more companies just wouldn't take the @me to do that. And so 
that was really the reason why I wanted to put all these ideas on paper, because there are limits to how 
many people I can influence just through speaking engagements or consul@ng engagements. And so 
yeah, that was the genesis of the book. That's why I wanted to do it. 

James Robert Lay: 
Well, I appreciate that. And the lack of humanity, if you will, is one that I am really hoping to inject back 
into the financial services space, into the banking space. In Banking on Digital Growth, I wrote about DX 
plus HX equals growth, the digital experience plus the human experience. But then I was like, I got it 
wrong. And what I mean, and you touched on this before, you men@oned the EX the employee 
experience. And I'm so glad in the sub@tle, the sub@tle is 12 Principles for Turning Customers and 
Employees into Lifelong Fans, because it is a mix of both here. 

James Robert Lay: 
And we'll come back to the point on employees in a bit. But as you opened up the book, I just 
immediately was like, "Yes, I totally get this." I had an emo@on when you were wri@ng about wrap rage. 
Wrap rage is real and when I read this in chapter one, I really connected. And I want to start here with 
the conversa@on, because if you think about wrap rage, I think wrap rage can easily be translated into 
the financial services space. Well, it might not be physical wrap rage, it's intangible wrap rage. We get 
that visceral emo@on, nega@ve emo@on. What is wrap rage for the dear listener? 

Jon Picoult: 
Sure. So wrap rage, if your listeners aren't familiar with the term, I'm sure they've experienced what it 
refers to. And it really talks about the frustra@on that people feel when trying to free a product from a 
nearly impenetrable package. And a classic culprit of wrap rage are those, they're called clamshell or 
oyster shell packages, kids toys, electronics, LED light bulbs come in that packaging. And it's just you got 
to get out the screwdriver, the scissors, the box cu]ers. And the thing is that once you start ripping it 
open, the edges are razor sharp. And as you know from reading the book, but many people don't, over 
6,000 people a year in the United States alone end up in the emergency room with injuries inflicted from 
wrap rage. 

Jon Picoult: 

 



They're trying so hard to get the product out of this ridiculous packaging. They actually lacerate their 
bodies so badly, they need to immediately seek out an ER doc. And the reason that I start a book about 
customer experience talking about wrap rage is because Amazon.com in 2008, launched their response 
to wrap rage and it was called frustra@on free packaging. And it basically meant that they nego@ated 
with suppliers to take these products out of their metal twist @es, out of the clam shells so that Amazon 
could just put it in their box, ship it to you, you get it, you take it out. There's no crying or tears or blood 
or lacera@ons, everybody's a lot happier. 

Jon Picoult: 
And this is actually something that's become a compe@@ve advantage for Amazon. It reinforces one of 
their brand proof, it's a brand proof point in terms of how easy it is to work with them. Not only just to 
order, but to open up the package that you get. And I think the key lesson for organiza@ons about the 
wrap rage story is really twofold. One is that there is a whole universe of touch points that comprise your 
customer experience. Many people would look at Amazon and say, "Hey, the package it's out of your 
wheelhouse," once you ship it from your warehouse, that's it you're done. But they didn't see it that way 
because they understood that that was an interac@on point that even if subconsciously would influence 
people's percep@ons of their Amazon experience. So they managed that touchpoint very deliberately 
and inten@onally. 

Jon Picoult: 
And so that's the first takeaway is that the universe of interac@ons and touch points that comprise the 
experience is much broader than what many businesses organize. The second key takeaway, and it gets 
to something you were referring to a moment ago, is the emo@onal component of the experience it's 
called frustra@on free packaging and it's called that for a reason. It is meant to mi@gate frustra@on and 
frustra@on is an emo@on. And the key learning I think from that is Amazon was very smart because they 
understand that ul@mately people's percep@ons of the experience they have with you is going to be 
shaped not by their logical ra@onal evalua@on of the interac@on, but by the emo@onal resonance. How 
they feel aYer they walk away from that experience. And that's what frustra@on free packaging was 
meant to address. 

James Robert Lay: 
I can see this being so prac@cally applied in the financial services space and the banking space. While 
we're not cujng ourselves on packaging, we might be inflic@ng pain for a prospec@ve account holder. 
They're not opening a package, but they're opening an account. They're applying for a loan and we talk 
about fric@onless banking. And I like this frustra@on free packaging, frustra@on free banking. I think 
that's a really great takeaway right there. And once again, I had no idea 6,000 people go to the 
emergency room. But I have four kids and with four kids, I'm sijng here going to ba]le during the 
holiday season, opening up all of the stuff. 

James Robert Lay: 
But you're right, now that you've brought that awareness to my mind, Amazon has made it much easier 
to get into whatever it is that you're gejng into and it does impact the overall Amazon experience. Even 
though it's outside of their "wheelhouse" it's all of these small li]le micro touches that really just as the 
sum is greater than the individual parts here. I'm curious before we go further clarifying for the dear 
listener, the difference between customer experience, because that's a word it gets thrown around a lot. 
What's the difference between customer experience and customer service and why is it important to 
make a dis@nc@on between the two? 

Jon Picoult: 

 



Yeah. So customer service is but one part of the customer experience, it's just like the user experience 
with an online digital experience is but one part of the customer experience. So customer service I would 
argue is definitely not synonymous with customer experience because the customer experience begins 
even before someone's a customer. And so I'd argue that the first @me I hear about a bank or a credit 
union or a wealth manager, I'm not even doing business with them yet, but the first @me I hear about 
them, maybe it's in an adver@sement, maybe it is a friend or a colleague who men@ons them, right then 
and there, the customer experience has begun because that's my first entree into your brand and what's 
being said about you. And then eventually of course I sign up, I go through a purchase process, that's 
part of the customer experience. 

Jon Picoult: 
Actually using your products, whatever it is, that's part of the experience. Now, I s@ll haven't go]en 
anywhere near service, the tradi@onal defini@on of service, where I need help from someone and so I do 
an online chat or I call a contact center. And so you can see that there's just a whole array of interac@on 
points that are completely independent of what people would tradi@onally define as customer service. 
I'd also go one step further to explain why it's important to view those two terms as being dis@nct. And 
that is that in many industries, the need for customer service can actually indicate a problem with your 
customer experience. And here's what I mean by that. In the financial services industry, we talked about 
fric@on a moment ago. A common source of fric@on in financial services is with the stuff that you send to 
me on paper. 

Jon Picoult: 
Maybe it's a disclosure statement, maybe it is an account statement, but whatever it is, a lot of financial 
services and ins@tu@ons are not good at presen@ng that informa@on in a simple, easily diges@ble 
manner. So when I get my account statement and I can't answer a ques@on, a common ques@on that I 
have looking at that statement, what am I going to do? I'm going to call you, I have the need for service 
then. So the fact that I needed help is actually an indica@on of a problem earlier in the experience, 
because if that account statement had just been designed differently, if it had been simplified, you 
would've preempted, you would've obviated the need for me to contact you and seek service. And so 
that again is a really important reason why customer service and customer experience are really dis@nct 
en@@es. 

James Robert Lay: 
No, it makes a lot of sense. And I think it's this idea of looking at things through an objec@ve lens, but it's 
all those micro moments, the things that we take for granted, because it's the curse of knowledge. We 
think that it's clear, well, it's clear to us because we live day in and day out from this world view. But if 
you go to the outside world, that's where I think the confusion begins to set in. That confusion leads to 
some type of conflict, that conflict if not resolved leads to ul@mate chaos. And I want to go inwards just 
for a bit, because as I men@oned before, I got it wrong with my thinking on experience. Going from 
wri@ng book number one Banking on Digital Growth, now I'm wri@ng book number two Banking on 
Change. It's the idea of the employee experience. And I appreciated that being addressed in the sub@tle 
of the book and the point that you made in chapter two, when you asked the ques@on are my 
employees my customers? What's your take here considering the great resigna@on that we keep reading 
and hearing about? 

Jon Picoult: 
Yes. I think that the great resigna@on and really the en@re shiY of power, if you will, from employers to 
employees, just given where supply and demand is with the workforce these days, I think it only 
underscores the importance of companies focusing on the quality of the employee experience. And as 

 



you note in the book, I make the argument that employees are a type of customer. Granted it's a 
different type of rela@onship, they're not paying you, you're paying them. But nevertheless, they just like 
a consumer, are trying to derive value from the rela@onship that they have with the company. And so as 
such, I think it is important for companies to deliver value, impressive value, so that employees are 
drawn to want to work at that ins@tu@on and they want to s@ck around. 

Jon Picoult: 
And what I have always found in my experience is that the things that foster engagement between a 
business and an employee are not all that different than the things that foster engagement between a 
business and a customer. Things like, are you responsive to me? Do you communicate with me clearly 
and transparently? Do you advocate for my interests? Do I feel be]er aYer I have interacted with you as 
compared to before? And so there are so many similari@es in terms of how you create a posi@ve loyalty 
enhancing experience with employees versus customers. That my argument is the same techniques that 
beloved businesses like Starbucks, Costco, Disney, Amazon, the techniques that they are using to engage 
their customers, they can be applied to the employee audience without ques@on. 

James Robert Lay: 
Exactly. Because a posi@ve employee experience will then yield a posi@ve human experience that can 
then be mul@plied via posi@ve digital experience. 

Jon Picoult: 
Yeah. And it is a flywheel here, that can be very powerful because to really break it down to brass tacks 
here, just take a contact center for example. If your employee is frustrated, if they're discouraged, if 
they're disengaged, because they hate their job, how do you think they are going to interact with that 
next customer that calls in? It is not going to be a happy employee that's trying to be helpful and 
whatnot, it's somebody who is just going to be weighed down by all of the troubles and frustra@ons that 
they have in their job. So that's one connec@on point. But the other is that if you have customers that 
are always frustrated and then the employee every @me they see the phone ring, what are they 
thinking? Oh gosh- 

James Robert Lay: 
It's Pavlov response right there, yeah. 

Jon Picoult: 
[inaudible 00:17:24] that again, not another complaint. And so think about what that does to the 
employee experience. So these two things are inextricably linked, happy sa@sfied employees help create 
happy loyal customers, which in turn help create more happy, sa@sfied, and loyal employees. And once 
you get that flywheel going and that momentum created, I would argue you can pre]y much roll over 
your compe@tors because that can be unstoppable. 

James Robert Lay: 
Well, I think in this par@cular case, you men@oned Amazon before with the frustra@on free packaging. 
I'm also thinking now here with the call center and I'm a big believer, for example, in the financial 
services space, that call center, that contact center is going to be a key part of the experience going 
forward, even in a digital world because we know that people have ques@ons, people want to talk to 
people. You can only get so far with an AI chat bot before you get frustrated and you're like, "I just need 
to talk to someone." But Zappos, Tony Hsieh delivering happiness, his whole thing was, and he spoke 
about this so frequently. It was the people and they took care of the people internally so that then you 

 



take care of the customers externally. It's made a big impression on my wife because with four kids who 
are now 12, 10, 8, and six, we've bought a- 

Jon Picoult: 
Growing out of shoes every week. 

James Robert Lay: 
We've bought a lot of shoes. And let me tell you we've recycled a lot of shoes as well down to the kids. 
But then ul@mately we're like, "Okay, we got to start over. We got to throw these out because the tread 
is gone." You touched on a point before too about value and value crea@on. And I think that's a key 
element to maybe dialogue around here for a bit. Because when you think about financial services, 
banks, credit unions, mortgage companies, wealth management, they're run by very smart leY brain 
driven people who get numbers. That's a good thing. But when you're talking about this idea of 
experience and emo@on, touchy feely stuff, there might be a bit of a gap here and it all comes down to 
the bo]om line, which you address the calculus of experience. What's the best way to make the case for 
inves@ng in experience or what I would maybe call experience op@miza@on? 

Jon Picoult: 
Yeah. So you're right, in the book there is a study that my firm started doing about a decade ago. It's 
called the Watermark Consul@ng Customer Experience ROI Study, and a new version of it is included in 
the book. And basically what the study does is it looks at the shareholder return of the top 10 publicly 
traded companies in customer experience, the CX leaders, versus the bo]om 10, the CX laggards. And 
mind you, we're not picking the firms, we're just using rankings that are put out by third party research 
organiza@ons that make a living out of this interviewing tens of thousands of consumers each year to 
rank these companies based on the feedback. And so we've got 13 years of data under our belt and over 
that 13 year period, the companies that lead in customer experience outperform those that lag by an 
over three to one ra@o in shareholder return. 

Jon Picoult: 
And it's also worth no@ng that the leaders outperform the S&P 500 by about over 100 points and the 
laggards underperform the S&P 500, which I think is a really important point because what it shows is 
that there's not just a financial reward for delivering a great customer experience, there's also a financial 
penalty for failing to do so. A lot of companies stress over well, what is it going to cost us to improve our 
customer experience? Well, the be]er ques@on might be, what is it going to cost us if we don't? And I 
think that the centerpiece graphic of that study, which shows the pecking order of these laggards and 
the S&P 500 and the leaders, really underscores that point. 

Jon Picoult: 
So at a macro level, I think that's a really valuable study in terms of gejng people to at least open their 
eyes to the no@on that the benefits of a great customer experience, the financial benefits, are not soY 
and intangible. They are very real, they're hard, you can take them to the bank, no pun ended. So that's 
one way that I think that you jus@fy it. The other way at a micro level, I would tell you is it goes back to 
what we were talking about earlier. The no@on that a great customer experience doesn't just help you to 
boost revenues because you keep people longer, they refer others to you, they entertain ideas for other 
products and services from you. That's all great stuff, but can be hard to quan@fy. 

Jon Picoult: 
The flip side is though it actually helps you to be]er control if not reduce your expenses. And we were 
talking about the account statement, if the account statement is awful, what does it do? It drives 

 



expense in the organiza@on because your customers now need to call you to decipher what it is you 
were trying to tell me on that piece of paper. Same is true with a website that's not smartly designed. 
What am I going to do? I'm going to channel switch, because I can't figure out how to do what I want on 
the website or in the app and I'm going to call you. And so those are great examples of how if you're 
delivering a great customer experience upstream, it actually helps you reduce your expense 
downstream, which is another part of the economic calculus that I think many companies overlook. 

James Robert Lay: 
I can hear in the back of my mind around the employee side and employee experience, because there's 
that whole thing of, oh, what if we have to pay our employees to get even smarter, to get the training 
that they need. And then the counter to that is, well, and then they leave and so we just wasted all that 
money on them. Well then the other argument is, well, what if we don't invest in them and they stay? 
And then it creates this nega@ve flywheel effect. Before we move in to, and I want to touch on the 12 
principles, we're not going to cover them all. A few that I think would be helpful for the dear listener. I 
want to address and get your take on this, who owns experience? Who should take ownership of that 
within an organiza@on? Because it's such a broad term, a broad idea. And I get it, we get CXOs and 
whatnot, but if we don't have a CXO, does that fall under marke@ng? Does it fall under, where does that 
fit within the organiza@on structure here? 

Jon Picoult: 
Yeah. So it is a ques@on that is very challenging for many organiza@ons. And as you note, some 
organiza@ons choose to hire a chief experience officer, a chief customer office or something like that. 
And I think that there are appropriate @mes where it benefits an organiza@on to have someone in that 
posi@on, usually early in their journey around trying to compe@@vely differen@ate their customer 
experience because it's almost like it's an enterprise level person that's almost like the air traffic control 
monitoring all the different efforts and ini@a@ves going on from sales, to service, to manufacturing, to 
engineering, to design, wherever, that are all trying to move the needle on this. And some@mes it's 
helpful to have someone that's looking from that perch. 

Jon Picoult: 
The risk of course is that when you have a chief customer officer, the risk is people look at that individual 
and say, "Oh well, that person's responsible for the customer experience." And that can be problema@c, 
because what everyone needs to understand is that they have a hand in shaping a certain part of the 
experience. And going back to what I said earlier, that experience is informed by a whole array of 
interac@on points. There is not just one person that's responsible for all of them. You need to make sure 
that your backyard, your li]le part of that experience is pris@ne, is excep@onal, is engaging. And at 
certain points, this actually comes down to an individual. My defini@on of customer experience that I put 
in the book is that customer experience is how customers feel about their interac@ons with you. Now, I 
use the word you as opposed to your company. 

Jon Picoult: 
And I did that very deliberately because oYen@mes it is about you the individual, the one who's wri@ng 
an email to the client, the one who's on the phone with a client, because at that moment you are the 
face of the brand, you own the customer experience. And so I know that a lot of people say, well, if 
everybody owns it, then no one owns it. But to me, this is like who owns doing business in the 
organiza@on? Well, nobody does. We all are part of that. Well, customer experience is the same thing, 
customer experience is something that should weave its way throughout the en@re organiza@on. And so 
I think it's cri@cal that everyone understands, I have a piece of this, I own it and if I don't do my li]le 
part, the rest of the dominoes are not going to fall right. 

 



James Robert Lay: 
I like that idea that at more of that corporate execu@ve level, that CXO level, that's more of vision cas@ng 
strategy. But when it comes to the brass tacks execu@on, it really trickles down into teams, teams then 
trickle down into the individual. And maybe a really good ques@on for the dear listeners just to ask 
themselves, regardless of where they sit within the organiza@on, when I send that next email, when I 
make that next phone call, put yourself on the other side. And if I was receiving this message, how would 
that make me feel? And look at it through an empathe@c lens and it's this idea of moving into 
applica@on. You have these 12 principles and I want to cover a couple of them here and star@ng with the 
first two, because you men@oned crea@ng peaks and valleys and finishing strong are two early principles 
to apply the thinking that you share in the book. And I think they're interconnected here, can you expand 
on this idea when it comes to crea@ng and op@mizing experiences, crea@ng peaks and valleys and 
finishing strong? 

Jon Picoult: 
Yeah, sure. So it is a central part of the book. Those two principles are founda@onal because they really 
relate to how we remember our experiences. And the book is ul@mately about the cogni@ve science 
behind a great customer experience, because what I have found in studying companies that do this well 
is that they recognize that they're not just in the business of crea@ng great customer experiences, 
they're in the business of crea@ng great customer memories. Because I would argue that how people 
remember their interac@on with your business is even more important than the experience itself. 

Jon Picoult: 
You think about the bank, for example, that you've got a client at a bank and maybe that individual is 
asked by a family member at Thanksgiving, "Hey, I'm in the market for a new wealth manager or a new 
bank, or I'm looking for a mortgage. I remember you told me you do business with bank X, Y, Z, what do 
you think of them?" The next thing that's going to come out of your client's mouth there is not going to 
be based on the experience they had with bank X, Y, Z, it's going to be based on what they remember 
about that experience. And the way our brains are wired, those two things actually can be very different. 
And that's where the peaks and valleys and finishing strong come in because the way that we remember 
our experiences is not like a con@nuous streaming video. 

Jon Picoult: 
We remember our experiences as a series of snapshots, and it's not just any snapshot that we remember 
the snapshots that we remember are the peaks, the high points in the experience. And that's when the 
flash bulb goes off and we take that picture, as well as the valleys in the experience where the flash bulb 
goes off again, but not in a good way and we remember that nega@ve aspect. And then lastly, we 
remember the final thing that happens to us, and that actually exerts a dispropor@onate influence on 
our overall percep@on of the en@re experience. And the example I always like to use for people to 
illustrate peaks and valleys and finishing strong is Disney World. Disney is obviously renowned for their 
customer experience, but if you take a step back and you look ra@onally at the Disney World experience, 
you could argue that Disney World is specifically engineered to be hell on earth. 

Jon Picoult: 
You are in Orlando, the humidity is 200%, it's 150 degrees outside. You're standing in line in that baking 
sun for hours and yet people leave Disney and they have fond memories of it and they're eager to go 
back. And what is really happening there is Disney is managing the peaks in the valleys. Their imagineers, 
for example, are making sure that the a]rac@ons are so spectacular that it's crea@ng a peak that comes 
at the end of the interac@on and it eclipses all of the nega@vity of wai@ng in line. And so that helps to 

 



overshadow it. And so what you walk away with are the memories of those peaks. And that's why people 
rave about their experience at Disney World. So that's the memory shaping aspect of customer 
experience. 

James Robert Lay: 
And I like this idea of the whole point of the cogni@ve piece of this and how much of this we could even 
argue is maybe even neuroscience to a degree, because we're talking firing off different brain chemicals, 
dopamine, for example. And that's one of the things that you touched on in chapter 11, you talked about 
s@rring emo@on up a li]le bit. And I see there could be some prac@cal insights here for financial brands 
and for fintechs because you shared a story around Freddie high five. And when you shared the story 
about Freddie high five, the first 10 years of this business was the agency world. And so sending emails 
and the anxiety that goes before you hit that send bu]on on the email. I don't want to give too much 
away, but I want to set the stage for some context, give the dear listener some perspec@ve into Freddie 
high five and what's the backstory here of s@rring emo@on. 

Jon Picoult: 
Sure. And before I leap into that, I just want to say I completely agree with you that I think the principle 
around s@rring emo@on has tremendous relevance in the financial services arena, because what people 
get emo@onal about is their money. Whether you are helping them to build their nest egg or if they're 
taking a hit to their nest egg or to their savings, there's a lot of emo@on in money. And so I like that 
you're focusing on this one, because I think it's very relevant in this space. So Freddie high five, Freddie is 
a chimpanzee that's the mascot of MailChimp, which is a service that's dedicated to email marke@ng for 
small businesses. And MailChimp has been hugely successful, they were just recently sold for over $10 
billion I think it was to, oh my gosh, it's eluding me who it was. They were just sold to another 
organiza@on aYer being private for quite a while but they had- 

James Robert Lay: 
Intuit picked them up for $5.7 billion in cash. 

Jon Picoult: 
Okay Intuit, thank you. So tremendously successful and they had super fast growth from nothing to 
being the premier provider of small business email marke@ng services. And there was a guy that worked 
at MailChimp who used to be on the other side of the fence. He used to be a small business owner, and 
like you were just referring to, he would send out these mass emails. And he said one day that when he 
used to do that, there was so much emo@on wrapped up in hijng that send bu]on because when 
you're a small business owner and you're sending out thousands of these emails, you're just thinking, 
"Oh my gosh, I hope there's not a misspelling. I hope I haven't phrased something a way that's going to 
turn people off." There's just a tremendous amount of anxiety. 

Jon Picoult: 
And then when you actually do hit the send bu]on, there's this feeling of accomplishment, like I got it 
out. And so he said to his MailChimp colleagues, he was like, "Back when I did this, I wish that somebody 
aYer I hit send would come in and just pat me on the back and say, good job." And so he came up with 
this idea that when you send an email through MailChimp, Freddie, their chimpanzee pops up on the 
screen, it's an animated GIF and it gives you a high five. And this actually went viral, people started 
taking videos and pictures of themselves high fiving their computer screens with Freddie. And you could 
look at this and you could say the Freddie high five serves absolutely no func@onal purpose, no 
func@onal purpose at all. 

 



Jon Picoult: 
Yet what it does is it serves an emo@onal purpose. Because your customer at that point is primed to 
experience an emo@on, a sense of accomplishment and pride at what I've just sent out. And what 
MailChimp was doing was they were accentua@ng that, and that helps to create one of those peaks that 
we were talking about because a lot about peaks is that they are emo@onally charged whether posi@ve 
or nega@ve. And so that makes the experience with MailChimp, it makes it enjoyable in the moment and 
it also makes it more likely that it's going to be remembered fondly in the long run. And so that's what 
the Freddie high five is all about. 

Jon Picoult: 
And you can think about how that transfers to the financial services arena. I just got a loan for my 
business and I use it to expand significantly. Well, folks in financial services when they're focused on the 
mechanics and the nuts and the bolts, they're thinking, "I processed the loan, we're done." But they 
don't think, "Hey, you know what? I should reach out to that client aYer they close on that big 
acquisi@on or aYer they finish the expansion of that factory and just say, Hey, congratula@ons, good for 
you." Because they're primed for that emo@on and that's a way to deliver it for them, and it's going to 
reflect posi@vely on the financial ins@tu@on. 

James Robert Lay: 
And to your opening remarks in this conversa@on, you talked about oYen@mes it's the very simple, it's 
the very prac@cal things that we can do to make posi@ve deposits into a consumer's trust fund that sits 
between their ears. And some@mes it takes months, years to make enough deposits to encourage a 
behavior one way or another and some@mes then it can take a minute. So we just totally deplete that 
trust fund because of a bad or a nega@ve experience. Well, we don't have @me to get through all 12 
principles, I want to come and wrap up the conversa@on here. And I appreciate the thinking, this has 
been great intellectual fencing with you here today, Jon. What does it mean as you wrap up in the book, 
recovering with style when it comes to experience? 

Jon Picoult: 
Yes. So the point that I make in the book is that even companies that are legendary for delivering 
tremendous experiences having tremendous loyalty. Some@mes they have failures in their customer 
experience, but what makes them different is that they recognize that they don't need to resign 
themselves to crea@ng a dissa@sfied customer or crea@ng a vocal brand detractor. Because what they 
realize is that if you over correct on the recovery, what you essen@ally are doing are crea@ng another 
peak in the experience. And coincidentally, that peak comes at the end of the interac@on because it's at 
the point of recovery where something has gone wrong in that episode. And so if you knock the cover off 
the ball on the recovery, you can actually end up with a more loyal customer aYer you have recovered 
than what you had before the failure. 

Jon Picoult: 
And so recovering with style is just about applying some specific techniques around being empathe@c to 
customers when something has gone wrong, apologizing to them, taking clear unequivocal ownership 
for helping them and gejng them to a be]er place, keeping them informed, ac@ng with urgency and 
execu@ng flawlessly on the recovery. And if you do all of those things and even think of a nice cherry 
topper that you can put at the end of the interac@on, it's a way to really flip the script and to get people 
not to obsess over the nega@vity of the failure, but to get them to obsess over how great a job you did 
recovering and making them whole. And so that's why it's an important principle, because no ma]er 
how good you are, some@mes something will go wrong and you just don't want to fold at that point. 
That's just a call to ac@on to approach that resolu@on in a different way. 

 



James Robert Lay: 
And I love the anecdote that you shared about Ritz-Carlton in the book and the dress, it was one that I 
connected with and it was interes@ng. I speak a lot about the Four Seasons experience just from my own 
personal perspec@ve of the world. And my wife and I were talking about this the other day, we've stayed 
a lot of Four Seasons around the world and I never had this thought, but I'm like, "We don't remember 
Four Seasons the brand, we remember the people." And some of them we actually s@ll keep in touch 
with, she literally just texted someone from Four Seasons Costa Rica the other day, just to check in. She 
worked the kids club at Four Seasons Costa Rica who took care of her kids when they were really li]le 
and just a great rela@onship. 

James Robert Lay: 
And we've kept in touch with her over the years. She has kids and she's down in Costa Rica, we're here in 
Houston, Texas. And it's just this rela@onship of... Her name's Karen, Karen was part of that whole brand 
experience, but it does come down to the humanity of all of this. I want to end on a very simple note, 
something prac@cal for the dear listener to take all of the ideas and the insights that you've shared here. 
Let's package them up, let's get really prac@cal because all transforma@on that leads to future growth 
begins with something small. A simple step that really helps them move forward, make progress on their 
own journey. What's a small, simple step that you would recommend the dear listener apply when it 
comes to crea@ng op@mizing experiences at their financial brand? 

Jon Picoult: 
Yes. So I'm going to pick something that I think is especially important in financial services, given that as 
an industry, it's not an industry that people trust very much. Actually, I don't know if you're familiar with 
the Edelman Trust Barometer. Edelman is a company that does an annual study of trust across industries 
and financial services actually came in 15th out of 16th in their 2022 survey ahead of only social media 
firms. And one important thing I think to crea@ng trust is showing customers that you advocate for them. 
And as you know, one of the principles in the book is about being an advocate for your customer. And so 
the idea that I would leave your listeners with is to always think, how can you signal to your customer 
that you have their best interests in mind? 

Jon Picoult: 
And that could be as simple as making sure that you never do a cold transfer. That when they're on the 
phone and another [inaudible 00:41:38] has to help them, you say, "Hey, you know what, let me do the 
legwork for you. Let me get them on the line. I'll do a quick three-way conference call so you don't need 
to repeat yourself. And before I leave you with that individual, I'm going to make sure you're in the right 
hands and then you'll be all set." That's a very simple way to demonstrate advocacy just on an individual 
level. And then on a policy level for people in financial ins@tu@ons that are making policy, think about 
your policies and ask yourself, does this exude advocacy for our customers or does it make it look like 
we're trying to just line our pockets at their expense? So advocacy in financial services, I think is a really 
powerful tool given the state of the consumer mind in that space. 

James Robert Lay: 
Great point about the cold transfer to the warm transfer that three-way because I've experienced that 
personally working with American Express and American Express Travel. They always do that and it sets 
up, it tees up for a really good experience conversa@on because I'm not having to sit there and reexplain 
myself all over again. And it reduces that fric@on, that pain point and places a posi@ve deposit into my 
own trust fund here. Jon, this has been a great conversa@on. If someone wants to con@nue the 

 



conversa@on keep learning from you, obviously there's the book, where can they get the book and how 
could they connect with you personally? 

Jon Picoult: 
Sure. So the book is available at all the major retailers and independent stores. You can actually go to the 
book's official website, which is impressed2obsess.com, that's impressed the number two obsess.com. 
And from there, you can learn more about the book as well as buy it from any number of retailers and 
independent bookstores. And if folks want to learn more about me and my services, be it speaking or 
consul@ng, you can go to my website, Jonpicoult.com, J-O-N-P-I-C-O-U-L-T.com. 

James Robert Lay: 
Connect with Jon, get the book. I've read the book, it's fantas@c. There's a ton of prac@cal ideas, insights 
that you can take. And I think a lot of it too, is something that I'm big on speaking about looking outside 
to grow inside because there're so many ways that we can learn from other ver@cals, take some of those 
best prac@ces and apply them within our own financial brands within our fintechs, and we'll all get 
be]er together because of that. I know that I've go]en be]er today because of our conversa@on. Jon, 
thank you so much for joining me on another episode of Banking on Digital Growth. This has been a lot 
of fun, man. 

Jon Picoult: 
Thanks James Robert. I really enjoyed it. 

James Robert Lay: 
As always. And un@l next @me, be well, do good and make your bed. 

 


