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Harvey Weinberg, a Partner in our Financial Services practice at
Oliver Wyman, had the opportunity to discuss with General Josue (Joe)
Robles his perspectives on successfully leading an organization such as
USAA through periods of significant change.
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The Interview was edited for clarity and brevity.

Harvey:

Joe, thanks for being our first guest for this new Oliver Wyman initiative.

Joe:

Well, thank you for inviting me. It’s an extreme pleasure to come and talk to
you on your home turf, as usually we have discussions at USAA. I greatly admire
your organization and I admire you personally for all the great work you’ve
done and the collaborative nature of your approach.

Harvey:

Joe, of the many potential areas of focus, especially in the midst of a financial
crisis, how did you come to the decision that member experience and digital
transformation should be your top priorities?

Joe:		
You’ve got to remember the times we were facing. I took over as CEO of
USAA in December of 2007, the same month that was officially declared the
beginning of the great recession. And so, as I became the CEO, I was thinking
about what we needed to be doing. I thought “what are my big strategic
goals?” One of them was growth, because every good organization has a
certain amount of growth. Also, how do we remain loyal and trustworthy
and relevant to our members? These were difficult times and it seemed
to me at the time that people were looking for opportunities to get a new
banker, to get a new investment professional, or to get a new insurance
professional. So much change had occurred and was occurring that
people were nervous about staying the course the old way. So, I said, what
would make the most sense for the USAA membership given their typical
characteristics? Number one was that we absolutely wanted to make sure
that we understood that the world was changing and that we had to change
with it. And that change came primarily in the world of digitization—that
the digital revolution was on and in full force. It was time for us to make
sure we were in the hunt, and we weren’t quite ready at the time.
The second part of it was the member experience. We had come to the
conclusion early on when I became CEO that we needed to talk about building
a relationship versus doing a transaction. We knew we were good at doing
transactions. We had operations that were sized to do millions of products
a year, but is that what our members wanted? They gave us some feedback
that it wasn’t. They wanted a more intimate relationship. So, I said, those are
the two goals. We’re going to go after the member experience and make it so
good and so powerful that the members wouldn’t even think about leaving the
company. And the second thing is that we’re going to look at automation, how
we can use it to our benefit and fit it inside of our framework and our culture.
Harvey:

What does customer centricity, or in your case member centricity, mean to you and
to USAA?

Joe:

Well, most companies talk about the customer and they say they’re going to do
everything humanly possible within their abilities to please their customers and
do what their customer wants. But when you see how their operations are geared,
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when you see how they do business, when you see how they have their processes
laid out, it’s anything but centric to the customer. It is generally enterprise or
company-centric. And so I thought that we were going to be different. I said,
we need to be more customer-friendly, have a relationship with our members,
not just do a transaction. And in order to do that, we needed to look from the
outside in as opposed to from the inside out. At USAA, we were so used to, for
many years, making decisions based on what we thought was best for members
but also what was best for the organization. I said let’s clean the slate and let’s
focus almost totally on how do we make the member happy. How do we make
them loyal? How do we make them never want to leave us? How do we change
our whole approach and build that relationship that we’ve talked about?
Harvey:

And my recollection, Joe, from some of our work with you was that the movement
from a transaction orientation to a relationship orientation was, in some sense,
driven around life events.

Joe:		
Absolutely, because at major events, there are changes that are likely to be
made because you’re facing a whole new set of issues and parameters that
you hadn’t dealt with before. When you get married, there’s a whole lot of
things you worry about that you don’t think about when you’re getting an
auto insurance policy or a home owner’s policy or a credit card from the bank.
We picked those events in the life of an individual, those that are significant
emotional events and that would generate significant change in the mindset
or in the relationship we had. We said, let’s use the events, the life events, as
those defining moments when we show that we can identify what the member
needs and focus on what their needs are for that particular event. Then we
show how to implement that event in their life, and also be ready ourselves to
say, “oh, by the way, given that you’re having this emotional event in your life,
that you’re making a big change in your life, here are some things you ought
to think about, here are some things that we’ve uncovered and here are some
appropriate solutions that we advise you think about.”

USAA is frequently
lauded for
exceptional
customer service.

It wasn’t that we had an organization that needed to be redone and a whole lot
of things added to it. We already had the organic organizations that had been
around for a while and had been doing very well. But we were not getting the
biggest bang for our investment in those organizations because they were not
geared to anything. We said, let’s point all of these different operations towards
the life event. If someone gets married, gets divorced or has a baby born in
their family, what are the things we can do to help them? What are the things
they’re likely to need based on our previous experience with other members?
And how can we help them? How can we identify specific needs as opposed
to saying “we are just going to sell you something?” I think that became a
more interesting proposition for all the employees and leadership. We were
becoming more intimate with the member and building/starting to build that
relationship I talked about.
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Harvey:

Let’s talk about this point of intimacy a little further. How does it differ in the digital
world from the more personal world you had in the past with call centers? How do
you bring the same culture and values into the digital environment?

Joe:		
That’s at the heart of our strategic challenge. We wanted to build this
relationship with our members. But the problem was that if we were going to
up the amount of our operations to be digitized or use technology to execute,
then you start to lose that face-to-face touch, whether it be in person or on
the telephone. That had been our historical instrument we used to build
information about our members and understand what they’re looking for. So
we say: how do we do that? We decided that the only way you were going to
counter that was to up the frequency of times that we talked to our employees
and our members about what our goals were and what we wanted to achieve
with them. So we started to talk more about it. I personally spent hundreds of
hours on the platform in front of the employees at all different levels talking
about what was the intent.
Harvey:

I enjoyed what you once said, when you spoke about that balance between when
the digital channel is right and when humans need to step in.
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Joe:		
If you give the member too much automation and it doesn’t meet their
needs, then not only do they not use the automation, they’re at risk to leave
the company and say “I’m going to go someplace else that knows me better
and cares more about me and is more customer-centric.” So you couldn’t
overdo it on technology. We also all understood and were very cognizant that
automation gives some real efficiencies and lets us scale and handle a lot more
change and a lot more growth.
We set up what we call the member experience organization. The member
experience organization overlooked the balance of automation, phone and
face-to-face interaction, and was charged with keeping the connection with
our members strong. That was a big, big change for USAA because we had
grown up with most of us having superior phone capability. Our member
service reps would get on the phone and almost immediately build that
relationship with the member and then they would fulfil it manually. Now we
were saying, in many cases, that we were going to start to fulfil electronically
or use automation. Everybody was nervous that we’d lose that connection and
I said no, we just have to be more vocal. We have to be more communicative.
We needed to ride the circuit and spend more time talking to our regional and
home office operations. We needed to show the importance of maintaining that
intimacy and working hard to ensure that the customer believes that they’re
still number one in our eyes and that we’re not going to offshoot them to some
technology that is bulky and hard to use. This, by the way, was the recipe for
our technology—make it simple because the majority of our members don’t
spend their time on applications for a credit card.

USAA had 461
million mobile
interactions in
2013, a 37%
increase over 2012.
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To lead with a heart.

Harvey:

Joe, USAA grew and evolved considerably during your tenure as CEO. What are the
two or three most important considerations to successfully lead an organization
such as USAA through such a period of change?

Joe:		
I felt, that if I was going to be successful at USAA, I needed to do everything I
could to make the life of the service rep easier and give them more opportunity,
and more flexibility in many cases, to “Be All that You Can Be” (an old phrase
that I learned in the Army). I said, we need to have a better appreciation for our
member service reps because at the end of the day, every day they make the
mission happen. If we don’t give them the tools they need or the clear direction
about where we want them to go, then we’re not doing our jobs. I believe that
if you’re going to lead a large organization that has a highly engaged customer
base, you need to make sure that you tell the people who are on the frontlines,
fighting the battle every day, how important they are to the equation and
support them with technology, the right tools, and the right leadership.
I prided myself on knowing almost every executive I had on a first name basis.
I spent many hours in communication sessions with not only the employees,
through employee meetings, but also with the leaders. We had “EMG”
(Executive Management Group), at the town hall. I would take questions and
postulate things and I would keep them informed about where I wanted them
to go. In the military, we call it commander’s intent.
In other words, when you’re in the military, at least the military that I served in
and the boss says I want you to take that hill, you can get him or her to give you
detailed instructions. That generally doesn’t bode very well. The boss could
also say: here’s what I hope that you accomplish. I want you to take that hill
number one. I want you to make sure that you don’t do any collateral damage
to the local villages and towns on the way there. I want to make sure that you
don’t get a lot of people killed. In other words, there’s a series of implied tasks.
And then the commander says let’s talk about it so I make sure you understand
where I’m coming from. I call that commander’s intent. I always gave my
employees the commander’s intent on whatever business problem we were
trying to solve. That clarity of thought and communication gets everybody
involved in what we’re doing. Sometimes I would look out in the audience
and I saw some people nodding off. Then I would say: OK what did I just say?
Not in those harsh terms but in a manner to let them know that they need to
participate. I don’t care if they’re the General Counsel, in HR, in Finance, or in
Operations. We’re going to do this, if we’re going to make this a success, we all
have to work together as a team. I would say that teamwork and collaboration
among the leaders of the organization were essential. I worked really hard
on making sure that we were as good a team as we could be and that we
understood that we depend on each other to be successful.
There would be no individual superstars in the group.
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Harvey:		
What are the two or three most important things that you captured from your
military experience that could be applied within the USAA context?
Joe:		
Take care of the soldier. You must take care of the soldier. In the military, the
soldier is the equivalent to the member service representative in the business
world, in the USAA business model anyway. You need to provide appropriate
emphasis and support and prioritize things because somebody’s got to do the
prioritization. If you leave it up to the individual warlords who run the individual
silos, there’ll be a lot of unnecessary back and forth. I would often have to sit
down with the team and say OK, let’s prioritize this list from one to ten. I think
take care of the soldier and communicate on a continual basis were two of the
big things. Also, make sure that you give them the right tools to do the job. One
of the things that I found out about USAA was that the employees had this pent
up demand for different automated tools and we were not delivering on it. The
way I found out was at the Gallup survey for the year. They wrote in, and said we
need better tools, we need a better desktop, and we need better automation
to do our job. So, I asked our team and they said: well, they have pretty good
tools and we’ve been pretty good to them. So I said: show me. What happens is
that you find out that one person’s definition of what’s adequate is not another
employee’s definition of what’s adequate.

USAA implemented
an online
community where
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90% of employees
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first two years.

		
I think good leaders, leaders that excelled in the military, had core values, led
by example, were very clear in their communications, and trusted but also
verified. I had that mantra, and my management team knew it. I would say: I’m
going to trust you to do these big important jobs and carry out these big
important assignments but I’m going to verify it down the road. Just so I know.
Harvey:		
Can you discuss the risks that USAA faces, that you have dealt with both as CFO
and then again as CEO?
Joe:		
It’s what people would ask me all the time: what are your top risks? What do
you, as an individual CEO of course, do about risk in USAA? There are a couple
of things that I have a great affinity for and I believe that I need to keep on
top of. First of all, I’ve got to make sure that we continue to accomplish the
customer intimacy that we talked about. I didn’t want to lose that connection
with the customer base. It was easy to be a company that’s just ruthless and
wants to make a lot of money. I would tell our management team: making
money is important because you go out of business very quickly if you don’t.
But even more important is the fact that the customers feel that they can trust
you and that you’re going to give them the best advice possible.
I think the other thing that I focused on that I would recommend to anybody
who’s taking over a large organization is, in addition to making sure that the
employees feel valued and that the customers feel that they’re at the center,
that you are constantly dialoguing and communicating and that you have a
philosophy or an operating dictum that you live by. I have something called
Robles’ Rules.
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They are a series of 11 or 12 points that I learned over the years. In the military,
we call it philosophy of command.
Harvey:		
“Don’t always be on transmit mode. The receive mode is often better.”
Joe:		
Yes, and I talk about the power of listening versus the distortion that can
happen when you talk and talk and don’t listen very well.
Harvey:

“If you take care of people, they’ll take care of you.”

Joe:		
So those are the kind of overarching leadership principles that I use to guide my
leadership of the company.
Harvey:

I love this one, Joe. “Arguing your point is not disrespect but be smart enough to
know when your soapbox has been kicked out from underneath you.”

Joe:		
That means quit fighting the problem when the decision’s been made. Once
you’ve had your chance to articulate your objection or your changes or
whatever you want to be considered and the decisions made by the decision
maker, don’t keep fighting the battle. A lot of people get themselves in trouble
by continuing to fight the battle after the decision has long been made.
A lot of people misunderstand how the military works today. Now, the
individuals in a platoon or the company would say: can you give us a little
insight about why that’s so important to the operation? It’s a different
approach of how you interact with your employees and how you interact with
your subordinate leaders. You have to have some parameters that you stick
by because at USAA the thing that our employees value a lot is consistency,
consistency, consistency.

The Christian
Science Monitor
recognized Robles
as the
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in Business”
and American
Banker named
him “Innovator of
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One of the things they told me in my first month of being the CEO was that
we were changing our mind too many times. We were going left, going right,
going forward, going backwards. It’s too much change, too many initiatives,
and we didn’t understand why or how all this stuff fit. So they told me that I
had to take a step backwards and be clearer and articulate what I expected:
commander’s intent, our strategy, the culture that we wanted to make stronger,
not weaker. I would say that if you had to distil all that, the more the leader
communicates with his employees and is willing to listen and is willing to be
flexible, the better outcome you have in the operations.
Harvey:

It’s number 3 of Robles’ Rules, “communicate, communicate, communicate.”

Harvey:

When you and I were speaking a month or two ago, you mentioned the need to
perhaps, in hindsight, go out across industry, get out of San Antonio and go visit
other companies to see how they behave. Tell me more about that.
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ROBLES’ RULES FOR LEADERSHIP
1.

Don’t always be on transmit mode; the receive mode is often better.

2.

If you take care of people, they will take care of you.

3.

Communicate, Communicate, Communicate!

4.

Don’t get too serious…have fun!

5.

Lead by example; be out in front!

6.

When in charge…take charge!

7.

Work smarter, not longer and harder.

8.

Arguing your point is not disrespect…but be smart enough to know
when your soapbox has been kicked out from underneath you.

9.

Be flexible, be agile, be ready!

10.

We’re all in this together…work friendly!

11.

The first report is always wrong!

Joe:		
A little bit of arrogance on our part, and I say that in the best of ways not
to be super critical. We believed that we had a lot of best practices and we
were doing things better than a lot of other companies, and we got a lot of
reinforcement from different organizations who gave us accolades and awards.
So we didn’t get out enough and look at what other people were doing. And
believe it or not, other people were doing some great things.
I think we missed a couple of things we could have done a little earlier, a
couple of technological innovations and other things that other people were
experimenting with and in some cases had implemented. We also didn’t
take advantage of the wisdom of other leaders. If I had to do it all over again,
I’d spend more time personally talking to other leaders, seeing how they
do things. Every month I’d get a briefing about Navy Fed, GEICO, Allstate,
etcetera. But it was always from a competitive point of view. Were they beating
us on price? Was their service better? As opposed to: what kind of strategy is
Warren Buffet employing in GEICO or what are they doing down in Illinois in
Allstate to get back on their feet again? I think we missed an opportunity to
do that.
Harvey:

How should an executive of a financial institution or any institution think about
cyber risk in terms of priorities and how to address it?

Joe:		
If I had to prioritize risk, I would say that cyber risk, cyber security, the inability
to protect our members’ information, is right up there as number one or
number two. Clearly we have a big risk when a big storm comes through, and
destroys billions of dollars’ worth of property. That’s a huge financial risk. A
going concern risk would be that we allow our systems to be penetrated and
our members lose trust in our ability to safeguard their information. We would
get members that complained about having to do both a pin and a password,
saying: why do we need both? Other companies only ask for one. I said: we’re
not other companies. The fact of the matter is cyber risk is a real gigantic risk for
all of corporate America and the government also. We’ve just got to get better
at it and more serious about it. And so nowadays, the technique is to overlap
techniques and tools.

USAA utilizes
advanced
biometrics, using
not just fingerprints
on iPhones but
also the options
of facial and
voice recognition
for members
to access their
accounts on their
mobile devices.

Our customers also expect us to be better than everybody else.
Cyber security is a big deal. And if everybody in the country, in the business
world, does not have it up on their screen as one of the top five risks to the
company, then they don’t understand the nature of the threat. If I had to do it all
over again, I’d even add more protection. Even if it’s not foolproof, it tells your
customers, “I hear you,” you tell me that you want to trust us and not have your
information stolen or purloined and we’re doing all these things for you and
here they are.
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Harvey:

We’ve spoken about leadership, strategy and risk—what are your thoughts on
good management?

Joe:		
It’s been a raging debate as long as I remember about what’s more important:
the management of people and resources or the management of the leadership
of people and resources.
Harvey:

What do you think about that, Joe? Management or leadership?

Joe:		
People have asked me that question and I always say of course, I want both.
But if I can’t have both in the proportions that I need to have, what do I prefer?
I always say I prefer leadership skills. I noticed when I came to work in corporate
America, that corporate America puts a premium on management and they
send people to a lot of different courses on how to manage people, how to
manage resources, how to be a more effective manager of time. That’s all very
important because it lets you run a very efficient operation. But leadership in
my viewpoint is the essence of getting people to do things they don’t want to
do and do it willingly. I remember reading that about Dwight D. Eisenhower,
early on in his military career. He said a good leader can make somebody do
something they don’t want to do and feel good about it. And very often in the
business world, we have to do that.
We’ve got to make a change or implement a technology platform or do
something that’s not very popular and you’ve got to figure out how to do that
without ruffling everybody’s feathers and turning everybody off. Leadership
does that. Management comes in after you’ve done that. After you’ve made
the decision, how do you execute and implement? So, I think that corporate
America could learn something from the military services, certainly from the
Army, with respect to doing a little more leader development and a little less
management training. Leader development was something I learned to do in
the military. I wondered at first: is this just a boondoggle? But then I find out
if you put people in, give them the right leader development training and you
make it a priority, then you can see the difference to the organization. I certainly
could. I made a pledge to my leadership team to spend more money on leader
development and more time on leader development. And we did. We have
different levels of achievement now. We have different schools for the front line
manager, for the VP, for the more senior executives. I believe that at USAA it’s
paying off. I believe that they’ve become broader in their thinking.
Harvey:

And what are the two or three things that distinguish a really good leader from one
who’s less effective?

Joe:		
Number one: that the leader has empathy and cares about the people that
work for him or her. That they don’t use the people just as a means to an end.
That they understand they are human beings. That they’re as engaged as you
are, that they want to do well, just like you do. And just give them the support,
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equipment, technology and moral support that they need to keep them moving
forward. So, I think that’s one of the things that you have to have: a really good
appreciation for the important part that the individual worker or the individual
leader plays in the management of a large organization. I think the next one is
communicate, communicate, communicate.
And the third one is to have a heart. To lead with a heart. Very often, the
business community is viewed as being ruthless and only caring about
making money.
So, you’ve got to show the customers that you care about them, that you want
to help them, that you’re looking out for their best welfare, and their family
members, and that you’re not just a greedy individual.
You’ve got to become human to them in their eyes. One of the things that
people give me a lot of feedback on after I left the company was that they liked
my approach to being human. To reach down and touch people at lower levels
and say I like what you’re doing.
Harvey:

Millennials are all the talk these days in terms of how they’re different than prior
generations, how they need to be served in their own fashion.

Joe:		
I’m a baby boomer. I’m the first month of the baby boomer generation and as
I just finished retiring, I noticed that a lot of my classmates in geography and
in demographics are also retiring. All I know is there are 77, 78 million of them
and they’re a more active retiree base than ever before. On the other side of the
equation are the millennials. The millennials are about 80 million strong, if you
believe the numbers. And they have a completely different approach to life.
First of all, they want more flexibility. They want to live in urban centers. They
don’t want to take automobiles to work. They want to ride their bike or walk,
be more environmentally conscious. They have a different outlook about what
charities they support or don’t support. They want almost instant feedback.
They want, in many cases, to be promoted much faster than anybody else.
This is a completely different generation. There is some commonality with the
baby boomers, but that Venn diagram is not whole. It’s partial. The millennials
have one overriding characteristic that everybody talks about, and it’s their
penchant for automation and technology. How do I accommodate that? Do we
do one? Do we do both? So I turn to my favorite social philosopher Yogi Berra,
and he says when you come to the fork in the road, take it. Which means to us
we’re going to have to have a much stronger baby boomer program. And we’re
going to have to start to get ready and to implement things that are going to be
unique to the millennials: primarily technology and automation. To call them
on the phone is a fool’s errand. To send them a text message you may get some
feedback. Put it on social media, you’ll get a quicker response. I’ve heard some
people say abandon them (baby boomers), just cut them off. Let’s not give
them any more support. Let’s put all our energy on the millennials. I said no,
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USAA members expect us to do both. So, the company’s working really hard to
get lined up to continue to enhance and do a better job of understanding the
needs and providing appropriate solutions for the boomer generation, which
will continue to be part of our customer base I think for the next 10 to 20 years.
And then also prepare the way for the millennials to come by and say we want
you to be our financial services provider but we don’t want you to be sending us
all the written stuff.
Harvey:		
In accomplishing this kind of change, strategic, operational, digitization, you
inevitably ran into some resistance within your organization—how did you get the
senior team to come along with you?
Joe:		
It’s easy in many organizations to say we’ll just order them to do it. You’re a
General, you’re a Colonel, you’re a whatever, just tell them to do it and order
them to do it. And I tell them, that’s not the leadership model that’s in vogue
today. People want to be told what’s important. They want you to prioritize
things for them but they also want to know why. Why should I do this? Why
should I put my life at risk? Or, you know, work extra-long hours or whatever
to get this accomplished. And so you can’t just order them to do it. You can’t
just tell them to do it. You’ve got to explain to them and lay out for them why
you’re doing it and what their role in the organization is. I think too often we’re
hurrying to get to the next project or to the next big event and forget that we
have to spend some time explaining to our folks why it’s important they join
hands. Why it’s important that we form a team. Why it’s important that we have
cooperation and collaboration. The general tendency of a lot of type A’s is to
say, I got it. I’ll do it myself. I don’t need your help, thank you very much. And
that’s pervasive across a lot of industries and a lot of organizations that I’ve
been personally aware of. But what you’re doing is sub-optimal because the
power of the team is much greater than the power of the individual. But a lot of
people can’t handle it. I think their egos are a little fragile or they truly believe
that they can do it all by themselves. And we started on that road and I said, no,
my rule, my approach is we have to form strong teams and these teams have to
figure out what we need to do. To do that, we need something to guide us and
so that’s when we laid out our long term strategic intent. Then I said let’s get
the team organized around it. I think a lot of places that I’ve been and a lot of
the leaders that I know are hesitant to take that approach. They say well I’d be
insulting Harvey if I told him that I wanted him to be part of the team and not do
it all by himself, even though he has the title of X. I think there are some times
you just have to say: I know, I hear you, but this is not negotiable. I need you to
be part of the team and if you can’t be part of the team, then we need to have a
private conversation about why you can’t be.
The military is the perfect role model of an organization that works in teams and
that’s the only way they can succeed. You insist on team work and cooperation
and collaboration and communication and you’ll fare much better.
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What do you think about that Joe?
Management or leadership?

Harvey:		
You speak a lot about teamwork and collaboration, largely within a single
organization. What about in today’s world, partnering with organizations outside
one’s own company?
Joe:		
Unfortunately, many high-performing organizations believe that they’re the
only ones who can make it happen. You get a lot of pushback on benchmarking
others. We’re the best in the industry or we do better than anybody else:
sometimes you look at the data and it’s a little bit dubious at best. That’s why
I practice the verification regime to make sure they understand that I know
that they’re going to do the best they can. Sometimes though you’ve got to
benchmark yourself against other folks. That insular approach that says we’re
better than anybody else and we do it better than anybody else or we have the
secret formula or the secret ingredients will get you in trouble because things
change so darn fast. One of the things that I think good leaders need to think
about is to, always assume that someone out there is doing things better than
you are. Your job is to go find them, understand what they’re doing and find
out if it’s a fit for your business model.
The reason that’s important is because you as a leader don’t own all the
intellectual capital that’s out there in the marketplace. So if you decide that
you have the fix on the market, you’re surely going to fail because the world is
moving too fast.
I believe in learning from everybody I get my hands on. I call it other people’s
ideas. I like other people’s money. I like other people’s equipment. I like other
people’s ideas and then we can adjust them for our environment but that takes
us way down the road.
I believe heavily in not only collaborating and cooperating, in being part
of a team, but in also borrowing other people’s ideas and looking for other
organizations who culturally line up with us as best we can and have the same
sort of passion for the customer.
Harvey:

Any regrets? Anything you might have done differently?

Joe:		
I think I would have started my leader and employee development program
earlier. I got hung up on the fact that people say we’re so busy, we can’t have
time for that. In retrospect, my observation is, we didn’t have enough time
dedicated to that function. In this modern, sophisticated world we live in right
now, with so much technology insertion and multitasking that’s going on, all
members of an organization need to be trained in leader development.
The leaders are important because they set the tone, but I think that I would
have spent more time ensuring that our customer service reps, our member
service reps had ample time to breath, to talk among each other about what
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they were hearing on the floor and what they’re experiencing on the floor and
have some time for huddles and stand-ups so they could talk about what they
could do the next day and the next day and the next day to get better.
Harvey:

On behalf of all my colleagues at Oliver Wyman, Joe, thank you very much for
spending (Joe: My pleasure.) time with us this afternoon in this first edition of
this forum.
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