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Advance Praise for Customer Mania!


“In the long history of management writing, no one has so clearly and memorably extracted, exposed, illustrated, and explained the essentials of enlightened and profitable management as Ken Blanchard. Now he, with Jim Ballard and Fred Finch, offers us the ultimate customer service book, Customer Mania! The title is a dead giveaway of the passionate and persuasive argument contained in these pages. Bravo!”

—TOM PETERS

“If you depend on satisfied customers to keep your bottom line strong, you just got a gift in this book.”

—HARVEY MACKAY, author of Swim with the Sharks Without Being Eaten Alive

“Customer Mania! offers an extraordinary example of roll up your sleeves, get in the trenches, know the details, build the team, and take the mountain. Ken Blanchard and his coauthors have found the perfect model in the Yum! organization.”

—JAMIE DIMON, president and chief operating officer, JP Morgan Chase

“If you’ve hoped for wisdom that gives you a clear template for building outstandingly successful customer service, Customer Mania! provides a superb road map with clear driving instructions. P&Ls only tell you where you’ve been, not where you’re going. If you do the right things, and this book tells you what they are, the P&Ls will take care of themselves.”

—JEANETTE SARKISIAN WAGNER, vice chairman emerita, The Estée Lauder Companies Inc.

“Ken Blanchard’s best book yet. Customer Mania! is a primer for anyone on effective leadership for great customer service.”

—ROD ODOM, president, Network Services, BellSouth Corporation

“Another Ken Blanchard must-read. This book shows how any company can build an organization that’s both friendly and profitable.”

—MARJORIE DORR, president, Anthem Blue Cross East

“Customer Mania! offers a clear outline for creating enthusiastic customers and subsequent profits. To see how the world’s largest restaurant company is measuring up against Ken Blanchard’s ideal vision makes for fascinating reading.”

—JOHN C. MAXWELL, founder, The INJOY Group

“Enlightened leaders know that strong profits and inspired employees are not mutually exclusive. This book shows how any company can build financial success and market leadership through an impassioned and engaged workforce.”

—KEN MELROSE, chairman and CEO, The Toro Company
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THIS BOOK
IS DEDICATED TO ALL
THE LEADERS IN THE WORLD WHO ARE COMMITTED
TO MAKING A POSITIVE DIFFERENCE IN
THE LIVES OF THEIR PEOPLE AND THE
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Part I

The Do-Over










Chapter 1

Yum! Meets the One Minute Manager




I HAVE THE GREATEST job in the world. I travel hither and yon, observing how organizations behave. I’m always looking for companies that are trying to build themselves the right way—by focusing on their customers and creating people-first, performance-based cultures.

Why is customer focus so important? Because whether you’re selling pizzas or professional services, your business is not about you. It’s about the people you serve. I say I’m always looking for companies that are trying to do it right because building a company the right way is a continuous journey. There is no final destination. When I find an organization on this journey, I am excited.

The Beginning

Four years ago I was asked to speak about customer service to an annual meeting of KFC (originally Kentucky Fried Chicken). At that conference I met David Novak, who at the time was president of Tricon—the parent company of KFC, Taco Bell, and Pizza Hut. During that meeting, David told me about the journey he and his folks were on to revitalize a lackluster balance sheet by becoming a customer-centric organization. David knew that his company, like most companies, had already been giving lip service to focusing on the customer. He believed that building a company the right way meant going beyond merely listening and responding to the customer; it meant putting together a can-do team that was obsessed to go the extra mile for the customer. David intended to create nothing short of a Customer Mania culture throughout all their restaurants worldwide.

Talk about an ambitious dream. In 1997 KFC, Taco Bell, and Pizza Hut had been spun off from PepsiCo to form Tricon. At that time, Tricon’s balance sheet was in trouble. The new company had inherited a $4.7 billion debt and its return on invested capital hovered at a feeble 8 to 9 percent. As if that weren’t a big enough challenge, in 2002 Tricon bought two additional quick service restaurant brands—Long John Silver’s and A&W All American Food Restaurants—and in the process became by far the largest restaurant company in the world, employing some 840,000 people at nearly 33,000 restaurants in more than 100 countries and territories. It was at this time the company changed its name to Yum! Brands. Given their financial situation and the sheer size of the enterprise, the task of creating massive cultural change was daunting, but that didn’t seem to faze David. I loved that attitude. It became clear he was not just interested in creating a Customer Mania culture worldwide, he was going to do it. I would grow to admire his commitment and determination.

I got to spend more time with David six months later, when he asked me to speak at an annual meeting of all the top managers from the company. This time we had a chance for some real give and take and it didn’t take long for us to realize we were soul mates. In David’s wanting to build a customer-focused company the right way, he was trying to implement everything I have been teaching and writing about for years. And he was doing it in one of the most difficult environments possible.

A Gigantic Do-Over

In golf if you hit a bad shot and say, “I’ll take a mulligan,” you get to hit again. David Novak uses a similar phrase to depict what his company is up to. He said, “When my daughter, Ashley, was younger and she and her friends made a mistake in their games, they would say, ‘I get a do-over.’ That’s what Yum! is—a gigantic do-over.”

The fact that this is a giant do-over makes the task of creating a customer-focused, people-first, performance-driven culture more difficult. It is much easier to implement the concepts I have been teaching over the years when you first start a company than to take an organization that has built a different culture and head it in a new direction. Starting over means winning over skeptics and gaining buy-in for a totally new way of operating.

Yum! is attempting to create a new culture from a group of decentralized companies that actually viewed each other as competitors. Disappointed by the lack of synergy and their overall performance, PepsiCo had come to the decision that it was time to shed even great brands.

While Novak was excited by the challenge, being spun off from PepsiCo made associates anxious. Although everyone knew their combined results were lower than expected, the folks from KFC, Taco Bell, and Pizza Hut still were proud to be a part of PepsiCo, which clearly had credibility and prestige as one of the world’s great companies. People in the new acquisitions—Long John Silver’s and A&W All American Restaurants—also had uncertain feelings.

Everyone was wondering, “Can they really ‘do over’ an enormous company made up of firmly entrenched brands?” What would the new company be like? Would benefits go away? Would the company be first class—or coach?

“We’ve got a real opportunity here,” David told me. “How many leaders and teams have the chance to take well-known brands—some that are celebrating their fiftieth anniversary—and start a new company? If we build it the right way, we can create the company of the century.”

A Common Sense Strategy

As they rebuild their company the right way into a customer-focused enterprise, David Novak and his people are trying to make common sense be common practice. Common sense says that if you consistently treat those who serve customers as if they’re the most important people in the company, they will treat customers as if they’re the most important people in the world. If a company’s people are treated as winners and see themselves as winners, customer satisfaction and profitability come naturally.

Making common sense common practice involves understanding people. In the case of Yum! that means understanding customers, suppliers, franchisees, team members, leaders, and yes, investors—everyone around the globe who is involved or impacted by the organization. With its emphasis on understanding people, one of the things Yum! stands for is:

You Understand Me

Recognition: A Universal Need

The phrase “You Understand Me” means you not only understand my unique needs but also universal needs, such as recognition, that apply across cultures all over the world. David sums it up:

What we’re talking about here is a universal truth. When you put people first, then surround them with processes and disciplines that recognize their efforts, performance will soar. This is becoming a global world. Putting people first doesn’t just work in the United States. It’s a basic human truth that exists regardless of what religion you are or where you happen to live. In the U.K., China, Malaysia, the Philippines, the Middle East, you name it—recognition drives performance everywhere.


In The One Minute Manager, Spencer Johnson (the guy who moved the cheese) and I said that the key to developing people and great organizations is to catch people doing things right and to accentuate the positive. David’s commitment to that principle is obvious. He is passionate when he explains that he wants to take recognition and celebration to new levels in building and sustaining exceptional performance around the world.

Foremost among the things that impressed us were David’s energy and passion about the company and the business he is in. Just walking into David’s office is an experience. Most executives have their company’s motto “lamed and framed” on the wall—in this case the motto would be, “We recognize people.” But David’s entire wall space declares the value of recognition. It’s completely covered with pictures of people he’s honored around the world. David pointed to pictures he’d put on the ceiling when he ran out of wall space.

“The loss-prevention guys are letting me keep those up there as long as they’re bolted in so they don’t fall and hit someone on the head,” he said with a smile.

All that evidence of recognition is not there just for show; it’s for him. He told us, “I’ve got the greatest CEO office in the world.” He is like a kid in a candy store—so glad to be there.

Getting Help

The more I found out about Yum!, the more excited I got about the possibility of documenting their journey. As I said earlier, I’m always looking for good examples of people attempting to practice what I preach, but I had never seen a group of top managers who were interested in “doing the whole thing”—implementing a complete corporate do-over.

When I shared my excitement about their journey being a case study that could help other people and organizations, David and his people got excited, too. Given the size and complexity of the potential assignment, I knew I’d need some help. I asked two of my colleagues, Fred Finch and Jim Ballard, if they would join me on this project. I have known both of them for over thirty years. Fred is a founding associate of The Blanchard Companies and an excellent consultant. Jim is a fine writer and trainer who has worked with me on a number of books, including coauthoring Whale Done!: The Power of Positive Relationships.

After Fred, Jim, and I met with David in his office in Louisville, we agreed that he and his people might just pull off rebuilding their company the right way and creating a Customer Mania culture worldwide. But our enthusiasm about the project increased leaps and bounds when David’s team said, “Okay, have at it. As long as you don’t write a book that’s a whitewash.” They told us to go anywhere in the company and talk to anybody. “But make sure that anything you write reflects accurately what you find—the good, the bad, and the ugly.” That even gave us permission to raise tough questions. This drove us on even more, since we didn’t want to be involved in writing a book that amounted to a lot of hoopla. That point was reinforced when David insisted that he didn’t want the book to be about him either. Given the egos of CEOs we’ve run into, that was really impressive.

Knowing that the behavior of top management is always mirrored right down the organization, we began by interviewing senior management people at Yum! corporate, as well as at each of the brands. Focusing on vision, values, and leadership, we got a feeling for what the company believed in, their aspirations, and the direction they were going in their journey. Then we talked to franchise owners, leaders down the line, restaurant managers, and team members, both in the United States and abroad. As the project grew, so did our confidence in the company’s commitment to its people.

Organization of This Book

Over the years I have found that leaders in great organizations, large or small, know how to build a customer-focused company the right way. They do that by leading at a higher level and focusing people’s attention on more than making money. They understand the power of a people-first, performance-driven culture and intuitively practice the four key steps to building a company the right way:

 



	  Step One:

	Set your sights on the right target and vision.



	  Step Two:

	Treat your customers right.



	  Step Three:

	Treat your people right.



	  Step Four:

	Have the right kind of leadership.




Let me make it clear that when I talk about leaders, in many cases I’m not simply referring to top management. Leadership is an influence process and leaders can be anyone with the opportunity to affect others, for better or worse. A great organization has leaders at all levels.

This book is organized into three parts. The first part contains this introductory chapter and gives a brief history of Yum! Brands. Part II—the main body of the book—zeroes in on the four steps to building a customer-focused company the right way. It consists of four chapters, each representing one of the key steps. The first part of each chapter is labeled Blanchard’s Dream and contains my thinking about what it takes to do that step in an ideal way. The second part of each chapter is labeled Yum!’s Reality. This section releases the voices of people throughout Yum!—their leaders, coaches, and associates—and tells their story. It describes how they are using that step to rebuild the right way and accomplish their dream of establishing Customer Mania worldwide. At the end of each chapter is a Scorecard. This is my sense of how well Yum! is doing in each key area compared to the ideal I described in my Dream sections. Part III, Next Steps, explores the challenges they face to keep the momentum going and what they’re doing to meet those challenges. The final chapter, “It’s Your Choice,” will help you make your own decision: Will you go through the “Yum! door” or the “dumb door”?

A Blueprint

for Desirable Change

Yum! Brands is not the only company we could have chosen to exemplify how to build a customer-focused company, but it is surely the most exciting. Yum! has the most positive, dynamic culture we’ve ever seen. It is the largest restaurant company in the world, yet the company is dedicated to acting small. Its journey provides a blueprint for desirable change that can be used by all types and sizes of organizations wanting to be more profitable and have more fun achieving their business goals.

The moral of this story is that it’s never too late to build a customer-focused company the right way. While Yum! would be the first to admit it has lots of work to do and has just begun the journey, its leadership is well on its way to taking entrenched brands with checkered pasts and creating a single, exciting culture that’s already producing measurable results. As Dave Deno, the company’s CFO, likes to say, “All the numbers that should be going up are going up and all the numbers that should be going down are going down.” Since its spin-off in 1997 from PepsiCo, Yum! has more than tripled its earnings per share, doubled its return on investment capital and has taken its market capitalization from $3.7 billion to $10 billion. The $4.7 billion of debt Yum! was saddled with is now just $2.1 billion and today the company has an investment-grade quality balance sheet.

We hope you enjoy taking this journey with us. We’re sure that regardless of how large or small your company is—whether it’s conservative or cutting edge, old or new, whether it involves top level executives or front counter folks—you can build it right by focusing on your customers, too.

KEN BLANCHARD

Spring 2004








Chapter 2

A Brief History of Yum! Brands




TO APPRECIATE THE MASSIVE NATURE of this do-over, it will be helpful to take a brief look at what the company consists of and where it has come from. Today Yum! Brands is the parent company of KFC, Taco Bell, Pizza Hut, Long John Silver’s, and A&W All American Food Restaurants.

Five Distinctive Brands

Before we discuss how the company came together, let’s take a brief look at each individual brand.

 

KFC: An American Icon. Based in Louisville, Kentucky, KFC is the world’s most popular chicken restaurant chain, specializing in Original Recipe® chicken—made with the same great taste Colonel Har-land Sanders created more than a half-century ago—as well as Extra Crispy™, Twister®, and Colonel’s Crispy Strips® chicken with home style sides.

Every day, nearly eight million customers are served around the world. KFC’s menu also includes more than 300 other products—from a Chunky Chicken Pot Pie in the United States to a salmon sandwich in Japan.

KFC has more than 12,000 restaurants in more than 80 countries and territories around the world. And in quite a few U.S. cities, KFC is teaming up with sister restaurants A&W All American Food™, Long John Silver’s, and Taco Bell to sell products from the popular chains in one convenient location.

 

Pizza Hut: Entrepreneurial Spirit. The legacy of Pizza Hut began in 1958, when Frank and Dan Carney, two college students from Wichita, Kansas, were approached by a family friend with the idea of opening a pizza parlor. Although the concept was relatively new to many Americans at that time, the brothers quickly saw the potential of this new enterprise.

After borrowing $600 from their mother, they purchased some second-hand equipment and rented a small building on a busy intersection in their hometown. The result of their entrepreneurial efforts was the first Pizza Hut® restaurant, and the foundation for what would become the most successful pizza restaurant company in the world.

Today, Pizza Hut is also the world’s largest pizza restaurant company, with nearly 8,000 units in the United States and more than 4,500 units in 141 other countries. The company is the recognized leader of the $37 billion pizza category.

 

Taco Bell: Mexican Goes Mainstream. Founded by Glen Bell in 1962, the first Taco Bell restaurant was built in Downey, California. As few people outside the Hispanic community knew what a taco was back then, Taco Bell was clearly a concept ahead of its time. But Glen refused to abandon his dream, and he turned his little walk-up restaurant concept into one of the most popular brand names in America.

Today, Taco Bell is the nation’s leading Mexican-style quick service restaurant chain, serving tacos, burritos, signature quesadillas, Border Bowls®, nachos, and other specialty items. Over 4.5 million tacos of all varieties are sold in Taco Bell restaurants each day, and Taco Bell serves more than 35 million customers each week in 6,000 restaurants across the United States and in eight countries and two territories around the world.

 

A&W: The World’s Number One Root Beer. A&W Restaurants, Inc., based in Louisville, Kentucky, is the longest running quick service franchise chain in America. Since 1919, A&W All American Food has been serving a signature frosty mug root beer float and All American pure beef hamburgers and hot dogs. There are nearly 800 A&W All American Food outlets in fifteen countries and territories around the world.

 

Long John Silver’s: Quick Service Seafood. Long John Silver’s, based in Louisville, Kentucky, is the world’s most popular quick service seafood chain, specializing in a variety of seafood items, including batter-dipped fish, chicken, shrimp, and hush puppies. Inspired by Robert Louis Stevenson’s classic novel, Treasure Island, Long John Silver’s was founded in 1969 in response to growing consumer demand for quick service seafood. Today, more than 1,250 Long John Silver’s restaurants worldwide serve nearly four million customers each week.

The Birth of the Customer

Mania Philosophy

Before Yum! was born, the brands were led by a series of pass-through leaders—with mixed results. KFC, in particular, was in trouble in the early nineties.

 

It Started with KFC. Up to the 1990s KFC’s franchisees had enjoyed exclusive rights to their territories. When PepsiCo decided to take back those rights, the franchisee owners got organized and mounted a lawsuit, which dragged on for seven years. Franchisor-franchisee relationships were characterized by divisiveness.

This is the situation David Novak faced in the fall of 1994 when PepsiCo gave him the opportunity to take over KFC. David was a far cry from the typical PepsiCo mold. He didn’t wear a jacket and his ties were often askew. He was casual, results-oriented and fun, and people noticed the difference. Most importantly, he listened to people and looked at the facts:


	The franchisee owners control 80 percent of the restaurants.

	If the franchisees don’t grow, KFC doesn’t grow.

	If the franchisees tank, KFC tanks.

	If the franchisee owners win, KFC wins.



David confronted his new team at its first meeting with this reality. He told them, “Franchisees are a major part of our success. We’ve been fighting them for years and it hasn’t worked, but that’s over. We’re going to work together—and from now on we love franchisees. You may not like franchisees; okay, that’s your issue. But from here on out I don’t want to hear any more complaints about franchisees or why we can’t win with them. No more victimitis. We’re going to solve this problem together.”

The new chief’s next task was to show the franchisees who was in control. He went to nine franchisee regional association meetings and talked to the owners in the same straightforward way. He told them he wasn’t going to talk about the lawsuit until “we’ve worked together and fixed the business and dealt with the customer needs.” They liked it when he said, “I love Kentucky Fried Chicken. I don’t know the chicken business, but you do. I’d like to know what you would do if you were me.”

As David tells it, “I didn’t go into my corner office and come out with the answer. I had them break up into groups of eight people, brainstorm lists of suggestions, and come back and tell me what they’d do. Some of them were really mad and when I listened to them I really had to humble myself. They said, ‘How do we know you’re not just another Pepsi guy who knows squat about the chicken business?’ One guy said, ‘Son, you’d better be good.’ And I said, ‘I hope I’m good!’

“Someone said the most powerful way to motivate people is to listen to them. It’s true. I listened to them and then took their comments back to my team. We worked it. I started writing ‘notes from the desk of David Novak’ that said, ‘This is what we heard, this is where we’re going.’ Then I’d get feedback. Gradually we worked together to develop a team strategy.”

Simple, huh? You got a problem, ask the people who know. Get them involved; get them to help solve the problem. Once they started to work well with the franchisees and the business started to turn around—i.e., they made their numbers—David and his colleagues sat down with the franchisees and they fixed the lawsuit.

 

Rallying the Troops at Pizza Hut. In mid-1996 David Novak was asked by PepsiCo to move from KFC to become president of Pizza Hut. At first he refused. When he had assumed leadership of KFC, David had told the staff and franchise owners that he was in for the long haul. A large part of the trust that he had built was based on his commitment not to bail out for another job. PepsiCo’s solution was to give him both jobs.

When David took over Pizza Hut, the company was in a state common to many organizations. Call it denial, or simply the inability to step aside and see what they had become. David loves to confront people with what he calls “brutal reality,” by which he means the thing that is obvious to everyone that everyone is busy ignoring. So often I find that when a corporation’s truth is laid out on the table, upper management goes, “Wow, yeah, you’re right on, you got it, man; you’re brilliant!” Meanwhile, people in the trenches are going, “Duh.”

David’s watershed meeting took place in October 1996 in Dallas. All directors and above were brought in, including from the field. Jerry Buss, chief operating officer of Pizza Hut, vividly recalled the Dallas event. “I remember being in the audience,” Buss said, “and a lot of us were just shocked by the reality David shared. We had known it before, but basically denied it. David’s presentation basically said, ‘This is what has been happening to us.’ On every major dimension of the business almost imperceptibly over five years, we had been hugely undermining what we were doing.

“The big shock was that we had been shrinking and losing competitiveness. We had been ranking lower and lower in our customers’ eyes. We had stopped investing in our restaurant assets. David was saying, ‘We used to have this amount of sales, and each year they’ve been eroding.’ I remember looking around and seeing all those faces looking like mine must have looked—just pale!”

David’s strategy, after taking his audience down, was to bring them back up. He challenged the group, saying they were the leaders, and he needed them to tell him what was going on out there and what they should be doing. His team divided people into groups and took them through an entire day of total involvement. “The energy in that room became magnetic,” says Buss. “We talked and talked, getting everything down on flip charts. Then each group presented.

“People began to state the obvious. One marketing guy at my table very eloquently and passionately told us his group had found out 70 percent of our business at the time came through the phone, yet we were doing nothing in terms of building that capability. Suddenly everyone was up out of their seats yelling, ‘That’s right!’ Then others presented, and again people yelled, ‘That’s right!’ You could just feel the energy as we all started realizing, ‘Hey, maybe we’ve got the answers within ourselves!’ ”

The function of that meeting was to clean the slate and virtually restart the company. It was a high moment, one of those times a gifted leader uses to rally the troops behind his vision. David’s message was: “We’re in a battle, we’re in a fight. We have to turn this around, and we’re going to do it.” Pizza Hut began to improve its competitiveness and quality. The business was turned around within a year.

The Spin-Off

In 1997, PepsiCo president Roger Enrico and his leadership team decided for strategic reasons to spin off the restaurant group—KFC, Pizza Hut, and Taco Bell. The group had not been performing as well as PepsiCo wanted and he felt that David and his team could do a better job managing the restaurants as a separate, focused restaurant company. Roger also felt PepsiCo could do better as a focused packaged goods company. He had the wisdom to team Novak with the highly regarded Andy Pearson, the former president of PepsiCo and a Harvard Business School professor. Andy, seventy-two at the time, was named chairman and CEO and David, vice chairman and president.

Roger knew Andy’s experience and contacts would establish immediate credibility with Wall Street and he would be a great mentor for David. David had actually recommended Andy to Roger to be chairman because he thought he could get to the heart of any business issue faster than any executive he had ever met. David, whom Roger recognized as the company’s spiritual leader, would be responsible for driving the day-to-day operations and building a restaurant-focused culture.

The plan worked.

Andy quickly put together one of the most prestigious boards of directors in the world, including such business luminaries as Ron Daniel, vice president, Harvard University and former managing director of McKinsey and Company; James Dimon, president and chief operating officer, J. P. Morgan Chase; Massimo Ferragamo, president and vice chairman, Ferragamo USA, Inc.; Robert Holland, Jr., former owner and chief executive officer, WorkPlace Integrators; Sidney Kohl, who helped build Kohl’s Department Stores; Kenneth Langone, founder, chairman of the board, and chief executive officer, Invemed Associates, LLC, and founder of Home Depot, Inc.; Jackie Trujillo, chairman of the board of Harmon Management Corporation and a member of the Food Service Hall of Fame; Robert Ulrich, chairman and chief executive officer, Target Corporation and Target Stores; Jeanette Wagner, president of Estée Lauder International, Inc; and John Weinberg, senior chairman of Goldman, Sachs & Company.

Right from the beginning, Andy and David hit it off and became not only great partners but best friends. “Think about it,” David said. “I was blessed with the opportunity to be coached by one of the great leaders in business history. Andy’s a born leader, a born teacher, and from day one he told me his role was to help me become the best possible chief executive officer and build a great company. He definitely walked the talk and has taught me more than I ever imagined. Today, he’s the youngest seventy-eight-year-old in the world, still attacking life, still learning and still helping us grow.”

When the spin-off took place on October 7, 1997, Pearson and Novak went off site with their new leadership team and established what they called Our Founding Truths. The Founding Truths were established to define the truisms of the business and institutionalize learnings from the past.

Posters were printed with the Truths clearly displayed. The local restaurant managers were asked to become “founders” of the new organization and invited to sign the posters to show their support of the new restaurant-focused philosophy. Team-building activities like these sent a clear message that Pizza Hut, Taco Bell, and KFC were now one company—not three. (The other brands—Long John Silver’s and A&W All American Food Restaurants—would be added later.)


OUR FOUNDING TRUTHS


	People Capability First…satisfied customers and profitability follow


	Respond to the Voice of the Customer…not just listen


	The RGM Is Our No. 1 Leader…not senior management


	Run Each Restaurant Like It’s Our Only One…avoid the trap of the averages


	Recognition Shows You CARE…people leave when you don’t


	Great Operations and Marketing Innovation Drive Sales…no finger pointing


	Operation Discipline through Process and Standards…consistency—not “program of the month”


	Franchisees Are Vital Assets…operate as one system, not two


	Quality in Everything We Do…especially the food






Naming Yum!

At the time of the spin-off, the new company did not have a name yet. In the interim, they called it NUCO. When senior vice president of public affairs Jonathan Blum came aboard, one of his first assignments was to come up with a new name. He hired Landor and Associates to help in name generation. Their number one recommendation was the name AMIA. Jonathan said, “It had no real meaning, but it was meant to be a kind, consumer friendly and amiable derivative. I didn’t have much experience naming companies, so it sounded okay. We took it up to the senior team. Landor made the presentation and everybody was very polite. They didn’t say it was the worst, stupidest name they had ever heard until after the meeting.

“A couple of weeks later, David pulled me aside, put his arm around me, and said, ‘Jonathan, since I know you led the charge on the name change, I wanted you to know that we have decided to call the company Tricon. What do you think of that?’

“I said, ‘Since you asked me, it sounds clinical—like a nuclear armament company.’

“David smiled and said, ‘It stands for our three brands—KFC, Pizza Hut, and Taco Bell—three icons. Tricon—get it?’

“Unfortunately, no one did. It’s one of those things that is very clear when you think it up, but I was not sure other people would get it. A while later Patty Sellars from Fortune magazine came in to do interviews on our new company. This was the very first article, defining who we are. I got a copy of the article before it came out. The headline read: Tricon: Great Management, Lousy Name. I’m beside myself. Here I’m the new head of public affairs, and the first major article that comes out about us is blasting our new name. I didn’t know David well then, so I wasn’t sure how he would react. So a little anxiously, I walked into his office with the good news/bad news about the Fortune article.

“He chuckled and said, ‘That’s a lot better than Lousy Management, Great Name!’

“I thought, If this is how we’re going to go—not take ourselves too seriously and have fun—I’m sticking here for life!”

In March 2002 Tricon added Long John Silver’s and A&W All American Food Restaurants. The strategy behind these acquisitions was to drive global growth by leading the way in multibranding. The executive team believed that multibranding—which combines two brands in one location and therefore doubles the consumer’s choices in one restaurant—was the key to future growth. The acquisition of A&W All American Food Restaurants and Long John Silver’s was the perfect excuse to change the name. Yum! Brands was the ideal choice, since YUM was already the company’s ticker symbol on the New York Stock Exchange. Once the new name was coupled with a new attitude, the do-over was in full swing.


YUM!’S SCORECARD

The Do-Over

9 out of 10

DAVID NOVAK’S description of Yum!’s venture is an accurate one. Blending five different brands and creating a unified, people-first, Customer Mania culture worldwide really is a giant do-over. Because of the difficulty of accomplishing this dream, we give them a 9 on a 10-point scale. After all, they have five distinct brands—each with its own history—and 840,000 people in 100 nations. Talk about taking on a BHAG (big, hairy, audacious goal)—this certainly is one!
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