Part 2. A Tough Combination to Beat!

Making More Money
And Having More Fun!

Mike Basch continues recounting his adventures visiting Paddi

Lund’s Dental practice.

My visitto Paddi Lund'sdental of-
ficein Brisbane, Australiahad so far
been quite an eye-opener for me. With
their boss on holiday, many thousands
of milesaway, Merilynand Joanne, two
of what Paddi callshis*CareNurses,
lived up totheir name. They cared for
me with hospitality and attention to
detail that | had not previoudly experi-
encedinany business.

So there | was sitting in my own
privateloungeroom. (They had four
of these'littlelounges for ther clients.)
| was eating fresh baked blueberry
muffins(they bakethemfor al their cli-
entsand call them *dental buns’), and
drinking avery fluffy cappuccino. | had
to keep pinching myself to check that |
was awake and that | really wasina
dentd officeand not acosy restaurant.

Now, | had the opportunity to sit
downwith Merilyn. After Joanne had
served ussheleft, and | spent the next
hour talking with Merilyn about how
they had systematized their pursuit of
happiness.
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Merilyn Told Her Story

| learned how they struggled with
thiscrazy ideaof nurturingand selling
happinessinadenta office. How they
had a ‘Happiness Meter’ (Merilyn
caleditthe* Stressometer’) inthebe-
ginning, and how they wouldtalk daily
about what made them happy. And
how they slowly, but surely beganto
move from stressed to happy.

Atonepoint | asked Merilynif this
culture could beduplicated. Morespe-
cificaly, “1f your husband weretrans-
ferred to Sydney, could you build the
samekind of practicein Sydney?’

Merilynlooked at mewith asense
of panic. “You mean if my husband
went to Sydney, and | went withhim?”

“Yes,” | replied.

Thenagamile “I’ddivorcehimfirg.”
Tonguein cheek, it was, but Merilyn
had madeanimportant point. Merilyn's
work wasthat meaningful to her.

She went on to describe how her
happinessat work positively affected
her happiness at homeand every part
of her life, particularly her family rela-
tionships.

Flowers, Art and Family

Jo and Merilynwerelavishintheir
praiseof thisenvironment whereflow-
ers, art and family-feelingswereval -
ued morethan ergonomicsand disci-
pline. Anenvironmentwherethey were
encouraged to provide an awesome
level of serviceto their clients— a
policy that Joand Merilynfelt allowed
themto gainagreat dedl of fulfilment
and respect fromtheir clients.
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Keepinmindthat all thiswasfive
yearsago. | havevisited Paddi’sDen-
ta Happinessbusinessacoupleof times
sincethen, and | have cometo know
these peoplewdll. | havebeen ableto
get to know them because, unlike peo-
ple employed in most businessesto-
day, they didn’t leave to work else-
where. Merilynand Joanne are both
dill there.

Thisissignificant for acouple of
reasons. Firstly, employeeturnoveris
expensive. Secondly and equally as
important, many business people be-
lievethat if you can't offer your people
upward mobility and alot of pay, they
will beunhappy and leave. Thisprac-
tice shows that not to be the case.
Happiness, if pursued with commit-
ment, isvery compelling for employ-
eesand customersalike.

Back to My Visit...

AftertakingtoMerilynand Joand
aclient who happenedto bevisiting, |
was|eft with theindelibleimpression
that these peoplereally enjoyed being
there, and that they truly loved to be
part of such animpressiveamosphere
of care.

| toured thefacility. Therest of my
vigttothepracticewent thesame, im-
pressveway. Thecustomer’spersond
loungethat | had beengivenfor my own
usewasoneof four, each astastefully
decorated and comfortableasmine. |
saw Dental beds instead of dental
chairs, TV’sontheceiling, sunglasses
and lip balm for the clients (not pa-
tients). They had classical music, opu-
lent rest roomswith French perfume
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and cologne, original art onthewalls,
and literally hundreds of other small
thingsthat makethe experience one of
...darel sayit... CARING.

Beforel left Audtrdial had achance
to communicatewith aclient who had
travelled from Sydney to cometothe
dentist ($800 round trip).

Hewarmly described the detail s of
hisdental experience. Which doyou
think he spoke about at length— the
quality of theclinical dentistry here-
ceived or thequdity of thehuman care?
Definitely thelatter, and in glowing
terms.

Many businesspeopledismisssuch
alevd of caring asnot appropriatefor
their business: “Not practical in the
businessworld”, “Not redlistic.” And,
of coursethey’reright. Right, thatis, if
we keep our paradigms about how
businesses ought to be managed.

If our goal isonly taking care of the
owner or the stockholders, we must
concludethat what Paddi hasdoneis
an exception - fun to hear about, but
not practicableinthenormal business,

Interestingly, however, the core
business principlesPaddi and histeam
employ alsoworked at FedEX. Infact
these practiceswork for themost suc-
cessful dectronicsretailerin Greet Brit-
anwhoseemployeeturnover isclose

These areall organisationswhere
theleader decided that businesslifeis
morethan makingmoney ... and made
moremoney than ever before. Having
more fun and making moremoney: a
tough combination to besat!

Peace of Mind

I left the Patrick Lund Dental Prac-
ticetwo hoursafter | arrived, at peace
withmysdf. That peacelasted for sev-
eral days. Theexperiencel amrelat-
ing happened nearly fiveyearsago, and
itisdtill asvividinmy mindasif it hap-
pened yesterday. It wasthat person-
aly powerful. Itisfar deeper thanjust
Paddi. Paddi wason vacation. Itis
thesoul of histeam.

| have been back saverd timessince
that first visit. Each time, | notice
changes. The practice continues to
evolvetohigher and higher levels. The
last time visited, Joanne showed me
how they now serveany pillstheir cus-
tomersneed, not onthetissue, asthey
used to, but inasmall porcelain pill-
box. Thismay seeminsignificant, but
whenyouthink aboutit, it' sthesesmall,
human acts of caring by attention to
detail that truly makeadifferencein our
lives

Happinessand great servicedon't
just happen. Thereare severa specific

The experience | am relating happened nearly five
years ago, and it is still asvivid in my mind asiif it
happened yesterday. It was personally that powerful!

to zero, and who hasthe highest sales
per square foot in the world. They
work for aseminar promoter in Singa:
pore that now does the work of 13
people with only 7. They work for
warehousesintheUnited Stateswhere
peoplemaking minimumwageare pas-
sonate about their work and what they
candoto serve customersat ahigher
leve.
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things that Paddi and his team have
doneto crestether environment. Any-
oneatemptingtoduplicatetheir efforts
should think carefully about their mo-
tives. Yes, money isimportant, weall
want tofedl successful inbusiness, but
customersand employeespick up very
quickly if that isour oneand only mo-
tive. Naturaly, they thenfed usedand
manipulated.

One of Paddi’s personal client loungeswhere
Mike spoke with Merilyn and Jo.

What lessonsdid | learn from my
vigt?
Work Can Be Enjoyable

Businesscan befunand productive
— atthesametime. | havereally a-
ways known that, but Paddi and his
team added new meaningfor me. They
demonstrated that serviceisnot about
training, reading scriptsand learning
other service‘techniques'. Serviceis
about peopl e caring enough about oth-
erstomakelifealittle better for them.
However theenvironment that you pro-
videhasagreat effect on whether your
people, both customersand team, find
it easy to care.

Get Rid of Customers

Everyonefindsthat somepeopleare
just easier to get on with than others.
Some customers are definitely more
desirablethan areothers Soget rid of
cusomers.

Paddi extends Pareto’s80/20rule
and describeshow in many businesses
the profit comesfrom 20% of custom-
erswho subsidizethebusinesssoit can
servetheunprofitable 80%.

| know it works—intelligently re-
ducing your customer base— because
| haveseenitwork inal kindsof busi-
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nesses. Usually 20% of our custom-
erslovewhat we do for them, pay on
time, don’t quibble about price. We
enjoy our relationshipswith these peo-
ple. Conversely, 80% of our custom-
ersgive us100% of our hassles. Yet
most of us go overboard for the
‘squeaky wheel’ and spend morere-
sources, timeand energy giving serv-
iceto the 80%, unfortunately, whiles-
multaneoudy ignoring the20% of great
customers. Why? Because the cus-
tomersweredlly like, andwholikeus,
don’t complain. Asaresult, in most
companies, they get lessservice. They
aretakenfor granted.

Learn the ABCD’s

Since happinesswas Paddi’sgoal,
he decided he wasn’t going to be
around peoplewho didn’treally give
him happiness in his business. So,
Paddi decided to split his customers
into A, B, C and D customers—D’s
being thosethat complained, paidlate,
showed up late, etc.

Often, dentd officesrunbehindtime
because another customer (usualy aD
customer) showsup late, and it com-

Aview of Paddi’'s‘Big’ coffeeloungeasyou
are greeted at the door.

pletely disruptsthe schedule. InPad-
di’scase, though, instead of compro-
mising thecustomerswho wereaway's
ontime (their good customers), they
would let thelateclientswait or refer
them to another dentist.

Over time, thistypeof referringto
other dentistsfiltered out nearly 70%

easy to care.

doneit!

Mike'svisit to Paddi’soffice convinced him that:
* Serviceisabout peoplecaring. Theenvironment that you providehasa
great effect on whether your people, both customersand team, find it

« All too oftentoday, weonly seegrowthin sizeaspostive. Likemany of
our accepted paradigms, Paddi challengesthisone, too.
* A by referra only’ businessisnot only apossibility — Paddi Lund has

of theclients. At the sametime, the
team focused on serving their ‘A-
grade’ clientswith extraordinary care.
(For ingtance, they decided thet if they
keptan*A' clientwaitingmorethanten
minutes, they would giveasincereapol -
ogy and abunch of flowersasrestitu-
tion.)

They also began to ask, as part of
anagreement or bargainwiththeir cus-
tomers, for referrals. Theresult of all
thisisapracticethat gradually moved
from20% A clientsto 100% A clients.

All very fine, but how doyoufind
enough wonderful new customersto
replacethe half of your existing cus-
tomersyou havejust got rid of ? Well
you cregtethe climatewhereyour cus-
tomerssay nicethingsabout youtothe
peoplethey meet: Word of Mouth Ad-
vetisng.

By Invitation Only

Paddi and histeam have beenvery
successful in generating advertising by
word of mouth. Today, Paddi’ steam
membersonly ask selected clientsfor
referrdsandthepracticeisliterdly ‘ By
Invitation Only’. How onearthdothey
doit? How isit possibleto haveapro-
fessona businessthat issolely reliant
onclientreferras?

Conventiona wisdom tellsusthat
you haveto havesignsto attract pass-
ing trade, yellow pages spreadsto at-
tract the browser and all sorts of ad-
vertising and promationto convincethe
uncommitted. How isit possibleto
eschew all of these tried and tested
methods of ahealthy business? Well,
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for astart, | found out that Paddi and
histeamtakeamost important step that
few others do. What they do is not
really so complex: they just ask for the
referralsl A smplestep, but most peo-
ple find it just too embarrassing or
threatening.

In addition, Paddi’s people have
discovered asmplefact of human na-
ture: the person who isasked to make
areferral will only cooperateif heor
shebelievesthat itisintheir own best
intereststo makethereferral. Insome
businesseswherethisprincipleisun-
derstood, areferral isrewarded by a
gift of goodsor services. A moreef-
fectiveincentiveistheknowledgethat,
whenyou refer someoneto abusiness,
that personwill findjust what heor she
islooking for, and will expressgrati-
tudetoyoufor your kindness. Thisfor
most peopleisthe highest reward: the
sncerethanksfromafriend.

Systematize Gratitude

Facilitating this gratitude from
friendsisexactly what Paddi’ steam sets
out to achieve. They have many sys-
temsin placeto make surethat people
who arereferred haveawonderful first
time experience, and they say a big
‘thank-you’ to the person who sent
them.

If you are a new visitor, you are
greeted by nameat thefront door. Your
own persond ‘ CareNurse' showsyou
intoyour own privateloungewhereyou
enjoy your tea or coffee in Royal
Doulton china. You can evenhavea
beer or wine. Youaregivenlipbam
beforetreatment, soothing chamomile
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What lessonsdid Mikelearn

from hisvisit?

* Businesscanbeenjoyablel

* Getrid of customers.

* Learnthe ABCD’s.

* By Invitation Only.

» Sysematizegratitude.

» The Courtesy System.

* Servetea— impeccably.

And most importantly,

* Happiness is the goal of
life, and happiness can be
found in all that we do!

pads and ahot towel after treatment,
and abasket of fresh, baked-on-the-
premises‘ dental buns' totakehome.

When you refer someoneyou are
thanked personally by Paddi and by
your ‘Care Nurse’ and you receivea
thank-you card by mail. Nothingisleft
to chance. Thewhole processiswell
organized and seemsto be achieved
without alot of fussand effort.

If youwant to, you too can build a
‘referra only’ business. However, you
haveto have great systems, and you
haveto provideafew impressive ex-
tras— but you can certainly pay for
them with the money you save on ad-
vetisng.

This approach will tend to create
growthin areaslikecaringfor clients
rather than the number of customersin
thebusiness. All too often today, we
only seegrowthinszeaspostive. Like
many of our accepted paradigms,
Paddi challengesthisone, too. Why
not establish asizeyou like and then
get better and better within that self-
imposed limit? After dl, increasingthe
vaueof eachtransaction you makecan
improvethe profitability just aseffec-
tively (and certainly more pleasantly),
than multiplying the number of trans-
actions.

The Courtesy System

Paddi and histeam discovered the
major cause of their unhappinesswas
discourtesy.
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After discussing what caused or
didn’t cause happiness, the team
agreed to set somerules, which they
caledtheir ‘ Courtesy System’.

They maderuleslike: ‘Whenyou
want something, say please’, ‘When
tal king about someonenot present, use
their name and imagine them being
there’ and, ‘When you comeinto the
officeinthemorning, touch each per-
son, look them in the eye, and greet
them by name’’

Smplestuff! But, thesesmplerules
encouraged peopleto constantly think
about how they were serving others
and themselvesinther relationships.
That kind of awareness|eadsyou to
look for and respond tothesmall things
that let people know you care. If you
want to change your businessor your
life, thisisthekind of smplebut pow-
erful processthat becomesthefoun-
dation of lasting change.

Serve Tea - Impeccably

| learned thissmple principleback
at UPSyearsago. If your trucksare
clean and your driverspresent aclean
image, customerswill perceivequdity
everywherein your operation.

Similarly, teaservedimpeccably in
Roya Doulton chinaleadsto apercep-
tion of extraordinary attention to de-
tail, which leadsto aperception of ex-
traordinary dental quality. Most peo-
pleare unaware of why they perceive
something asqudlity, but whenyou pay
attention to detail in non-businessre-
lated things, customersfeel that you
must be providing quality goods or
SEViCes.

| know whenl vistawarehousethat
itscostsand servicesare proportional
totheceanlinessand organizationof the
warehouse. Thesameistrueof den-
tidry.

Think about thissmpleprinciplethe
nexttimeyouwander through agrocery
store. If the storeisclean and organ-
izedwith productsdisplayed flavlessy
and fast checkout lines, you will find
yourself believing they givegood qual-
ity productsand will actively ook for
moreto buy. If, ontheother hand, the
store is messy, has long lines, and
products sloppily displayed, you will

get what you camefor and leave buy-
ingonly that item.

An Important Lesson

FedEx isone of the most success-
ful start-up venturesin American his-
tory, not because we had abetter idea
as much as because we cared about
solving our customers problems. This
caringwasn't limited to afew execu-
tives. If it had been, we would have
crashed and burned. 1t wasfromthe
heartsof drivers, pilots, telephone peo-
ple, hub sortersand everyoned sewho
cared enough about other people to
make lifealittle better. Paddi Lund
and histeam havetaken thiscore con-
cept severa notcheshigher thanwedid
at FedEx.

There'samost important lessonin
Paddi’ sstory, availableto anyonewho
will ligen:

Happiness is the goal of life,
and happinesscan befoundin
all that we do.

If we can just act on this maxim, we
canbemoresuccessful inbusinessand
makelifealittlebetter for ourselves...
aswell asthosearound us. Thank you
Paddi.
Mike Basch
March, 1997

Dr Paddi Lund has written a book
about his journey mixing business,
profit and happiness. You will only
find Building the Happiness-Cen-
tred Business in a few specialty
bookstores around the world.
Itisalso availabledirect fromits
publisher for A$29.95 (£15, US$20)
plus shipping. Please call or write
to L oretta Cohen at Solutions Press:
149 Old Cleveland Road
Capalaba, Qld Australia4157
Telephone (+61-7) 3823 3230
Or you may write with acredit card
by fax on (+61-7) 3390 3610 or by
e-mail: info@sol utionspress.com.au
Learn more about Paddi and his
ideasfor business at the publisher’s
site: www.sol utionspress.com.au




