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Curtis	  Bingham	  is	  the	  recognized	  authority	  on	  chief	  customer	  officers	  and	  the	  first	  to	  promote	  this	  role	  as	  a	  catalyst	  
for	  competitive	  advantage.	  He	  is	  the	  creator	  of	  the	  CCO	  Roadmap,	  a	  groundbreaking	  work	  containing	  100+	  critical	  
strategies	  essential	  for	  customer	  centricity.	  As	  an	  international	  speaker,	  author,	  and	  consultant,	  Curtis	  is	  passionate	  
about	  creating	  customer	  strategy	  to	  sustainably	  grow	  revenue,	  profit,	  and	  loyalty.	  

	  

Google	   and	   Microsoft	   took	   what	   initially	   appeared	   to	   be	   an	   innovative	   path	   to	   decrease	   residential	  
energy	  consumption.	  Believing	  that	  customer's	  decisions	  to	  conserve	  electricity	  were	  impeded	  solely	  by	  
the	   lack	   of	   easily-‐understood,	   real-‐time	   consumption	   information	   unobtainable	   via	   paper	   utility	   bills,	  
both	   created	  web-‐based	   analytics	   platforms,	   displaying	   consumption	   costs	   in	   real-‐time	   to	   help	  make	  
conservation	  decisions.	  And	  both	  companies	  canceled	  the	  projects.	  Their	  tools	  had	  absolutely	  no	  effect	  
on	  behavior.	  	  

According	  to	  a	  recent	  article	  in	  the	  Wall	  Street	  Journal,	  oPower	  programs	  yielded	  $234	  million	  in	  energy	  
savings	  last	  year,	  removing	  1900	  gWh	  from	  the	  electrical	  energy	  grid,	  enough	  energy	  to	  power	  190,000	  
homes	  for	  a	  year.	  How	  did	  oPower	  succeed	  when	  goliaths	  failed?	  

The	  overall	  goal	  is	  to	  decrease	  energy	  usage.	  Google	  &	  Microsoft	  solved	  a	  data	  problem	  with	  their	  belief	  
that	  people	  naturally	  want	  to	  conserve	  energy	  but	  are	  prevented	  from	  doing	  so	  by	  a	  lack	  of	  insight.	  Their	  
failure	   disproves	   their	   hypothesis.	   oPower	   solved	   both	   a	   context	   and	  motivation	   problem	   using	   both	  
descriptive	  and	  injunctive	  norms.	  oPower	  partnered	  with	  public	  utility	  companies	  to	  present	  via	  monthly	  
bills	  a	  comparison	  of	  recent	  historical	  energy	  consumption	  with	  nearest	  two	  or	  three	  neighbors.	  Because	  
individuals	  measure	   their	   own	   behavior	   against	   their	   perception	   of	   peer	   norms,	   consumption	   data	   in	  
context	  with	  neighbors	  or	  peers	  can	  change	  behaviors.	  

This	   is	  an	  example	  of	  a	  descriptive	  social	  norm.	  Those	  consuming	  greater	  energy	   than	   their	  neighbors	  
began	  to	  conserve	  energy.	  But	  as	  is	  common	  with	  descriptive	  norms,	  it	  had	  a	  boomerang	  effect	  on	  those	  
consuming	   less	   energy	   that	   subsequently	   relaxed	   conservation	   efforts	   and	   quickly	   climbed	   to	   the	  
average.	  oPower	  added	  an	  injunctive	  norm	  wherein	  they	  added	  a	  smiley	  (☺)	  or	  frowney	  (☹)	  face	  to	  the	  
descriptive	   comparisons,	   representing	   approval	   or	   disapproval	   of	   their	   positioning	   relative	   to	   their	  
neighbors.	  The	  addition	  of	  this	  judgment	  is	  a	  form	  of	  operant	  conditioning,	  which	  is	  a	  powerful	  driver	  of	  
behavior.	  
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Google,	  Microsoft,	   and	  oPower	  all	  provided	   insight	   into	  energy	   consumption.	  Their	   assumptions	  were	  
vastly	  different.	  Google	  and	  Microsoft	   incorrectly	  believed	   that	  people	   inherently	  desired	   to	   conserve	  
energy	  and	  insight	  would	  enable	  behavior	  change.	  oPower	  correctly	  assumed	  that	  social	  pressure	  was	  a	  
far	  more	   effective	  means	   of	   shaping	   customer	   behavior.	   Research	   has	   shown	   repeatedly	   that	   people	  
desire	   to	   conform	   to	   social	   norms.	   Other	   research	   has	   shown	   they	   overestimate	   the	   prevalence	   of	  
undesirable	   behavior	   and	   use	   these	   perceptions	   as	   standards	   for	   comparison.	   Energy	   customers	  
overestimate	   their	   neighbor’s	   energy	   consumption	   and	   conserve	   when	   faced	   with	   descriptive	   norms	  
showing	  otherwise	  coupled	  with	  assessments	  of	  desirability	  of	  behavior.	  

How	  can	  you	  use	  descriptive	  norms	   to	  change	  behaviors?	  One	  chief	   customer	  officer	   (CCO)	   showed	  a	  
B2B	  customer	  how	  often	  they	  were	  calling	  customer	  support	  in	  comparison	  with	  other	  customers	  and	  as	  
a	  result	  were	  decidedly	  unprofitable.	  The	  number	  of	  support	  requests	  tapered	  dramatically	  thereafter.	  
Another	  company	  uses	  peer	  mediation	  in	  their	  customer	  communities	  to	  assess	  behavior	  in	  comparison	  
with	  other	  players	  and	  assess	  penalties	  in	  an	  effort	  to	  root	  out	  toxic	  behavior.*	  

	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  

*Copyright Notice: All content contained in this article is copyright protected material. Reproduction, in whole or in 

part, in any form or medium, without the express written permission of the Chief Customer Officer Council is strictly 
prohibited. 



 

©2013 Predictive Consulting Group, Inc. 
All rights reserved. Reproduction prohibited. 
CHIEF CUSTOMER OFFICER COUNCIL™ | www.ccocouncil.org | (978) 226-8675 Page 4 

 

About CURTIS N. BINGHAM 
The	  first	  to	  promote	  the	  role	  of	  chief	  customer	  officer	  (CCO)	  as	  catalyst	  for	  
competitive	  advantage,	  Curtis	  is	  recognized	  as	  the	  world’s	  foremost	  authority	  on	  
CCOs.	  He	  is	  founder	  and	  Executive	  Director	  of	  the	  Chief	  Customer	  Officer	  
Council™	  and	  creator	  of	  the	  CCO	  Roadmap	  and	  the	  Customer	  Centricity	  Maturity	  
Model:	  groundbreaking,	  proprietary	  works	  that	  assist	  companies	  achieve	  
customer	  centric	  culture	  and	  revenue	  growth.	  Curtis	  is	  a	  champion	  of	  customer	  
engagement	  as	  a	  critical	  growth	  engine	  and	  first	  to	  identify	  engagement	  as	  the	  
next	  evolutionary	  step	  beyond	  loyalty.	  An	  international	  speaker,	  author,	  and	  
consultant,	  Curtis	  is	  passionate	  about	  creating	  powerful	  customer	  strategies	  and	  
trusted	  for	  his	  business	  acumen,	  actionable	  insights,	  and	  commitment	  to	  
measurable	  business	  results.	  

	  

About THE CHIEF CUSTOMER OFFICER COUNCIL 

The	  CCO	  Council	   is	  a	  powerful	  and	   intimate	  gathering	  of	   the	  world’s	  
leading	   customer	   executives	   from	   widely	   diverse	   industries.	  The	  
Council	  helps	  executives	  achieve	  objectives	  faster	  and	  more	  easily	  by	  
leveraging	   best	   practices.	   It	   helps	   validate	   and	   refine	   strategies	   and	  
initiatives	   to	  avoid	  experimenting	  at	  customer	  expense.	  Membership	  
is	  by	   invitation	  only,	  and	  purposefully	  cross-‐pollinated	  with	  the	  most	  
forward-‐thinking	  companies,	   large	  and	  small,	   so	  as	   to	  help	  customer	  
executives	   deliver	   solid,	   customer-‐centric	   business	   results.	   For	  more	  
information,	  email	  info@ccocouncil.org	  or	  call	  978-‐226-‐8675.	  

	  

	  

	  
Join	  the	  conversation	  
	  www.ccocouncil.org	  

LEARN	  MORE	  ABOUT	  CUSTOMER	  ENGAGEMENT	  

The	   Customer	   Engagement	   Trajectory	   -‐	   In	   this	   Bingham	   Advisory	   Curtis	  
provides	   a	   framework	   for	   understanding	  where	   engagement	   emerges	   in	   the	  
business-‐customer	  relationship	  to	  provide	  its	  greatest	  value.	  	  

In	  addition,	  you’ll	  also	  learn	  how	  real	  world	  companies	  such	  as	  MetLife,	  Oracle,	  
and	   Riot	   Games	   are	   engaging	   their	   customers	   and	   enjoying	   bottom	   line	  
improvements	  to	  revenue	  and	  shareholder	  value	  as	  a	  result.	  

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

Thought-‐leading	  Videos	  
ccocouncil.org/video	  

	  
More	  Articles	  by	  Curtis	  

ccocouncil.org/exclusiveresources	  
	  

LinkedIn	  Discussion	  for	  CCOs	  
(For	  VPs	  and	  above)	  
CCO	  Council	  Network	  


