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Do you know your customers as well as Target does? 

It turns out Target knew something this parent did not 
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Angry father clutching coupons walks in to 
Target and asks to see the manager: 
 

“My daughter got this in the mail!” he said.  
“She’s still in high school, and you’re sending her 

coupons for baby clothes and cribs? Are you trying 
to encourage her to get pregnant?” 

-Charles Duhigg, How Companies Learn Your Secrets  
NYTimes.com, 2/16/2012 

While you don’t need to go that far, understanding your 
customers will improve your enrollment effectiveness 
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Customer profiling is something that early childhood 
professionals do instinctively 
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Location 
Where are they? 

•  Work location 
•  Home location 
•  How do they 

travel to your 
center? Car, 
subway, bike? 

Demographic 
Who are they? 

•  Income 
•  Native country 
•  Education 
•  Age 

Behavioral 
How do they choose? 

•  Who 
influences 
decisions 

•  How do they  
research early 
childhood 
education? 

Psychographic 
How do they think? 

•  Interests  
(in addition to 
child rearing) 

•  Values 
•  Conservative 

or liberal (not 
necessarily 
political) 
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“I surveyed enrolled 
families to figure out 
how they found out 

about us. 
1 in 5 found us on 

Google.” 
 

-Director, Maryland 

Sites: http://maps.huge.info/ 



BumbleBee  

 

	
  

Beginner: 
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Available	
  for	
  free	
  download	
  on	
  hbp://bumblebeehq.com/blog	
  

Fill out 2 or 3 
customer 

profiles for your 
center 
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Intermediate: 
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Survey your 
parents 

Sites: surveymonkey.com, docs.google.com (drive.google.com) Create -> Forms, WordPress users recommend plugin ContactForm7 
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Advanced: 
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Google Adwords 
Campaign – Use 

profiles to generate 
keyword for parents 
(e.g., “dual language 

child care” ) 

1) Pay per click 2) ~$2-$5 per click - http://www.google.com/ads/offers/adwordsoffer.html 
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Here’s what you will take with you when we finish today 

ü  Marketing to the stages of a family    “THE SALES FUNNEL” 

ü  Know your families        ”SEGMENTATION“ 

q  The telephone is critical        ”INSIDE SALES”  

q  Email and newsletters are not dead     ”DEMAND GENERATION” 

q  Pricing is hard, but there’s help     ”PRICE ELASTICITY” 
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THE TELEPHONE  
IS A CRITICAL PART  
OF YOUR BUSINESS 
 

Inside Sales 
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Image	
  by	
  85mm.ch	
  via	
  Flikr,	
  6-­‐2011,	
  downloaded	
  6-­‐25-­‐2012	
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Calling Zappos is an enjoyable experience that the 
company feels is an investment in Marketing 
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All	
  of	
  “our	
  customers	
  telephone	
  us	
  at	
  least	
  
once	
  at	
  some	
  point,	
  and	
  if	
  we	
  handle	
  the	
  
call	
  well,	
  we	
  have	
  an	
  opportunity	
  to	
  create	
  
an	
  emo^onal	
  impact	
  and	
  a	
  las^ng	
  
memory.	
  We	
  receive	
  thousands	
  of	
  phone	
  
calls	
  and	
  e-­‐mails	
  every	
  day,	
  and	
  we	
  view	
  
each	
  one	
  as	
  an	
  opportunity	
  to	
  build	
  the	
  
Zappos	
  brand	
  into	
  being	
  about	
  the	
  very	
  
best	
  customer	
  service.”	
  

-­‐Tony	
  Hseih,	
  How	
  I	
  Did	
  It…	
  
Harvard	
  Business	
  Review,	
  7/1/2010	
  

You don’t have to become a robot to handle calls well 

How I Did It…

 Zappos’s CEO on Going to 
Extremes for Customers

I n the 11 years since Zappos was founded, 
we’ve had to make some big decisions. 
One of the most significant came in 

early 2004, over lunch at Chevys, a chain 
Mexican restaurant in San Francisco. We 
hadn’t expected to make a life-changing 
choice over a plate of fajitas, but when 
you’re part of a fast-growing company, a lot 
of decisions arise at unlikely moments.

Zappos was then nearly five years old. 
I’d gotten involved with the company as 
an investor after LinkExchange, which I’d 
cofounded, was sold to Microsoft in 1998. 
At ! rst I thought that selling shoes online 
sounded like a poster child for bad inter-
net ideas. But the founder of Zappos, Nick 
Swinmurn, explained that shoes were a 

$40 billion market in the U.S. and that 5% of 
them were already sold by mail order. What 
had started as just one of several dozen an-
gel investments ended up as a job: By 2000 
I had joined Zappos full-time. The company 
had survived the dot-com crash, and our 
gross merchandise sales were growing—up 
from zero in 1999 to $70 million in 2003. But 
for most of those years we had been short of 
cash and struggling to cope with growth.

In early 2004 our biggest problem was 
customer service—speci! cally, ! nding the 
right employees to sta"  our call center. A 
lot of people may think it’s strange that an 
internet company would be so focused on 
the telephone, when only about 5% of our 
sales happen by phone. But we’ve found 

In search of high-
caliber employees to 
staff  its call center, 
Zappos relocated 
the entire company 
from San Francisco 
to Las Vegas in 2004. 
Here’s why the move 
made sense.

THE IDEA

by Tony Hsieh

 July–August 2010   Harvard Business Review   41
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You can divide your phone “sales” into two components: 
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Receiving Calls 

Making Calls 
Usually in response to in an inquiry (email, voicemail) but 
could also include “cold calls” to local employers 

Unplanned inquiries that you get inside your center, 
including the calls you take from enrolled parents 
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“We keep a customized 
sticky note pad by 

everyone’s phone that 
has space for them to 

write vital information” 
 

-Director, Oregon 
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Beginner 
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Schedule time to 
make and return 

calls 

Other advice from Zappos: Don’t hide your phone number. Make it prominent on the first page 
Common tip from telemarketers: Smile on the phone! People can hear it. 
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Intermediate 
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Customized sticky 
pads 

Ready	
  to	
  print	
  inquiry	
  s^cky	
  pad:	
  bumblebeehq.com/blog	
  
VistaPrint	
  S^cky	
  Notes:	
  hbp://goo.gl/DM0sV,	
  $5/50	
  sheets,	
  look	
  for	
  coupon	
  codes	
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Advanced 
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Call to confirm 
appointments 
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Here’s what you will take with you when we finish today 

ü  Marketing to the stages of a family    “THE SALES FUNNEL” 

ü  Know your families        ”SEGMENTATION“ 

ü  The telephone is critical        ”INSIDE SALES”  

q  Email and newsletters are not dead     ”DEMAND GENERATION” 

q  Pricing is hard, but there’s help     ”PRICE ELASTICITY” 
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