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: Jaren SHaw's
peRrspective,

WORKING In customer

service 1s not sometHING a
person Becomes Interested 1n,
RatHeRr, "1t's just wHO You are.”
And HavingG a servant's HeaRt 1s

part of tHe packace.

Originally from Ardmore, Okla., Shaw
broke the multi-generational family mold
of being a University of Oklahoma
Sooner by attending Baylor.

“There was never a question of which
college I would attend until my junior
year in high school when I came home
and told my parents I wanted to go to

Baylor,” she said. 'l tRULY BeLIeved,
even at tHat youncG ace, tHat
BayLoOR's Reputation, quaLity of
education and smaLLer cLass size
woulLd Be tHe Best enviRonment
for me to GRow personaLLy and

spIrItuaLLy. Indeed 1t was!" Upon
graduating from Baylor, Shaw began her
career with H-E-B, one of the nation’s
largest independently owned food retailers.
However, H-E-B began as a small, family-
owned grocery store, and ironically, Shaw
shares a similar story.

“I grew up in a small grocery store that
my grandfather owned and spent much
of my growing years ‘working,”” she
said. “What I did not realize at
the time was that retail and
people were my passion.
Serving others inside
and outside of our

store was just
what we

did.”
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At H-E-B,
Shaw started
as a management
trainee and spent nine years
working in the stores, learning
the business from the ground up and
progressing in store leadership. She later held
various roles in training and development,
served as the director of sales and was then
asked to join H-E-B’s Customer Service
efforts, which she has led since July 2000.
“My official duties include providing the
strategy and design for H-E-B’s Customer
Service and Central Checkout efforts,” she

said. "'l see myseLf as tHe advocate
for aLL H-E-B customeRrs and store

Partners."

Shaw also takes pride in her unofficial duties:
making someone else’s day with an unexpected
act of kindness, which she and H-E-B Partners
refer to as “paying it forward.”

“I once encountered a customer who
seemed very unhappy, and I asked her what
the problem was in an effort to help,”
she said. “The woman shared concerns
not about our store but about some very
troubling things occurring in her life, and I
was touched. I handed her a beautiful flower
arrangement and told her I felt like she
needed a little sunshine. She started to cry,
and I did too. It’s a hard world, but if I can
make it just a tiny bit better for one person,
what a great day it has been.”

Never facing a dull moment, Shaw also
manages the challenges that come with
catering service efforts to five generations
of H-E-B customers and Partners in an
increasingly technological world.

“I believe the definition of customer service
is changing,” she said. “How do we change
with it in order to serve everyone? Today,
customers have so many retail options. How
do you differentiate your brand so your
customers drive by the others to come see you
based on the relationship you have built with
them over time?”

Shaw’s dedication to exceptional customer
service is a true reflection of H-E-B’s tagline:
Here Everything’s Better.™ Although her
work is never done, Shaw strives each day to
serve others using a mix of determination,
ingenuity, sincerity and compassion.

"I trRuLY BeLIeve | Have tHe Best joB
In tHe woRLd Because 1t 1S tHe RIGHt

JOB for me," she said. “In H-E-B land,
we serve over 7 million customers each
week with 76,000 Partners; that’s a
lot of opportunity to serve! My
true passion is serving our
customers, Partners and
communities. It’s just

who I am.”
-
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It's not every day You see
ELvis on tHe way to woRrk,
But for Adam BRravo, 1t's not
tHat unusual.

"You ReaLLY never know
wHat You'rRe GoIng to see
In Las Vecas," He sa1d. "I've
seen 1t aLL—from ELvis
ImpeRrsonators to SpoRrts
stars and HoLLywood
ceLeBRitres."

BRavo CURRentLY serves as
tHe director of campaicn
operations forR MGM ResoRts
InternatronaLr, WHICH owns
an assortment of properties
on tHe Las Vecas StRip—
frRom tHe AAA F1ve Diamond
Rated, LUXURIOUS BeLLaGIO
to tHe newest offering, ARIA

Resort and CasIno.

On his journey to working for
the second most profitable gaming
company in the world, Bravo
graduated from Baylor in 2002 and
then spent some time in Europe,
which included a stint in Greece
working in the travel industry.

“I thought I would put my degree
in International Business to good use
by making a living traveling through
Europe,” he laughed. “That lasted
about a year.”

Back in the U.S., Bravo gained
experience in retail marketing and
business development, moved to
Las Vegas and began working for
MGM Resorts International in 2006.
He and his team handle all of the
direct marketing from a corporate
standpoint and reach millions of
customers using database marketing.

“Our biggest channel right now
is email marketing; we send about
40 million emails each month,” he
said. “We manage the marketing
process for events, shows or
concerts from beginning to end,
which includes developing and
implementing a creative concept,
targeting customers, and making
sure they attend the event and have
an enjoyable experience. Every
weekend is something new, whether
it’s promoting The Eagles concert
at the MGM Grand or the Michael
Jackson Cirque du Soleil show at
Mandalay Bay.”
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Bravo said his role is a natural fit due to his analytical nature.
"So mucH of marketinc now 1s Based on coLLected data," He
sard. '"THe moRre information we Have aBout OourR customers,
tHe more effective we can Be witH our marketinc
stratecrIes. I'm an anaLvticaL person, and most of our
maRrketInc 1s driven By statistics and anavvtics. It's a Lot
easIer to make B1G decisions Based on soLid numsers."
Bravo and his team recently played a key role in implementing
the company’s decision to enhance its existing loyalty program
now called “M life.” A decade ago, casino activity was the
main revenue stream in Las Vegas, but Bravo said profits have
shifted to more of'a 60,40 split, with more income generated
from non-gaming entities, such as hotels, restaurants, shows
and high-end shopping.
“It’s been a big transition within the industry, and we’ve
worked hard to diversify our offerings,” Bravo said. “M
life rewards customers if they play a slot machine at the
Excalibur, stay at MGM Grand, or see one of our shows at
The Mirage. With this program, we learn more about our
customers and are able to offer rewards based on their
entire Las Vegas experience. It’s the right thing to do
for our customers and the best way to reward them.”
Bravo caters to a variety of customers both domestic . _
and international, and he credits Baylor faculty [ - .
members for preparing him for the challenge. ' '

"My joB 1s dependent upon tHe
aBILItY to tRanscend cuLtures and

cet to know my customers, and some
of my InternatronaL BUSINess COURSES
HeLped prepare me for tHat," He said.
"Many professors at BavyLor Had ReaL
BUSINess experIiences tHat tHey used to
expLaIn BusIiness concepts. THey spoke
from a knowLedce Base and not frRom
a Book. LookinG Back now, 1t cave
me sucH a Better understandinc of
HOW BusIness WoRks."

The odds may not always be in your
favor in Las Vegas, but Bravo said one
thing is a sure bet in life: change.

“In 2005, very few people thought
we would be in the economic
situation we faced in 2007,” he _' ' L
said. “I think it caused a lot of ; '
people to reevaluate how they
did business. No matter what
career path you choose, you
have to be ready for change
within yourself and within an
industry and be willing to
accept that change.”

S RY I I T

I
Teamnw R
. -_— - =

SFsFmYam S0~

Adam BRravo, BBA '02

Director of Campaign Operations, MGM Resorts International
Las Vegas, Nevada

@( bLbr.baylor.edu/bravo




“Verizon is at the forefront of creating new, innovative technologies that improve
the daily lives of our customers,” Chu said. “That includes our all-fiber FiOS
network, our 4G LTE wireless network and our advances in cloud computing.
Because the technology is always evolving, we are committed to bringing
our customers along the learning curve, ensuring that they have a solid
understanding of how to use the technology to enhance their lives.
It’s challenging and rewarding at the same time.”
Chu believes in the importance of serving as a knowledgeable
and dependable advisor for her customers, able to resolve
their issues and meet and exceed their expectations.

"We are tHe eves and ears for our company,"
she said. “Our role is to be an advocate for the
customer, being able to understand and
sometimes anticipate their needs and
recommend solutions that will make their
lives more efficient and enjoyable.
ABove aLL, RememBeR we
are tOUCHING a person's
As a é"/ Life. We Have an
CcHILd, : ' oppoRtunity to
Pinc CHU Was . dIrectLy 1mpact

aLways eacGer to _ that Life
HeLp otHeRs so 1t's  ~ -~ and make
not SURPRISING tHat % ey SOME0IN.
sHe ended up working ik SmiLe.
In customeRr service. ;
Today, sHe 1s StiLL HeLpING
otHeRrs tHROUGH HeR WORK
at Verizon, a GgLoBaL Leader
In deLiverIinG BRoadBand, video
and otHer wireLess and WIReLINe
communications services to mass
market, Business, coverRnment and
WHoLesaLe customers.
Chu’s career with Verizon began when she was a
college student and her loyalty is undeniable, as she
has worked for Verizon for 16 years now.
“I started working as a night shift computer operator,”
she said. “It was the best job a student could ask for because
during the daytime, I was able to go to school, and at night,
I was able to work full-time. I was also able to get full-time
employee benefits from the company.”
While her work continued at Verizon, Chu enrolled in Baylor’s
Executive MBA (EMBA) Program in Dallas and graduated in 2003.
“There were so many lessons that I learned from my EMBA experience,”
she said. “I think the greatest of all is that the experience changed me and
taught me to not only look at the ground that I am walking on but to also
Pinc CH u, MBA 'O 3 see the.big picture. It helped me to become a well-rounded leader. Also, the
Resource Manager, Verizon friendships apd networl<§ that I bullF thr(?ughout the program ha\./e helped me
Dallas, Texas broaden my view. Even after graduating eight years ago, I am still in touch with many
of my professors and classmates.”
Throughout her career at Verizon, Chu has held a variety of roles; however, she has an amazing
ability to focus on her work responsibilities while always keeping the customer top-of-mind.
“Currently, I am working with an executive team to focus on process re-engineering Verizon’s
Network Monitoring Call Center for our consumer and business customers,” she said. "'THIS 15 to
provide our customers tHe fastest and most rReL1aBLe network tHat we can offer. One of
Verizon's credos 1s to continuousLy focus on seRVING Our customers Better and faster."
Along with continuous process improvement, the extremely fast pace of evolving technology presents its
own challenges for the telecom industry.

@4 bLbrbaylor.edu/chu




20 REVIEW [SPRING 12]

of ouRr daiLy vernacuLar.”

Upon completion of his residency and earning an
MBA with a specialization in health care administration,
Rock was hired as customer service manager at Valley
Baptist and began working closely with nursing
leadership, operational directors and physicians on how
best to address customer service needs.

“My work ranged from generating daily reports
on current patient satisfaction statistics to creating
far-reaching operational strategies, such as the
implementation of nurse hourly rounds,” he said. “At
least once a month, I would spend a full day on each
hospital campus visiting with front-line employees

and patients. This allowed me to see the direct

continues to advocate efficient health
care from an operational standpoint,
such as lowering emergency room wait
times. As customer service within the
health care industry grows increasingly
important, Rock’s ultimate goal is to
ensure quality care.

“During my residency, I was actually
a little hesitant to work on customer
service,” he said. “So much of business
school concentrates on background
analytics that we sometimes forget the
end purpose of our work. To quote
our vice president of Pastoral Services,

'PeopLe do not care HOwW MucH
you know untiL tHey know
HOW MUucH You care."

‘ bbr.baylor.edu/rock






