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“Others will love what you love,
but you must show them how.”

William Wordsworth
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tripadvisor:

. @ Monterey Bay
“| Aquarium



What creates the human
based guest experience?



..... The perfect balance of
hospitality, visitor
engagement and quality is
guest experience...






My Travels

Singapore Seoul
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Hong Kong 2enes

Osaka TO kyO
Namegata Fukushima

Yesou

Copenhagen

Oarai

Milan






FORCHLE

#=H R




1. Build Communications
2. Build Consistency

3. Build The Team












Daily Stand-Up Meetings
Weekly Manager Meetings
Monthly All-Staff Meetings
Season Kick-Off

Office Locations

Break Areas

Group networking and fun
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 Daily Stand-Up Meetings

* Weekly Manager Meetings
 Monthly All-Staff Meetings
 Season Kick-Off

 Office Locations

* Break Areas

 Group networking and fun

...... Builds Communications






Question....

Does a guest see your institution as a
consistent experience?




Admissions
Ambassadors
Security
Training
Interpretation
Membership
Programs
Adventures
Docents
Information Desk
Bookstores
Food and Beverage
Administration
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Admissions
Ambassadors
Security
Training
Interpretation
Membership
Programs
Adventures
Docents
Information Desk
Bookstores
Food and Beverage
Administration



1. Build Communications
2. Build Consistency

3. Build The Team
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Training is an evolution...
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Today’s Tip

“‘Make visual contact”

Theme: The Smile

Why is it important? A smile makes visitors and fellow
employees feel welcome. It also encourages interactions.

Actions: Staff stand in front of a mirror as a group and make a
mad and happy face. They also cover up their expression
and see how it looks. A discussion occurs to find-out why
the smile was the best.






1. Build Communications
2. Build Consistency

3. Build The Team



Avalilability of staff
Educational experience
Courtesy

Inspiration

Efficiency




Overall Experience




“Others will love what you love,
but you must show them how.”

William Wordsworth
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CREATING A CULTURE
OF EXCELLENCE

Marylouise Fitzgibbon



The mystery behind great service
The theory vs. the gameplan

Tactical steps that lead to a branded
experience (in any organization)



Creating a Culture of Excellence

Starts with ensuring that your employees feel
appreciated, feel special, feel that they are
well-communicated with. But also paired
with well defined standards, accountability,
and strong operational discipline.



It all starts with a vision, what are you trying
to accomplish?

What'’s yours? Does everyone throughout the
organization know?



Creating a Culture of Excellence

Step One
Understand
/ what your \

Step Five customers Step Two:
Create a system of expect from Create service
continuous quality you expectations

improvement and standards
Step Four Step Three
Create ongoing feedback @ Develop a training/
systems/audits so the cast communication program
know how they are doing in which constantly reinforces

relation to the standards those standards



A CULTURE OF EXCELLENCE begins with a
clear vision

Determine what your standards are

Create a consistent communication plan to
ensure they are always top of mind
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Our Mission

» To create extraordinary learning
experiences that have the power to
transform the lives of children and families.

The Children’s Museum of Indianapolis Extraordinary. Always.



.

Facts and Figures

» 472,900 square feet

» Over 1.2 million visitors annually

« $27 million operating budget

« $275 million endowment

- 385 staff and 600 volunteers

» Over 120,000 objects in our Collection

The Children’s Museum of Indianapolis Extraordinary. Always.
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Recent Accolades

» Top 3 Science Museums In the United States
-- FamilyFun Magazine (2015)

- Top 5 Regional Vacation Destination in the Midwest
-- FamilyFun Magazine (2015)

» Top 5 Overall Vacation Destination
-- FamilyFun Magazine (2015)

* Top Things to See in 2015
-- Midwest Living Magazine (2015)

The Children’s Museum of Indianapolis Extraordinary. Always.
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Recent Accolades

* Best Museum for Families
-- USA Today and 10Best (2014)

* National Medal Award
-- Museum and Library Service (2014)

» Top Workplace in Central Indiana
-- The Indianapolis Star (2014)

» Top Museums Worth Traveling For
-- TripAdvisor (2014)

The Children’s Museum of Indianapolis Extraordinary. Always.
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Recent Accolades

» 8 Uncommonly Cool Children's Museums
-- Huffington Post (2013)

» Top 10 Cultural Finds
-- The Cultural Traveler Magazine (2013)

» Top 20 Most-visited Museums in North America

-- Global Attractions Attendance Report Museum
Index, Themed Entertainment Association (TEA)
and AECOM Group (2013)

The Children’s Museum of Indianapolis Extraordinary. Always.
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Recent Accolades

« 10 Best Children’s Museums to Visit This Summer
-- WomansDay.com (2013)

* Top 10 Things for Families to do in Indiana
-- Trekaroo (2012)

» Top 25 Most-Visited Museum
-- Forbes Traveler (2012)

» Top 10 Haunted Houses
-- Rand McNally (2012)

The Children’s Museum of Indianapolis Extraordinary. Always.
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Recent Accolades

» Top 10 Best Children's Museums Across the US
-- Trekaroo (2012)

* Top 10 U.S. Museum for Families
-- AOL Travel News (2011)

* Top 10 Children’s Museum
-- Parents magazine (2011)

« Best Children’s Museum
-- Child magazine (2011)

The Children’s Museum of Indianapolis Extraordinary. Always.



We are the world’s biggest and best children’s museum,
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with 472,900 square feet of public space.
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We have 12 permanent experiences including a
working Paleo Lab, a working Wet Archaeology
Lab, and a 350-seat thrust Theatre.

The Children’s Museum of Indianapolis Extraordinary. Always.
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Permanent exhibits include Dinosphere,

The Children’s Museum of Indianapolis Extraordinary. Always.


http://www.futuristjr.com/wp-content/uploads/2014/03/Dinosphere_PressReady.jpg
http://www.futuristjr.com/wp-content/uploads/2014/03/Dinosphere_PressReady.jpg

:
CONNECTING THE SAVYY MOM IN MICHIANA

Playscape, for children 5 and younger,




ScienceWorks, with the only Biotechnology Lab
for children and families in the country,
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Take Me There: China, focused on China’s history and culture,



Anne Frank | Ruby Bridges Ryan White

The Power of Children history exhibit,
exploring the Holocaust, Civil Rights and the AIDS epidemic,



National Geographic Treasures of the Earth,
recreating three archaeological sites:
Capt. Kidd’s Shipwreck, Seti I’s Tomb, and the Terra Cotta Warriors.



.

We produce 4-6 temporary exhibits annually,
featuring objects, content, and interactives
accessible to all ages.

The Children’s Museum of Indianapolis Extraordinary. Always.
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We have worked with powerful partners, from toy and
entertainment companies to world-renowned artists and scientists.



5 =

00T+ END OF THE DY A

e
=

—

E P
L == w7y

Every day, we close out our extraordinary party
with an End of the Day Parade for our guests!


http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRxqFQoTCK-1rYa4_MgCFYM3Pgod8LkJZQ&url=http://www.louisvillefamilyfun.net/2011/08/review-of-the-childrens-museum-of.html&psig=AFQjCNES2_XZ-7rZGRnIPOxzFIedxP6qSQ&ust=1446920876513585
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRxqFQoTCK-1rYa4_MgCFYM3Pgod8LkJZQ&url=http://www.louisvillefamilyfun.net/2011/08/review-of-the-childrens-museum-of.html&psig=AFQjCNES2_XZ-7rZGRnIPOxzFIedxP6qSQ&ust=1446920876513585
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRxqFQoTCK-1rYa4_MgCFYM3Pgod8LkJZQ&url=http://www.louisvillefamilyfun.net/2011/08/review-of-the-childrens-museum-of.html&psig=AFQjCNES2_XZ-7rZGRnIPOxzFIedxP6qSQ&ust=1446920876513585
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRxqFQoTCK-1rYa4_MgCFYM3Pgod8LkJZQ&url=http://www.louisvillefamilyfun.net/2011/08/review-of-the-childrens-museum-of.html&psig=AFQjCNES2_XZ-7rZGRnIPOxzFIedxP6qSQ&ust=1446920876513585
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From Loyal Customers to Raving Fans

A Case Study from
MyMagic+ at WDW



Walt Disney World then
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Walt Disney World now.....

u‘gﬁwo D_TOWER




Our challenge

[MoRK 0-20NE, . 44]

Go Figure: Vacation Nation

With the dog days of summer upon us, just about everyone seemsto be:seramblingifor
an exit strategy. How do O readers and other Americans get away from it.all? L

Sources: Survey of 1,513 respondents in a poll conducted on oprah.com; expedia.com; Travel Industry Association; Economics Research Associates.




The opportunity
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Our approach

Embark on a multi-year journey to transform the end-to-end WDW experience, with a

single-minded focus on the Guest

IMMERSIV

E Connect the WDW experience for our Guests and Cast

PERSONALIZ

ED Know our Guest at key points of interaction

CUSTOMIZED Be relevant with the products and services we offer

Eliminate barriers and friction points that complicate the experience

Enable a more dynamic experience by responding to real-time Guest sentiment and
operating conditions



So we created an experience system

Let My Disney Experience Be Your Guide

Begn your vacaton fur todsy with onine and moble tooks that make  casy
10 dream, plan and share—at home and on the go.

My Disney Experience
(Digital)

MagicBand
(Physical)



A digital experience platform

® Cor XK.
My Disney Experience
(Digital)

MagicBand
(Physical)

@MVEB%NEP Experience




A connection between the digital and physical world

M reeSTees  Femmts  TemeDs e  Hoe Sk

Let My Disney Experience Be Your Guide

Begin your vacation fun todsy with online and mobie tools that make it easy
10 dream, plan and share—at home and on the go.
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My Disney Experience
(Digital)

MagicBand
(Physical)
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Enabling simpler access to core entitlements. ..

(I;/’: O ,/M:.. ;
My Disney Experience
(Digital)

Room Entry Park Entry Payment

Enabling...

MagicBand
(Physical)



...and seamless association of experiences

M mtTam  Mumwty  Tepu0e e  HGn  @wdls

Let My Disney Experience Be Your Guide

Payment

Enabling...
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MagicBand FastPass+ PhotoPass Memory Maker
(Physical)



Our Learnings

Empathize with Guests as you make any and all product/experience decisions
(Over 90% of in-park MagicBand users rate their experience as “excellent” or “very good”)

Guest-Centricity

Change A flawless product is useless if the broader organization doesn’t believe in, or can
Management deliver, the experience
v
Maintaining Personalization and customization offer tangible benefits, but there must always be an
Trust experiential payoff to the consumer
v
Product

Mentalit Start simple, deliver a great ‘minimum viable product’, and seek to enhance it over time
entality




