
How Lyft is Reinforcing Care & Trust, 
One Ride at a Time

Q: Tell us a bit about your background, how you 
came to be at Lyft, and a little bit about your 
current role.

I have a passion for empowering people and 
communities.  

I began my career at GE Capital and spent nine years 
across various roles including Accounting, Lease 
Contracting, Mergers and Acquisitions, Operations, 
Product Marketing and Six Sigma Quality.

I spent 12 years at Intuit where I led Customer 
Experience for the Small Business Division 
(Quickbooks, Payroll, Payments, and Websites 
businesses) and Consumer Division (TurboTax, 
Quicken, and Mint) in addition to Leadership roles 
in  Process Excellence, Product Design, Finance, HR, 
Operations and Order Management.

Prior roles/companies include: Senior Vice President 
Global Technical Services at Sophos (network and 
endpoint security software), Head of Operations 
at Pure Markets (high tech equipment leasing 
software), and Engagement Leader IBM Global 
Services.  

My current role is Vice President of Customer 
Experience and Trust at Lyft, working to deliver the 
perfect ride to drivers and passengers. I focus on 
understanding the voice of the customer across Lyft, 
to drive insights and improvements in Lyft’s product 
and processes. I oversee every touchpoint we have 
with customers who reach out with any type of 
inquiry, including social, email, phone, chat, SMS, 
as well as Lyft’s Critical Response Line. My goal is to 
deliver great experiences that create raving fans!

I also work to give a voice to women and those 
that are underserved. I currently sit on the Board of 
Directors for the National Domestic Violence Hotline.   

I am a graduate of the University of Texas at Dallas, 
with a degree in Political Science.

EITK partners with 
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providing outstanding 
customer service 
experiences. The 
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and solutions to CX 
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My heart and focus also belong to my husband Brent 
and my nine-year-old son, Morgan - both of whom 
make life so very special.

Q: Describe the average Lyft customer (age, 
demographic, etc), the importance of exceeding 
customer expectations, and how service/
experience plays into that.  

We have two customers: drivers and passengers, as 
a dual sided marketplace. For our drivers, we have 
a very diverse community - everyone from college 
students putting themselves through school, to 
retirees looking to get out of the house, to folks 
starting a small business! And that diversity holds 
true for passengers too. 

A consistent user experience is crucial to creating 
a best-in-class service (even before you move to 
exceeding customer expectations and delight). 
Providing this consistency helps your customers 
build trust with your brand and company, which 
enables you to be in a place to exceed expectations 
if/when your customers have concerns.
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In that way, the service your company provides is 
the baseline for delight - from there, you can start 
creating moments through your care/customer 
experience teams to trust in your platform.

Q: One of your value propositions is Happy 
Drivers. Happy Riders. How do you ensure both? 
As it relates to drivers, can you discuss more 
about incorporating in-person support, perks, 
and appreciation programs into your driver 
experience?

As a dual sided marketplace, we believe that 
by treating our drivers well, we’re enabling and 
empowering them to treat our riders well. Our job is 
to model the service and engagement that we desire 
from both groups, in every interaction we have with 
our drivers and riders.

For drivers, a big piece of this is differentiating how 
we interact and assist them, and that can mean 
connecting with them in-person. In the past year, we 
have launched in-person hubs across the country to 
assist drivers in the onboarding process, as well as 
a 24/7 phone support line online and in the app to 
give them access to a team that not only solves their 
issues, but creates a happy driver community.

Another way that we build connections and create 
happy, engaged drivers is through our platinum 
rewards program, where we reward both drivers 
new to the platform and our top drivers, with perks 
that help them earn more money and save money 
on services and items like tire and gas discounts that 
matter to them.

Q: Lyft is committed to safety. Can you tell me a 
bit about the 24/7 Critical Response Line and how 
Lyft ensures safety for both its drivers and riders?

The safety of our communities has always been one 
of our most important priorities. From extending 
transportation to underserved areas, to providing 
rides home after a night out, we’re constantly 
working to provide safe options to get around. 
We designed safety into every part of the Lyft 
experience for our customers, both passengers, and

drivers, and support them 24/7 with a dedicated 
Trust & Safety team. While we strive to create a fun 
and relaxed atmosphere, we remind all of our drivers 
that nothing is more important than the safety of 
the Lyft community, followed by the timely arrival of 
all of our Lyft rides to their destination. Some of our 
safety measures include:

• Every driver is screened through extensive 
criminal background and driving-record checks 
(including queries of local, state and federal 
databases), social security traces, and a vehicle 
inspection. 

• We have vehicle standards and inspections that 
must be met to provide a safe, trustworthy ride, 
along with a zero-tolerance drug and alcohol 
policy for our drivers.

• We provide our drivers and passengers with the 
power to shape the experience and take our user 
ratings and feedback very seriously. Passengers 
and drivers rate each other, and if either party  
rates the other three stars or below, they will 
never be paired with that person again.

We recently announced our partnership with the 
National Sheriffs Association on June 28th, where we 
are working together to educate law enforcement 
professionals and the Lyft community about how 
ridesharing can keep our streets safer. Studies have 
shown:

• Alcohol-related driving arrests can be reduced by 
up to 51%, and DWI deaths by more than 10%. 

• In fact, 88% of Lyft passengers say they are less 
likely to drive drunk because of the availability of 
Lyft. 

• Studies have also shown that the presence of 
ridesharing correlates with a 42% reduction in 
assaults and disorderly conduct arrests.

As a dual sided marketplace, we believe that 
(in a similar way, that happy support agents 
create happy customers) serving our driver 
community well enables and empowers 
them to treat our riders in a better way.  
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A screenshot of the Lyft Passenger App. 
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Q: Tell us about some of the cutting edge 
innovation in the transportation industry. Can 
you comment about the future of autonomous 
driving and the recent announcement that Lyft 
is looking into creating some of the necessary 
technology for self-driving vehicles?

Lyft is making car ownership optional and will 
make cities better through a network of self-driving 
vehicles. Lyft’s self-driving vehicles will be even more 
safe and efficient than what’s on the road today. 

• We announced a first-of-its kind open self-
driving platform this year, which will enable the 
world’s best car manufacturers and self-driving 
systems to plug into Lyft’s network of millions of 
passengers.

• Lyft has partnered with GM, Ford, Waymo, Jaguar 
Land Rover, Drive.ai and Nutonomy to advance 
self-driving technology.

• Lyft recently opened the Level 5 Engineering 
Center, a dedicated self-driving facility in Palo 
Alto

• Lyft also announced a partnership with Udacity 
to offer 400 full scholarships to underserved 
communities for their new “intro to Self-Driving 
Cars” Nanodegree program, providing individuals 
with access to classes in machine learning, AI, 
and programming that they otherwise might not 
have access to.

Q: What keeps Lyft special and above the 
competition? 

Our mission is to improve people’s lives with the 
world’s best transportation. From day one, we’ve had 
a vision for a world we want to live in - one where we 
spend less time in traffic and more time with each 
other - and this guides the kind of company we are 
working to build. 

We pride ourselves in treating people better. 
Whether helping riders support important causes 
through Round Up & Donate, or working with the 
National Association of the Deaf to make the Lyft 
app more accessible for drivers who are hard-of-
hearing, our goal is to better connect people and 
their communities.

Ultimately, we are playing a role in enacting positive 
change, by developing innovative technology, and 
by partnering with leading business people and 
organizations, to enable communities to share rides, 
drive less, own fewer cars, and more easily connect. 

Q: Can you talk a bit about personalization, why 
you feel it’s become such a focus, and what Lyft is 
doing in this regard to tailor their experiences?

Personalization is hugely important. When 
customers reach out with questions or concerns, the 
most important thing is that we provide an answer/
resolve an issue  promptly and - where appropriate 
- with empathy. Customer delight kicks in when 
people feel like the company cares.

Personalization is the foundation of all three of these 
factors:

• A unique, personalized experience can help to 
ensure issues are addressed before they even 
happen, because a customer is only seeing 
content and options that are relevant to them. 
Personalization also enables a customized 
resolution in case an issue does occur.

• Empathy is impossible without a personal touch 
- if a user thinks they are receiving a “default” or 
“templated” answer, especially if their unique 
situation isn’t correctly recognized and spoken 
to, they do not experience being seen or 
acknowledged, and don’t feel that they matter. 

• Finally, even if we somehow provide an easy, 
empathetic resolution for an issue without a 
personalized experience, no one will feel cared 
for without that personal touch - acknowledging 
their tenure as a customer, recognizing their 
birthday or anniversary, etc. 
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The most important thing for a user is that 
we have provide an answer/resolve an issue 
promptly - and where appropriate - with 
empathy. Customer delight kicks in when 
people feel like the company cares.
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Q: Round Up & Donate: What was the inspiration 
behind incorporating the option of charitable 
donations into Lyft’s fees? Why not just choose 
one charity; why make it charity of choice?

We created our Round Up and Donate program to 
allow our community to make meaningful change 
beyond the ride. We’re partnering with charitable 
organizations based on causes that Lyft supports 
and ones that are aligned with our values - from 
climate change to the pursuit of equality - and want 
to give our community the option to give back to a 
cause they care about. Read more on the program in 
our post “Sit for Something” here. 

Q: How would you describe Lyft’s culture? How 
does your brand build/maintain a consistent 
culture and employee engagement?

We treat people better - both in our greater 
community with drivers and passengers, and also at 
the corporate office, in how we support and develop 
our team members.

We have a values-driven culture that starts at the top 
and is owned by everyone in the organization.

Our culture was built deliberately, and that starts 
with our corporate culture and extends to how we 
treat our drivers and passengers. It is important that 
we represent the communities we serve.

Q: What’s your take on AI and the role it’s playing 
in transforming the customer experience?

In my mind, the promise and potential of AI is 
based on capabilities that will allow us to reimagine 
how we monitor experiences and engage with 
customers.  At Lyft, rides are physical manifestations 
of a digital platform. AI will enable us to see real-time 
and respond or react appropriately to customers, 
segments, or market situations. We can anticipate 
when to engage and interact. We can seamlessly 
move from question/issue to assisted resolution, 
while minimizing customer effort to seek and gain 
help.

In addition, AI based natural language processing 
will enable us to tighten our closed loop related to 
responding to and finding actionable insights, within 
qualitative feedback.

AI is not a panacea. It won’t replace the need for 
strong, reliable systems and processes. If we’re smart 

about how/when we deploy and continually manage 
how we configure and train, AI can and will be a 
transformative, innovative tool, accelerating better 
customer outcomes.

Q: Is there one thing you’re proud of (in relation 
to customer experience/Lyft, etc.) that your team 
or the company achieved last year or so far in 
2017?

Having a high 1:1 - say:do - ratio. What we say is what 
we do; we listen and we care.

• We demonstrate improvements to the product 
based on customer input over time (“we’re 
listening to you”). For example, we have  reduced 
customer inquiries by 70%. Our Voice of the 
Customer team analyzes customer comments 
and creates a closed loop with product, 
engineering, ops, and marketing teams, to 
eliminate any issues across the system wherever 
possible.

• Our service level for responses to customer 
inquiries - moving from good to great. We have  
introduced proactive outreach, where when we 
determine that a rider or driver is not satisfied 
with their experience, we proactively reach out to 
take the burden off of the customer to find help.

• When things do happen, we work to be present 
for what is real, caring, and needed. It is how we 
learn and improve from issues our customers 
experience that matter most to reinforcing care 
and trust.

Q: What do you think will be the main focus for 
customer experience for the rest of 2017 and 
into 2018, either for the industry in general or 
specifically for Lyft? 

The story matters. You need both the customer 
story and the data, but emotions and empathy move 
the needle faster than figures. When the story is 
backed by data it can engage people at the core and 
move mountains. Trust comes when we are able to 
share our story and connect in real ways to engage 

Our culture was built deliberately, and 
that starts with our corporate culture 
and extends to how we treat our drivers 
and passengers. It is important that we 
represent the communities we serve.
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share our story and connect in real ways, to engage 
in the passenger or drivers’ story, for what is needed 
and what is caring.  

Having the skills in the organization to guide the 
company to design with the customer in mind. 
Observe the customer experience in an unbiased 
way in this process. Don’t design what the company 
thinks it needs. Many times I see solutions looking 
for problems. The key is to align design with what 
the customer needs and desires. That means 
immersion in the customer experience, not hands 
off or detached in a conference room without your 
customer.

Not underestimating the importance of first 
building an easy, consistent, reliable customer 
experience. That is the cornerstone of trust. You 
need to ‘earn the right’ to the customers peace of 
mind and wanting to continue business with you. 
Not everything needs to be super complicated, 
especially not in the early stages. Business is 
complex, yes; but actions within should be simple.

Exceptional employee engagement, being 
present, real, and connected with your internal 
stakeholders. Everyone needs to hear the story 
and be engaged in a different manner. Know the 
hot buttons and priorities of who you are working 
with internally to be able to engage and commit 
with them emotionally, to take action with you to 
transform the customer experience. Happy and 
engaged employees drive happy and engaged 
customers, which are the keys to growth.

The key is to align design with what 
the customer needs and desires. That 
means immersion in the customer 
experience, not hands off or detached 
in a conference room without your 
customer.

“
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The Lyft Driver App.

Thank you to Mary and the 
Lyft team for taking part in 

this EITK Brand Spotlight. Stay 
tuned for more Spotlights 
coming your way in 2018!
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