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 C h a p t e r  1 1 

 Service
Communications 

 As customers of Stew Leonard’s famous Norwalk, Connecticut, 
grocery store grab a shopping cart and head for the entrance, they 
know what to expect: an amazing atmosphere of music, color, the 
smell of fresh baked goods, and a world-class array of delicious 
food and drinks. 

No visitor can miss the enormous slab of granite rock that bears 
this engraved message:

 OUR POLICY 
 RULE 1: THE CUSTOMER IS ALWAYS RIGHT! 

 RULE 2: IF THE CUSTOMER IS EVER WRONG, REREAD RULE 1 

This eye-catching, three-ton boulder makes a very public state-
ment right at the front door, solidly reassuring every customer: 
“Don’t worry. We will never argue with you.” This sets the mood 
for confi dent and carefree shopping and sets an expectation of 
what the company will deliver.
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 And what does this massive chunk of stone communicate to every 
employee every day? “We know sometimes our customers are in-
correct or they forget; they may exaggerate or even lie. But in this 
store we always give our customers the benefi t of our full appreci-
ation and the benefi t of any doubt. Our customers may not always 
be  right, but through our words and actions, we will always make 
our customers  feel  right.” 

 Service Communications is the fi fth building block in your 
uplifting service culture. This block includes how you make 
declarations about your service to everyone in your world, 
including your customers, partners, team members, media, in-
dustry, and community. The Stew Leonard’s “Rock of Commit-
ment” is an example of strong service communication, and it 
is one of many reasons why the store is so popular. It’s even 
become a tourist attraction, with buses from New York City 
fi lling the parking lot each day. Your Service Communications 
also need to be rock solid, but may not be as weighty as a three-
ton granite boulder. 

 At Westin Hotels and Resorts, you’ll fi nd something light, interest-
ing, and  unexpected engraved on the name tags of employees—
the hobby or passion of each team member. 

Colin
My passion: Gardening

Suu Kuan
My passion: Traveling

Gaye
My passion: My Family

Gautam
My passion: Music
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 At fi rst, these “passions” may not appear to be Service Com-
munications. They don’t instruct employees how to speak or 
interact with customers. They’re not  really actionable. They are 
just simple name tags—right? But what does every hotel want to 
cultivate with their guests? A preference, a repeat visit, a sense of 
loyalty, a connection. The Westin wants guests to feel comfort-
able connecting with its employees, and wants its employees to 
feel at ease communicating with each other. Can you think of a 
better way to create connection between two people than shar-
ing a hobby or passion? With simple name tags as the catalyst, 
hotel staff members become approachable individuals who may 
have something in common with a hotel guest or with a fellow 
team member. 

 Compare this very personal approach with the very public ways 
Changi Airport communicates their nonstop dedication to uplift-
ing service, internally to thousands of employees and externally to 
millions of passengers each year. To airport employees this com-
munication begins the moment they pass through  security each 
day. Huge posters are frequently refreshed with new expressions 
of the airport’s service vision, photographs of top-ranked service 
personalities, winners of service contests, recipients of service 
achievement pins, and quotations from customer compliments. 
To passengers, Service Communications begin on the website, 
on arrival at curbside, or at the check-in counter. It continues 
 inside the transit area, where beautiful banners promote the 
 airport’s success. But just in case you think the airport is tooting 
its own horn, the largest message by far is one of appreciation for 
passengers: “Your smile is our inspiration. Thank you for making 
us the world’s most-awarded airport.” What drives all this uplift-
ing internal and external communication? Changi Airport’s con-
tinuous commitment to providing personalized, stress-free, and 
positively surprising service. 
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 At NTUC Income, the company launched and supported new ser-
vice education courses with decals on the elevator doors. Every 
morning employees were greeted with this challenge: “Leap UP to 
the next level of service. Are you UP for it?” Standing on the street 
in front of the company building, you can’t avoid the enormous 
and attractive orange signage. But colorful signage and new brand-
ing is not what made NTUC Income’s revolution so successful. It 
was a comprehensive commitment to communicate, educate, lead, 
build, learn, and drive every member of the organization, and the 
organization itself, into a more uplifting service position. 

 The Medium Can Match the Message 

 Service Communications can be shown and shared in many me-
diums: signage, banners, plaques, pins and posters, formal meet-
ings, informal events, town halls, brown bag lunches, online, 
off-line, mobile messages, video channels, login screens, e-mail 
signature fi les, screen savers, lunch-tray liners, notepads, manuals, 
checklists, dashboards and so much more. The opportunities are 
limited only by your imagination. 

 Don’t stick your service message in some ancient format that no lon-
ger works. If the lunchroom is where conversations happen, put your 
service message on the walls, video screens, napkins, cups, and lunch 
trays. If people meet online to share and shape ideas, be sure the idea 
of uplifting service greets them there each day. Use whatever combi-
nation works for your company, your customers, and your culture. 

Create on the Inside Before You Share on the Outside

 Make private declarations early. Make public declarations only 
when you are ready. Promoting your service goals and aspirations 
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is important for your team members. Uplifting Service Commu-
nications shows your employees and partners that they are part 
of something bigger than themselves, and may inspire them to 
make your cause their own. But shouting your service commit-
ment to the world only makes sense when your team is fully com-
mitted and ready to deliver. People expect you to be accountable 
for your communications, to act on your word, and to back your 
declaration with authentic action. You can launch a service cam-
paign on the inside when you are committed to make a difference. 
But only launch it on the outside when your customers will feel 
the difference. 

 Service Communications Are an Accelerator 

 Service Communications is a building block that can support 
every other element in the architecture of your service culture. 
Use Service Communications to promote your service language, 
expand your service vision, showcase your new hires, announce 
your latest contest, explain your measures and service metrics, and 
give voice to your customers’ compliments and complaints. 

 Service Communications keep your people up-to-date with what’s 
happening, what’s changing, what’s coming next, and most of all 
what’s needed now. Service Communications can educate and 
inform, connect people and encourage collaboration, motivate, 
congratulate, encourage, and inspire. 

 Singapore Airlines publishes a monthly newsletter for its 14,500 
employees called  Outlook  and a monthly magazine for its 18 mil-
lion passengers called  SilverKris . Both are rich with insights and 
up-to-date information.  Outlook  is essential to keep employees in 
63 destinations in touch with the company and connected to their 
customers. One page in the newsletter is printed on a heavier stock 
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of paper than all the others. This added weight indicates the page 
has great importance and makes it easier to keep, pass around, or 
pin up on the wall. The title of this vital sheet is “Transforming Cus-
tomer Service.” It’s the focus that makes Singapore Airlines a con-
sistent leader in airline profi tability and awards. This page features 
stories about the employees who make the airline great and the 
actions they take to delight passengers and customers every day. 

 Questions for Service Providers 

 •  Where can you fi nd the latest information about your service, 
your customers, and your culture? 

 •  How can you contribute to these communications and keep 
them up to date? 

 Questions for Service Leaders 

•  Are the Service Communications in your organization infor-
mative, engaging, and effective? Do they help communicate 
your plans and progress in the other building blocks? 

 •  Do you personally participate in Service Communications? 
 •  When was the last time you reviewed and refreshed your Ser-

vice Communications? How frequently should this be done? 
 •  Are you supporting innovation in this vital building block of 

service culture? What’s next? What’s new? What’s uplifting? 
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We are deep in a service crisis. 

In the operating room, surgeons and their 

teams communicate in a very precise 

language; airplane pilots follow a strict 

protocol to take-off and land safely every 

time; and, when launching a new product, 

companies lay out a plan that all employees 

follow. But when it comes to building a 

strong service culture, the path to success is 

usually much less clear. We relegate service 

to a single department guided by anecdotal 

wisdom and less-than-helpful clichés like 

“the customer is always right.” 

With global economies transforming at 

record speed, we are largely unprepared for 

the service demands we face day and night 

from around the world. We promise our 

customers satisfaction and then allow 

internal politics and inefficient methods to 

frustrate our ability to deliver. With service  

so much a part of our daily lives, both in 

and outside the workplace, why aren’t we 

doing it better? 

Ron Kaufman knows the answer to this 

question, and not only believes we can do it 

better, but shows us how. In Uplifting Service 

he takes you on a journey into a new world 

of service that is guided by fundamental 

principles and actionable models. After more 

than 25 years helping leaders transform their 

service cultures, Kaufman has discovered that 

while each successful team is different, the 

architecture they apply to build an uplifting 

service culture is the same.

In this book, Kaufman lays out the steps you 

can take to build a sustainable culture that 

delivers outstanding service every day. He 

offers the tools and practices that have been 

proven effective in businesses, governments, 

communities, and homes; on every continent; 

and in many languages. Through perspective-

changing insights and case studies, you 

will learn how the world’s best performing 

companies have changed the game through 

service—and how you too can follow this 

proven path to an uplifting transformation. 
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that will surprise, delight, and uplift you, 

your organization, and your team. 

“Read this book, apply the steps. Watch your culture transform and your 

perspective on service change forever. Ron Kaufman has unlocked the mystery
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Marshall  Goldsmith
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“Ron Kaufman has pinpointed a massive wound in society, and offers a

strategy to uplift the world around us. For mankind, it’s transformational.

For business, it’s a clean and clear path to a sustainable competitive advantage.

This book is long overdue, and will create a legendary shift.”

Thomas Moran
Director, Customer and Partner Experience
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