C’ha]lengmg financial times call for a
new approach: value-unique service.

Value-unique is different than
value-added. For most customers,
value-added means taking the expect-
ed to a higher-level: “They gave me
more than I anticipated.” But, value-
unique is not about addition—it’s
about an imaginative creation.

When service people are asked to
give more, they think, “I'm already
doing the best I can.” But, if asked to
pleasantly surprise more customers,
they feel less like worker bees and
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Imaginative ser-
e e e+ e, NOt rOlemess. The
stereotypical leader gets caught up
with looking, sounding, and “acting”
executive, and employees get a mes-
sage of “plastic power”—which may
engender compliance but never commit-
ment. Great leaders are unimpressed
with the trappings of supremacy and
more interested in communicating an
authentic spirit and egalitarian style.

Imaginative service leaders know

they get from employees the attitude
they project. Employees do not watch
the leader’s mouth; they watch the
leader’s moves. As all leaders move in
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3. Proclaim joy. In times of frugality,
staff reductions, cost controls, and cut-
backs, employees tend to be somber.
Optimism is replaced with anxiety;
hope is overshadowed by fear. The
receiving end of such dower disposi-
tions are customers with money to

end. When customers most need a
iot of enthusiasm, they are served by
sleepwalking employees who seem
indifferent and bored. The antidote to
such melancholy is a leader with unmis-
takable passion and irresistible joy.
“The ultimate measure of a man,” said
Martin Luther King, “is not where he
stands in moments of comfort and con-
venience, but where he stands at times
of challenge and controversy.”

“To succeed,” says Scott Cook, found-
er of Intuit, “you need people with pas-
sion. You can’t just order someone to be
passionate about a business direction.”
Passion comes from a deep sense of pur-

not the “ought to” sense of oblig-
ation that drives duty, but the “can’t wait
to” enthusiasm that sets an employee
on fire. As Federal Signal President
Alan Shaffer said: “Our goal is not
merely to get buy-in. I want to put a
lump in their throats and a tear in their
eyes. I want to take their breath away.”

The number one impact on customer

10 May 2009 Leadership Excellence







