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Why is Uplifting Service 

so important right now? 
By Ron Kaufman 

The purpose of customer 

service in the business 

world has changed.  

 
Service is no longer a “nice 

to have”. It has become an 

absolute commercial 

necessity. In the past, giving 

good service was a merely a 
hygiene factor, something 

you must provide to avoid 

getting complaints and to 

keep the customers you’ve 
already got.  

 
In the past, customer service was 

often treated like a caboose at the 

end of the train. It came after 

marketing, sales, operations, and 

logistics… and was only 

something you needed to provide 

if something else went wrong. In 

those cases, upset customer 

would be referred to “the 

customer service department” 

where low level employees would 

try to close the case with the least 

possible effort and lowest possible 

cost.  

 

But that view of service is 

now completely obsolete. 

Today, providing excellent service 

is a differentiator, a way of 

winning in the market, earning 

higher margins, securing greater 

loyalty, claiming greater share of 

wallet, and bigger market share.  

 

 

 

Today, companies are taking 

action to build a strong service 

culture as a sustainable 

competitive advantage. They are 

using service to stand out from 

the competition, distinguishing 

themselves with a company 

culture and a commercial 

reputation for superior service. 

 

The world is flatter today 

than in the past.  
We all work in a more global 

context and must respond to new 

competition with better 

communication, innovation, 

flexibility, and speed. In today’s 

world, people simply need to 

work more effectively with each 

other. And not by merely going to 

work and doing their jobs, but by 

actually helping each other – 

customers and colleagues – to 

succeed.  

 

Helping someone else 

succeed is uplifting service. 

When your people focus on 

improving what they do for other 

people, and not just on meeting 

their metrics or following 

procedures, a passion for serving 

others can become a driver for 

success.  

 

When this happens across an 

entire organization, when 

everyone commits to uplifting 

their service to each other, then a 

service culture can take root and 

grow. 

 

 

 

The culture grows more attractive 

for customers and more 

rewarding for employees. The 

culture becomes a differentiating 

advantage that is difficult for other 

organizations to copy.  

 

© Copyright, Ron Kaufman 

 

About the Author 
Ron Kaufman is author of The 

New York Times, USA Today and 

Amazon.com bestseller, “Uplifting 

Service! A Proven Path to 

Delighting Your Customers, 

Colleagues and Everyone Else You 

Meet” and 14 other books on 

service, business and inspiration. 

He is also the founder of UP! 

Your Service, a company that 

enables organizations to build 

Uplifting Service cultures and 

enjoy a sustainable advantage. 

 

Co-ordinates 
Mail: UP! Your Service 

50 Bayshore Road, Suite 31-02 

Singapore 469977 

Tel: (+65) 6309-9668 

E-mail: 

Enquiry@UpYourService.com  

Web: www.UpYourService.com   
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          Better Business Focus  September 2014 

 

 

 

Important Notice 
© Copyright 2015, Bizezia Limited, All Rights 

Reserved 

  

This article appeared in Better Business 

Focus, published by Bizezia Limited ("the 

publisher"). It is protected by copyright law 

and reproduction in whole or in part 

without the publisher’s written permission is 

strictly prohibited. The publisher may be 

contacted at info@bizezia.com (+44 (0)1444 

884220). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss howsoever 

occurring as a consequence of any action 

which you take, or action which you choose 

not to take, as a result of this article or any 

view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at the 

time of publication, it is not a substitute for 

obtaining specific professional advice and no 

representation or warranty, expressed or 

implied, is made as to its accuracy or 

completeness. Any hyperlinks in the article 

were correct at the time this article was 

published but may have changed since then. 

Likewise, later technology may supersede 

any which are specified in the article. 

  

The information is relevant primarily within 

the United Kingdom but may have 

application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in accordance 

with English Law. 
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