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“Hi, service” 

  

Interesting salutation. An 

introduction to good, positive service 

is a new experience to many 

consumers in the current price-

discounting driven marketplace, in 

which a race to the bottom is 

common. 

High service is an even more 

exhilarating encounter. 

  

Recognition by consumers of an 

abundance of enthusiastic, 

qualified, trained, informed and 

accessible front-line service 

providers registers immediately, 

and establishes heightened 

expectations. A key point of 

differentiation is also registered. 

  

Increasing numbers of business 

leaders are now able to quantify, 

and thus justify, the financial 

benefits of investments in 

additional people. Wages bill 

increments of as little as 2% above 

industry, sector, network and 

company averages and standards 

are consistently resulting in 

leveraged enhancements in sales 

volumes, and in repeat customer 

visitations. 

  

Doubters remain, but they are 

being marginalised and side-lined. 

  

BUSINESS LEAKAGES  

  

The adherents and promoters of 

high service readily acknowledge 

leakages to lower-price and on-

line competitors. Sharing 

consumer wallets is a reality. So 

too is the need for competitive 

house brand products and ranges. 

It’s simply a matter of 

determining, managing and 

maintaining a balance. 

 

Specific and overall margins do 

not need to be compromised. 

Economic viability is sustained by 

disciplined leadership and a sound 

business model. 

  

Projecting and enunciating the 

values and virtues of brand names 

remain an essential component of 

marketing attractive value 

packages. 

  

HEALTHY RETURNS  

 

Retail pharmacies are a case in 

point. The philosophies and 

practices of “forward pharmacy” 

and personalised “therapeutic 

counselling” are maintained and 

supported in high service outlets. 

  

Where available, compounding 

chemist services emphasise the 

respect extended to on-site 

individualised medical care. It is a 

further distinguishing offering, 

which extinguishes the fires of 

price competitiveness. 

  

Introduction of private consulting 

and counselling rooms has been 

warmly received by the broader 

public. 

  

A suite of complementary health 

services can be, and often is, 

selectively available. 

  

Noticeably, a key feature of 

nominated providers is the human 

contact between the customers 

and the front-line service 

providers. 

 

In these strategic initiatives, there 

are no shortcuts. The 

recruitment, introduction, 

training, development, and the 

delegated authority accorded to 

the appropriate people are 

important. So too are their age, 

qualifications, experience and 

remuneration: No short-cuts 

here, either. 

  

Not surprisingly, collectively, little 

things mean and result in a lot. 

  

TASTE OF SUCCESS  

 

In many respects, modern society 

is designed by its coffee culture. 

Outlets and baristas are 

ubiquitous. 

  

Service stations and convenience 

stores are making concerted 

efforts to intrude and benefit from 

the product/service mix. 

  

The need to self-serve is typically 

countered by significantly lower 

prices, often as little as 25% off 

the neighbouring full-service 

coffee lounge. 

  

Customer counts usually favour 

the latter alternative. It is difficult 

to articulate and monetise the 

appeal and value of interactions 

and the customised coffee 

provided by “my barista”. 

  

There are some things money, 

and savings, can’t buy. 

  

THE SUBJECT IS NOT 

SUBJECTIVE  

  

The current business landscape is 

populated by countless coaches, 

mentors, evangelists and 

counsellors, and, yes, speakers. 

  

In a nation of 25 million 

Australians, all are speakers, to a 

greater or lesser extent. Very few 

are paid, or worthy of payment to 

speak. Indeed, many are happy to 

speak for no fee, to simply have 

an audience. 

 

In a disturbingly high percentage 

of cases, the fee paid is an 

accurate reflection of the value 

Barry Urquhart 

Higher deals are rewarding 
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provided. 

  

Often, the subject is the speaker, 

and his or her pursuits, or past 

achievements. Being among the 

tens of thousands human beings 

who have scaled Mt Everest, or 

being the last man standing in an 

ice skating race, or having won 

the Brownlow Medal in AFL 

football (or equivalent) some 25 

years ago, may be interesting, but 

seldom relevant and beneficial to 

those in business who will never 

pursue such endeavours. 

  

Gratifyingly, there is a notable 

trend to seeking out, briefing and 

utilising the few conference 

keynote speakers who undertake 

extensive background research, 

formulate targeted presentations 

and customise the content and 

focus to ensure those in the 

audience enjoy considerable 

advantage, benefit and reward. 

  

The value of the high-service 

addresses and the facilitation of 

interactive workshops evolve well 

beyond the day and the event. 

Both high-service formats are 

labour-and time-intensive. 

  

BEWARE TEMPTATIONS  

  

In highly competitive 

marketplaces, confronted by 

literally gale-force economic 

headwinds, it is tempting to join 

the pack and drop prices, 

retrench service providers and 

reduce expenses. 

  

Longer term advantages favour 

the implementers of high-service 

standards. The evidence, while 

not overwhelming (primarily 

because of the lack of high service 

adherents) favours the brave. 

  

On-going refinements to 

philosophies, policies, practices, 

strategies and tactics are often 

non-negotiable. Change is 

omnipotent. 

  

Striving for, attaining and 

maintaining improved productivity 

provides its own positive 

outcomes. Those can be achieved, 

packaged and promoted within a 

high service business model, 

regardless of the marketplace, 

products, services, applications. 

  

A sobering realisation is that 

competitiveness, market share, 

sales, margins, profits and 

customer loyalty are optimised. 

That is, maximisation as a key 

performance indicator is a 

questionable matrix, which may 

not be ideal, but is preferred. 

  

High service is a service to 

providers and to consumers and is 

valued accordingly. 
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