branded customer service

Branding is an integral
part of modern
business strategy.

Here Janelle Barlow and Paul Stewart show that delivering on-brand
service—service that supports and extends a company’s brand—
can provide enormous competitive advantage.

In Branded Customer Service they link the
dynamics of customer service with the
psychology of brand to show how

organisations can turn their service delivery d?'@w
into a powerful tool for establishing and 5@ o
maintaining a distinct brand identity. ,,e»‘m -
rE o o
= "= Barlow and Stewart break new ground in bringing \’\.i ;5 <8
together the dynamics of customer service with the Ny A

intricate emotional connections a great brand engenders.=
—Kevin Roberts, CEO Worldwide, Saatchi & Saatchi

A comprehensive, practical guide

—offers strategies, exercises, and

real-world examples of branded

custer service in action.
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Branded Customer
Service shows how to:

e UNLEASH THE FULL POTENTIAL
OF YOUR BRAND

e MAKE CUSTOMER SERVICE SO DISTINCT
THAT IT HAS AS MUCH POWER AS YOUR
BRAND IDEA POSSESSES

e PERSONALIZE AND REINFORCE BRANDS
THROUGH STAFF/CUSTOMER INTERACTIONS

e SUPPORT YOUR BRAND FROM WITHIN BY
MANAGEMENT BEHAVIOR

e LINK BRAND PROPOSITIONS TO SELLING
STYLE AND MESSAGES

e IMBED ON-BRAND SERVICE INTO
ORGANIZATIONAL DNA THROUGH HUMAN
RESOURCE POLICIES, BRAND CHAMPIONS,
AND CULTURE/BRAND ALIGNMENT

e COMMUNICATE INTERNALLY TO ENSURE
BRANDS RESONATE WITHIN ORGANIZATIONS

“In your hands you are holding both a
‘Bible of Branding’ and the ‘Dominant

Document on Customer Service’.
This book has specific strategies that will enable
you to create such a significant competitive
difference in the way you serve your customers,
your entire organization can be transformed.
We will use it in all the companies that we
own — and you should too!”

—Scott McKain, Vice Chairman of Obsidian
Enterprises and author of the business bestseller,

ALL Business is Show Business

on-brand

moving customer service to a new level

off-brand

even good service can hurt your business

Build your brand from the inside out
and transform your organization

www.brandedservice.com

New ideas, experiences and
inspiration from an online
community of customer services,
marketing, human resources and
business executives



