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HARD AND FAST: What can
we learn from Peter Andreou’s
UK Passport Office

service encounter?

TOOLBOX EXERCISE:
Help your staff relate their
customer service delivery
to satisfaction ratings.

CREATING A SUPER BRAND
—3 BRAND POWER TOOLS:
Many business owners dream
or aspire to become a super
brand. Obviously, that is not
easy, but what about some
simple concepts to start

the journey.

WHO SAID WHAT?:
Comments and feedback 4
from those in the know...

KNOW HOW—CAN DO:

More products, more tools, and
more opportunities to equip
you and your company with
the capability and resources
you need to become an
on-brand organization.

Psst! Don’t be shy. on-brand |
off-brand is free to print, rip,
or post. Just remember to retain
our copyright, or we might
haunt you in your dreams!

We'd love your feedback:
Janelle.Barlow@brandedservice.com

Paul.Stewart@brandedservice.com

Subscribe to on-brand | off-brand
at www.brandedservice.com

If you would like to be removed from
our mailing list please click here:
unsubscribe@brandedservice.com
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Don’t trust the signs. Service
may be better than you think!

If you have ever been in a situation where you needed to get someplace and you’d like to blame the
government, or just about anyone (but really it’s your own fault), then you can understand the
frustration that Peter Andreou felt when he was trying to travel to the On-Brand Simulator Camp—

without a passport valid for the US! Check out this remarkable story.

Peter, with People Achieve in the Middle East, recently traveled to
Las Vegas to become a Certified Consultant of Branded Customer
Service. Unfortunately, while transiting to the United States from
Heathrow airport, he discovered that his valid, but old, UK passport
did not have the necessary bar codes for him to get into the U.S.
Less than four hours before his London-U.S. flight was to take off, he
was a “no-go” and had a major issue. Even worse, it was a Saturday.
First off, he tried the U.S. Embassy to see if they could help with an
exemption, but they were CLOSED. Then Peter recalled from his days
living in the UK many years before that, even on the weekend, one
UK passport agency would be open in Victoria Street Station. Or at
least it used to be.

And it was. A mad dash was made from Heathrow into London.
Unfortunately, immediately after arriving at the Victoria Street
passport office, Peter encountered another challenging sign:
“Absolutely no passports reissued in less than 4 hours, and this with
a pre-set appointment.” Brand expectations were set!

That wouldn’t do for Peter, he’d miss his flight and as a result at least
the first day of the On-Brand Simulator Camp.
Imploring to a security guard that he
needed a new passport within

2 hours, the guard laughed and
pointed to the sign.
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Peter persisted. He talked to, cajoled, and persuaded several

people, each time using his best and most influential communication
skills. Believe it or not, he managed to have various staff make
telephone calls for him, accept faxes, and generally work their tails
off for him. They even helped him find a photographer to get the right
type of pictures.

The impossible happened. Peter got his passport reissued with the
appropriate bar codes in one hour and 45 minutes!

With just minutes to spare Peter rushed back to the airport only to be
told that his seat had been given away. It couldn’t be! After winning
the gold medal in getting a new passport issued in record time (a
path-breaking story that the airline staff simply would not believe for
some time), it looked like he might not make it after all. Fortunately
fate intervened and one seat became available.

While reflecting on the experience, Peter noted that the way he
communicated with the Victoria St Station passport agency helped
his case. But Peter was mostly struck by the emotional impact it had
on him to be able to coax exceptional service that exceeded brand
standards from a group of strangers.

By any rights, Peter should have known his passport style was
outdated, though perhaps his travel agency does share some of the
blame for that one. But the minimum time required to accomplish the
task was so clearly stated, that even if the passport agency had not
been successful in getting him his newly issued passport it would
still have met its promise to the public.
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Congratulations to our new Branded Customer Service
Certified Consultants, who attended the November 2005
On-Brand Simulator Camp. Here’s some great feedback
from one, George Aveling (CEQ, TMI Malaysia)

'- '- Branded Customer Service (BCS) opens up a
Pandora’s Box of opportunities to add value. BCS is
unique in that it provides a comprehensive implemen-
tation process that touches all parts of the organization.
Its 5-stage process hard-wires branding into the
organization, and provides a process to maintain the
momentum. If you are looking for something new,
something fresh and something with brilliant support,
then Branded Customer Service will excite you. | 8§

You can read more of George’s thoughts at http://www.
brandedservice.com/Default.aspx?PagelD=516

GALLUP RESEARCH HIGHLIGHTS THE IMPACT OF
OFF-BRAND SERVICE: “In companies’ desperate struggle
to gain market share, customers have been forgotten...
Companies must promote their brands, so marketing
executives continue to pump huge portions of their budget
into advertising. But customers are growing increasingly
skeptical to traditional marketing efforts; they’re also growing
skeptical, cynical, and hostile to brand messages. And yet
as Gallup’s research shows, the most profitable customers
are the ones with an emotional attachment to brands.”
—Excerpted from interview with William ] McEwen,
Published by Gallup Management Journal.

“YOU ARE ONLY AS GOOD AS YOUR WEAKEST LINK:
DO YOU KNOW WHERE YOU’RE VULNERABLE? Today’s
younger consumers show zero tolerance when a brand makes
a mistake. If a Website isn’t good enough, they will ignore
your brand, and if you get negative PR about something,

it will stick no matter what you do to rectify it.”

—Simon Williams, chairman of New York-based branding
consultancy, Sterling Group

Excerpted from the 10 New Rules of Branding, http://
sterlingbrands.com/news 10rules.html
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HURRY! SAVE OVER 35% FROM
THE 2006 TOOL-KIT PRICE

Our special introductory price for the Branded
Customer Service Tool-Kit is about to end. From
1st February 2006, the price of the Tool-Kit will be
increasing to US$6,250.

Companies that have already purchased the BCS
Tool-Kit (now across 18 countries), say it offers the
most comprehensive range of tools, processes,
resources, and workshop materials available to
help you in aligning your people, organizational
culture, and customer service delivery to your
brand and business strategy.

WHAT ARE YOU AIMING FOR IN 2006?

Do you want to increase your marketing ROI?

Is customer retention and loyalty a key objective?
Need to build capability in culture change,
internal branding, or training?

Trying to build your employer brand?

View the Branded Customer Service Tool-Kit on-
line at www.brandedservice.com, or contact us at
info@brandedservice.com

So, get in now. Place your order by 31st January
to secure your Tool-Kit at the introductory price of
US$3,950, saving you over 35% off the 2006 price.

CAN DO

FOR THE FIRST TIME IN NEW ZEALAND -
5.5-DAY ON-BRAND SIMULATOR CAMP
6TH-11TH MARCH 2006

Become a Certified Consultant:

» Develop indepth knowledge in applying
the Branded Customer Service tools and
approaches.

« Apply concepts to dynamic New Zealand
case-study companies in real time.

* Work with experienced consultants and
managers.

WHO SHOULD ATTEND?

The certification process is designed for Marketing,
Human Resources, Customer Services, and
Business Strategy specialists looking to grow

their knowledge and experience in strategy
implementation, brand alignment, culture
development, and organizational change.

Sign up now—some places still available, but
registration is strictly limited.

For more information and a complete outline
go to http://www.brandedservice.com/
Default.aspx?PagelD=516 or contact us at
info@brandedservice.com

“In 15 years of training | have never seen so much value in a Consultants/ |
Facilitators Tool-Kit. Used correctly you have tremendous value of being able to:
1. Raise revenue significantly through superior branding

2. Energize and inspire your staff

3. Create increased loyalty from your customers

4. Add brand value to your balance sheet

5. ldentify your unique DNA success criteria defined as the brand
6. Align the organization around that successful brand

7. Improve your image and brand delivery at all stake-holder touch-points”

——Peter Andreou, MD of People Achieve (Middle East), President of the Cyprus Management Consultants Association
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