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THE GREATEST CUSTOMER
SERVICE STRATEGY
By JON GORDON
editor@leaderonomics.com

S

MILING is important. Eye contact matters. Patience is essential. Being warm and friendly is
a must. And providing a positive emotional experience for
your customers is a priority.
But these are not the greatest of customer service strategies. Ironically, the
greatest of all strategies has nothing to
do with customers and everything to do
with employees.
The greatest strategy is this: Great
customer service begins with being
employee-focused first and customerfocused second. If you treat your
employees well, they will treat their
customers well.
Too often, businesses, hospitals,
restaurants and organisations focus
all their energy on the customer while
ignoring the very employees who serve
their customers. This may work in the
short run but eventually employees
become tired, burnt out, negative and
resentful.

Personal Account

The problem was clear. Measuring
patient satisfaction will not make nurses
more energised, positive and attentive.
Patient satisfaction will go up when
nurse satisfaction goes up.

It’s All Interconnected

One time, I was speaking to leaders of
a hospital and was told that they were
doing patient satisfaction surveys as a
way to improve nurse performance.
“What about nurse satisfaction surveys?” I asked.
“No, we’re not doing that,” they said.

I have found that organisations that
deliver the best service also have the
best culture where employees are valued, listened to and cared for, and in
turn, these employees value, care for
and serve their customers.
For example, a number of my banking, retail and restaurant clients have
significantly improved revenue and
service by focusing on and measuring
employee engagement.
You can literally track their growth
and improve performance with their
improvement in engagement. And, companies such as Southwest Airlines have
built their success on the foundation of
an employee-first culture.
Of course, we need to train our
employees to do all the things that
make for a great customer experience.
There are great books on the essentials
of creating a great customer experience.
Most of all, remember that if you model
great service, your people will share it.

. . .the greatest of all
strategies has nothing
to do with customers
and everything to do
with employees.
Concluding
Thoughts

So, if you want your team
to serve, serve them. If
you want your people to
care, care about them.
If you want your
team to love their work,
love them. If you want
your employees to
be their best, give
them your best.
If you take care of
your people, they will
take care of your customers.
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Google search results pages, and it’s
a tactic you should use when building your LinkedIn profile.
Think of the common terms that
are often searched in relation to your
skillset. For example, someone with
management experience looking
to work in a managerial role should
be sure to include the key terms
“manager,” “management,” etc. in
their profile—be it in their headline,
previous job description text, and/or
summary text.
The better your profile is optimised for search, the more likely
others will find you—whether you’re
just looking to make connections or
you’re hoping to be recruited to your
dream job.

YOU can hate Facebook, loathe
Twitter and downright ignore
Instagram, but even if you’re
social media shy, you can’t neglect
LinkedIn. The career-oriented social
media network with approximately
400 million users is a prime place to
make important connections, keep
up with the latest industry news and
even find your next job.
To make the most of LinkedIn,
you’ll want to be sure your profile
is as compelling as possible. Think
of LinkedIn as your online business
card – image matters.
You can make your LinkedIn profile stand out with these simple tips.
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Use A Professional
Picture, Not An
Instagram Selfie

A picture says a thousand words,
and your LinkedIn profile picture is
no exception. In fact, your profile is
14 times more likely to be viewed if
you have a profile photo, according
to LinkedIn. Be sure to use a photo
that reflects how you want to be
seen in the context of your career.
LinkedIn recommends users
display a photo that is both professional and friendly: smile, wear professional attire, make sure your face
takes up at least 60% of the image
frame and choose a background that
won’t be distracting.
That means it’s best to skip any
group shots that include individuals
other than you, as well as any poorly

For “WOW”
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cropped photos—no one wants to
see a disembodied hand in your profile picture.
While it’s better to have a professional photographer take the
image that will become your profile
picture, there’s no harm in taking it
yourself – just be sure to put some
time into taking and editing the picture so it doesn’t look like you took a
quick selfie and then called it a day.

Give
Recommendations
2
And Endorsements

Give and you shall receive. The
best way to build up your recommendations is to offer them to your
colleagues first—be sure to endorse
them for their talents and write
what you liked about working with
them on their profiles. This will
make your connections more likely

to return the favour.
Ultimately, the more recommendations and endorsements you have,
the greater your credibility is.

Like An SEO
Manager
3 Think

SEO is short for search engine
optimisation. It’s a common strategy
website producers use to make sure
their web pages get to the top of

Join Groups

LinkedIn offers you the
chance to join a number of professional groups. Take advantage of
this, as it provides you with an easy
means of keeping your finger on the
pulse of the industry, as well as the
opportunity to see what others in
your line of business are thinking.
Joining and engaging with some of
the many groups LinkedIn offers—or
starting your own—can further help
position you for success.
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