














Page 5.

every customer?

The next point is quality. When we keep our eyes on the customer
we also develop an obsession for quality. Quality in our business
is based primarily on people's perceptions. In fact, we have

the great opportunity to develop and create a climate for positive
expectations. When we first think of quality we all relate

to the physical appearance of the work product. But, in our
business a clean carpet is not the finished product. Too many
times we fall into the trap of being compared with awesome rams

of $22.50 per room without differentiating ourselves and the
delivery of the whole service package. You see when people

buy ServiceMaster they are also buying liability. They know

or should expect that only trained individuals can do the work.
That only proven ServiceMaster products and systems will be

used. That nothing will be missing when we are gone. That
satisfaction will be guaranteed and that we will be fair and
honest in all of our dealings. They should also expect that

added extra service, whether it be in timing the job to the
customer's convenience or in responding quickly to an emergency
situation. All of this is quality assurance, QA. As Denis

has mentioned, it will become an intregal part of our new advertis-
ing program. It is something we can all relate to and must

be greater disciplined at in our organization to accomplish.

Now these two characteristics of a successful business, a love

for the customer, and an obsession for quality, are nothing
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more than fine words in a speech if we do not have people in
our business believing in it and living it. What does it take
to create an organization of people who are loving the customer
and pursuing excellence? It takes ordinary people like you

and me who are motivated to accomplish extraordinary results.
We all want to be a part of a winning team, yet also stick out
just enough to be noticed. Do your people feel part of a team?

How are you identifying with that team as a winning team?

A licensee recently shared with me a program he had developed

for his two crews that included incentives for increased productiv-
ity and receipt of customer referrals and endorsements with

a special monthly recognition for the individual who was the

top performer for the month. You see, this plan provided both

team identity and individual recognition. People want to be
treated with respect. As adults, they need to be trusted to

have positive reinforcements. Do not ever find yourself falling
into the trap of concluding that "this business would be so

easy if it weren't for people." We are in the people development

business.

You know, my recent trip to East Berlin provided me with a vivid
example of what happens when you treat people like machines.
(Here tell story of first day on guided tour when everything
looked great, second day when I went in individually and was
forced to buy German marks and then couldn't get anyone to wait

on me.)
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The system may have looked good on paper but it wasn't working.
You see we weren't really a customer. We had no choice. We

had to spend. The sales people really did not care about us,
whether they sold one article or 100. It did not matter. We
were a nuisence with no pride of ownership, no value or purpose
in developing a relationship with the customer. They were doing
their duty. The state was in control. Where is the people
development for growth in such a system? You take away a care
and love for the customer and the people providing the service

and where is there meaning in one's work?

The meaning in our work comes from the recognition that the

people we work with and the people we serve are especially created

in God's image. They have value and worth and their work environ-

ment is contributing to the type of person they are becoming.

You see it is for this reason that we put God first in our business.

It is only as we understand that it is by Him that we find true

meaning in life that we can fully implement the people development

objectives of our business.

(End with letter from Roger Westrate to Bob DeJong)



