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AUTHORS’ NOTE:

Lucille Ball, who was an accomplished business woman as well as a
talented comedienne, often admonished her writers and producers:
“Don’t mess with a hit.” That’s also the lesson we’ve learned from
our clients, colleagues, and readers who have made Service America
a hit.

We were both astonished at first to see the immediate strong reaction
and acceptance of its message, and we continue to be surprised by its
durability, or “legs,” as the publishers say. We have gone on to write
a variety of application-oriented books since Service America first
appeared, developing various aspects of the service management
concept further. And yet, the message from countless executives and
managers has been, and continues to be, “Service America said it all
for me.”

In a business environment where publishers feel compelled to churn
out “new” books season after season, Service America’s fans seem to
feel that its message is timeless and enduring.

So, when the publisher inevitably decided to take the book out of
circulation, after an unusually long run, our clients kept asking for it.
Consequently, as the copyright reverted to us, we decided to keep it
in print. It was one of the easiest and most gratifying decisions
we’ve ever made.

And, although we were severely tempted, we decided not to “mess
with a hit.” Except for this brief message, we’ve kept it in its
original form. If the book’s fans can live comfortably with the
occasional reference to the time period in which it first appeared,
then so can we.

Sure, the business environment is changing, and it will continue to
change. But the eternal truths stay true. And, ultimately, maybe
that’s what has made the book and its concepts successful — they



keep drawing our attention back to those simple and profound truths
that form the foundation of long-term business success.

The great humanitarian Dr. Albert Schweitzer said “The highest
human calling is to serve.” And maybe, as we experience a return to
normalcy after an unprecedented period of preoccupation with the
pursuit of profit at the expense of human values, we’re coming back
to an appreciation of the things that count the most.

Ultimately, the purpose of every business should be to enrich the
lives of human beings — its owners, its employees, its customers and
the community in which it serves. If it fails to deliver on that, it has
failed — regardless of the short-term numbers games.

We’re now looking forward to living in a new post-digital business
climate in which service is again a high calling and a source of pride,
and people — all of them — count again.

For those who have previously read Service America, we hope you’ll
find this book a refresher and a helpful reminder of those timeless
principles. For newcomers, who perhaps weren’t around for the first
“customer revolution,” may the second coming of service be just as
exciting and rewarding for you as the first was for us.

Our future will be what we choose to make it.

Karl Albrecht Ron Zemke
San Diego Minneapolis
KarlAlbrecht.com socksoff.com
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PREFACE

We believe a powerful new wave is about to hit the already turbu-
lent business world. It’s the wave of service, or more specifically
anew and intense preoccupation with the quality of service. People
are getting more and more critical of the quality of service they
experience in their everyday lives, and they want something done
about it.

The times have changed and we no longer live in a manufactur-
ing economy. We now live in a very new economy, a service economy,
where relationships are becoming more important than physical
products. Just as America experienced an industrial revolution
around the turn of the century, so we are now experiencing a
service revolution. What was once Industrial America has become
Service America.

Glance around you please, and notice how much of your per-
sonal experience is involved with companies and institutions that
exist for the purpose of delivering services of various kinds. Res-
taurants, hotels, airlines, hospitals, banks, public utilities, colleges
and universities—all have the problem of gaining and retaining
the patronage of their customers.

Many other organizations, such as department stores, mail-
order firms, and even sellers of hard goods are finding that the
invisible product—the service component—is becoming an impor-
tant competitive weapon.

The times call for a new focus on service, for a number of
reasons which we will explain in this book. This new service impera-
tive will mean that the old customer service department will proba-
bly fade into obscurity as executives and managers work to trans-
form their entire organizations into customer-driven business
entities. The quality of the customer’s experience is becoming a
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hot topic in board rooms and executives suites, not only in the
United States but in many other countries as well. We believe
this is a world-wide phenomenon.

We have tried to do several things in this book. First, of course,
we want to alert forward-thinking business people, especially exec-
utives and middle managers, to the potential of this new competi-
tive weapon of service quality. Second, we have tried to isolate
some of the key factors that govern service quality, and offer exam-
ples of organizations that manage service well and of some that
manage it poorly.

More important, we have tried to highlight a critical gap which
we feel exists in current management thinking, namely the lack
of a consistent model or framework for managing service. As a
result of our experiences with many different kinds of organiza-
tions and considerable research into the operation of effective
service enterprises, we have discovered an approach that we be-
lieve can help managers think about their businesses in a new
and effective way. This service management concept is the principal
contribution we hope to make with this book.

Before you read what we have to say about the management
of service, it may be fair for us to declare certain points of view,
so you will know what biases we bring to this subject. First, as a
result of working in and with organizations, we are biased to be-
lieve that high-quality service at the front line has to start with
a concept of service that exists in the minds of top management.
This service concept must find its way into the structure and opera-
tion of the organization. There must be a customer-oriented cul-
ture in the organization, and it is the leaders of the enterprise
who must build and maintain this culture.

We also believe in the value and importance of measuring
service. An intimate and objective knowledge of how you are do-
ing—in the customer’s eyes—is critical. Market research, the ser-
vice audit, and a process for measuring service quality and feeding
back this information to the frontline people are crucial ingredi-
ents in moving an organization to a high level of service orienta-
tion.

We believe that management itself is a service, and that this point
of view will become more and more prevalent as competition
gets tougher and service becomes more and more a competitive
weapon. Managers need to see their roles in the context of helping
service people do their jobs better. The role of management in
a service-driven organization is to enhance the culture, set expec-
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tations of quality, provide a motivating climate, furnish the neces-
sary resources, help solve problems, remove obstacles, and make
sure high-quality job performance pays off.

We believe this new era of service management will call for
a return to the most fundamental principles of leadership and
in many cases to a rethinking of the organization’s basic reasons
for being. Those leaders who fail to grasp the real significance
of service quality will face tough times. Those who do will see
their organizations thrive and prosper.

Karl Albrecht
Ron Zemke
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