




Dear Reader,  

 

I wanted to take a moment and personally thank you for downloading these sample excerpts 

from my first book, The Customer Service Revolution: 8 Principles That Will Change the Way 

Companies Think About the Customer Experience and the Employees Who Work for Them.  

You are about to read a short but powerful set of tools I use to radically transform customer 

experience and employee culture. This work has been a labor of love. I am very fortunate and honored 

to have the endorsement of some of the best-of-the-best within the corporate world. I am passionate 

about great customer service. It all begins with employees who are valued and treated with respect. We 

have the opportunity to change the world, one interaction at a time.  

Great customer service is not rocket science or a complex scientific formula. In reality, it’s just 

the opposite. It comes down to providing good service, being honest, and correcting mistakes when 

they are made. It’s treating your employees like valued assets and not disposable cyborgs. It’s creating a 

welcoming space for your customers. It’s exceeding their expectations and giving them a reason to 

come back. As poet Maya Angelou stated, “People will forget what you said. They will forget what 

you did. But they will never forget how you made them feel.”  

I hope you will find this small example to me moving and inspirational. I would be delighted 

to share more insights with you. If you are interested in working with me, please visit my website, 

www.thecsrevolution.com or see the attached flyer for more information. 

My hope is you will take away one message from my books and my articles: be kind to yourself 

and to each other. Whatever you do in life, do it with passion, excellence and integrity. And most of 

all, let love guide you every step of the way. 

 

With every best wish,  

 

  

 

http://www.thecsrevolution.com/
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Prego Isn’t Just a Pasta Sauce 

 

If you are one of the many fortunate people of the world who has ever been to an Italian 

house, then you will understand what prego means. Yes, it is a famous pasta sauce. But like 

aloha, it is a word used to convey a sincere spirit of welcome. It literally means, “I pray you …” and 

then whatever you wish to happen. An Italian might gesture for you to come into their 

home and say, “Prego!”  

It is a sincere indication that one is welcome to join, and all the stops will be pulled out to 

make the experience and time together the best it can be. I would always make it a point to drive this 

point home with my employees. In fact, I would buy jars of the famous 

pasta sauce and put it at various teller stations or loan officer desks as a reminder to my staff. Some 

customers thought we were a little weird for having jars of pasta sauce in a bank, but 

it certainly got a conversation started! 

We all get those vibes, those feelings in the pit of our stomachs or hairs on the back of our 

necks when we sense something is just not right. We have all been in a business 

where the musty chairs are just as uncomfortable as they look, or where a single person fails to 

acknowledge our presence. Think about walking into a luxury car dealership with marble 

floors, well-dressed individuals, and leather chairs. Now imagine walking into a used car lot on the side 

of the road with a run-down trailer and cars with rusted-out paint. Both 

examples set an expectation about the quality of the product sold and the level of service expected.  

I think what we as humans fear the most is stepping outside of our comfort zones. Perhaps this 

is why the hospitality industry spends so much time and money on making people feel like they are at 

home—a place where they can relax, feel 

safe, and be themselves. As kids, we usually had some sort of safety blanket or stuffed animal. Maybe 

your own kids always need to have their favorite blanket or toy in tow. For me, I 

always must bring my own pillow, no matter where I travel. I can’t explain it, but there is something 

about having my own pillow that makes me sleep better at night. Hotels in some way or another strive 

 



to provide a feeling of safety, warmth, and comfort. People who go to hotels are generally displaced in 

some way. Perhaps a family is on vacation and is hundreds or 

thousands of miles away from home. Or an individual is going through a divorce and is transitioning 

homes. Another family might have just lost a home due to a fire or natural disaster and is awaiting 

insurance money so they can restart their lives. 

Whatever the case, a feeling of warmth and welcome is what is required. Yes, the hospitality 

industry is at the forefront of this (or at least they should be). But every industry can implement 

practices that invoke this same feeling of welcome. This is the 

spirit of aloha, the practice of prego in a service-driven organization.  

 

Impressions Last a Lifetime 

 

Let’s take a page from the Disney handbook on the importance of creating a welcoming and 

positive first impression:  

 

When you first arrive at the main gates of Disneyland, you scan your pass and enter the park 
through the turnstiles. You are now in an outdoor lobby that features phones and restrooms. 
Once past the lobby, you walk into one of two short tunnels leading into Main Street’s Town 
Square. The tunnels are lined with posters advertising the attractions within. As you leave the 
tunnels, even first thing in the morning, you smell fresh popcorn, which is made in carts 
placed near the tunnel openings. The experience of entering the park is explicitly designed to 
remind guests of the experience of entering a movie theatre.  

   

From the onset, you know your experience is going to be something magical. Disney has 

designed it that way so that a guest will gradually build up excitement and anticipation. Now, I know 

that the excitement of going to a bank versus going to a place like Disneyland is at a very different level. 

But the point is the same. The first impression is the cornerstone of the entire experience and can be 

remembered for a lifetime. 

  When I was younger, I had a rare opportunity to attend Easter church services in New York 

City, followed by a lavish brunch at The Plaza Hotel located at the historic corner of 

 



Fifth Avenue and Central Park. Just the name of the hotel instantly evokes a feeling of luxury. Or it 

recalls Kevin McAlister asking Donald Trump for directions in the grand 

lobby in Home Alone 2. 

I remember entering the lavish, ornate lobby adorned with gold accents and carpets that cost 

more than most American houses. I went into the dining room, where I felt as though I had stepped 

into where the queen of England eats her breakfast. The presentation of each food station made me 

feel bad for even touching, let alone eating it. It made such an impression on me that I thought, I 

wonder if this is what it was like to dine on the Titanic! This was the first and only time I got to 

experience The Plaza, but I will truly remember it with 

happy thoughts for the rest of my life. It is amazing to me how I still remember that some twenty-five 

years later. It is a testament to me of the power of setting an amazing first 

impression.  

No matter how big or small, your customers first impression of your business will be the one 

they remember and will be a contributing factor in deciding if they continue to do 

business with you. 

 

Know Your Worth 

 

I believe one of the greatest television series in history was the NBC hit Wings , running from 

1990-1997. It was Cheers in an airport, following a group of friends/co-workers at the fictional Tom 

Nevers Airport in Nantucket, MA. Among the characters was Roy Biggins portrayed by the talented 

David Schramm. 

Roy was the definition of a boorish, sexist, and insecure man. He was the owner of Aeromass, 

the only other airline on the small vacation island and direct competitor to the other main characters. 

He was deceptive in his business practices. Despite being well known in the community as a member 

of the Nantucket City Council, he is known amongst his peers as incredibly dishonest, often stealing 

tips from the struggling lunch counter operator and unfairly discriminating against airline passengers 

 



with outlandish ticket prices. He reveals that he established a false charity for his late wife (who turned 

out to be alive) and used the proceeds to go fly fishing in Maine and purchased a subscription to the 

Playboy Network. 

The 1994 episode Moonlighting finds the group discussing odd-jobs they worked during 

Nantucket’s cold and tourist-lacking off season. While the other businesses struggle, 

Roy’s is doing quite well despite the lack of tourist revenue. When asked how he is able to accomplish 

this, he reveals his secret is to demoralize his employees so badly that eventually 

they will become convinced they can never amount to anything in life and will accept the fact the best 

job they will ever have is at Aeromass. Then, when they have this realization, Roy cuts their pay in half 

and they are appreciative for something rather than nothing. Coming from a fictional television series, 

it is rather funny. In reality, it is a horrible company culture. 

Humanity has never responded well to being treated as less than what it was destined to be. 

When humanity is stripped away, something ugly can emerge. Humans need to feel 

included, respected, and have a purpose in life. These feelings are the foundation of our nature as a 

species. Maslow confirmed that. I sincerely would have hoped by the dawn of 

2020, organizations would have evolved away from the management style of Roy Biggins, where 

employees are considered sub-human robots that are programmed to make a profit. But sadly, it has 

gotten worse. Many organizations not only keep this disposable mindset about their employees, but 

also their customers. What is so tragic is that thousands of 

employees are just like Roy’s employees. They have to stay in a toxic and demoralizing culture just to 

survive. Because so many people can only afford to live paycheck to paycheck, simply 

walking away from an abusive workplace culture is simply not feasible anymore. Walking away means 

the lights don’t get turned on, gas doesn’t get put in the car, and the kids don’t eat. 

And companies know this is reality for most of their workforce. They use this knowledge as 

leverage to do whatever they want to their dedicated teams of employees. It is sad on so many levels. 

They can treat them however they want because they 

 



know they need a job. It will be incredibly hard on them to find another. So, the thinking is that it is 

better to stay in a horrible job than to not have one at all. 

Treat your employees like they matter. Demoralizing them does not generate productivity. 

Dehumanizing does not bring better performance. If employees are made to feel like second-best, that 

is how they will treat your customers. 

 

 

For more information, visit www.thecsrevolution.com 

 


