
Nigel Roberts, Manager Director Langham Hotel, Hong Kong

All too often we assume that branding is purely through the eyes of the customer. 

This book creates a refreshing perspective that our staff are the key to a successful 

brand. A straightforward and powerful interpretation using some great examples.

Read what business leaders have to say about

Branded Customer Service, The New Competitive Edge

Tom Grissen, CEO, Daon, former President and General Manager Daon

For businesses spending an ever-increasing amount of money researching 

customers’ expectations, this book is a breath of fresh air.  This book could have 

been aptly titled; Converting common sense into business cents.

Sonia Stojanovic, Head of Cultural Transformation ANZ Banking Group

Branded Customer Service provides a road map to genuinely transform the customer 

experience that is accessible to all people within organizations — the concepts, 

language, and examples make sense whether you are a CEO or someone interacting 

with the customer moment by moment.”

   

Jim Wagner, Senior Vice President Mattel

The future of branding is here now, and it requires a complete reassessment of your 

communication. This book opens your eyes to how simple it can be to assess and 

how powerful it can be to fix your branded customer service. This new level of brand 

building can become a long-term competitive advantage for your company.

Mark Bergdahl, CEO Customer Intimacy, Limited

Branded Customer Service packs the punches about really great customer service. It 

gives the reader an insight into how to differentiate through service and how to win. 

If you are really committed to getting the most out of your brand, read this book!

Customer-intimacy.com     



Ralph Norris, Managing Director and CEO Air New Zealand

Barlow and Stewart have told the stories of some great customer service companies 

that have set the benchmark for their respective industries in building and delivering 

great brand promises. They get to the very essence of these customer service 

branding strategies by telling the how and why. A great read for anyone who is 

interested in customer service differentiation.

Read what business leaders have to say about

Branded Customer Service, The New Competitive Edge

David Walker Executive Chairman, Director, ICOM Walkers Advertising

The strength of Branded Customer Service is in its clarity and pragmatism that sets 

out the map to think, feel, and act on a road to differentiate and to build much 

stronger brand equity. This book impressed me with more depth and significance on 

inside-out branding than any other I have previously experienced and stimulates 

thinking on what our organizations could become.

Walkers 
Advertising

Sirish Mani, National Customer Service Center Operations Development Manager Toyota Financial Services

Branded Customer Service is not only well written, it shows in a very clear fashion 

how to incorporate brand into service delivery. This is easier said than done for all of 

us trying to build a service organization that takes advantage of strong brands. If you 

want practical advice that makes you think, this is the book for you.

Steve Farber. author of The Radial Leap: A Personal Lesson in Extreme Leadership Steve Farber Group

Just when I thought there was nothing left to say about branding and customer 

service, along come Janelle Barlow and Paul Stewart to prove me wrong. Filled with 

impeccable research, entertaining stories, masterful insight, and — most important — 

clear steps to follow, Branded Customer Service covers new and important group. 

Read it, internalize it, and put it into practice — your customers will love you for it.

Kevin Roberts, CEO Worldwide, Saatchi & Saatchi Saatchi & Saatchi

A brand is not just a logo, an advertising slogan, a product, a service, a building, an 

airplane, great leadership, or profitability. A brand is all of these. It is the fabric of the 

organization woven together purposefully over a period of time. And it doesn’t just 

happen, as Janelle Barlow and Paul Stewart so eloquently point out.


