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What Is A Brand?1

Yes, a brand is a symbol that is burned on the hide of cattle 
to identify the ranch that owns them. In the businessworld, 

too, symbols are used to identify companies. But they are 
called logos. At the bottom of the page are dozens of popular 
company logos. You probably recognize many of them. Again 
these are brand names, not brands themselves.

In business, a brand refers to the quality behind the name. In other words, it is what the 
public thinks of when hearing a company’s name or seeing its logo. So, a brand 
exists only in someone’s mind. 

This is White Glove’s 
brand name or logo. 
But its what comes 

to mind when people 
see our logo or hear 
our name that is the 

brand itself.  
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The Image Behind Our Brand2
What do you want people to think of when they see 

your picture or hear your name? Maybe you want 
them to think of honesty, true friendship, or a great sense 
of humor. We all have things we hope people think about 
us. It’s called “personal branding” or you might think of it as 
your “image.”  

In the same sense, companies have images, too. That’s 
their brands. White Glove was founded on various charac-
teristics that define 

• the way we do business, 

• the way we do our work, and 

• the way we treat our customers. 

Those characteristics are the images that we hope people 
think of when they hear our name or see our logo. They 
are what make up the White Glove brand:

This is White Glove’s official logo, 
or brand name, but below are the 
various other versions of this logo 

that are used.

We all create a 
personal image 

or brand.

We are professional in our business practices, 
in our behavior, and in our appearance. 

We are responsible 
and dependable in all 
we do.

We are thorough in our cleaning 
and it’s basic to our nature.

Trust and dependability are basic 
to our character.

Customer care--respect 
and concern for our cus-
tomers--is as important 
as our work

PROFESSIONAL

RESPONSIBLE

THOROUGHTRUSTWORTHY

CUSTOMER CARE



3Procedural Manual
White Glove Residential Services, Inc.

The Cost Of A Compromised Brand3
A company’s success depends on the public’s perception of its 

brand. It must not be compromised, which means it cannot be 
weakened. We ask everyone to act as a team in helping to main-
tain a strong White Glove brand. The cost that a company suffers if 
its brand loses strength is simple:  customers quit. 

Every time a customer deals with a business the 
customer comes away with either a positive or neg-
ative experience. If the customer is happy with a business 
it’s a “positive” experience. But if a customer is unhappy about 
something, the experience is “negative.”

Let’s say Mr. Taylor is happy with his clean house after the team has left, but he notic-
es lots of dirt and fingerprints around a light switch in the laundry room. That’s a neg-
ative. But since it’s the only thing that made him unhappy, it’s a 
weak negative because of all the positives Mr. Taylor had with 
the rest of his house. 

Now, let’s say Mrs. Peabody discovers that the cleaning team 
completely forgot to clean her living room. The blinds are dusty, 
there’s dried food on the coffee table, glass end tables have 

coffee rings and fingerprints, and dust bunnies are visible un-
der the couch. That’s a negative, too, but it is a strong nega-
tive! A very strong negative. 

So Mrs. Peabody calls her cleaning company expecting to have 
the living room cleaned ASAP. If the company says they are 
too busy, but will be sure it is cleaned at the next service, that 
strong negative just multiplies! But if the company dispatch-
es the team right back immediately to clean and apologize all 
over the place, that strong negative weakens considerably. 

The moral of our stories is this: 
Not every negative or positive carries the same weight. Some are weak and others 
are strong. How the company handles a negative has a great deal to do with mak-
ing a negative weaker or stronger. 
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are, the happier a customer becomes. 

If a loyal customer becomes unhappy, he or she 
turns into just a satisfied customer.  If just a satis-
fied customer becomes unhappy, he or she quits—
takes their business elsewhere!

So, what’s the answer?  The answer is 
to do whatever we can to maximize positives (or 
“accentuate the positive” as the old song goes), 
and to minimize negatives.

Though it looks as if this lady is “loyal,” 
if she runs into too many negatives she’ll 
be moving on.

Like a scale, there’s always a balance of positives and nega-
tives with evry customer.  The more that negatives outweigh 
positives, the unhappier the customer. So we should always 
try to outweight the negatives!

Now let’s look at positives. A positive is a positive, but we can make a positive stronger 
by minimizing negatives. Mr. Taylor had a very positive experience, and even though he 
found just one dirty light switch, he still had an overall positive experience. Though the 
experience could have been maximized without that dirty light switch. 

Here’s what it all boils down to: 
The more negatives that a customer has, and the stronger those negatives are, the more 
unhappy that customer becomes. Likewise, the more positives and the stronger they 



5Procedural Manual
White Glove Residential Services, Inc.

Of course, try as we may, there will always be negatives. We all must just do what we 
can to minimize those negatives, or even to turn those negatives into positives.

1. The Customer Record puts in writing alerts for cleanolo-
gists, and customer requests so we don’t forget.

2. Our work guarantee ensures customers that if they don’t 
like something the team will respond immediately by re-
turning as soon as possible to fix things up.

3. The Basic Home Cleaning Procedural Manual is com-
prehensive and thorough so cleanologists can 
make sure customers have a positive experi-
ence every time.

4. We try to hire qualified cleanologists who 
are team players, and who can identify with the 
White Glove brand and help strengthen it.

How Does 
White Glove
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