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What Is Our Philosophy Of Customer Service?
What is our vision of what we do? What is our aspiration 
for our business? For our place in the market? It is easy to 
get confused and lose track of what we are really trying to 
do in our business. � e � rst distraction is pro� ts. Pro� ts 
are not the object of our business, they are in fact the 
reward for leading our business to serve our customers. 
If pro� ts are the “goal,” then we will be seduced by many 

false idols that lure us into diverting our attention 
from serving the customer to taking a detour 

to maximize pro� ts. Cheaper materials, 
cheaper tools, a shortcut here, an ignored 
safeguard or check to “save time” — because 
we all know “time is money” — all of these 

false idols subordinate the customer to the 
demands of our accounting scoreboard. 
In his book “� e Practice of Management,” 

eter Drucker argues, “� e role of pro� ts in a 
b ness is to cover the risks inevitably involved in 

ration … the pro� t required to enable it to stay in 
b ess and to maintain intact the wealth producing 

ity of its resources.” Pro� ts are the necessary 
ensation that enable us to serve, and continue to 

se e our customers — those who bring us their demand, 
their needs to be � lled. In his book “Management: Tasks, 
Responsibilities and Practices,” Drucker states, “Pro� t is not 
a cause, but a result — the result of the performance of the 
business in marketing, innovation, and productivity. It is a 
needed result, serving essential economic functions.”

For us to focus on pro� ts, rather than meeting customers’ 
needs, is truly to put the cart before the horse. If we ful� ll 
the customers’ needs, the result will be pro� ts. How much 
pro� t do we make when we no-quote the job because 
“we can’t hold the tolerance?” Rhetorical question, really.

One Approach to Handling Diffi cult Tolerances
� e question of restricted tolerances comes up frequently 

‘Can You Hold This Tolerance?’ 
Is Not An Engineering Question

One of the most frequent questions in contract 
manufacturing is “Can you hold this tolerance?” 
Tolerances are a key deliverable on our precision 
machined products, so it makes sense that this would 
be a frequent question. But sadly, this question is often 
considered solely as a technical problem. In fact, the 
technical aspects are the least important factors that this 
question implies.

What Is The Purpose Of Our 
Business?
In two words, the purpose of our 
business is to “serve customers.” 
Customers provide demand, which 
provides the organization with 
its reason for being, in our case, 
contracting to produce precision component  
that the customer needs. Without customers 
there are no sales, no services and no pro� ts  
Loss of customers — or customer demand 
— is an existential threat of the gravest 
kind to an organization. Tolerances are an 
important aspect of the customer’s demand 
as the components that the customer wants 
to purchase “need” to meet those tolerances 
requested so that the components and the systems that 
they are a key part of function. � is can be seen as even 
more than “important” when considering that often these 
components are part of human safety critical systems — 
where failure to function can mean life, death, serious 
injury or serious destruction of property.

� e purpose of our business is to satisfy the customer’s 
demand by producing parts that meet their engineered 
requirements. Meeting tolerances is not negotiable: If they 
did not need them, they would not ask for them. Tolerances 
must be held. � at is the basis of customer demand, which 
is the basis of our business.
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The implications of tolerances go far beyond mere technical compliance.

false idols that lure us into diverting our attention 

Peter Drucker argues, “� e role of pro� ts in a 
business is to cover the risks inevitably involved in 

its operation … the pro� t required to enable it to stay in 
business and to maintain intact the wealth producing 
capacity of its resources.” Pro� ts are the necessary 
compensation that enable us to serve, and continue to 

serve our customers — those who bring us their demand, 

contracting to produce precision components 
that the customer needs. Without customers 
there are no sales, no services and no pro� ts. 




