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Service Training Program

CUSTOMER
SERVICE
AWARDS

For Greg Guy, 
every day is a 
fight against 
stereotype.

Guy, CEO of 
Air Force One, 
says commer-
cial heating, 

ventilation and air condi-
tioning solutions are not 
usually synonymous with 
customer service. But he 
aims to change that percep-
tion and elevate the image 
and the integrity of both 
his HVAC business and the 
industry as a whole.

Dublin-based Air Force 
One has grown from a $1.8 
million business with eight 
employees to $27 mil-
lion in revenue and 160 
employees during Guy’s 
17-year tenure. 

“The first step in cus-
tomer service is creating an 
environment where trust 
thrives,” Guy says. “If trust 
thrives and people have 
your back, then they are in 

step with you—and that 
goes from me to the tech on 
the roof.”

It begins in the Air Force 
One training center, which 
includes an accredited ap-
prenticeship program that 
provides technicians with 
a certified skill set that is 
as nationally recognized 
as those offered at a trade 
school or technical college. 

Education, however, goes 
far beyond simply under-
standing HVAC systems. 
Guy says Air Force One 
trains employees to provide 
strong service both exter-
nally to customers and 
internally to co-workers.

The first takes the form 
of ACE: the Air Force One 
Customer Evaluation, 
which Guy describes as 
a “sit-down, face-to-face, 
knee-to-knee” meeting with 
commercial and industrial 
clients to figure out what 
the company can do better. 

“Our core purpose is 

optimal building perfor-
mance: energy efficiency, 
comfort, predictability and 
reliability,” Guy says. “Our 
business model is to behave 
proactively in buildings and 
address problems before 
they become problems.”

That proactivity is what 
has kept Jeff Sopp, CEO 
of the personal health 
records company PrivIT, 
coming back to Air Force 
One for five years. Unlike 
other industries that 
provide service and then 
disappear, Sopp says, Air 
Force One strives to stay 
ahead of customers’ needs 
to save them time and 
money. “Greg will make 
suggestions that don’t add 
revenue for him but do add 
value and revenue to me,” 
Sopp says. “That is good 
customer service.” 

Internally, Guy encour-
ages employees to follow 
one simple motto: “Be the 
best version of yourself you 

can be.”
“It’s amazing what hap-

pens when you treat people 
not like problems, but like 
people,” he says. “I’d like 
to say it’s really complicat-
ed, but it’s really just caring 
for people more than caring 
about money.”

That attitude is reflected 
in Guy’s insistence that Air 
Force One must be “the best 
place to work,” in Colum-
bus and beyond—a concept 
that goes beyond superficial 
perks such as ping-pong 
tables and free lunches. 

“It’s about a high-trust 
investment, and having 
people willing to be 
vulnerable and ask for 
help,” he says. “If trust 
thrives, people have your 
back and are in the fight 
with you. It is servant 
leadership. If a tech believes 
their supervisor really cares 
for them and is working 
to serve them, customer 
service is easy.”
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