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2009 Effective Client Services
July to August 2009
ORDER OF PROCEEDINGS

Please note that the times reflected below are estimates only and may differ slightly from venue to venue.

	08h00 – 08h30
	Registration and Tea

	08h30 – 08h50
	Fasset Overview

	08h50 – 10h20
	Speaker Effective Client Services

	10h20 – 10h40
	Tea Break

	10h40 – 12h20
	Speaker Effective Client Services Continued

	12h20 – 13h00
	Lunch

	13h00 – 14h20
	Speaker Effective Client Services Continued

	14h20 – 14h40
	Tea Break

	14h40 – 16h00
	Speaker Effective Client Services Continued

	16h00
	Close


The views of the keynote speaker are not reflective of the official views of Fasset.
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1) The Four Phases of Effective Client Services
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So why are we now talking about dating when we are supposed to be discussing Effective Client Services? It’s simple really, there are some very interesting parallels between dating and service and if we understand the one, we will understand how to make the other work!
If we can learn to “romance” our clients as a metaphor for the way we “romance” a potential love interest, then we are heading in the right direction to becoming Effective Client Services Champions.
Every good date has four phases;
1. Courting – the initial meeting
2. Transfer of Trust – the exchange of important and sometimes personal information

3. Date Night – the actual date experience
4. Afterglow – the feelings we carry from the entire experience

These same four phases could apply to Effective Client Services;
1. Courting – the initial meeting with our client
2. Transfer of Trust – the exchange of important and sometimes personal information by our clients when they talk to us

3. Date Night – the actual service experience they were promised, either by us personally or by our advertising 

4. Afterglow – the feelings our clients carry about us as a result of the entire experience!

Briefly relate your WORST client service experience.
2) People and Product Element
List 10 expectations you have when you visit another company to purchase a product or engage a service.
	1
	
	

	2
	
	

	3
	
	

	4
	
	

	5
	
	

	6
	
	

	7
	
	

	8
	
	

	9
	
	

	10
	
	


People vs. Product/Service Element
It is important to understand that every client service experience has two elements; the people element and the product/service element. 

They invariably arrive as one package and are often perceived as one by the client; however they are two distinct areas that each need specialized attention in order to bring about client satisfaction.

The People Element is that area of client service that relates directly to what the person serving you says, does and communicates through their words, tone, body language and presentation.
The Product/Service Element relates directly to the specific product or service that you receive. This is the inanimate part of the client service experience, such as a completed auditors report or a personal financial review!
Turn back in your module to the previous page and your 10 point list of client service expectations. In the corresponding block identify whether the listed expectation relates to a People or Product/Service Element.

List 9 ‘People’ and 9 ‘Product/Service’ Element expectations you believe that your clients have when they deal with your company – to purchase a product or engage your services.
	
	People Element
	Product/Service Element

	1
	
	

	2
	
	

	3
	
	

	4
	
	

	5
	
	

	6
	
	

	7
	
	

	8
	
	

	9
	
	


3) Courting 
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Courting refers to the initial meeting with our client. It relates to the first impression that they get when they meet us and we engage them either through a face-to-face meeting, or perhaps a marketing brochure. It is the start of our “relationship” and if all goes well could lead to a long and prosperous “marriage”!
As we go through the different phases, we will use as our example an Accountant who owns his own small business. In this phase our Accountant could court the client initially through a professionally designed advert in a local newspaper. The client would then phone the company to set up an appointment and then finally the Accountant and client could meet for a face-to-face meeting. All three of these interactions; the advertisement, the telephone call and the face-to-face meeting, would constitute the courting phase of this client.
Key factors in the courting phase

1. First Impressions

People subconsciously make a decision within a few minutes of meeting a person whether they will “buy”, literally or metaphorically, what that person has to offer. Whether this is true or not, it is certainly true that people make an assessment of you when they first meet you and it is, from a business perspective, critical that this assessment is positive.
Key Areas:

· Appearance – Neat, clean and in line with business image.

· Body Language – Positive and inviting.

· Tone of Voice – Warm, engaging.

2. Engaging the Client
It is important to engage a client as soon as possible after they arrive at your place of business. Simple things like standing up, cutting a conversation with a colleague off and stopping a social telephone call are absolutes at this point.
Key Areas:

· Opening Words – Introduction and greeting

· Listening – Important to get clarity of need

· Honesty – Clients are not fools!

· Consideration – Attempt to see from the client’s perspective
3. Make the Client Feel …
Remember to be intentional when dealing with clients. They will notice you effort!

Always make clients: Feel welcome, feel important and feel comfortable
4) Transfer of Trust

Transfer of Trust refers to the process of winning the client over by indicating to them that you have their best interests at heart. This is done primarily by listening to them and responding appropriately in a way that clearly indicates to them that we are listening to them and not just selling or delivering to them our product or service, It is also important that a client feels that they are being taken seriously and that regardless of the number of questions asked, that the service professional is listening and is making the effort to bring clarity and understanding.
In the example of an Accountant, he would need to listen carefully to exactly what it is that the client is requiring. He would need to assure the client that he could deliver on the requirements and, if necessary, assure the client with references or educational qualifications. He could even add to this by suggesting a plan of action and offering possible outcomes which would reassure the client of his ability to deliver.
It is common for clients to experience concerns after making a purchase decision. This arises from a concept that is known as “cognitive dissonance”. The client, having bought a product, may feel that an alternative would have been preferable. 

The Transfer of Trust that takes place at this stage will only happen if the client feels that he or she has made the right decision. This decision includes trusting that the promises made by the company or its’ representative at the point of contact will be fulfilled. 

Key Factors in the Transfer of Trust Phase

1. Remove Anxiety, Doubt or Reluctance
Often when a client is about to spend their money in a new product or engaging a service, they go through a phase of doubt or reluctance as to whether they are making the right decision. It is important to assure the client that they are making the right decision by removing any anxiety, doubt or reluctance they may have about the product or service. You will only be able to do this if you are observing closely what your client is saying or doing.

2. Listen and Respond Appropriately

It is important to really listen to a client and identify exactly what they are asking for. Never anticipate what you think the client wants (even if you are right) as this will only serve to annoy them. Let them tell you. It is important to remember though that regardless of what a client asks for we still have to operate within the legal and ethical parameters as set out in our industry.
3. Identify Key Factors or Fears
Identify what the client wants or what he is unsure about and then respond appropriately to that. Don’t start discussing alternative products or financial procedures that a client doesn’t even care about!

4. Don’t Interrupt the Client 

This is a clear signal to the client that you are not actually willing to listen to them.

5. Don’t get Distracted from the Client
If you are easily distracted by other clients, other staff members or the phone, it is a clear sign to the client that they are not your priority. Clients who don’t feel that they are important to your company will go somewhere where they are made to feel important.

6. Make the Client
It is YOUR responsibility to make every client:-

· Feel understood,

· Feel important,

· Feel comfortable,

· Feel like they made the right decision,
· Feel like they are going to receive good value for the money they will be spending.
Dealing with Difficult Clients or Disagreements with Clients
One of the clear signs that the Transfer of Trust is breaking down, is when a client becomes negative or difficult. Often their negativity or irritation is simply a ‘cry’ for reassurance that they are making the right decision, that they will be getting the deliverable they want or that the issue they are concerned about will be resolved.

There is a simple 6 step process we can follow if we identify that the client is negative or difficult.

1. Focus your attention on the client and listen attentively. They need to see that they have your full attention.
2. Don’t get distracted by negative comments by taking things personally. If they say ‘this is the fifth time this document has been done wrong’, your focus should be on making sure it doesn’t go wrong a sixth time, not on finding the five people responsible for the previous errors.

3. Seek the key issue that needs to be addressed. In the above example the key issue is the document the needs to be done correctly.

4. Clearly understand what has happened and what needs to be corrected. In the above example just taking the document from the client and filling it in again could lead to it being done wrong for the sixth time and the potential loss of the client forever.
5. Empathise with the client. Put yourself in their shoes so to speak and see it from their perspective. You are not agreeing with them, you are merely empathising with how they feel. In the above example for instance it would be beneficial for you to say something like; “I can understand your frustration at having to come back here again. I would also be upset if I had to complete this form five times.” This comment should then be followed up quickly with the comment under point six. 
6. Explain to the client the process you will now be following to correct the problem, if that is the issue, or provide a clear solution if they have a concern. As indicated under point five, the comment there should be followed up immediately with a comment pertaining to this point. An example would be; “I will now personally see to it that this matter is resolved. Here is my name and number, call me if you have any further problems. I will in the meantime process this form and give you an update telephonically before 4pm this afternoon”. 
Respond appropriately to each client comment.
1. “I’m not sure, judging by what you have said, that you fully understand exactly what it is that I am needing ”

2. “What happens if this product doesn’t work properly”

3. “It’s a lot of money to spend”

4. “Can I call you if I have any problems?”

5. “I’ve never required this type of service before”

6. “Someone else recommended you”

Recreate the image being explained to you
5) Date Night

Date Night refers to the actual experience which has up to this point only been promised or implied. In the example of our Accountant, it would refer to the actual completion and delivery of the Financial Statements. Are they everything he promised? Are they complete? Are they correct? Did we get what we asked for and did it live up to our expectation?
Key Factors in the Date Night Phase
1. Packaging and Presentation

This is usually the responsibility of the marketing department however each person in the organisation is responsible to make sure that every engagement with a client is in line with the company’s overall packaging and presentation. If your company delivers professional services then it is important that you not only dress professionally when you see clients, but that your behaviour is professional as well. In simplistic terms, an auditor who arrives late and is sloppy in appearance may be perceived by the client to be a risk purely on the basis of appearance and behaviour even if the quality of their work is good. Packaging and Presentation are non-verbal signs that complete the picture or image that a client is forming of you and your company. If your company has a code of conduct for client relations, follow it, it is part of the overall reinforcement of the company promise.
2. Reinforcing of Company Promise

The literal or implied promise of the company must be reinforced by all actions during this phase. Don’t assume that the client is fully satisfied with the company at this stage; invariably they are still in the process of making a judgment which will ultimately affect their ongoing relationship with the company.

The promise of Standard Bank for example is “Simpler, better, faster.” As a client if you were always made to stand in long queues or your statements were consistently late, you would naturally question the Standard Bank’s ability to fulfil that promise and you may consider moving to another bank.
3. Reinforcing of Company Image

It is important that we use any engagement with the client at this stage to either verbally or visually reinforce the overall image of the company.

Nashua’s promise is “Saving you time, saving you money, putting you first.” If I were a Nashua representative meeting with an existing client I may ask the question of how much money our new product has saved them. When they respond in the positive I would remind them of our upfront promise! Be careful though if they tell you it has cost them money as you would need to immediately address the situation and provide a solution.
4. Client Satisfaction
Ensure that the client is satisfied with the delivery at this point before you conclude the interaction. Ask them if they are happy with the product or service as it is and address any questions or queries immediately or if you need to go away to find an answer, ensure that you set a specific time parameter in place to contact the client with the answer. We must never assume that simply by delivery we have achieved client satisfaction.
What is my personal ‘Date Night’, what is it that I deliver?

What would be the key factors for my clients in this phase?

6) Afterglow

Afterglow refers to the overall evaluation of the experience by the client, either consciously or subconsciously. Clients who evaluate the experience positively are more likely to return and even more importantly refer the company to their friends and acquaintances. In the example of our Accountant, if he had completed the first 3 phases well, the client would be happy to continue the relationship and have him do the next year’s Financial Statements as well. The client may even recommend the Accountant to friends or business associates which would ultimately lead to increased business for our Accountant.   

TARP STUDY RESULTS

The following are the key new findings from a study by Technical Assistance Research Programmes, Inc., (TARP) regarding the value attached to Effective Client Services, both good and bad! 

On average:

50% of unhappy clients will never advise the company that they are unhappy. Of the 50% that do complain, only 5% will tell management. The balance of 45% will only complain to a frontline employee who invariably will do very little about the complaint. This lulls management into thinking all is well.

Between 54 and 70% of those clients that do complain will do business with the company again IF their complaint is resolved to their satisfaction. However if it is not resolved satisfactorily only 19 to 46% will do business again with that organisation. Of those clients who do not advise the company at all, only 10 to 37% will return to do business again.

DID YOU KNOW?

· It costs 6 times more to gain a new client than keep an existing one

· Generally the lowest paid employees deal most with the public

· Quality service-based companies generally pick up market share at 3 times the rate of their competitors

· Without clients there is no company…….

Name one company you would be happy to recommend to others?

What are the reasons you would be happy to recommend this company?

7) Long-term Relationship Management

It is important to remember that this is a dynamic cycle. Each new interaction with our clients goes through the same cycle. However, as the relationship develops over the long-term less emphasis is perhaps placed on Courting and the Transfer of Trust as the client invariably knows and trusts us because of previous interactions. 

We do need to be careful of complacency and familiarity though. Consistent mediocrity will start to diminish the Afterglow and if we are in a competitive industry our Clients may start to look elsewhere for their service offerings. Even if we deliver in line with our client’s needs, they may feel after a while, if we stop courting them, as though we take them for granted. A competitor may come ‘courting’ and make them feel important enough to consider changing service providers. 
When service providers are locked into long contracts – they know it is difficult for the client to get out – and they may then provide mediocre services as they feel complacent.  In addition, due to the shortage of finance professionals in South Africa, demand for these professionals is high, worsening the situation.
Some factors that may be perceived by clients as complacency or taking them for granted!
· Changing pricing without advising clients.
· Lack of explanation when new products or new documentation is introduced, making the assumption that the client will just adapt due to the fact that a relationship is already in place.
· Sending documentation through without any prior verbal contact.
· Assuming that due to the length of relationship, deadlines aren’t adhered to, and deliverables are submitted late.
· If the personal touch is important to the client, forgetting their important dates such as birthdays.
· Submitting work of a sub-standard quality because of a perception that the client will understand, and can’t go anywhere else.
· No longer asking your clients for their perspective in matters that may affect them.
· Being unavailable to clients and not returning phone calls timeously.

· Offering special concessions to new clients and not rewarding existing ones.
What could I do right now to improve the long term relationship with my clients?
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8) Skills Practice Observation Sheet

1. First Impressions
	Action
	Comments

	Appearance – Neat, clean and in line with business image.
	

	Body Language – Positive and inviting.
	

	Tone of Voice – Warm, engaging.
	


2. Engaging the Client
	Action
	Comments

	Opening Words – Introduction and greeting.
	

	Listening – Respond appropriately, get clarity of need.
	

	Consideration – Attempt to see from the client’s perspective. Don’t interrupt.
	

	Meeting the Expectation – If you cannot help them, clearly identify who will.
	


3. Solving Problems
	Action
	Comments

	Keeping your cool – Stay focused on the issue, don’t get sidetracked.
	

	Seek a solution – Offer alternatives.
	

	See it through to its conclusion.
	


	Learner Name:
	

	Observer Name:
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EFFECTIVE CLIENT SERVICES WORD PUZZLE

See if you can find the hidden words!
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