CONTINUING SUCCESS:

THE TEN KEYS
TO CLIENT LOYALTY

ow much is a
good client worth? More than
you realize. The average cost of
getting a new client today runs
about 20% of creative billings!
And profitability can vary more
than 100% depending on how
efficiently jobs are produced. No
wonder that good clients—the
easy to work with ones who actu-
ally call you—are in demand.

What motivates a client to call
again and again? Good work,
surely. But there are also other
factors, equally important.

Appear busy. Busy busi-
nesses are the ones most
sought out by other businesses.
You can’t change reality, but you
can change the perception of
reality. Never talk about inactivity,
instead talk about what you are
doing. Discretely drop the names
of prestigious clients whenever
appropriate. Increase your visibil-
ity through promotions, pro
bono work, or community activi-
ties. The more successful you
appear, the more successful
you’ll become.

Be easy to work with.
Everyone, clients included,
prefers to work with someone
who is cheerful and pleasant.
Having this reputation helps par-
ticularly in getting the larger,
longer, more profitable projects.
In addition, there’s another
benefit: the more clients like you
personally, the easier it will be for
them to accept any strong opin-
ions or unusual creative
approaches.

Be curious. Taking an inter-
. est beyond what’s required to
do the project—being genuinely

curious about a client’s busi-
ness—is a sure way to earn trust
and confidence. Clients often
assume you need to know more
than is actually necessary. And
because they’re so involved in
their business, they often want to
share their interests with you.
Equally significant, the more
knowledgeable you become, the
better the position you'll be in to
suggest additional ways you can
help them out.

Take charge. Every client

wants to relax, believing their
project is in capable hands. So
give them this confidence. Leave
little to doubt. The more you
appear in control, the more the
client will come trust your judg-
ment, and the easier things will
proceed. Conversely, the more
nervousness or lack of
confidence you display, the more
the client will question your
judgments, work, and prices.

Be 100% reliable. Show up

for appointments on time,
even early. Never late. Deliver
what you promise, when you
promise. And never let them see
you sweat. There’s little that wor-
ries clients more than missed
deadlines, cover ups, or lack-
adaisical attitudes. If you do
mess up, be 100% honest about
it. Most clients want you to suc-
ceed and will forgive an honest
mistake or two.

Be attentive to details.

. Take nothing for granted. In
many cases the client has only
the most superficial knowledge
of what you do. They expect you
to tell them how you work, the
process, the schedule, and when
and what will be required of
them. Also, to keep them
informed of all changes, and pro-
vide options when appropriate.
Cater to their idiosyncrasies. And
check all the details as if a mis-
take could cost you your career.

It’s human nature: we all like
those who take an interest in us,
and clients are no exception. So
don’t make the mistake of being
so businesslike that you ignore
the human component of a client
relationship. Be particularly care-
ful not to neglect individuals at
lower echelons in an organiza-
tion. They not only influence
how assignments proceed today,
they may move up to a more
influential position tomorrow.

Define creativity their

way. When we discuss cre-
ativity we often define it in terms
of talent, originality, fashion,
trends, and praise by creative
peers and opinion leaders.
Clients, however, usually think
differently. To them, creativity is
usually defined as an original way
to sell their product or communi-
cate their ideas. When you are
with them, make sure you talk
their language.

. Take a personal interest.

. Be flexible. Good clients

expect you to handle a pro-
ject in the way you believe best.
But when a client disagrees with
your approach, you have to be
flexible enough to willingly make
changes. After all, every project is
nothing more than a collection of
subjective procedures and
results. Never forget: they pay
the bill, so they have the right to
have it done their way.

Treate their money like

it’s your own. If you do,
chances are that’s where more of
it will end up. Big or small, today
more clients than ever are bud-
get conscious. Sticking to a bud-
get figure is important. Finding
novel ways to reduce it is even
more so. The challenge is to con-
vince them that you are frugal
about their money while at the
same time being fussy about the

quality you provide.
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