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Extreme Client Care 

This document contains the key points from the Flair Client Care in a Crisis webinar broadcast on 21st April 

2020. Les Philipps of Tilney was our special guest and a video recording of the webinar can be found here: 

Click to View Webinar 

4 Stages of a Crisis 

Crises go through for stages and it’s important to know which stage we’re in because that gives us focus and 

direction. Here they are: - 

 

Are we in a Recession? 

Technically we aren’t in a recession, but globally we are in spot of bother and it doesn’t look like bouncing 

back anytime soon.  The last 7 recessions lasted around 8 months.  Hopefully business activity will recover to  

normal levels by the middle of next year. But for now, things are going to slow down significantly and remain 

that way for the foreseeable 

https://www.flair.co.uk/extreme-client-care?utm_source=ebooks&utm_medium=Collateral&utm_campaign=Webinars&utm_term=pg1&utm_content=ExtremeClientCareNotes
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Does Customer Care Affect Profits? 

A study by Watermark Consulting 

looked at firms stock value over time to 

see if CX (Customer Experience) made a 

difference. It found firms who excelled 

at CX were 45% ahead of the average 

and were worth 300% more than CX 

laggards.  In short, customer care makes 

your business more valuable. 

 

Client Care Study. 

Bain and Company are a large research company who 

studies 360 accountants a few years ago. There was a large 

reality gap between how good the accountants thought their 

client care was and what their clients said it was.  

You can also see that two thirds of the clients swapped 

accountants because they we’re being looked after properly. 

In other words, their client care was below par and their clients punished them for it. This backs up the earlier 

Watermark Consulting study; those who retain clients will naturally have more valuable business. 

 Another, similar study by the Rockerfeller Foundation 

reinforces this. With two thirds of clients leaving a supplier 

because they ‘didn’t care about them’ 

 In short, clients don’t like to be treated badly. A supplier’s 

perceived indifference can be very costly.  

Client care directly affects client retention rates and profit and is even more important in a recession.  In a 

recession our clients reduce the number of suppliers they deal with.   
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Definition of Client Care 

Make your clients feel special, appreciated and understood. 

Especially when you are not doing business with them. 

We all know that the enemy of doing this is the ‘Tyranny of the target’.  In other words, you and your people 

are so focused on hitting your end of month goals and targets that they don’t invest the time needed to build 

and maintain long-term and highly valuable business relationships.  

I would reiterate that real client care has little or no connection to ‘business as usual’ but is when you ‘shoot 

the breeze’ with a client especially when there isn’t any revenue to be gained. 

In a recession, clients tend to shrink their supplier base because a) they have less need and b) managing 

suppliers is an overhead they will want to reduce. It’s your job to ensure you make the cut and keep trading 

with your best clients and client care will have a big part to play in this. 

Results of the attendee poll 

 We asked the attendees to share their assessment of the level of client care their firm delivered before the 

crash came. Here are their results: - 

As you can see, nearly 90% of people believe they 

should have been doing more about their client care. 

Especially when the clients didn’t have chargeable 

work available. That’s when it really counts.   
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What can you do right now? 

1 Audit your clients 

When we start in business and start helping people the adage ‘any mammal with a cheque book’, can be a 

client.  This means that sometimes we often take on clients that we shouldn’t and they can damage your 

growth. 

We’re not saying that you should stop trading with clients, you probably need the business. But we are saying 

that you should decide who you would like to replace when the good times come back.  

The current situation is great time to audit your clients. Using an Ideal Client Profile to measure them against 

sort the ‘A listers’ from the ‘B listers’.  

➢ A listers: see your value, work with you and buy you rather than rent you. 

➢ B listers: make your heart sink whenever they are mentioned, don’t share your values or take up fare 

more effort than they return in profit.  

Once you have completed this exercise you will ultimately be left with a core of your ideal clients who fit your 

requirements. 

“Clients are like gold and prospects are like buses, there will be another one along in a 

minute.”  Les Philipps 

With your prospects – consider working on them for a set period, in our case this is 18 months.  If during this 

time they seem like hard work, then it is most likely that will continue to be so when they become a client.  It 

is up to you to consider whether it is worthwhile to continue with these types of prospects.   

You may have less time, people and money so make sure you focus these on the most valuable clients and 

prospects you must ensure that they continue to stay with you and will repay you in the future. 
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2 Give people time 

Reach out to your important clients, lapsed clients and prospects an deliver some value.  In these dark times 

people need information and companionship. Here are the key points: - 

A. Contact frequency.   

Typically we recommend a high value, non-work related interaction every 13 weeks. But during this crisis we 

are saying a call or video-call every 4 – 8 weeks, especially for your more valuable clients. To be clear this is 

not by email or social media but a call of some kind.   

Pay it forward, give to get and use your time as a deposit and you will get returns. It is your time and your 

opinion that people will value.   

B. Structure of the call. 

Commercial loneliness is something most business owners face. They often don’t have anyone around them 

who ‘gets’ the pressures they face.  It can be very lonely and speaking to someone like you who does ‘get’ it 

allows them to get things off their chest.   

1. If you ask questions about their business, how they are coping, what their accountant has said. That 

will get the conversation started, so keep quiets and let them unbundle and speak.   

2. Bring something to the conversation - generally people like to know what other people are doing and 

you can share that information and knowledge.    

3. Concentrate solely on their agenda and Something may come up that you can help them with. 

4. Don’t keep it focused on business, social chats and a drink with a group of between 6 and 7 contacts 

work well.  

5. Consider scheduling in one or two Beer Zoom’s or Wine Skypes – many aren’t able to socialise and will 

value being included. 

Le
s 

Les Philipps has a structured contact regime in place in his business.  Contacting his clients 

routinely 22 times a year, including check-ins, newsletters and even letting them know when 

Les would be away on holiday.  

The point being made here is that clients will forgive almost anything except indifference 

towards them. As the Bain and Rockefeller studies showed.   
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3 Add Value 

If you want to have a conversation with a client and add real value then this takes it to another level. There 

are two sources for adding value: - 

➢ Your knowledge and the knowledge you can access through your network. 

➢ People you know who could help your client.   

Make any advice and help you give worth paying for (even though it’s for free).  

People are much more likely to take your call if they appreciate your advice or the introductions you can make 

for them. They will begin to see you as a facilitator of value and therefore a valuable person to know.    

You can also use the internet to find assets you community would find useful or interesting. Again, you are the 

facilitator not the source. Videos, blogs, research or even opinion pieces can add value if you’ve fully 

understood the need properly. 

 

If you give then you will get, the trick is being strong enough to not to put your own agenda and rhetoric into 

the conversation.  Don’t add value and then ask for something, especially if it’s some work as it invalidates the 

entire interaction. 

If you do need to make a business development call, then it needs to be a completely separate interaction. 

Don’t waste the time you have spent adding value by then immediately entering sales mode.  You’ll just undo 

all the good work. 

  

One important point to make is never view your clients or candidates as just a source of 

revenue, which is easy to do.  This is a great opportunity to show people that you care, that 

they are special and the way you add value can do this. If there is work going, they will tell 

you. 
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4 Research 

Everything that you need to create a world beating company / service is in the minds and hearts of the people 

who use it.  Half the time nobody asks them for their opinion.  Now is a good opportunity to do this, people 

like to help and so if you ask for help you are much more likely to get it now. 

Firstly, focus on quality – how good is the service that you have been providing to them all these years?  What 

do you do well?  What areas do you think that we could improve on?  

Let them tell you, never push back and let them speak without you “putting them right”. All this will do is close 

down the conversation.  They use the service and their opinion is the one that counts most! 

Secondly ask in what way can you improve your service offering, you’re looking for innovative ideas from them 

as to what they would like to see you do.   

When we come out of this recession clients will want to see something different, so you may need to provide 

some other options to clients.  Businesses are a separate legal entity and have a separate personality.   

Asking;  what would you like me to do more of; what would you like me to do less of; what frustrates you?  

You will be given a helpful direction.  Don’t look at it as criticism and don’t let your pride get in the way. 

Summary 

I can summarise the webinar are in four key points: - 

1. We are now in the Survival Stage of the crisis. Your job is to survive and keep your core team intact. 

Spend less, earn more and stay in the game. 

2. Candidate care is massively important because clients will need less suppliers and the level of client 

care you deliver will help you make the cut. 

3. Client Care now needs to move to the next level. Build relationships and real add value wherever you 

can. 

4. Now is a great time to audit your clients – you don’t need to act on your findings now, but you should 

decide which clients will be part of your long-term future and which will not. 

If you want to watch the full, original webinar then please - Click Here to Get Instant Access 

https://www.flair.co.uk/extreme-client-care?utm_source=ebooks&utm_medium=Collateral&utm_campaign=Webinars&utm_term=pg8&utm_content=ExtremeClientCareNotes

