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MAGGIE: Hey there.  Welcome to Marketing Moxie.  Today we are talking about 

customer experience with guest Val Geisler. 
 
INTRO: Welcome to Marketing Moxie with your host, Maggie Patterson.  This 

show is dedicated to practical and proven, online and offline, marketing 
ideas that you can take away and apply to build your business, all with 
Maggie's signature, to the point, style and sass.  Let's go.   

 
MAGGIE: Ooh, this is such a meaty topic!  I love customer experience because 

there is nothing more annoying in the world than bad customer service.  
And I think we talk a lot about those bad customer service experiences.  I 
mean, if you're ever at a party and bring up airlines, everyone has got a 
bad airline story. 

 
 There are so many bad customer service experiences that we should 

learn from them, that we should be trying to make our businesses stand 
out.  As a small business owner, as a micro business owner, as even a 
small corporation, we have the opportunity to set ourselves apart through 
great customer service.  My guest today Val Geisler from Aspire and 
Grow, she focuses on systems, including systems that will support you for 
your customer service.  So let's listen in on my conversation with Val on 
the good, the bad, and the ugly of customer service. 

 
 Hey, everyone!  I have Val Geisler here today, and we are going to talk 

about customer experience.  She is an absolute wiz at customer 
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experience, systems, and really making sure the stuff that a lot of us think 
is not very glamorous works really well.  Val, welcome to the show. 

 
VAL: Hey, thanks for having me, Maggie. 
 
MAGGIE: Let's dive right into this.  Where do you think most solopreneurs, micro 

business owners, small business owners, where are just kind of falling 
apart when it comes to our customer service? 

 
VAL: I think it's, the first place that it starts to fall apart is in the middle, like 

towards the end of a project.  We're always really great about responding 
to people who want to hire us. 

 
MAGGIE: Yes. 
 
VAL: And then once they're a client, we almost start to take them for granted, 

right?  They're already here.  They've already paid us.  They already love 
us, and so as the product is delivered, that's where it really starts to fall 
off, and there's so much opportunity at the end of a relationship to 
continue it beyond the actual product delivery and into becoming referrals 
and marketing resources for you.   

 
MAGGIE: I love that you brought that up because I actually just realized that was an 

area of - I was falling down.  I totally admit it.  When someone has done a 
copywriting job with me, yeah, I send you a thank you gift, but I might get 
a testimonial.  But after that, like, why am I not offering to funnel you into 
something else?  If we've had a good experience, we really enjoyed 
working together, why aren't we talking about a retainer?  Why aren't we 
talking about a promotional something to do else with your business?  
Duh! 

 
VAL: Yeah, absolutely.  As business owners, our work contributes to the 

person who has hired us, right?  We're advancing their businesses, so as 
their business grows, they're going to have new needs.  Maggie, for your 
example, like someone might do a guest post and kick-starter, get all of 
these guest posts in and then have opportunities to continue working with 
you because their business is growing thanks to all that guest posting, 
right? 

 
MAGGIE: Exactly, and I think that it's an easy place to miss.  I mean, God knows I 

did, and the irony being that my business was built on referrals for eight 
and a half years.  I didn't have a website.  What am I doing?  How could I 
miss that?  I love that you brought that one up because it is all too real.   

 
 What are some basic customer services practices that we absolutely 

must have in place? 
 
VAL: Yeah, so definitely having your entire game plan laid out, so it's really 

important that, for each client, you go through the same process because 
you're bound to miss something if you don't have it written down.  Go 
ahead and write down your game plan from the very first email, point of 



contact, how are they reaching you, what are they coming in through, 
whether it's a contact form or email, maybe through your virtual assistant 
or direct to you.  Then write down each step of the process with you so 
that you don't miss something, so you don't forget to send that thank you 
gift after it's done, so that you don't forget to set up their custom DropBox 
with all their information, so that you don't forget to follow up three months 
later and see how the product is actually working out and where their 
business is at.  Keep an eye on them, and promote that next product of 
yours, that next level in your chain to them.  Making sure you have it all in 
writing and set up as a system is the best way to make sure it's consistent 
and really, really clear for every person who comes through your doors. 

 
MAGGIE: It also saves you the whole - did I do that; did I not do that?  I mean, if you 

have it all checklist, boom, you could totally get through it. 
 
VAL: Yeah, yeah, and you can use that checklist and grow with it.  You might 

add to it for certain people.  Maybe you have different checklists for 
different products so that you have a really customized experience.   

 
But, yeah, Maggie, we're busy people, and we cannot possibly remember 
everything without having it written down.  How many times do you go to 
the grocery store and forget that one thing because it's not on your list?  
You don't want to happen to your business. 

 
MAGGIE: That's a good point.  Flipping it from us internally to externally, being able 

to explain to your client all the steps you want to take. 
 
VAL: Yeah.   
 
MAGGIE: Upfront.  I know I just had a call with a client and they were like, "Okay, 

well, what are the actual steps we will go through?"  I was like, oh, no 
problem.  Whereas, if I didn't have that process mapped out, like you say, 
on paper, that would have been a very difficult conversation because I 
would have been winging it, and I wouldn't have looked very professional 
then. 

 
VAL: Yeah!  And you get to introduce the client to the way that you work, and 

you get to say, okay, so the first step is that we schedule our session.  
Then you're going to get a contact, and it's going to come from my 
assistant.  Then, once that's signed, you're going to get a PayPal link, 
make your payment, we'll get started working together on that first phone 
call.  There's no question for them. 

 
 A lot of times people will maybe book a date with you or make a payment 

on a deposit for a product and have no clue what's going on next.  You 
want to let them know one step ahead what's happening in the process. 

 
MAGGIE: Honestly, I know, listeners, if you feel like that's too much work, as 

someone who likes to know the next step, that is the difference if I will 
book you again or not for something.  Personality wise, I want to know 



what's next.  I've, as a result, bred a child who says to me every weekend 
morning, "What are we doing today, and what's the schedule?" 

 
[Laughter] 
 
VAL: For sure!  I wake up thinking, "What's for dinner?" so I want to know 

what's going on through the whole process.  I don't necessarily need to 
know, like, okay, I'm definitely going to have the final product by this date.  
I don't necessarily need that entire checklist, but maybe the next step or 
two.  I don't like to follow directions on Google Maps without seeing the 
overview, right? 

 
MAGGIE: Yeah, I like to see the whole map, so I think that that's a really valuable 

lesson. 
 
VAL: Yeah. 
 
MAGGIE: What makes you so passionate about customer service, especially for 

small businesses and micro businesses where customer service is just 
kind of one of those things that probably gets overlooked? 

 
VAL: It does and, in this digital age, it really can't be overlooked.  I can't tell you 

how many times there's a bad customer experience, and it's tweeted 
about and put on Facebook, pictures are taken, and letters are written.  
What is the overall cost of one bad customer experience versus one 
really great customer experience?  What does it actually cost your 
business to have a bad customer experience?  If you don't know what 
that is, then you need to figure it out because that first bad tweet, bad 
Facebook post, upset customer, really changes the game for how you 
treat your people.  You really don't want to be in those shoes.  You want 
to be in the shoes of the people who are raving about you, tweeting 
positively, and sharing with their friends and referring you, not just 
because you're the only person that they know that does what you do, but 
because they're the best person that you know.   

 
MAGGIE: Yeah, I love that - absolutely the best person.  I think it's interesting that 

you brought up what is the cost of that because I know, for me, the first 
thing I will do if I want to work with someone, I check with my direct, my 
business besties first.  I'm like, what's the scoop on this person?  Have 
you ever worked with them?  What have you heard?  Then I start to look 
at all of the pieces before I even will contact them, so how many 
customers are getting repelled by that one really bad tweet because they 
were able to find that about you?   

 
VAL: Yeah.  Addressing those negative things that come up, they're going to 

happen, especially as your business grows. 
 
MAGGIE: Yes. 
 
VAL: So you're going to have issues in that the bigger you get, the kind of the 

broader the reach, the more issues are potential to come up.  Sometimes 



they're things that you can avoid, and sometimes they're things you just 
need to own and address and say here's the solution.  Yes, I 
acknowledge the issue, and here's the solution of how we're going to fix 
it. 

 
MAGGIE: Yeah, that's perfect.  I know I had a client who came back to me.  I was 

very surprised about something and I, you know, just owned it.  I said, 
"Listen.  I don't like how this went down.  Let's figure it out.  Let me make 
it right."  I think, having the willingness to make it right versus dismissing it 
out of turn, is what really will bring the client back around. 

 
VAL: Yeah.  I know you talked about it really recently, Maggie, about having 

integrity around your work and doing what you say you're going to do.  
There are times where, especially for that customer experience, that's 
key.  I tell everyone that experience trumps service, so you can have, you 
can deliver okay copy and, if the service that they have with you, the 
experience that they go through with you is stellar, it kind of trumps that 
so-so copy.  Of course, your copy is amazing, right, because you're a pro 
at it, but it ever falls short, that experience is what's going to support you 
through the process.   

 
MAGGIE: Yeah.  I like that differentiating between service and experience because I 

think that it's easy to focus on the product and not how it's making them 
feel and all the intangible things. 

 
VAL: Yeah, yeah, absolutely, and that feeling, especially in this world where 

we're on Skype with people, reading their blogs, and getting text 
messages.  We want to feel, again, a little bit, right, instead of just having 
it be so black and white all the time.  That feeling of being loved on and 
cared for by your clients is just, it's priceless in your business. 

 
MAGGIE: Yeah.  I love that because I do think that it's very, very--especially online--

easy to forget we're dealing with people and not PayPal accounts.   
 
VAL: Yeah! 
 
MAGGIE: These are people who have challenges and things happen, biases, and 

we're all just trying to get things done, so sometimes things will go wrong, 
but it's how we deal with them. 

 
VAL: That's a tweetable, Maggie!  We're dealing with people, not PayPal 

accounts.   
 
MAGGIE: I think I wrote that in a blog post a couple weeks ago. 
 
VAL: Love it! 
 
MAGGIE: Sometimes that mass-market feel really makes you feel that way.  You're 

like, oh, you just want my money.  Forget it.   
 



VAL: Mm-hmm.  Yeah, and it's like, oh, I want to fill my program with 10 people 
or 20 people.  They're people.  They're not just 10 or 20.   

 
What does it look like to fill your program with 20 people?  Do you have 
the customer experience systems in place to support 20 people in your 
program, or is that just about making a certain income?   

 
MAGGIE: Yeah, and I think that, ultimately, if you're always focused on the money, 

shit will go wrong. 
 
VAL: Oh, yeah!  And no amount of money can actually fix it, right? 
 
MAGGIE: Yeah.  Yeah, well, I mean, I think there was someone I saw had posted 

something this weekend and said that about an Alexander Franzen post 
and basically said your reputation is the biggest asset you have.   

 
VAL: Yeah, absolutely! 
 
MAGGIE: You mess that up, you've got big problems.  
 
VAL: Yeah. 
 
MAGGIE: Switching gears from problematic customer service, what's one of your 

favorite examples of great customer service, because I'm sure you're 
always on the lookout for this? 

 
VAL: I am.  There are the big name companies that always come up over and 

over again: Zappos, Southwest Airlines, Nordstrom.  They all come up 
over and over for exceptional customer service.  It's really, for me, I love 
working with small businesses who can really impact on a really personal 
level.   

 
Maggie, you topped it off when we worked together and you sent me a 
little notebook afterwards with a note card, the personalized stationary 
from you, a little handwritten note card.  Handwritten anything in my book 
is, like, that's customer service right there, right, because everything is 
email.  Everything is fill out this survey.  We want to make things better.  I 
want your handwritten notes.  I want your postcards and that little 
notebook that I can fill with ideas - such an amazing followup to working 
with someone one-on-one.   

 
MAGGIE: And totally not why I asked that question, but thanks for the shout out. 
 
VAL: No!  Absolutely.  I know you weren't looking for that there, but that 

actually comes to mind because it's recent for me and because it was 
impactful to have something handwritten show up in your mailbox and, 
you know, who gets mail anymore, right?  It's all junk.  And so to have a 
little something show up, and it reminds you that, oh, yeah, I did work with 
a human being who, like, wrote me a card and said thank you. 

 
MAGGIE: Who has really, really bad handwriting. 



 
VAL: But that doesn't matter, right?  I'd rather have that than an email thank 

you or a request to complete a survey. 
 
MAGGIE: Yeah, and I think that's a good point, like, building into your process.  

Where can you add kind of that unexpected touch?  I know for me 
sometimes I'll just decide it's retainer client gift week, and I just start 
buying things for clients based on what I know is going on with them.  I 
had a client I knew was going on a trip, so I'm like, oh, you need a new 
wallet. 

 
VAL: Yeah!  I love that, the surprise gifts.  Okay, so it's almost Thanksgiving, 

right?  
 
MAGGIE: Yeah. 
 
VAL: At least here in America.  You guys already had yours. 
 
MAGGIE: We did. 
 
VAL: But it's almost Thanksgiving for us, and so send your clients Thanksgiving 

gifts instead of Christmas cards.  Send a thank you randomly.  Send it or 
their birthday or happy Labor Day, some kind of random date.  Everyone 
sends Christmas cards.  Differentiate yourself.  Make it special. 

 
MAGGIE: Yeah.  I think that's true.  Then it doesn't just go in the big stack of 

Christmas cards. 
 
VAL: Right, yeah.   
 
MAGGIE: But I will be sending Christmas cards because I'm a card maker. 
 
VAL: Well, of course. 
 
MAGGIE: There's no stopping me.  I'm a card maker, people.  You're all going to get 

cards all the time.   
 
VAL: You get cards for everything from Maggie. 
 
MAGGIE: Yeah.  If only I would get my act together on that, but that's another story.  

That needs to be on a crafty podcast.   
 
VAL: There you go.  There you go. 
 
MAGGIE: Val, where can everyone find you? 
 
VAL: I live in two places.  One is AspireandGrow.com.  That's kind of my home 

base.  There's where we talk a lot on the blog about customer experience 
and systems, and places that you, tools that you can use to keep 
organized, keep on top of your people, and ways to grow your business in 



a really simplified way.  It doesn't have to be hugely complicated to run an 
online business.   

 
 Then the other place that I am starting to hang out more and more is 

SystemsFinishingSchool.com.  Systems Finishing School kicks off 
November 3rd, and we are doing five weeks together getting systems in 
place in our businesses with a huge focus on customer experience.  Quite 
honestly, it really goes -- it focuses on customer experience, and then we 
set up systems along the way that help both your customers and you 
really enjoy the experience of your business.   

 
MAGGIE: I didn't know you had Finishing School coming up, so I love that because 

we all need a little more prim and polish, if you will. 
 
VAL: Yeah, and this is the perfect time of year to dig into our systems, right?  

It's fall, and things are starting to taper off a little bit for a lot of us.  We 
have some breaks for holidays coming up, and so dig into your systems, 
figure out what's going to make the most sense for you.  You'll get some 
really customized ideas specific to your business type because it's 
different for everyone.  Going out and asking your friends what they use is 
a great way to get started, but it might be a little bit different for you.  
Working with me to get your systems in place, understand what's going to 
work best for you, and create the best experience for your customers and 
for you in 2015.   

 
MAGGIE: Awesome.  Thank you so much, Val.  Listeners, everything will be linked 

up, as usual, in the show notes.  If you want to connect with Val, you can 
find her, all her info in the show notes.   

 
VAL: Thanks for having me, Maggie.  It was so fun. 
 
MAGGIE: I literally could talk about customer service all day.  It's one of those topics 

I feel very passionate about.  It's one of those topics I feel very passionate 
about.  I don't know if it's because one of my very first jobs was a 
customer service facing job as a baby sitter, and customer service for the 
parents, when you clean up the kitchen, gets you more gigs, or when I 
worked after school on Mondays back in the day at the video store.  
Rewinding the VHS and Beta tapes, all the tapes that came in that hadn't 
been rewound, you know who you are, people, who didn't rewind and 
return your movies.  I had to put them in the rewinders.  That was quite a 
glamorous job.  I've had many jobs, and maybe we'll have a whole 
episode one day on that on the podcast, but let's get into our takeaways 
to talk about customer service. 

 
 Takeaway number one: Pay attention to what happens once someone 

becomes a client.  We have really good systems and experience when 
we're getting started because we want to impress someone.  But what we 
really want to do is continually impress our clients day in, day out.  If you 
get them in the door and then start to drop the ball, don't acknowledge it, 
all of a sudden when it comes time at the end of the month to pay the 
invoice, someone might not be feeling that great about paying you or 



continuing to pay you, or hiring you, recommending you, or all of those 
things.  Really start to think about, on the backend of your process, how 
can you actually get referrals and really start to drive people out of them. 

 
 Takeaway number two: Write out your systems.  If you want to have a 

really great customer service experience for people, write out those 
systems.  Make sure that you know every step so things don't get missed. 

 
 Takeaway number three: Understand the difference between service and 

experience.  I've never really thought of it this way, but service is just kind 
of a baseline.  Experience is what makes the difference.  Experience is 
what tells the story about your brand, and experience is what makes you 
memorable.  Keep that in mind and just understand that you can't afford 
to have bad customer service.  You really, really can't.   

 
For you to create an experience that is tangible and lasting, and when 
people think of you it brings a smile to their face.  When they think of their 
experiences in your course or program, coaching with you, whatever it is 
you offer, even if it's an ebook, make sure that experience is a really great 
experience for them because people buy from people.  We're people.  
We're not PayPal accounts, so keep that in mind with your customer 
service. 
 
You can hop on over to get anything that was mentioned in today's 
episode, plus links to connect with Val, over at the show notes at 
MaggiePatterson.com/episode41.  And, if you're not in the Marketing 
Moxie community, what are you waiting for?  
www.MaggiePatterson.com/group, and you can hook up with us over on 
Facebook.   
 
Thank you so much for listening, and I'll catch you all soon. 
 

OUTRO: Thank you so much for listening.  Hop on over to our home base at 
http://www.MaggiePatterson.com for the show notes and more episodes.  
And you can join the Marketing Moxie Facebook group at 
www.MaggiePatterson.com/group.  And remember, as Yoda says, "Do or 
do not.  There is no try."  That's what having moxie is all about. 
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