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FEBRUARY 2018 CONTENT CALL: 
CREATE A PREMIUM ‘RITZ CARLTON’ CLIENT 

EXPERIENCE 

Recording Transcript 

We have some content today that we were going to cover at the ABI - but there 
was just so much going on. Let's break this down. Let's do this separately so that 
you're not completely overwhelmed with content. I want to preface this today by 
saying look at this from wherever you are starting out in business. We have as 
aspiration as far as our brand to be like the Ritz Carlton in terms of building a 
coaching business and a training business and have a Ritz Carlton-like 
experience and customer service. That is an aspiration and I'm going to be  
very transparent. Of course, we are not there yet. We have a long way to go. 
That's the goal. How can we start to bring that level of client experience into our  
own business and not just think of this through the lens of, "Well, that's 
something we use in hospitality" or other industries? Just think about that in 
terms of high level, premium style services in our own businesses - because I 
truly believe that one of the things that's seriously lacking right now in small 
business is quality. Quality of work. Quality of people. Quality of service. This is 
the place that we can all gain competitive advantage and stand out from the 
crowd.  

 
Coupled with that is the challenge that we're all small businesses. We don't have 
customer service departments. I feel like I'm fortunate now that we're building our 
team and we've got more people to support the business. We could triple the size 
of the team again and there would still be so much to do. It's an ongoing process 
- but even if you're a solopreneur and just starting out, it's important to think 
about what the experience is that we want to create for  
our clients from an intentional standpoint. Start to think about intentionally 
designing that in the beginning. That's what we're going to be talking about  
today. It doesn't matter whether you are in that solopreneur phase. You want to 
think about what this can look like for you. For some of you, you're ramping up. 
You're building teams and you're realizing what starts to happen is things are 
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falling between the cracks. You're getting so entrenched in delivery in your 
business that you know full-well your clients are not getting the level of service 
that you would love them to. This is a time for you to consider that and everything 
in between.  

A little bit of background: Susie and I are investing in Ritz Carlton Leadership 
Training. Susie had a background in working with Ritz Carlton and it is probably 
one of my favorite brands. They are global. They are the world leader in 
hospitality. They are absolutely known as the aspirational brand to look at in 
terms of client experience and client service - and they manage to do that on a 
global level. They've got 40,000 employees - and perhaps it's even more than 
that because some of them will have seasonal employees as well around the 
world. They've got representation in multiple different countries. Their customer 
service transcends culture and diversity and translates across the board. We 
remember that. If any brand can pull that off, we've certainly got to be taking 
some lessons from that.  

Today I just want to distill some of the learning that Susie and I are taking on 
from the leadership training through the client experience and customer service. I 
want to distill it down into something that feels very practical and doable and 
implementable in your own businesses. When you see that: "Create a Ritz 
Carlton Premium Client Experience," what does that conjure up for you? What 
does that mean for you? Exclusive. Luxury and pampering. High-class. Friendly. 
Attention to the experience from the clients' point of view. They know me. 
Anticipating what the client will want. Attention to detail. It's all of that.  

Let's dive in today and look at why this is really important and why we should be 
thinking about this. This is a quote from the Experience Economy in 2011. 
People are always talking about the different stages we are going through in 
terms of the generations. I can't remember exactly what the years would be for 
this - but we were in the Information Economy for a long period of time. 
Everything was about information and data. That was certainly the era of .com, 
the Internet and all of the sudden everything exploding with that technology. It's 
now believed that we are in the Experience Economy. That’s the years that we're 
operating in. This quote says, "In a world saturated with largely undifferentiated 
good and services, the greatest opportunity for value creation resides in staging 
experiences." We have to think about that. Even "staging an 



 
 

 
BE BOLD. PLAY BIGGER.® 

© SIMPLY ZEST LLC • ALL RIGHTS RESERVED • VANESSASHAW.COM • PAGE 3 of 17 

experience," is actively creating experiences for consumers, customers and 
clients. I really love that quote. Coming back to this part that I really believe in, it's 
a way to stand out particularly as a small business. There are multiple ways to 
stand out: we can be nimble and we can be flexible. We're the decision-makers 
when we're doing business. We don't get entrenched in all the red tape and 
complexity of some of the big corporates. One the places that we really can 
stand out in the small business world is to think about experiences – really 
fabulous customer experiences.  

Let's look at why the premium experience would be important. Why even bother 
to think about this? I think so many people are very short-sighted. I am going to 
keep harping that this happens a lot in the small business world. You have to 
look at the stats of what people are generally earning financially and some of the  
struggles that exist - the mindset of just working to get the next client, going 
month-to-month, paycheck-to-paycheck. There’s a whole mentality that exists 
around, "I'm going to get the client and once I get the client on board, I'm going to 
serve the client." Of course, you do the work and deliver, but we're not actually 
thinking once we've signed up the client what the service and the experience 
looks like for them so that we're not only retaining them; we're building a brand of 
loyalty. We’re building brand ambassadors. People that speak about the 
experience as well as happy, loyal customers.  

I've been looking at this for at least 5 years now: The Ritz Carlton and Motel 6 
are basically the same thing. They're a bed, a room for the night, four walls, a 
bathrobe, a bathroom, breakfast at some level - but what is it that differentiates 
the Ritz Carlton from a Motel 6? First and foremost, you've got people that are 
willing to pay considerably more for the same thing. The same goes on with 
airlines: People are going to get a flight to Paris from LA but some people are 
going to be willing to invest a lot more in flying first-class which costs at times ten 
and twenty times as much as coach might or they might fly business 
international, yet it's the same thing. It's getting them from A to B: a flight that 
gets them to their destination and the same thing is true in the hotel industry. I 
always thought: Where do I want to be positioning myself? The Motel 6 has a 
massive purpose. It has a great client base. For those people that are wanting to 
travel, do something on the cheap or don't have those budgets, it's a way for 
them to have some flexibility, some freedom and a bed for the night without 
breaking the bank. It absolutely has its purpose. The Ritz Carlton is going to be 
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about creating that luxury, high-touch service for their clients. Building brand 
loyalty. I don't think that people are going to be on social media bragging that 
they're going to be staying at the Motel 6 but you're definitely going to  
be going on social media when you've had an amazing experience at the Ritz 
Carlton. This is positioning. It really becomes a choice for your business. Where 
do you want to position yourself?  

If we were to say that the Ritz Carlton really is the top of the top – a 5 Star 
ranking - I'm not sure what Motel 6 would consider their star stat but I' going to 
put it at a 1 star or 2 stars for my subjective rating of them. Where would you put 
your own business in terms of stars right now? In terms of what you deliver? In 
terms of client service? In terms of your responsiveness? In terms of that whole 
customer experience? If you had to rate yourself, how would you rate yourself? 
We also know that there's a lot more to it than just rating yourself because 
hotels can play a game here - and certainly we've experienced that - that can 
throw a lot of features into the chain just to get themselves a star rating. Motel 6 
I'm going to rate it one star or one and a half stars because it does have a bed 
and a ceiling -  but it doesn't matter if they throw in a free breakfast for me. It 
doesn't matter that they put in a great big TV screen in the room. For me, that 
doesn't change the subjective rating that I'm going to give to it. A lot of hotels 
play this game. We've stayed in some pretty hokey places over the years where  
you can see that the hotels are just playing a game of piling on features and 
different things in their hotel and in the rooms just so they can qualify to go up in 
the ratings. That’s about really paying lip-service. It's not about customer service. 
It's just paying lip service to a system whereas when we start to look at the true 
5-star experience with something like the Ritz Carlton, we quickly  
see that they go so far above and beyond. They exceed expectations. There's a 
level of surprise and delight and highly personalized service which is why it is 
considered the global leader and a set of standards to aspire to.  

Just curious - and purely for fun - you're not getting marks against this: If you had 
to give your own business stars right now between one and five, where would 
you rate your own business? How many stars would you give yourself? If I was 
going to say for our business right now - we’ve been thinking about this and 
being intentional and asking ourselves that question - I would probably put us 
somewhere in the middle - a 3 with a lot of room for growth. Whatever the rating 
is that you give yourself there, I want you to think about: Why did you give that 
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rating? What’s already in place? What's already in place for you to give that 
rating? Honestly where do you want to be? This is personal. This is your 
business. You might be saying, "I don't want to be the Ritz Carlton of my 
industry." Perhaps you want to be a solid 4-star business. You can start to look at 
defining that for your own business: What would that look like for your business? 
How would you know that you were there at those 4 stars and really deserving of 
them? Somebody from the outside comes in and says, "Yes. I totally agree. This 
is 4 stars."  

One of the things I thought was fascinating - and for me this was a big insight into 
the Ritz Carlton brand - is that they have what's called the "inside-out" process in 
terms of their customer experience. I had imagined that when we went to our 
leadership training there to learn about this, we were going to learn about all 
different systems and structures and touchpoints and how to speak  
to clients and customers and guests in their world but in fact a lot of the day was 
spent on how in order to create that type of customer experience, it actually 
starts on the inside. It starts on the inside of the organization within their teams 
and within their structures. All of that starts with a very strict hiring process. They 
have a term: "You're very Ritz Carlton." They have very strong screening as to 
who they believe is representative of the brand. To get in and work, there are 
already obstacles you have to cross. Then there's a massive focus on building 
engagement inside of the organization. If any of you have been involved in 
corporate and looking at lack of engagement in corporate and in general in 
organizations, you'll see that the massive majority of the workplace is really 
disengaged. Most companies struggle to get great brand loyalty. Most companies 
are struggling with retention of top talent. People are burning out. They're feeling 
jaded. All of the sudden, you've got this brand that’s got 40,000 employees that's 
very desirable - and a lot of the people that we were being taught by had been in 
the brand for decades. They were absolutely entrenched in that culture. That's a 
big part of their customer experience: The Ritz argues that it has to start on the 
inside and the way that we're treating people on the outside absolutely has to be 
in alignment with how we behave on the inside.  

I believe - and it's not just anecdotical but from working with hundreds of people 
in corporate and studies that also represent this as well - most organizations are 
seriously mis-aligned. They don't walk their talk. There's a lot of skepticism. They 
have values that are not being followed inside the organization but they're the 
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values that are preached on the outside. What that breeds is a level of 
skepticism, a level of lip-service to things. Leadership just plays lip-service to 
things and then that often doesn't translate into great customer service because 
we don't have engaged employees. We don't have an engaged team. We don't 
have people that are really proud to work for the business. That's going to show 
up in a lack of customer service or just at a surface level, paying lip-service to it. 
Even if you’re a solopreneur. It doesn't matter if at the moment it's just you. How 
are you operating inside of your business? How are you treating yourself? How 
proud are you of what you're putting out into the world? Are you feeling 
embarrassed by it and hiding out and therefore it translates into customer 
service? I see that a lot in the small business world where we feel like we're 
lacking in something on the inside. All of the sudden, we hesitate to reach out on 
the outside. We get inquiries coming through and instead of being super 
responsive, we're taking way too long. We've got to ask ourselves: Why is that? If 
we were feeling really proud of what we had to offer from the inside, would we 
not be more productive in reaching out to the outside? That already starts to 
create some of that customer experience.  

Interestingly enough, another one of my major heroes is Richard Branson - 
massive mogul in the business world, massive philanthropist, Founder of Virgin 
as well as tons and tons of other companies and just entrepreneurial through and 
through. Richard Branson also dispels the myth that the customer is always right. 
His main focus is on team - and employees come first. We focus on the team 
first. We focus on the inside and then we make sure that's translating into the 
outside service. I think that is something to be thinking about in your business. I 
know for us as a business, it's something we are actively working on as well. One 
of the things I am very proud of is you could look behind the scenes of our 
business and you're not going to find a massive mess. Of course, there's always 
things in progress. There's always things that need to be done. The way we treat 
one another, the way we talk to one another, the way we're engaged, the way we 
set goals together, we have fun together, we socialize with one another as a 
team and really enjoy one another. There aren't any real surprises there whereas 
a lot of times I've been involved in businesses or coming in from outside as a 
facilitator that it all looked good on the outside  
and you get behind the scenes and it's just a mess. Highly dysfunctional. That is 
something that whatever level of business you're at, you really want to think 
about. Cleaning that up very early on. This is not a lesson to think, "Oh my gosh, 
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I'm just so small. I've got so much to think about. I'll worry about that when I've 
got 15 employees." Worrying about it then is often going to be too late because 
those habits and that brand can be entrenched, and it can be difficult to turn 
around. Think about what it looks like on the inside of your business right now.  

This is another really surprising lesson linked to the inside-out from the Ritz 
Carlton: They really invest time in their employees feeling happy. They've looked 
at the studies. They know that happy, engaged, positive employees translate 
back into a great customer experience. I know logically from a lot of my work in 
emotional intelligence that all of the emotions we experience are contagious. 
Whether we like it or not. So, we want to think about: Are we spreading more 
positivity through the world, through our clients, through our touchpoints - or are 
we spreading negativity? We've all been on the receiving end of bad customer 
service: when it's grumpy, when someone is really having a bad day, when you 
feel like you're the one as the client or customer that they're taking things out on 
or they're not looking you in the eye, they're not greeting you correctly they're not 
giving you a good send-off, whatever it is. We all have so many of those stories. 
For the Ritz this comes down to really standing out with positivity. It's not in some 
crazy, happy way. It's very grounded. You will notice that the employees of the 
Ritz know how to keep their emotions in check They know that they're there for 
the client experience. They know that clients will remember not what you last 
said but how they felt in your presence so that is a big part of the brand.  

As small business owners, it's so important for us to remember this. At every 
touchpoint with our clients, how are we showing up for them? Some of those 
small things: When we answer the phone, do we answer the phone as if 
somebody is inconveniencing us and getting in the way or do we answer the 
phone as if we're smiling? Do we answer our emails in a good, positive tone as 
well? It's challenging, right? I'm not saying this is necessarily easy when there’s a 
lot of demands and we're juggling a lot of things. We can easily go into our heads 
and get very task-focused. You've got to think about this in terms of the client's 
experience and create more positivity around what you're doing.  

One of the other pieces for the Ritz Carlton is a lot of us talk about customer 
service in the sense of 'Treat others the way you want to be treated yourself.' 
We’ve heard that so many times. How do you really work out what good 
customer service is? We can all go down to some basics: respect, being polite, 
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being kind, being helpful. There's some of these classics that most of us would 
agree with but most people would say it's just about treating others the way that 
you would want to be treated. It's the golden rule of customer service. The 
platinum rule of customer service as far as the Ritz is concerned is treat others 
the way they want to be treated. This takes this on to a completely different level. 
because now you’ve really got to know: How do others really want to be treated? 
You've got to be far better at understanding your clients, really deep listening to 
them and starting to create some of these magical and different experience that 
are going to delight.  

We've had a couple of examples with the Ritz in the last couple of years. One of 
the great examples of that would be when we were at the Ritz Carlton in Bali for 
the first time. Olivia had recently turned Vegan - or it was certainly her first year 
of being vegan. This was one of the big trips that we were doing - navigating 
hotels and restaurants with a vegan teenager in tow so there's a couple of 
challenges there. She discovered a dish at the poolside bar that she really loved. 
It was a char-grilled watermelon or something. It was a gorgeous presentation, 
different flavors and she absolutely loved it. I think she'd ordered it twice and we 
were getting ready to move on to another country. She said, "Do you think, Mom, 
if I went and asked the chef they would share with me the recipe because this is 
something we could easily make back home and I could learn how to do this." I 
said, "Sure, go and ask them. I'm sure that they'll give you the recipe or they'll at 
least share how they prepared it." With that, she went and asked them and they 
said, "Yeah, don't worry. We’ll get that for you." We turned up in our suite later 
that afternoon - we'd come back from the pool - and we're there relaxing and 
there's a knock at the door/ With that, the chef arrives in the suite with his 
assistant. It's the premium service: you've got the tray, the silver platter and here 
was that dish prepared again for Olivia so that she could see it and study it. The 
dish was all there and prepared for her and the whole recipe as well. All the 
instructions to make it typed out on a beautiful card that she could take with her. 
They'd brought that to her but they had even gone one step further. I was bowled 
over by that. There they are in the suite with the assistant and the assistant has 
got a little bowl of handmade macaroons and some tea and everything for Robert 
and me. It wasn’t even like they'd just done that for Olivia. It was like, "Well, you 
might feel a little missed out. We brought this for your daughter" and here was 
this exquisite dish of macaroons and tea for us. That's just an example there of 
the platinum rule. That was listening - really listening - to a question and turning 
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that into how we go above and beyond. A child or teenager has asked for that 
recipe and that would have been great. We still would have said that was 
customer service - but how do they take that above and beyond and create 
something that was a memorable experience that I'm now sharing it with you?  

I'm going to give you another example about treating others how you would want 
to be treated. The other day Robert and I were up in Tucson. I was speaking at 
an event on Friday and we decided we would stay in Tucson overnight and turn it 
into a little bit of a staycation. We were a few hours from home. We went to 
breakfast the next morning. It was a Hyatt. It was still supposed to be a fairly 
decent hotel. We went for breakfast. We sat out on the patio and as we were 
ordering our breakfast Robert and I both asked for a cappuccino and the 
cappuccino turned up in a Starbucks cup. That's not how I want to be treated. 
That's completely missing the mark. I get that they had a Starbucks there and 
they clearly couldn't make a cappuccino in their own restaurant - which seems 
insane given this was like a Grand Hyatt or something. Think about it. I'm sitting 
out on beautiful patio. We're looking at the mountains. We’re looking across the 
pool. It's a Sunday. We're relaxing at brunch. It's one thing if I'm out walking the 
dogs or something holding my Starbucks - but this isn't the time to just serve it up 
in that paper cup. Of course, Robert and I immediately took it. There were cups 
on the table - proper mugs - and we ended up pouring our own cappuccino into 
it. For me, that's just an example of totally missing the point. That might well be 
acceptable for you. Treat others the way you want to be treated. Yes, you 
delivered the cappuccino but there was zero finesse. Zero thought to the delivery 
of it. Just some of those simple things. That's the platinum rule: it's thinking about 
how others want to be treated. It's going to require a different level of listening 
and a different level of learning. It requires getting creative at times but some of 
those extra surprises can delight.  
 

The last part which I want to build into this today is to look at how you really start 
to build some of this customer experience. Start to build it intentionally in your 
own business. If we look at the brand of the Ritz Carlton - a global brand - it's not 
something that's created on the fly; it's very much a part of their brand. It's their 
values. It's their training. It's that inside-out process. How do we start to translate 
some of those lessons into our own small business? Into a practical action plan 
that we can do something with? What been valuable to you in this training so far 
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and how do you think you could use this in your own business?  
 
We can take the Ritz Carlton and we can learn some lessons there. Susie and I 
are going to be in ongoing training in our leadership development. Throughout 
the program, we're going to be sharing and distilling pieces down for you so that 
you can benefit from what we're investing in - but I also thought today it might be 
helpful for me to share some of the things that we're wanting to do as a business. 
Some of the lessons learned as we aspire to take our business into more of a 5-
star client experience. Next stage is to get it into 4 stars and to look at how we 
build that intentionally. Also, how do we do this knowing that we're growing a 
business? Our aspirations now are to take our business into the multi-7-figure so 
we're still growing. It's not like all of the sudden we're standing still and we're 
building these new things. There's many things that come into play. 

Let me share with you some of the worksheets that we're going to be using inside 
of our own business and how you can start to use these in your business.  A 
couple of things to really understand behind all of this is to start to think about 
your clients and the journey that they are going to be going on with you. 
Understand that it's an emotional journey. People buy for emotional reasons. 
They then justify it rationally. Once they start to work with you, there's just a 
whole host of different things that come into play. The more we start to think 
about this, the more we can start to design some of the experience and some  
of the touchpoints to meet them where they're going to be on that emotional 
wave. I think that what's interesting to note is that most clients – and most of your 
businesses - are going to be dealing with some sort of behavioral change. That's 
the business that most of us are in. We're trying to get our clients to do 
something different. If you're in health care, you're trying to get them to be more 
proactive in their health and take greater care of themselves and their well-being. 
We have a lot of you right now that handle different areas of divorce. That's 
definitely an emotional place to go and to be. You're trying to work with clients to 
navigate the breakup of a family, the breakup of their finances, kids issues and 
all the rest of it. That’s going to be highly emotional. At the end of the day, you're 
going to want them to do something different - to behave differently - because 
otherwise it's probably going to be difficult to work with them. Negotiating in 
government contracts - they go on an emotional journey. These could be people 
that are struggling with building their business. They think they've got something 
great they want to put it out there in the world in a bigger, better way. Again, 
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you're going to be wanting them to do something different, so we've got to start to 
come at this thinking it's not just the business that we do, it's really that we are all 
taking our clients on some sort of emotional journey.   
We want to start to think about how they feel.  

As a general rule, there is a cycle that happens when anybody. It’s very human. 
They go through a cycle of change - and that's at any point when they decide to 
work with you. Most clients are going to be feeling more hopeful, more optimistic, 
essentially more positive at the point that they make that choice to work with you. 
Prior to that they may have been in denial, in overwhelm, in a complete fog. It's 
almost like emotionally they get this peak. They decide to work with you and now 
they're hopeful. Think about your own experience coming into this program. We 
know that a lot of the time we make that decision and we go, "Ok I've made that 
big decision. Now I've at least decided that I'm taking care of my business and 
I'm going to get some help." It can feel like there's a relief and there's some 
optimism and hopefulness: “What's it going to be like?" So, we often get this 
peak emotionally. Then what happens in any change curve that humans are 
going through - and it's always going to happen by the way. Nobody bypasses 
this. We get this peak but then the reality of that change can actually hit. We 
discover that perhaps there's a whole lot of things that we weren't aware of. 
There's a whole lot of steps we weren't aware of. All of the sudden, we've got our 
subconscious mind throwing out doubt or we've got other people throwing out 
doubt. It doesn't matter what business you're in; people are going to be going 
through this process. They're not always aware of it. That's the thing. All of the 
sudden, you can have clients that are happy to sign up with you and they’re 
excited and before you know it they go into this dip. Often what I call that is this 
rollercoaster: I'm up and then I'm down and it's the overwhelm and not knowing 
where to start and perhaps all of the sudden they're not feeling as optimistic. 
They're feeling pessimistic. They can feel very lost inside that process because 
they're embarking on something new.  

How can we help them navigate that journey? We get the high. We get the dip. If 
we can help them navigate that dip, clients will come out the other side of it. The 
growth curve at that point means once they start to come out the other side 
they’ve actually grown. They've learned new skills. They've learned a new way to 
be in the world and they'll be able to see that they are further ahead than that 
place that they started. It's also the reason that a lot of people stop – because 
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they get into that uncomfortable place in the middle and you’re losing them. 
Something happens, and they throw our excuses - they can seem like plausible 
excuses but oftentimes what's really happening is clients have met that dip. You 
might be wondering - what am I here for? It's to help them, give them great 
services, help them navigate all this. “I know I've got a great solution” and now 
your clients are nowhere to be seen. They're not returning your calls and they're 
disengaged. You have to understand this for your own business: What is that 
emotional wave that they are going through?  

The reason for us plotting that line is a lot of our programs work on a 12-month 
basis. That's how we work with the majority of our clients. Yours might be 
different. Let’s imagine we had everybody starting at the same time in a program 
and ending at the same time. We would be able to map out an emotional wave 
that would be quite predictable for quite a number of our clients. We’re going to 
know that there's going to be this excitement and then it's going to drop off. We 
would have some of our places that re-energize the clients: our ABIs. We 
actuallty have three of those throughout the year as opposed to two because our 
clients before shared with us that they were such a highlight and they were the 
shot in the arm that they needed to re-energize. We know that people are not 
going to stay the same throughout the year. We could start to track this.  
 

The first thing for you to think about: What is that emotional wave that your 
clients are going through? From before they sign up with you to the moment they 
sign up? What happens afterwards? At what point might they start to be dipping 
again? Where do they need that boost or that energizer or that touchpoint? What 
is it like for them when they're starting to come to the end? This is where you can 
start to put - for the Emotional Wave - what's working? What do you think you're 
doing really well right now in terms of meeting them where they're at? What do 
you think is not working so well? Then some of your ideas for how to improve 
things. I'm going to give you really practical things right now - but onboarding can 
be a place a lot of clients fall down on this. Clients are excited to work with you. 
You have no idea how long they've been agonizing before they've said "yes.” 
They're normally in a great place of excitement and if you as a service provider 
don't meet them where they're at and you leave a long time to greet them, 
welcome them in, on-board them, get them engaged in something they should be 
doing, that excitement can fizzle out. That's a place where a lot of providers do 
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make mistakes particularly as they grow. Perhaps they need more team to help 
with that.  
 

Think about: What is it that you're doing well and what's not working? What 
would be some of your ideas of how you might improve that? I want to share with 
you transparently what we're doing in our own business so that you can learn 
from this. We've hired Diana to be our Client Concierge because we just got to a 
point where we can't keep up. We know full-well that there are things that are not 
working. We want to improve this. and that's creating somebody who can now be 
that focal point and create these touchpoints. It's not about changing everything; 
it's about just coming up with some ideas of where you think some improvements 
need to be. You know me, I'm always going to go with the top three ideas. 
They’re the things to implement or it might just be one. “This quarter, I'm just 
going to work on this one thing.” An obvious place to start is how do you on-
board clients? What's your welcome process look like? Is there a welcome pack 
or welcome gift? Something that's informational? A welcome call? Those are 
some of the obvious places that you really want  
to think about starting the process off well.  
 

The next piece of that is thinking about it in the emotional way How do we start to 
build a system so we've got some early warning signs? This is about how we run 
the business. A lot of you get this all of the sudden, "Oh my gosh! The client's 
gone silent" or "The clients turned nasty" or they're becoming rude or whatever it 
is. Something has happened and at this point it's typically negative. If we track 
back, chances are there probably were some early warning signals in place that 
we could have seen so that the client wasn't going to this desperate place. What 
we've put here is green, orange and red. This is a system we are implementing in 
our own business. I’m giving you this one as we are implementing it ourselves. 
From a client perspective, how do we know when they are green? Green 
basically means good. They're engaged. They're getting what they need from us. 
They're progressing. We have to define what green - like "go" - even looks like.  

What does orange look like? How would we define that in our own business? 
We've got to start to look at what the signals are that might say to us, “Hmm, 
something's not quite right here.” Instead of letting it get to a red signal where all 
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of the sudden everybody's on hyper-alert, what are some of those things that we 
can look out for as a business that means that we're really dealing with oranges? 
The goal is hopefully to get them back to green and not to get people to that red 
place.  
 

I'm going to share some anecdotes here.  I was reading this thing I came across 
recently. It's relevant for this. It was the study of people drowning. This is 
definitely a grim example. When people drown out at sea, the people on the 
beach or nearby say, "We just didn't see anything. it was a crowded beach. 
There are people all around. We didn't hear anything. We didn’t see anything. 
Why didn't they shout or scream for help? Why didn't they put their arm up?" I 
think I was reading this on Reddit or something like that. It turns out that 
physiologically, it's impossible. When someone is drowning, physiologically they 
cannot get their arm above water to signal for that help. When they come back 
up the only thing they can do is take that emergency breath - the gasping for air - 
before they go back down again. I do apologize for the grim example but for me it 
was a massive "a-ha" in starting to think about this from a customer service point. 
We've always said in our business: Reach out. You only have to reach out and 
ask for help and you're going to get a response. We'd never turn around and say 
“no” to somebody. What is it that stops people from even reaching out? If we 
understand the emotional wave, we might just realize that something's going on 
for somebody. Perhaps they are in the orange zone. Perhaps they feel like at that 
point, they can't raise their hand. As a business when we're thinking about the 
customer experience with the Ritz Carlton lens, we've got to think about what 
those signs and those subtle signals are that we perhaps need to pay more 
attention to so that we can actively reach out. It's not looking at these signals 
saying, “Oh my gosh! We're heading for the red zone here. We're just waiting for 
that email to come in.” I've certainly been guilty of that in the past particularly 
when we're busy. Circumnavigate that upfront and go, “Wow. What can we do?” 

 I definitely want you to think about this for your own business and for some of 
your clients. How would you be measuring - especially if you were training 
somebody else? You might be highly intuitive where your clients are concerned 
right now but if you had to hand this over to a client concierge, what would you 
be saying are signals that clients are green and they're great? That doesn't mean 
to say that you don't do a touchpoint. I'm going to come to that. Don't ignore 
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them. If they're green, that might be a place where I put the action is still to reach 
out. It's a reach out to celebrate them and check in. In our business, we want to 
be celebrating the progress and all of those steps as well even when people are 
at green. We don't want to be leaving people behind there. What are the signals 
that you would be training somebody else on that say, “Now we're really at an 
orange”? We need to be alert here”? There could be something going wrong. 
What would you be looking out for? What are some of these practical actions that 
can be taken?  

The same thing with red. I really encourage you - especially when you get to red 
- don't just send an email. This is the place where you've got to pick up the 
phone. I see a lot of you say, “My clients are backing out” or they've gone silent. 
You’ve got to pick up the phone. You've got to do as much as you proactively can 
to get that conversation going. That's the early warning system. Where can we 
be more proactive and leading this experience and understanding the process - 
the emotional journey - that clients are going to be going through? 
Again, this is something we're implementing right now is looking at what the 
different touchpoints are that we would have in our different programs. Touch 
points - we all have these by the way. This isn't about just customer service; it's 
thinking about what all the different things are when you might be coming 
together with your clients: you might be hosting events, one-on-one meetings, 
phone calls, deliverables, etc. These are touchpoints so that the relationship is 
going to be there. We analyze. We had some analysis done on our business to 
look at the client touchpoints. At the time, I think in ACCELERATE there were 48 
touchpoints. We got it official - all documented. We're about to increase it even 
further. If you think about it: 48 and there's 52 weeks in year. That’s a lot of 
touchpoints. That was between the ABIs, the Content Calls, the Q & A, the 
onboarding the game plans and all of these different things. We actually went in 
there to say, "How many touchpoints are there in terms of supporting the 
program?" Now we’re looking at those touchpoints to say, “How do we still 
improve these further? What else is needed beyond those?”  

I'm going to give classic examples from our business: We know full-well that a lot 
of you have experienced this: You come to the ABI and you’re saying exactly 
that: "This is amazing. We were feeling a bit down and out at the end of last 
year." Some of you had a great end of last year. Some of you were like, “Can we 
just turn the page? Done with this!” You come to the ABI and we're together with 
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peers. I'm not the only one. It's a real high - and I love those. We experience that 
high with you as a team. They're highs for us as well which is a really good thing. 
What's going to happen after that? You're probably going to be good for a month 
or so and then things start to drop off. You get back into the weeds of your 
business like a lot of other people do. It can start to get a little stale between 
those live interactions. This is where we start to look at what else we can be 
doing. What other little touchpoints can we have? What other surprise could we 
put in there just to make sure everything is ticking along nicely and people are 
getting the support they need? For us, we have a year-long program so we start 
to look at the months there. Down the side could be your different touchpoints. In 
ours, we'd have the ABIs. We'd have the game plan with Vanessa, we'd have the 
Content Calls. Now, we've got the client concierge and there’s going to be 
touchpoints there as well. We're also looking at different personal touches that 
we can include throughout the year and throughout the program.  

A lot of that requires that you start to learn a little bit more about your clients. 
You've got to start where you're at. I think financial services actually does this 
incredibly well. Financial advisors - if there's one thing they’ve done particularly 
well, it’s starting to look at client touchpoints. They've been doing that for years in 
terms of knowing when wedding anniversaries are. They'll know when their 
clients’ birthdays are. They'll know things because they're dealing with people's 
life. They'll know things like the kids’ names and when are they going to graduate 
and if they have pets and things like that. They’ll start to build different 
touchpoints around it. For their champagne clients, they typically call their "A-
Grade" clients. They’ll know if the man of the family likes to smoke cigars or 
perhaps what his favorite whiskey is, the sports that they're involved in, the clubs 
that they're involved in, some things they like to do for hobbies. A lot of that is 
information that financial advisors get when they're onboarding their clients when 
they're doing it well. Then they’ll start to look at this from the standpoint of their 
touchpoints. With those clients, how many meetings are there going to be? It's 
one thing when there's a meeting and you're talking about investments and 
portfolios - which you'd probably find a lot of clients don't even want to know 
about. You as an advisor often want to tell them more than they want to know - 
but one of the other things that clients would really appreciate is being invited out 
to dinner with a bunch of other really cool clients or a wine tasting or something 
special for a son’s or daughter’s graduation.  
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This is where we start to think about building out some of those touchpoints. You 
want to start with what you are already doing and then basically think about this 
through the lens of if you were going to give yourself one more star. You're  
going to go up a category. What else would you want to be doing so that you're 
feeling really proud of the way you're creating that customer service and client 
experience? What are some examples of touchpoints that you've either 
considered doing for your business or are already doing for your business - or 
perhaps been on the receiving end of? Some of those touchpoints from another 
business that make you go, “This is really cool. I really like that idea.” This is a 
way we can share some of those ideas and start to feel creative. What are some 
of the things perhaps you've been on the receiving end of or that you've wanted 
to do in your own business that might benefit the group?  


