
Whatever business you are run-
ning or working in, the main 
route to success is developing 
enough (happy) customers or 
clients to drive your business or 
personal needs. 

The most successful businesses 
have learned that when they 
take their eye off the customer 
things go awry. 

Virgin Mobile is a good example 
of a company focusing on its 
customers. They have entered a 
very aggressive market, but by 
choosing to be customer centric 
in a refreshingly proactive way, 
they have become the fastest 
growing mobile phone provider 
in the UK. 

As a converse, you just need to 
look at Marks and Spencer’s 
whose complacency towards 
their customers cost them a 
75% fall in profi ts (exacerbated 
by an unreasonable amount of 
bad press). After a prolonged 
period of massive organisa-
tional change they are fi nally 
getting back in touch with their 
customers’ needs and the prod-
uct is fl ying out of the door 
(and, happily for many, the 
share price is growing too). 
The start of a new year is a 
great time to assess whether 
you are doing what it takes to 
meet your customers’ needs. 
So what are you going to do to 
make yours happy in 2006?

4 Key Tips to Customer 
success
If you were to focus on the follow-
ing 4 areas, changing your approach to 
deliver better results, I guarantee you 
will be even more successful this year 
than you were last year.

By the way – we all have customers. If 
you are an employee don’t think that 
this doesn’t apply to you. Just keep 
reading!
 
1. Know your customer
The biggest mistake we can make is to 
assume we know what our customers 
want. Get out there and check. 
One reason why Ragdoll have been 
so successful is that they do precisely 
this. For their TV programs to work 
they have to please 1-8 year olds. The 
production business is designed to 
interact on a regular basis with this 
age group.
If you are an employee who is your 
customer? The company? Your line 
manager? The directors? Take a mo-
ment and think this through. Who im-
pacts your sales (or salary) and your 
perceived success in the business? 
This is the person or people who you 
need to consider as your customers 
this coming year.

2. Find out what your custom-
ers need 
If you don’t know what they want, you 
can’t give it to them. So, if you don’t 
know how about asking? 
I was talking a few weeks ago with the 
MD of a new state of the art editing 
suite who was trying to understand 

how to communicate and market to 
his target customers – production 
companies. He did not know what 
their buying criteria were and there-
fore found it hard to position the new 
company to them. 
The simplest solution is to set up 
some informal meetings with pro-
spective customers and ask them 
what would they need to see in or-
der for them to buy? How does the 
information need to be presented to 
make their decision making process 
easier? Who is the decision maker? 
What needs must you serve to guar-
antee a sale?
What’s the risk in asking? Take some 
time to think through your questions 
to maximise the opportunity and 
learning. But most importantly get out 
there and do it!

3. Dress to impress…the 
customer
These may seem so obvious but so 
often people get it wrong.
If any of you watch Dragon’s Den (a 
business programme where entre-
preneurs pitch for venture capital) 
you would have heard Peter Jones 
(one of the Dragon’s) reject pitch af-
ter pitch because the entrepreneur 
failed to dress in a way that inspired 
confi dence, or that conveyed that the 
individual meant business. In order to 
impress Peter, you need to look the 
part and dress accordingly, for a lot 
of businesses that means a suit. Peter 
wears a suit in all the shows and we 
tend to like people who are like our-
selves! There is a clue here.
I have a client who has signifi cantly in-
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The Year of the 
Customer?

Laura Ashley-Timms, 
the Licensing 
Industry’s very own 
Coach, has teamed 
up with Total 
Licensing to 
challenge you to 
improve yourself
and your business.

So read on... and 
then send in your 
questions to be  
answered in our 
regular 
‘Coaching Corner’ 
feature.
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Don’t forget that for 
readers of 
Total Licensing 
Laura is offering a 
completely 
FREE no obligation 
30 minute coaching 
consultation. 

So go on and pick up the phone, 
what have you got to lose? Your 
only risk is spending half an hour 
talking about yourself…
Contact Laura Ashley-Timms at 
Notion Limited. 
Tel (UK) 0845 4568217 
(Int) +44 (0) 1926 840078 
Mobile +44 (0) 7968 164083
laura@notionltd.com. www.
notionltd.com 
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Coaching Corner
Q: We have just exhibited for the fi rst time and now 
want to capitalise on the leads we have generated. 
What should we do?
Licensor

A: Congratulations, I hope you had a good show. What you do 
with the leads is as important as collecting them in the fi rst place. 
The fi rst question to ask is ‘what was my goal for exhibiting?’ – 
Were you looking to launch a new property? Increase awareness? 
Increase your network in the industry? Or sell licenses?
Depending on which of these priorities you have as a business, will 
affect the focus of the follow up.
The fi rst priority is to sort them into 2 key categories:
a) Those that you have committed to take an action with e.g. send-
ing out more information, answering queries or are genuinely hot 
leads and
b) Those who are just general information, network gathering 
contacts
The (a)’s need to be dealt with immediately after the show to 
both maximise your professional impressions and also to main-
tain interest and momentum. Once you have sent out the initial 
information you then need a quick follow up – and it has to be 
personal.
Whatever you do, do not hide behind email. Pick up the phone or 
arrange a face-to-face meeting. Stay focused on why you are doing 
this in the fi rst place even if sales are not your forte.
You also need a strategy for the (b)’s, which in turn will relate to 
your overall business goals. Why did you collect the lead in the 
fi rst place? What end result do you want out of the show? How 
do you want to communicate with them? Newsletters? Regular 
email updates on the properties? Christmas cards? Invites to oth-
er launch events? PR releases? The list is endless. The frightening 
fact is you often need to “touch” a prospective customer a huge 
amount of times before they buy, i.e. not just 2-3 times but nearer 
30-50 times. 
At the end of the day it is your decision whether these leads will 
languish in your address database or whether you will nurture 
them into meaningful future business prospects. 
Something to think about when planning your follow up!

creased his success rate of converting 
leads to clients in the last few months 
from 25% to 40%. This has had a mas-
sive impact on his turnover this year 
and has given him the confi dence to 
change his business model next year, 
which in turn will increase his turno-
ver by a factor of 8! 
Apart from my obviously brilliant 
coaching (!) one of the major changes 
he made was to wear a suit and more 
modern shirts and ties to his meet-
ings. 
His customers are mostly profes-
sionals and business owners – all of 
whom wear suits!
When you are away from the custom-
er you can wear what you like – but 
if you are going to meet a customer, 
think twice what to wear. Wearing 
jeans in a heavily suited environment 
would not build rapport (you can still 
look creative in formal clothing) and 
likewise wearing a suit in a very casual 
environment may also give the wrong 
fi rst impression.

4. Exceed Expectations
So you have decided who your cus-
tomer is, met with them to under-
stand their needs and are now dress-
ing appropriately to meet with them. 
What else can you do to become ir-
resistible?!
What would it take to not just meet 
their needs, but to exceed them? Find 

out and fi gure out how to do it.
❏ Virgin mobile contacts their cus-
tomers to proactively change their 
rates if they are spending more on a 
tariff than they need to. 
❏ I hate getting sales calls, but I would 
feel very differently if some of the 
calls I received were not selling to me 
but demonstrating an understanding 
of my business needs and offering 
help or support. 
❏ Referrals are a great example of 
this. If you can give someone some 
business at no cost to you why 
wouldn’t you do this? It buys goodwill 
and paves the way for future busi-
ness.
❏ If you read something that may be 
of relevance or benefi t to a customer, 
cut it out and send it to them.
❏ After a sale what do you do to 
check you have met all their needs? 
Do you ever ring a customer just to 
see how they are getting on with a 
product or service you have sold 
them? 

Little and often does not have to take 
much time or resources but can have 
a huge impact in future sales.

Next steps – taking Action
Following each of the steps in turn 
here are things you can do to ensure 
your success in 2006: 

1. Identify who your real customers 
are. Write them down. If you know 
their names then even better. Get re-
ally focused.

2. Set up some informal meetings with 
your target and/or existing custom-
ers to check out your assumptions 
as to what their needs are. How well 
are you currently meeting them? If 
you don’t ask they wont tell you (un-
less you are doing a really bad job and 
then you tend to fi nd out!)

3. Check you are dressing in a way 
that will develop rapport with them. 
By changing your outfi t (not your 
style) could you have a better impact? 
What were you wearing when you 
have been most successful? Decide 
what changes (if any) you are going to 
make this year on your dress. Make 

a decision to implement this imme-
diately.

4. Commit to one thing you are going 
to do (for every customer) to exceed 
their expectations. Find out what it 
would take to achieve this and then 
just do it.

If you follow these steps and make a 
commitment to improve your cus-
tomer focus in 2006 then your busi-
ness will go from strength to strength. 
If your customer is your boss, then 
enjoy that promotion
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