
S U C C E S S F U L

S E R V I C E S

SIMPLE  THINGS  FROM  YEARS  IN  THE  TRENCHES



SUCCESSFUL SERVICES 

Delivering any successful service is tricky.  

Let's agree that when your service involves “interacting human to 
human” the risk of drama, dissatisfaction, turmoil, and frustration 
becomes real (and quite likely) very quickly.  

Hopefully, the intent for your service is to develop a life-long 
relationship with your client. At least a relationship that over-
accomplishes their goals and sets them up for lasting success.  

Here is an informal look at six services tips to guide your success. 
  
They are taken from 30+ years and hundreds of projects for 
accounts like Disney, 20th Century Fox, Symantec, Novell, 
CapitalGroup, Peter Diamandis, LifeBook.   

The tips were developed from failures and successes, and those 
clients, consultants, and leaders who remain great friends to this 
day. 
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Tip 1 – Love Your Client 

It is tough to do great things without understanding and caring 
about the “why or the who.”  

Delivering a service is no exception to this. Without understanding 
“why and who,” you and your client run the risk of a complete miss 
on the outcome. Oh, you will deliver the service. But, no matter 
how hard you try, it will never be 100%.  

When you are developing your client 
understanding, look for something to love.  

Now, that’s not a person to fall in love with. It’s 
an idea. A core value. A promise. A goal. The 
team. Something that sets your client apart - -
 their unique value. 

Looking For Love in All The Wrong Places 
It's really up to you to find this information and distill it into 
something meaningful. The great news is we are in a digital age 
where information about the people, activities and organization is 
right there at your fingertips. You're an expert in your field. Now 
become an expert on your client. 

Examples of sources you should be reviewing might include: 
• Google news search 
• Review social media 
• Review LinkedIn page 
• Review BLOG 
• Check competitors 
• Review website 
• Yelp search 
• Watch webinars 
• Annual Report 
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You can have everything in life you want, if you will just help other 
people get what they want." Zig Ziglar 

Who Are You “In It” For 
Take time to get to know their unique value, and like it - - love it. 
Demonstrate that love by telling your client what you discovered 
and why it may be essential for you to help them. When telling 
them what you discovered, use words like “we” and “us” and 
“our.” Drop the I, me, my and become a part of their world. 

  

Be clear on what your unique value is and how you will help them 
progress and accomplish their outcome, not your outcome.  

Your client's confidence in your ability to deliver will go up when 
they know you're a part of their team and an active participant in 
their vision and mission. 
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Tip 2 – Expectations are Everything 

Properly setting expectations is something that’s, generally, not 
done well (or done at all).  

It’s Really About Them .. Not You 
We tend to try to make the client conform to our methodology and 
our way of doing things - without taking time and effort to talk to 
them about their way of doing things.  

We also forget to set expectations across multiple levels in the 
organization. You know, the other people who are indirectly 
involved in the engagement, but have influence or “say” that 
impact the outcome. 

When you are working with your client, there are several phases in 
the life of the relationship when setting expectations should occur. 
They are: 

• In the selling phase 
• In the buying phase 
• In the startup phase 
• In the work phase 
• In the milestone phase 
• In the end phase 
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Or, in other words, set expectations in all phases of the 
relationship! Each point in time provides you with the opportunity to 
establish, confirm, and re-establish or adjust expectations as 
needed. 

"Never confuse implementation with selling." - Doland White 

Setting expectations is particularly important in the selling phase. 
There’s an old saying (I think its mine) that says – “Never confuse 
implementation with selling.” The truth is both implementation and 
selling go hand in hand – with proper expectations. 

Be Candid.  
When setting expectations, use candor. Be professional – but be 
direct. Don’t cloak anything or soften the message. 

Be Authentic.  
Tell them what you look to accomplish and what it will take to get 
there. This is their opportunity to agree with your plan and truly 
commit to going forward. 

Be Realistic.  
Be realistic with time frames, level of effort, deliverables, and dates. 
It’s up to you to be 100% clear on all of the project steps. 
Remember, that’s probably one of the key reasons why you were 
hired. You have the expertise that they don’t have. 

“When you stop expecting people to be perfect, you can like them 
for who they are.” ― Donald Miller 

Be Human.  
Remember - they are human. As humans, they, like you, are vastly 
imperfect. By setting expectations, you can help both of you reduce 
stress and anxiety should there be challenges along the way. Tell 
them about your experiences and what you’ve seen with past 
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clients. If you’re new to consulting, borrow the stories from a trusted 
friend. 

Be Truthful.  
Finally, always be honest. Let me say that again. Always be honest.  

“Honesty is a very expensive gift. Don’t expect it from cheap 
people.” - Warren Buffett 
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Tip 3 – Do What You Say You Are Going to Do 
We can, at times, commit to performing an action, deliver on a task, or 
add to scope without really intending to fulfill. 

Keep every promise you make and only make promises you can 
keep. - Anthony Hitt 

I have seen first hand when we look for a way to satisfy the clients' needs. 
We intend well because we care. We can see into the client's future and 
know their possible outcome. To circumvent that eventuality, we pile on 
"more" stuff. 

We also put ourselves into harm's way 
by committing to "more" when the 
client is upset or disappointed. Rather 
than taking accountability for our 
actions we make a peace offering and 
hope it makes the bad go away. 

Although there are other examples, 
the most damaging is promising 
"more" as a path to earn business. 
You'll think, "if I just do this for free 
this time, they'll love me more and 
hire me again."  

Generally, the inverse occurs. The "more" that you promised is FREE, so 
you may deliver at a level below your standard excellence.  By the way, 
the client now knows you will do more for free. 

So What To Do? 
Implementation of promises is as important as making them. - Y.S. Reddy 
Don't make promises or commitments that will not be lept.  
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People, time and money.  
Your client will make plans for people, time, and money that revolve 
around what you promise. When you fail to deliver your promise, you cost 
that client and impact the triangle of business... people, time, and money. 

Trust.  
Your business cost is client trust. Somewhere, someone made a promise 
(generally upwards in the company ladder) that your committed-promise 
would occur.  

Blame.  
When you miss on delivering that promise, that individual has to go tell 
that someone "it is not happening" and either take the blame or pass the 
blame. I'll let you guess who gets the blame.  

Lost opportunity. 
As a result, your credibility suffers. You missed on the promise. It doesn't 
matter what it was. All that matters and all that's remembered is your 
miss.  

Tip 3: Do what you say you are going to do when you say you are going 
to do it. 
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Tip 4 – Talk to Them 

Ever feel lonely? Are you left out? Wondering if someone is mad at 
you? Was it something you said? You thought they liked you... 

We get those feelings from abandonment and insecurity. 

INSECURITY + ABANDONMENT = ANGER 

Everybody is Insecure 
The great news is that everyone, I mean everyone, is insecure.We 
are all insecure by nature, and at times everyone feels abandoned. 

The psychologist Dr. Melanie Greenberg tells us, "Most of us feel 
insecure sometimes, but some of us feel insecure most of the time." 

Dr. Greenberg goes on to explain three reasons for insecurity. 
• Insecurity Based on Recent Failure or Rejection 
• Lack of Confidence 
• Insecurity Driven by Perfectionism   

Now that we know that everyone ... everyone... deals with insecurity 
in some form, how do we help our clients? What can we do to help 
that other HUMAN? 

Communicate 
Make it a point to communicate with your client both in a regular 
(promised) manner and an irregular manner.  

We all understand setting up a "standing call" to talk about project 
status. That type of meeting is, at a minimum, expected of us. It 
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should have a structured approach with agenda, action items, 
accountability and to-dos, and serves a specific purpose in the life 
of your client relationship. 

What's not expected is the added touch that demonstrates caring. 

It’s Good to Be Irregular 
Take the time to contact your client on an irregular basis. 

That moment when you can call and say, "I was thinking about you 
… and wanted to see how you/we/project is doing."  

Ask them how they FEEL! 

Top of Mind 
Your client needs to know that they are top of mind and part of your 
daily thought process. Let them know that they, as individuals, 
matter both to the success of the project and to themselves for the 
value the bring. Find ways to express that to them both publicly and 
privately. 

Tip 4: Communicate with your client 
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Tip 5 – Sh*t Happens 

Let's start this week by examining sh*t. 

“Stercus accidit.” ― David Hume 

In 30+ years in services and after hundreds and hundreds of 
projects, I learned that sh*t happens.  

Sh*t Happens For a Lot of Reasons 
When sh*t happens, and it will, it is not about finding blame or fault 
or denial or hiding or ... It just "is." Dancing, yelling, and stomping, 
won't change the "is" of what happened. 

  
 

Whose fault?  
If it is your fault, stand tall and say, "we did that!" and be 
accountable for your actions. There's nothing more disarming than 
looking your client right in the eye and fessing up. 

It's almost cathartic. Although they may still be pissed off, they'll 
respect you for your fortitude and willingness to be accountable. 
Your accountability will separate you fro 99% of the pack of other 
service providers. 
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Their fault?  
If it is not your fault, help your client find a solution. Get involved. 
Become a part of the solution. Take that deep breath; isolate their 
options; weigh the risks, and take action. Oh, and help them to 
avoid having it happen again. 

"I try to be good in the world not out of fear for hell or reward of 
heaven, but it feels better not being an asshole." - unknown 
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Tip 6 – Get Closure 

Get closure on your client project... not on the relationship. 

You’re done. The project is finished. Like a star on the dusky sky, it is 
shining for all to see and say, “wow!”  

However, you are the only one who knows you are done.  

Your client and their team members may all be sitting in a lonely, 
darkened conference room waiting for you to show up and do three 
more things. 

Aren’t they going to be disappointed when they discover that you 
have left the building? 

Prepare Your Client  
As you approach the end of your 
project, take the time to make sure 
your client knows the end is near. 
When they see the end is approaching, 

they can prepare for it. You have that opportunity to help them with 
that process.  

"Those who plan do better than those who do not plan, even 
though they rarely stick to their plan.” – Winston Churchill 

Who Is Doing the Fishing  
You can help them “learn to fish” and avoid the trap of having to 
depend on you to fish for them .. forever and ever. Take the time to 
make sure that all levels of individuals involved in your project know 
it is coming to an end.  
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No Surprises 
Never leave the building without asking, “what’s next?” of your 
client. Is there another phase? Is there a supplemental set of 
training you can offer? Is there a recommendation on the next set of 
steps step you’ve seen other clients take? 

“Good business leaders create a vision, articulate the vision, 
passionately own the vision, and relentlessly drive it to 

completion.” – Jack Welch 

Get closure.  
Let closure occur with an agreement that you are indeed done, the 
project was delivered successfully, the client is ecstatic, and you’ve 
helped them plan what is next. Oh, and get that in writing. 
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Summary 
Let me help you skip the details. 

Tip 1 – Love Your Client: Find that special thing that makes you care 
about the "why" and the "who" 

Tip 2 – Expectations are Everything: Set expectations in all phases of 
the relationship 

Tip 3 – Do What You Say You Are Going to Do: Simple as is 

Tip 4 – Talk to Them: Abandonment + Insecurity = Anger 

Tip 5 – Sh*t Happens: Be accountable and help 

Tip 6 – Get Closure: Help your client be ready to be done 

"You can have everything in life you want, if you will just help 
other people get what they want."  

Zig Ziglar


If you’d like to schedule a FREE introduction call with Doland White visit 
www.dolandwhite.com and sign up. 
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http://www.dolandwhite.com
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