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EPISODE	40:	SOLD.	NOW	WHAT?		
AFTER	SALES	CUSTOMER	EXPERIENCE	

	with	Joey	Coleman	

MarkeGng	for	CreaGves	Show	
at	IntNetworkPlus.com	

Announcer:	

Turn	your	hobby	and	freelance	work	into	a	profitable	business!	Make	your	markeAng	easier	
by	applying	the	strategies	of	experienced	entrepreneurs	and	have	more	Ame	to	do	the	work	
you	 love.	 You	 are	 listening	 to	 the	 MarkeAng	 for	 CreaAves	 show	 with	 your	 host	 Marina	
Barayeva.	

Marina	Barayeva:	

Hi	everyone.	This	is	Marina	Barayeva.	Welcome	to	another	episode	of	MarkeAng	for	
CreaAves	show.	In	this	episode,	we	gonna	talk	about	how	to	create	remarkable	aLer	sales	
customer	experience.	

You	spend	so	much	Ame	and	money	on	markeAng	your	business,	then	you	get	the	client,	
have	a	sale,	and	oLen	that’s	it.	SomeAmes	they	get	back	to	you,	but	oLen	no.		

How	to	turn	your	clients	into	the	fans?	How	to	give	them	such	a	great	experience	that	they	
will	want	to	go	back	to	you?	This	is	the	topic	of	the	day.	

I’m	very	excited	to	introduce	you	to	our	guest	today.	If	you’re	looking	for	more	inspiraAon	of	
creaAng	the	remarkable	customer	experience	he	is	my	favorite	person	to	look	for	the	ideas	
whether	it’s	the	aLer	sales	customer	experience	or	you	want	to	improve	the	whole	client's	
interacAon	with	your	business.	

Joey	Coleman	helps	companies	keep	their	customers.	An	award-winning	speaker,	he	shares	
his	First	100	Days®	methodology	for	improving	customer	experience/retenAon	with	
organizaAons	around	the	world	for	example	Whirlpool,	NASA,	and	Zappos.			

His	book	Never	Lose	a	Customer	Again	shows	how	to	turn	any	sale	into	a	lifelong	customer.		

Hi	Joey,	how	are	you	doing	today?	

Joey	Coleman:	

I’m	very	well	Marina.	Thank	you	so	much	for	having	me	on	your	show.	

Marina	Barayeva:	

So	good	to	have	you	here	finally.	Joey,	please	tell	us	about	yourself.	How	did	you	become	an	
entrepreneur	and	why	you	choose	to	specialize	in	customer	experience?	
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Joey	Coleman:	

My	name's	Joey	Coleman.	I’ve	been	an	entrepreneur	for	almost	twenty	years	now.	I	had	a	
very	eclecAc	past.	I	was	a	criminal	defense	lawyer,	I	worked	in	the	government,	I	taught,	I	
worked	at	a	promoAonal	products	company,	I	ran	an	ad	agency,	and	since	2002,	I’ve	been	
specializing	in	customer	experience	and	the	reason	it's	so	interesAng	to	me	is	because	I	think	
it's	the	last	great	differenAator	that	sets	a	business	apart.	

Everybody	expects	the	lowest	price,	they	expect	the	highest	quality,	they	expect	accessibility	
twenty-four	hours	a	day,	every	day	of	the	year,	and	the	things	that	used	to	allow	you	to	
separate	yourself	from	the	compeAAon	don't	work	anymore.	

It	doesn't	work	to	say	“Our	price	is	be+er”	because	everybody's	price	is	be+er.	It	doesn't	
work	to	say	“Our	quality	is	be+er”	because	everybody's	quality	is	great.	It	doesn't	work	to	
say	“You	can	get	us	online	or	offline”	because	everyone's	expected	to	be	online	or	offline.	

The	only	thing	that's	leL	is	“The	experience	of	dealing	with	us	is	be+er.	We	will	make	you	
feel	differently.	You	will	enjoy	doing	business	with	us	more	than	you	will	enjoy	doing	
business	with	our	compeAtors.”		

That’s	where	the	future	of	business	lies,	at	least	for	the	next	twenty	years	if	not	beyond.	

Marina	Barayeva:	

That's	interesAng.	Sounds	fantasAc.	We're	going	to	have	an	exciAng	business	and	everyone	
will	be	happy.		

Joey	Coleman:	

Yes.	

Marina	Barayeva:	

You	always	talk	about	a	hundred	days	to	create	that	customer	experience,	to	bring	us	
referrals,	make	them	our	fans.	Why	do	you	have	only	hundred	days,	why	not	a	whole	year?	

Joey	Coleman:	

It's	a	great	quesAon.	I	believe	that	you	want	to	create	a	great	customer	experience	the	
enAre	Ame	for	your	customer,	but	there's	a	couple	of	things	I	know	about	entrepreneurs.		

Number	one,	if	I	say	I	want	you	to	create	a	great	experience	for	your	customer	every	single	
day	for	the	rest	of	your	life,	that	feels	very	Aring	and	daunAng	to	entrepreneurs	who	like	to	
be	involved	in	lots	of	different	things	here	there	and	everywhere.		

Instead,	I	say	is	I	just	want	you	to	focus	on	the	first	one	hundred	days,	the	very	beginning	of	
the	relaAonship	because	much	like	building	a	building,	this	is	where	the	foundaAon	for	the	
relaAonship	gets	laid.	This	is	where	all	of	the	experience	and	the	beliefs	and	aetudes	
around	doing	business	with	you	are	established.	
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We're	all	familiar	with	the	phrase	that	first	impressions	ma+er,	the	first	impression	someone	
has,	and	this	is	the	perfect	example	of	what	that	is	in	a	business	context.	But	it's	not	only	the	
very	first	one.	It's	the	beginning	impressions.	

In	one	hundred	days,	that's	usually	enough	Ame	for	a	customer	to	get	a	good	idea	of	what	
it's	like	to	do	business	with	us,	what	it	feels	like	to	be	in	a	relaAonship	with	us,	and	we	can	
establish	that	strong	foundaAon.	

The	other	reason	I	like	to	focus	on	the	first	hundred	days	is	because	all	the	research	shows	
that	no	ma+er	what	business	you're	in,	somewhere	between	twenty	and	seventy	percent	of	
your	customers	will	decide	to	quit	doing	business	with	you	before	they	reach	the	one-
hundred-day	anniversary.	

Now	this	is	crazy	to	me.	We	spend	all	this	Ame	and	money	and	effort	trying	to	get	people	to	
come	to	our	door	and	join	our	business	and	sign	up	for	our	service	or	buy	our	product	and	
then	almost	as	quickly	as	we	bring	them	in	the	door,	they're	running	out	the	back	door.	They	
don't	want	to	do	business	with	us	and	they	never	want	to	do	business	with	us	again.	

If	we	can	hold	on	to	them	and	that	was	the	important	first	one	hundred	days,	we	can	have	a	
customer	for	life.	

Marina	Barayeva:	

That's	exactly	what	happened.	We	do	the	sale	and	then	that’s	it.	The	experience,	the	service	
and	everything	is	almost	over.	

Joey	Coleman:	

Exactly.	It's	like	daAng.	When	you	go	on	a	date	with	someone,	the	first	date	is	really	fun.	We	
have	a	good	Ame,	we	go	to	dinner,	we	go	dancing,	it's	lovely.	Then	we	get	into	the	
relaAonship	and	then	it's	like	“well,	let's	just	stay	home	tonight.”	Then	we	get	married	and	
it's	like	‘oh	let's	have	the	same	thing	for	dinner	we	had	last	night.’	And	next	thing	it's	just	not	
as	exciAng	anymore.	

We	need	to	constantly	be	spicing	up	the	relaAonship	in	our	business	lives	and	our	personal	
lives	to	keep	it	interesAng	and	to	keep	people	engaged	and	wanAng	more.	

Marina	Barayeva:	

When	you	talk	about	customer	experience,	in	your	book	you	menAoned	customer	service	
and	customer	experience.	What’s	the	difference	between	them?	I	thought	that’s	quite	
similar,	don’t	you	think	so?	

Joey	Coleman:	

Yes.	Lots	of	people	use	both	of	those	phrases	to	mean	the	same	thing.	I	think	they're	a	li+le	
different.		

I	think	customer	service	is	what	you	do	in	response	or	reacAve	to	something	that	happens	
with	your	customer	usually	when	there's	a	problem.	
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Customer	experience	is	proacAve.	You	do	it	before	the	customer	asks	the	quesAons.	You're	
trying	to	anAcipate	what	the	customer	wants	and	deliver	a	great	experience	for	them.	

Marina	Barayeva:	

What	should	we	focus	on	when	we	do	our	service?	

Joey	Coleman:	

When	doing	the	service,	we	should	focus	on	creaAng	a	personal	connecAon	and	holding	
their	hand.	What	I	mean	by	that	is	making	sure	that	we're	connecAng	for	things	other	than	
just	our	business	and	what	we're	trying	to	sell	them.		

Also,	realize	that	you've	sold	your	product	or	your	service	many	many	Ames,	but	for	this	
customer	it	may	be	the	first	Ame	that	they've	ever	had	an	experience	of	doing	business	with	
you.	

For	example,	I	know	you're	a	photographer	and	if	I’m	a	customer	of	yours	and	I	hire	you	to	
take	some	photos	for	me,	maybe	some	portraits	or	some	headshots,	it	may	be	the	first	Ame	
I’ve	ever	hired	a	photographer	but	you've	taken	many	photographs.		

I’m	not	going	to	understand	how	it	works.	I’m	going	to	need	you	to	explain	to	me	the	
process	and	explain	to	me	‘well	I’m	going	to	take	some	pictures,	then	you're	going	to	pick	
which	ones	you	like,	and	then	I’m	going	to	touch	those	up.’		

Or	what	is	increasingly	what	many	photographers	are	doing	which	I	love	by	the	way	is,	‘I’m	
going	to	take	all	the	pictures	and	then	I’m	going	to	give	you	all	of	them.	You	don't	have	to	
pay	for	just	one	or	two,	you	get	all	the	photos	and	then	you	can	choose	whichever	ones	you	
like’.	

Then,	the	customer	feels	like	you	went	above	and	beyond	and	did	something	really	special	
and	it	also	says	that	you're	not	like	the	old	photography	schools	that	used	to	make	people	
pay	for	every	photo.	

I	don't	know	how	you	run	your	business	but	that's	how	I	like	to	see	the	future	of	
photography	businesses	and	I	think	all	creaAve	businesses	fall	into	this	category	of	what	can	
you	do	to	give	the	customer	more,	to	go	above	and	beyond	in	a	way	that	doesn't	necessarily	
cost	you	anything.		

Because	you	took	those	photos	anyway	and	if	you	give	them	the	raw	files	without	spending	
Ame	on	touch	up,	it	doesn't	take	you	any	longer.		

Then	they	can	have	the	photos	touched	up	by	someone	else	if	they	want,	or	they're	
probably	just	going	to	post	them	to	social	media	and	they're	going	to	be	very	small	anyway,	
so	it	doesn't	ma+er	if	there's	a	li+le	bit	of	imperfectly	in	focus	or	imperfectly	clear.	

Marina	Barayeva:	

As	the	entrepreneurs,	we	know	that	we	can	do	more	work	with	our	customers,	with	the	
same	customers.	For	example,	if	I’m	a	photographer	and	I’ve	done	all	of	these	pictures	for	
people	and	gave	them,	how	can	I	keep	conAnue	to	work	with	them?		
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We	would	like	to	create	this	remarkable	experience	aLer	we’ve	done	the	sale	but	how	can	
we	do	that?	What	should	we	start	with?	

Joey	Coleman:	

The	way	to	think	about	it	is	to	stop	thinking	about	being	the	photographer.	For	example,	if	
we	can	use	this	photography	example,	hopefully	it's	one	that	resonates	with	your	listeners,	
lots	of	Ames	photographers	think	about	working	with	their	customers	for	one	photo	shoot,	
one	seeng.	I	think	the	best	photographers	see	themselves	as	being	the	photographer	for	
that	person's	life.	

For	example,	if	somebody	was	trying	to	be	my	photographer,	I’m	a	speaker,	I	give	a	lot	of	
speeches,	if	I	was	the	photographer	I	would	come	back	to	me	every	year	and	say	“I	bet	you	
have	some	new	clothes,	you	have	some	new	speeches,	you	probably	have	some	new	poses	
and	acAons	that	you're	doing	on	the	stage,	let's	get	some	new	photos	for	you,	for	your	
website,	for	your	markeAng	materials.”	

I’m	a	writer	as	well.	I’ve	got	a	book	called	Never	Lose	a	Customer	Again	and	I’m	planning	to	
write	more	books.	If	I	was	your	photographer,	I	would	say	“well	I	see	you	had	that	book	for	
your	book	jacket	photo,	author	photo	last	Ame,	surely	you	want	a	new	photo	for	the	next	
book”.		

Now	you're	helping	me	to	think	of	creaAve	ways	to	use	the	photography	and	keep	a	
relaAonship	for	a	long	Ame.	

Marina	Barayeva:	

That’s	going	to	be	in	a	year	and	you're	talking	about	a	hundred	days.	

Joey	Coleman:	

Well,	in	one	hundred	days	you're	trying	to	build	the	relaAonship	so	that	in	a	year	they	keep	
coming	back	to	you.	What	I	would	do	in	a	photographer	seeng	in	the	first	hundred	days.		

Why	don’t	you	describe	what	the	typical	process	is	for	somebody	who	hires	you	to	take	
photos	and	then	I’ll	explain	ways	that	I	think	it	could	be	enhanced	across	the	first	hundred	
days.	

Marina	Barayeva:	

Ok	for	example,	if	I	would	get	in	touch	with	you	and	I	would	offer	my	service	and	if	you	seem	
to	be	interesAng,	we	will	talk	about	what	kind	of	pictures	you	need.		

I	would	send	you	some	files	and	examples	of	my	work,	PDF	with	what	you	can	prepare,	what	
you	can	bring	to	the	photo	shoot,	what	clothes	to	bring.	We’ll	talk	about	it	before	and	then	
when	you	come	for	the	photo	shoot,	if	you	would	be	a	girl	you	would	have	a	make-up,	as	a	
guy,	well	if	you	want	we	can	do…	

Joey	Coleman:	

(laughter)	I	get	make-up	done	too.	I’ve	had	make-up	done	for	a	photo	shoot,	we	want	to	
look	good.	
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Marina	Barayeva:	

(laughter)	Okay.	So	if	you	want	it,	you	can	get	it	too.	Then	we	do	the	photo	shoot.		

ALer	the	photo	shoot,	we	sit	together	and	then	you	pick	the	photos	you	like.	Then	in	one	or	
two	days,	you	get	the	pictures.	Basically,	that's	it.	

Joey	Coleman:	

And	that's	about	it.	

Marina	Barayeva:	

That’s	it	and	we	get	coffee	some	Ame.	

Joey	Coleman:	

And	we're	done	and	we	are	ready	to	go,	right?		

So	a	couple	of	things.	Number	one,	to	me	the	relaAonship	begins	on	day	one	when	the	
customer	decides	to	do	business	with	you.	I	think	you're	already	doing	a	lot	of	great	things.	
You	send	them	some	informaAon	about	what	to	wear	and	what	oumits	to	bring	and	how	to	
think	about	it.	

When	they	actually	show	up	for	the	photo	shoot	and	I’m	sure	you	do	this,	you	want	to	
acclimate	them	to	doing	business	with	you.	You	want	to	make	sure	they	feel	very	
comfortable.		

They're	going	to	be	nervous,	they're	going	to	be	afraid	that	the	photos	aren't	going	to	look	
good	or	that	they	don't	look	good	or	their	hair	is	a	bad	hair-do	or	whatever	it	may	be.	So	a	
lot	is	about	the	psychology	and	the	emoAon	of	making	them	feel	comfortable.	

Then	you	might	actually	want	to	stretch	the	process	out	a	li+le	bit.	So	maybe	take	the	
photos	and	then	it	sounds	like	you	show	them	the	photos	right	at	the	end	of	the	photo	
shoot,	you	could	certainly	do	that	or	you	could	say	“We're	going	to	have	you	come	back	a	
week	later.”		

When	they	come	back	a	week	later	gives	you	the	chance	to	invite	them	in	again,	offer	them	
a	drink	or	some	refreshments	and	make	a	producAon	out	of	it.	

Well	not	only	you	show	the	photos	because	I	imagine	you're	showing	the	photos	on	screen	
or	no?	When	you	show	them	the	photos,	do	you	print	them	out	or	you	show	them	on	the	
camera?	

Marina	Barayeva:	

I	print	them	and	when	they	come	back	in	two	or	three	days,	I	show	them	prints.	
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Joey	Coleman:	

You	show	them	prints,	lovely.	A	lot	of	photographers	show	them	on	screen	and	I	think	that	
just	feels	not	nearly	as	personal	or	special,	and	then	when	you	showed	them	the	prints,	now	
it	feels	like	something	interesAng.	

What	I	would	do	is	give	them	the	prints.	Then	I	would	figure	out	a	way	to	build	into	the	cost	
of	hiring	you,	the	opportunity	to	give	them	some	giLs.		

What	I	would	do	is	maybe	a	month	aLer	they're	done	with	their	photo	shoot	and	have	all	
their	photos,	you	send	them	one	of	the	pictures	that	they	like	the	best	of	themselves	in	in	a	
frame	for	them	to	either	hang	in	their	office	or	put	in	their	house	or	give	to	someone	they	
love.		

Because	lots	of	Ames	when	we	have	photos	taken	of	us,	we	don't	necessarily	get	them	
printed,	we	use	them	on	the	web	or	we	use	them	on	social	media	and	so	having	a	physical	
print	out	is	great.	

And	then	as	Ame	goes	on	maybe	six	months	later,	you	can	send	them	a	li+le	flip	book	with	a	
number	of	photos	from	their	shoot	and	say	“Remember	what	a	fun	day	this	was?	It’s	hard	to	
believe	it	was	six	months	ago.	Excited	to	catch	up	soon	and	see	what	you're	up	to	now”.	

You're	conAnuing	to	be	in	conversaAon	with	them	and	giving	them	li+le	giLs,	li+le	fun	
things.	If	you're	a	photographer	who	exhibits,	inviAng	them	to	shows.		

Or	when	you	find	out	what	their	interests	are	or	why	they're	geeng	the	photos	maybe	
they're	geeng	the	photos	for	a	new	website,	paying	a+enAon	to	when	the	new	website	
launches	and	then	sending	them	a	congratulaAons	card	that	says	‘Oh,	congratulaAons,	the	
photos	look	beauAful	and	the	whole	site	looks	great	and	I’m	so	happy	for	you	and	excited	for	
your	business’.	

There	are	lots	of	ways	to	just	make	it	more	personal	and	long-lasAng	instead	of	short	and	
transacAons.		

Marina	Barayeva:	

When	you	talk	about	all	of	these	extra	things,	they	are	probably	going	to	cost	some	extra	
money.	Would	you	include	it	in	the	price?	Are	you	going	to	raise	your	price	or…?	

Joey	Coleman:	

Yes,	I	would	include	it	in	the	price	from	the	beginning	and	make	it	a	surprise.	Figure	out	
what	it	would	cost.	To	print	a	photo	and	put	it	in	a	frame	and	then	maybe	send	them	a	li+le	
flip	book	later	and	maybe	a	li+le	card,	it's	probably	only	cosAng	maybe	thirty	dollars,	fiLy	
dollars	maybe	one	hundred	dollars	but	probably	not	even	one	hundred	dollars.	Then	I	would	
raise	the	prices	by	that	much	and	then	save	that	money	aside	for	those	ongoing	
communicaAons.	

One	of	the	things	entrepreneurs	struggle	with	is	lots	of	Ames	when	the	money	comes	in,	
they	spend	the	money	on	other	things.	What	I	would	do	is	make	sure	that	this	is	part	of	the	
markeAng	budget	so	that	you	have	it	going	forward.	
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Marina	Barayeva:	

In	your	book,	you	talked	a	lot	about	fulfilling	customer's	needs.	In	your	situaAon	when	you	
went	to	a	denAst	and	you	got	amazing	experiences	with	her…	I	would	want	to	go	to	that	
denAst	can	you	give	me	some	recommendaAons?	(laughter)	

Joey	Coleman:	

Yes,	exactly.	

Marina	Barayeva:	

What	about	creaAve	entrepreneurs	when	their	service	or	product	is	more	about	bringing	joy	
or	maybe	beauty	whatever,	it's	not	about	solving	the	big	problem	or	need	right	away.	How	
to	fulfill	these	customer	experience?	

Joey	Coleman:	

Well,	it	depends	on	the	client,	and	it	depends	on	the	creaAve	product	you're	offering.	If	you	
are	a	painter	and	you	paint	landscape	painAngs,	and	I	want	to	buy	one	to	hang	in	my	house,	
you're	right,	it's	probably	not	solving	a	business	problem,	but	it	is	solving	a	personal	
problem,	a	decoraAng	problem	or	a	desire	to	have	something	beauAful	aestheAc	and	pre+y	
in	my	house.	

The	secret	for	creaAves	is	to	recognize	that	you	probably	are	solving	a	problem.	

For	example,	I	worked	with	a	great	photographer	not	too	long	ago	to	take	some	photos	for	
my	new	book	and	we	did	a	bunch	of	fun	photos	and	had	a	great	Ame	and	she	gave	me	
enough	photos	that	I’ll	be	able	to	use	these	for	almost	a	year.		

The	problem	she	was	solving	was	I	needed	a	photo	for	the	jacket	of	my	book,	that	was	the	
number	one	problem	I	had.	Now	while	I	went	in,	I	had	other	photos	that	we	could	use	on	
website	materials	too	but	the	number	one	was	for	the	jacket.	

What	she	did	was	a	really	great	job	of	making	sure	that	I	felt	very	comfortable	and	very	
excited	about	the	one	that	we	picked	for	the	jacket	and	it's	go+en	great	posiAve	feedback	
and	that's	been	wonderful.	Now	all	the	other	photos	are	kind	of	added	bonus	but	we	sAll	
use	them,	and	they're	great,	and	they	will	look	lovely,	but	it	gives	us	the	chance	to	have	
something	a	li+le	more	special.	

Marina	Barayeva:	

How	would	you	offer	the	customer	experience	for	example	for	painters	if	they	sell	their	
painAngs,	what	else	can	they	do?	

Joey	Coleman:	

Yes,	it	depends	on	where	they	sell	it.	I	happen	to	collect	art.	I	love	art.	You	can	see	I’ve	got	
pictures	and	painAngs	in	the	background	here.	What	I	would	do	if	I	was	selling	a	piece	of	art	
is	I	would	make	sure	that	I	connected	with	that	customer	about	where	they're	going	to	hang	
the	art	and	how	they	feel	about	the	art	in	their	home.	
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I’ve	purchased	many	pieces	of	art	over	the	years	but	it	is	very	rare	that	an	arAst	says	“Oh,	
when	you	hang	it	in	your	house,	will	you	send	me	a	picture	of	what	it	looks	like?”	So	that	we	
can	conAnue	the	conversaAon.		

As	an	arAst	myself,	that's	something	I'd	love	to	see.	I'd	love	to	see	where	did	you	decide	to	
hang	it.	How	does	the	light	hit	it?	Do	you	see	it	in	the	morning	when	you	wake	up?	Do	you	
see	it	during	the	day	while	you're	at	work?	Where	is	it	living	in	your	space?	Now	it	becomes	
part	of	a	conversaAon	as	opposed	to	just	a	one-Ame	interacAon.	

The	other	thing	I	would	do	is	I	would	say	aLer	they've	had	that	for	a	while,	I	would	say	“oh,	
we	have	some	new	art	that	I’m	going	to	be	unveiling,	would	you	like	to	come	to	a	private	
show	and	see	some	of	it	before	everyone	else?”	

Now	I	feel	like	I’m	special,	I	feel	like	I’m	a	patron	and	I	have	inside	access	and	if	I	get	to	see	
your	artwork	before	the	gallery	sees	it	or	before	it	goes	on	sale,	not	only	do	I	have	the	
chance	to	potenAally	buy	it	but	at	the	very	least	I	feel	special	for	being	invited.	

Marina	Barayeva:	

Wow!	This	is	the	customer	experience.	But	you	oLen	also	menAon	making	customers	
becoming	your	fans.	

Joey	Coleman:	

Yes.	

Marina	Barayeva:	

What	are	the	steps	to	turn	the	customer	to	your	fan	that	they	will	be	in	your	referrals,	they	
will	talk	about	you?	

Joey	Coleman:	

Yes.	In	the	book,	I	talk	about	the	eight	phases	a	customer	goes	through.	From	the	first	Ame	
when	they	meet	you	and	they	try	to	decide	if	they	want	to	do	business	with	you,	all	the	way	
up	to	when	they	become	a	raving	fan.		

The	problem	most	creaAves	have	and	most	businesses	have	is	they	try	to	move	people	from	
the	first	step	to	the	last	step	all	at	once.	

The	secret	is	you	have	to	make	sure	that	the	customer	accomplishes	the	goal	that	they	have	
for	doing	business	with	you	before	you	try	to	sell	them	anything	else	or	before	they	become	
a	fan.	

For	example,	using	the	analogy	we	were	talking	about	with	me	geeng	a	photograph	for	my	
book	jacket;	if	we	had	taken	all	the	photos	and	I	wasn't	happy	with	any	of	them	being	on	the	
cover	of	my	book,	then	I	wouldn't	have	accomplished	the	goal	and	I	would	never	go	back	to	
that	photographer.	

The	good	news	is	we	found	a	photo	that	I’m	very	excited	about.	Now	if	I	was	the	
photographer,	I	would	on	the	day	the	book	comes	out,	send	a	message	and	say	“It's	real,	we	
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had	the	photo	shoot,	you've	got	the	photo,	now	the	rest	of	the	world	is	seeing	it,	I	can't	wait	
to	hear	what	they	say	about	the	photo.”		

Then	if	I	was	a	photographer,	I	would	do	a	post	on	social	media	and	say	my	client	Joey	
Coleman	just	released	his	new	book.	I’m	so	excited	for	him,	I’m	so	honored	to	have	my	
photo	included	on	his	book	jacket.	I	would	do	things	like	that	then	keep	the	conversaAon	
going	and	get	people	excited.	

Once	we've	accomplished	the	goal,	that's	when	you	can	say	“Oh	Joey,	you	love	the	photo	
right?”	“Yes,	I	did.”	“Do	you	have	any	other	friends	who	are	writers	who	might	need	photos	
for	their	books?”	Which	I	do	and	I	would	be	happy	to	refer	but	I	might	not	necessarily	think	
of	referring	them	on	my	own.		

The	secret	is	you	have	to	ask	for	the	referrals.	But	you	have	to	ask	at	the	right	Ame	and	make	
it	easy	for	them	to	refer	you.	

Marina	Barayeva:	

When	is	the	right	Ame,	like	in	a	certain	period?	When	you	remind	about	it	yourself?		

Joey	Coleman:	

I	think	the	period	is	right	aLer	they	accomplish	their	goal.	If	their	goal	is	to	have	a	great	
photo	for	their	book	jacket,	it's	right	aLer	that.	If	their	goal	is	to	buy	a	painAng	for	their	
house	and	you	say	“Oh,	why	are	you	buying	that,”	“Oh,	my	mother	in	law	is	coming	or	my	
father	in	law	or	my	boss	is	coming	to	my	house,	and	I	want	them	to	see	a	nice	artwork.”	

Then	it	would	be	the	week	aLer	that	happens,	reaching	out	and	saying	“Oh,	how	did	it	go?	
Are	you	happy?	Should	we	get	artwork	for	your	living	room?	Should	we	talk	about	geeng	
artwork	for	your	bedroom	now	or	for	your	kitchen	or	whatever	it	may	be.”	

Now	you're	in	conversaAon	about	helping	them	to	make	their	home	more	beauAful,	more	
aestheAcally	pleasing.	

I	think	depending	on	your	business,	it's	really	about	figuring	out	what	the	customer’s	main	
goal	is,	making	sure	you	deliver	that	and	then	asking	what	other	goals	they	have	that	you	
can	help	with.	

Marina	Barayeva:	

Here	we	talk	about	how	to	keep	the	customer,	how	to	bring	referrals,	but	what	about	losing?	
How	to	stop	losing	them?	

Joey	Coleman:	

I	think	there	are	two	things.	Number	one,	I	think	the	reason	we	lose	client…		the	cover	of	the	
book	has	a	picture	of	a	balloon	floaAng	away,	and	the	reason	I	chose	that	image	is	because	
most	customers	when	they	leave,	they	don't	leave	in	an	angry	way.	They	don't	come	into	the	
office	and	throw	things	and	say	“That's	it,	I’m	never	doing	business	with	you	again”	and	they	
storm	out.	
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Usually,	they	just	driL	away	like	a	balloon	unAl	one	day	we	realize	I’m	not	holding	the	
balloon	anymore.	I’m	not	holding	the	customer,	they're	gone.	

I	think	the	secret	for	keeping	your	customers	is	to	be	regularly	in	contact	with	them,	talking	
to	them,	communicaAng	with	them,	so	they	don't	slip	away	when	you're	not	looking.	

In	terms	of	how	to	keep	them,	it's	making	sure	you	deliver	on	the	promises	you	make	during	
the	sales	process	and	make	sure	that	you	go	above	and	beyond	providing	them	extra	value.	
Because	if	someone's	providing	you	a	lot	of	extra	value,	you	want	to	hang	out	with	that	
person.	

When	someone	just	does	the	one	thing	for	you	and	then	they	disappear,	well	you	don't	
really	think	missed	them	much,	you	don't	think	about	going	back	to	see	them.	

Marina	Barayeva:	

How	about	to	find	out	why	people	leave?	SomeAmes	if	you	would	provide	bad	service	and	
they	would	leave	and	you	would	know	probably	there	would	be	anger,	but	if	it's	just	Ok	and	
they	leave,	it	someAmes	happens	to	me	even	here.	

China	is	a	special	place	and	with	foreigners,	I	can	talk	and	they're	more	open,	with	Chinese	
someAmes	you	feel	that	something	is	wrong,	they	are	ok	with	that,	they	got	photos	and	
that's	fine	but	you	can't	understand	why	it's	not	too	exciAng	as	it’s	supposed	to	be.	How	to	
find	out	that?	

Joey	Coleman:	

The	best	way	is	actually	to	ask	them	and	to	give	them	a	reason	to	tell	you.	If	a	customer	
leaves	or	stops	doing	business,	you	reach	out	to	them	and	say	“Hey,	I’m	not	trying	to	
convince	you	to	come	back	but	I	would	love	to	understand	why	you	leL.	What	was	it?	What	
could	I	have	done	differently?”	And	give	them	a	reason	to	tell	you.	

So	maybe	something	like	“I’d	love	to	pay	you	for	your	Ame	to	tell	me	why	you	leL	or	to	give	
you	a	giL	for	telling	me	why	you	leL”	or	something	like	that.	

I	think	oLen	when	customers	leave,	they're	willing	to	tell	us	but	we	never	ask.	We	never	ask	
why	they're	leaving	or	why	they've	grown	distant	or	why	they're	not	responding,	and	we	just	
move	on.	Because	like	I	said	usually,	most	businesses	don't	even	noAce	when	their	
customers	leave.	They	don't	noAce	unAl	much	later.	

I	think	it's	about	keeping	your	finger	on	the	pulse	and	knowing	where	the	customer	is	at	all	
Ames	and	that	way	if	they	do	start	to	driL	away,	you	can	ask	them	why	are	you	driLing	
away?	What	are	you	wishing	we	did	that	we	don't	do?	

In	the	book,	there's	an	example	of	a	website	development	company	called	the	Yokoco.	They	
do	surveys	throughout	the	project	where	they	ask	the	customer	“How's	it	going?	What	are	
we	doing	that	you	would	like	us	to	keep	doing?	What	are	we	doing	that	you	want	us	to	stop	
doing?”		
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And	then	they	ask	another	survey	all	the	way	through	the	project	and	then	at	the	end,	they	
do	a	big	survey	and	get	all	their	feedback	and	“Would	you	like	to	work	with	us	again?”	and	
“What	would	that	look	like?”	So	they're	constantly	asking	their	customers	what	they	want.	

Marina	Barayeva:	

How	to	make	this	customer	experience	more	personal?	

Joey	Coleman:	

I	think	the	way	to	make	it	more	personal	is	you	have	to	know	a	lot	about	your	customers.	
You	have	to	find	ways	to	connect	about	your	customers.	You	and	I	are	having	the	chance	to	
connect	via	video	for	the	first	Ame	today.	We've	traded	some	e-mails	but	when	we	first	
started	talking	before	we	hit	record,	we	talked	a	lot	about	our	experience,	my	experience	in	
China,	my	limited	knowledge	of	the	Russian	language,	things	that	we	would	have	in	
common.	

So	I	think	the	way	you	build	rapport	with	your	customers	is	to	talk	about	things	that	might	
be	interesAng	to	them,	things	that	you	have	in	common	or	things	that	are	very	different,	but	
the	more	you	can	open	up	and	share	things	about	yourself	and	be	open	to	what	they	might	
share	about	themselves,	the	be+er	it	is.	

We	didn't	even	get	the	chance	to	talk	about	all	the	Ame	I	spent	in	Russia	back	when	it	was	
the	Soviet	Union	a	long	Ame	ago.	So	we	would	have	a	whole	conversaAon	there	that	we	
could	talk	about.		

It's	about	figuring	out	what	are	the	things	that	they	might	find	interesAng	and	being	willing	
to	talk	about	those.	That's	how	you	make	personal	and	emoAonal	connecAons.	

In	the	book,	I	described	the	whole	process	of	how	to	do	this	and	how	to	take	advantage	of	
social	media	to	help	you	get	be+er	at	this.	

Marina	Barayeva:	

Can	you	give	us	a	li+le	teaser?		

Joey	Coleman:	

Sure	

Marina	Barayeva:	

How	to	take	advantage	of	social	media?	

Joey	Coleman:	

Mostly,	I	think	most	people	use	social	media	for	the	wrong	way.	They	use	social	media	as	a	
megaphone	to	say	“Look	at	me.	Look	what	I’m	doing.	Look	at	this	picture	of	me.”	Instead	I	
think	the	best	people	use	social	media	as	a	listening	device	and	a	research	device.	

Become	friends	with	your	customers	or	just	go	on	their	profiles	because	many	of	them	are	
not	private,	they're	public	profiles	and	spend	Ame	scrolling	through	all	the	images,	and	all	
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the	status	updates	and	see	what	things	they've	liked	and	what	kind	of	comments	they’ve	
leL.	You	can	get	a	pre+y	good	idea	of	what	interests	them.	

The	Facebook	algorithm,	the	research	shows	that	if	you	like	one	hundred	and	fiLy	things	on	
Facebook,	a	post,	a	picture,	a	video;	that	once	you've	go+en	to	one	hundred	and	fiLy	items,	
Facebook	knows	more	about	you	than	your	spouse	or	significant	other	does.		

At	three	hundred	likes,	their	algorithm	is	be+er	predicAng	what	you	will	like	or	not	like	than	
you	are.	

Marina	Barayeva:	

So	Facebook	knows	more	about	us?	

Joey	Coleman:	

Facebook	knows	more	about	us	than	we	know	about	ourselves,	absolutely	and	the	longer	
you're	on	social	media,	the	more	informaAon	you	share,	the	more	they're	able	to	predict	
what	you	like	and	dislike	and	what	you	want	and	don't	want.	

The	Ap	I	would	give	is	any	Ame	you	are	going	to	have	a	phone	call	with	a	client	or	meet	a	
client,	you	go	on	their	Facebook	page,	on	their	Twi+er	page	and	you	look	and	see	what	
they've	been	talking	about	lately,	what	ma+ers	to	them:	

• Did	they	just	go	on	vacaAon?		

• Did	they	just	read	a	good	book?	

• Did	they	just	see	a	concert?		

That	gives	you	yet	an	opportunity	for	a	personal	and	emoAonal	connecAon.	

Marina	Barayeva:	

FantasAc.	For	many	entrepreneurs,	it's	difficult	to	catch	up	with	everything,	there	are	a	lot	of	
things	and	we	talked	about	how	to	create	the	experience,	but	can	you	give	us	some	ideas,	
can	you	share	with	us	three	ideas	that	our	listeners	could	implement	into	their	aLer	sales	
customer	experience	these	days	that	will	bring	effecAve	results?	

Joey	Coleman:	

Absolutely.	A	couple	of	thoughts.	Number	one,	every	business	should	be	wriAng	personal	
thank	you	notes.	On	a	piece	of	paper,	the	old-fashioned	way,	wriAng	a	thank	you	note	
thanking	your	customer	at	the	beginning	of	the	project	for	doing	business	with	you.	

They	say	“Oh,	I	want	to	hire	you	to	do	my	photos.”	Before	they	even	come	to	the	photo	
shoot,	send	them	a	thank	you	note	that	says	“Thank	you	so	much	for	hiring	me.	I’m	very	
much	looking	forward	to	our	photo	shoot.	I	will	take	great	care	of	you,	see	you	there.”	
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Marina	Barayeva:	

Why	before?	

Joey	Coleman:	

Because	all	customers	experience	something	called	buyer's	remorse.	Buyer's	remorse	is	the	
science	behind	when	we	make	a	decision	to	buy	something,	we	begin	to	doubt	our	decision,	
and	the	longer	the	Ame	period	between	the	decision	to	buy	and	when	we	actually	get	the	
product	or	service	we	purchased,	the	bigger	the	buyer's	remorse.	I	want	to	hit	them	with	a	
thank	you	note.	

Most	people	send	thank	you	notes	at	the	end	of	engagement	when	the	project	is	all	over.	By	
sending	it	early,	it	says	how	excited	you	are	and	that	gives	them	a	preview	of	what	it's	like	to	
work	with	you.	I	will	do	that	number	one.	

Marina	Barayeva:	

But	now	it’s	the	digital	world.	People	don't	really	send	mails	and	someAmes	you	don't	know	
what	the	address	is	or	where	to	send	it	to.	How	would	you	give	it?	

Joey	Coleman:	

I	would	ask	them	as	part	of	your	customer	intake	process,	to	give	you	their	mailing	address	
and	most	people	will	share	the	address	with	you	and	then	you	can	say	“It's	in	case	we	need	
to	send	you	your	photos	when	you're	done	or	in	case	we	need	to	send	you	whatever	it	may	
be.”	

People	are	more	willing	to	share	their	mailing	address	than	their	e-mail	address	and	you're	
right,	we	live	in	a	digital	age	but	here's	the	quesAon,	how	many	people	want	more	e-mails?	

Marina	Barayeva:	

No.	

Joey	Coleman:	

None.	No	one.	So	sending	a	thank	you	note	via	e-mail	just	isn't	a	good	decision,	nobody	
even	wants	to	get	even	though	it's	just	a	thank	you	note.	Sending	something	hand	wri+en,	
what	that	says	to	the	customer	is	you	valued	them	and	you	value	the	relaAonship	enough	to	
take	the	Ame	to	write	them	a	le+er	and	send	it	to	them.	I	would	do	something	like	that.	

Another	thing	that	you	could	do	is	just	think	about	what	happens	aLer	the	project	is	done.	
In	the	book,	I	talked	about	when	I	was	in	school	I	ran	on	the	track	team	and	I	was	not	a	good	
runner	on	the	track	team	but	our	coach	had	a	good	piece	of	advice	and	he	said,	“When	you	
come	to	the	finish	line,	you	run	through	the	finish	line.”	

You	run,	in	your	mind	you	see	a	spot	ten	feet	past	the	finish	line,	because	if	you	run	to	the	
finish	line,	you	will	slow	up	a	li+le	bit,	naturally	to	try	to	land	on	the	line,	it's	the	way	the	
brain	works	but	if	you	believe	the	line	is	passed,	you	will	accelerate	through	the	line	and	
you'll	be	faster	than	everybody	else	who’s	slowing	down	to	touch	the	line.	
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The	same	thing	holds	true	for	business.	When	you	decide	to	do	a	project	for	a	client,	to	take	
their	photos,	to	do	a	commission	piece	for	them,	to	build	their	website,	whatever	project	
you're	doing,	there's	a	deadline	or	a	finish	line	that	they	think	is	the	reality,	you	should	push	
for	the	line	pass	that.	

One	of	the	companies	that	I	referred	to	in	the	book	the	web	development	firm,	their	
projects	last	for	sixty	days	past	the	launch	of	the	website.	During	that	Ame,	they	use	it	to	
make	sure	everything's	working	ok,	to	give	analyAcs,	to	help	them	do	more	posts	on	their	
blog	that	kind	of	thing	and	so	it's	all	about	making	sure	that	you	are	delivering	beyond	what	
the	client	thinks	is	the	finish	line.	

The	last	piece	of	advice	I	would	give	is	to	use	the	phone	to	send	videos	to	your	client.	Most	
of	us	have	a	cell	phone	and	we	send	videos	to	our	friends	or	our	family,	maybe	our	parents	
or	a	boyfriend	or	girlfriend	but	do	we	oLen	send	videos	to	our	clients?	No.	We	think	well	
that's	too	personally,	they’re	my	client,	that	doesn't	make	sense.	I	disagree.	

If	we're	going	to	think	of	our	clients	as	our	family	and	our	customers	as	our	family,	and	our	
marking	material	says	“We'll	take	care	of	you	like	family”,	then	we	should	use	the	tools	we	
use	to	communicate	with	family	members.	

Even	just	sending	them	a	video	that	tells	them	something	fun	that	you	did	that	made	you	
think	of	them	or	when	you	are	geeng	ready	for	that	meeAng	where	they're	going	to	review	
the	prints,	sending	a	quick	video	that	says	“I	know	you're	coming	tomorrow	and	I	was	just	
going	through	all	the	photos	and	I’m	so	excited	to	share	these	with	you,	I’ll	see	you	
tomorrow”.		

Just	really	quick	short	and	sweet	that	lets	them	know	that	you're	thinking	of	them.	

Those	are	some	of	the	three	quick	ideas	of	things	I	would	do	in	the	first	hundred	days	to	
make	sure	you're	going	to	have	these	customers	for	life.	

Marina	Barayeva:	

FantasAc.	Thank	you	so	much	Joey.	Please	share	with	us	how	can	we	connect	with	you	and	
tell	us	more	about	your	interesAng	book.	

Joey	Coleman:	

Sure.	The	best	way	to	connect	with	me	is	on	my	website	which	is	joeycoleman.com.	You	can	
find	the	book	anywhere	where	books	are	sold.	It’s	sold	in	bookstores,	it's	sold	online,	on	
Amazon	and	there's	an	audiobook.		

We	have	a	hardback	book,	an	e-book	and	an	audio	book	and	if	you	like	my	voice	on	the	
podcast	and	listening	to	me	tell	stories,	that's	what	the	enAre	audiobook	is.	

I’m	the	narrator	of	the	audiobook.	There	are	forty-six	case	studies	in	the	book.	Stories	that	I	
tell	about	different	companies	that	are	doing	great	things	to	create	experiences	in	the	
beginning	of	the	relaAonship	that	help	keep	the	customers	coming	back	for	more.	

I	would	love	it	if	you	check	out	the	book.	I	appreciate	you	listening	to	the	podcast	and	
hopefully	we'll	get	the	chance	to	connect	in	person	at	some	point.	
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Marina	Barayeva:	

Great.	I	do	recommend	everyone	to	get	the	book.	There	are	a	lot	of	new	ideas.	I	have	a	li+le	
bit	leL	to	finish	it.	It's	must-have	for	every	entrepreneur.		

Thank	you	so	much,	Joey,	for	being	here.	It's	so	awesome	to	have	you.	

Joey	Coleman:	

Oh,	it's	my	pleasure.	Thanks	for	having	me	on	the	show,	Marina.	

Marina	Barayeva:	

That’s	all	for	today.	Thank	you	for	listening.	For	the	show	notes	and	the	full	transcript	of	the	
episode	please	go	to	intnetworkplus.com.	

And	when	you	have	a	minute,	please	go	to	iTunes	and	rate	and	review	so	we	can	bring	you	
more	amazing	guest	to	talk	about	how	you	can	market	your	business.	

Announcer:	

Thank	you	so	much	for	joining	us	today.	If	you	are	new	to	the	show	be	sure	to	subscribe.	And	
for	more	markeAng	Aps	go	to	the	IntNetworkPlus.com	where	you’ll	find	the	answers	on	the	
ho+est	 topics	 about	 how	 to	 grow	 your	 business.	 You	 were	 listening	 to	 MarkeAng	 for	
CreaAves	show.	See	you	next	Ame.	

Resources	from	this	interview:	

• Learn	more	about	Joey	Coleman	on	joeycoleman.com	
• Read	Joey’s	book	Never	Lose	a	Customer	Again
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